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ABSTRACT

The main objective of this study is to examine the mediating role of innovativeness
in the relationship among innovation strategy, organisational atmosphere,
organisational culture, and hotel performance in Thailand. The study employed a
quantitative method. The population of this study consisted of three to five-star
hotels in Thailand. Questionnaires were personally administrated to 381 respondents.
One hundred and eighty-eight responses were returned from top-level hotel
managers, yielding a response rate of 49%. This study adopted the SmartPLS v3.0
and the Partial Least Squares Structural Equation Modelling (PLS-SEM) to test the
research hypotheses. The findings found that innovation strategy did not show a
direct effect on hotel performance as expected. On the contrary, organisational
atmosphere, organisational culture, and innovativeness have a positive effect on hotel
performance. The theoretical implication of the study shows that innovativeness has
a significant mediating role on the path between organisational atmosphere and
organisational culture on hotel performance. The result provides support for the
Resource-Based View and Dynamic Capability Theory. The study suggests that hotel
owners/managers should support innovation strategies to improve hotel performance.
Furthermore, an appropriate organisational atmosphere and organisational culture to
enhance organisational innovativeness and hotel performance should be developed.
Finally, Thailand policymakers should design policies to support the development of
hotels by offering training programs to enhance organisational innovativeness
capability.

Keywords: Innovation Strategy, Organisational Atmosphere, Organisational Culture,
Innovativeness, Hotel Performance.
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ABSTRAK

Objektif utama kajian ini adalah untuk memeriksa peranan perantaraan daya
pembaharuan (innovativesness) dalam hubungan antara strategi inovasi, suasana
organisasi, budaya organisasi, dan prestasi hotel di Thailand. Kajian ini
menggunakan kaedah kuantitatif. Populasi kajian ini terdiri daripada hotel bertaraf
tiga hingga lima bintang di Thailand. Soal selidik diedarkan secara peribadi kepada
381 orang responden. Seratus lapan puluh lapan maklum balas telah dikembalikan
oleh pengurus hotel peringkat atasan, dengan kadar maklum balas sebanyak 49%.
Kajian ini mengguna pakai SmartPLS v3.0 dan Pemodelan Persamaan Kuasa Dua
Terkecil Separa (PLS-SEM) untuk menguji hipotesis kajian. Hasil kajian ini
mendapati bahawa strategi inovasi tidak menunjukkan pengaruh langsung terhadap
prestasi hotel seperti yang dijangkakan. Sebaliknya, suasana organisasi, budaya
organisasi, dan daya pembaharuan didapati memberi kesan positif terhadap prestasi
hotel. Implikasi kajian secara teori menunjukkan bahawa daya pembaharuan
mempunyai peranan perantaraan yang signifikan di antara suasana organisasi dan
budaya organisasi terhadap prestasi hotel. Hasil kajian ini memberikan sokongan
terhadap Teori Berasaskan Sumber dan Teori Keupayaan Dinamik. Kajian
menunjukkan bahawa pemilik/pengurus hotel harus menyokong strategi inovasi
untuk meningkatkan prestasi hotel. Selanjutnya, suasana organisasi dan budaya
organisasi yang sesuai untuk meningkatkan daya pembaharuan organisasi dan
prestasi hotel harus dibangunkan. Akhir sekali, penggubal dasar Thailand harus
merancang dasar-dasar untuk menyokong pembangunan hotel dengan menawarkan
program latihan untuk meningkatkan kemampuan daya pembaharuan organisasi.

Kata kunci: Strategi Inovasi, Suasana Organisasi, Budaya Organisasi, Daya
Pembaharuan, Prestasi Hotel.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

The Thailand 4.0 model was developed in 2016 as a policy to drive the economy
which focuses on creativity and design, innovation and service excellence (Jones &
Pimdee, 2017). To achieve a competitive economic advantage, the Thai government
has identified ten future industries or clusters of focus. One of these ten industries is
tourism, which is recognised as an _old‘ industry but still requires further innovative
improvement, and research and development to add value and to keep up with global
competition. This focus on tourism and hospitality is apt. In 2019, in terms of hotel
and accommodation attracting tourists, Thailand was ranked 31st place globally, and

third in South East Asia (World Economic Forum, 2019).

Also, there has been a significant increase in global travel and tourism, including to
Thailand. In Thailand, the service and accommodation industry grew 6% in 2019,
due primarily to a high number of foreign tourists. Thailand received approximately
39.80 million visitors in 2019 (Department of Tourism, 2019). In 2019, the
accommodation industry made up 2.69% of the GDP, valued at 455,122 million baht.
Thailand had a total of 757,103 rooms in 2019 (Tourism Authority of Thailand,
2019), and total tourists spending in three to five-star hotels is expected to increase
(Lunkam, 2018). However, compared to top-star hotels that are globally recognised,
lesser-star hotels received low customer satisfaction ratings in terms of services,

quality and standards (Departments of Trade Negotiations of Thailand, 2015). The



Small and Medium Enterprises Promotion and Ministry of Industry (2010) revealed
that hotels and resorts in Thailand have high operating costs, sales and marketing
issues, financial problems and also management issues. Suriyathanin (2015) states
that the Thai hotel industry is a traditional form of management. Since it does not
emphasise the use of technology, it has to rely on low skilled labor (Suriyathanin,
2015). Furthermore, small and medium hotels in Thailand tend to be mefficient
because they lack knowledge in management systems (Wongchiang & Kemthong,

2012).

As Thailand's economy is based on the tourism and hospitality industry, most
specifically the hotel industry, a study investigating organisational innovativeness in
driving hotel industry competitiveness is pertinent. Furthermore, the increasing
number of articles on innovation in the service sector in the past two decades
(Carlborg et al., 2014) indicate that service-sector organisations still face increasing
challenges in executing and sustaining innovation in delivering results. Moreover, in
the service sector, the level of innovativeness is demonstrated as being lower
(Rylkova & Antonova, 2013). Therefore, this study aims to investigate and to

confirm the mediating role of innovativeness in driving hotel performance.

1.2 Problem Statement

In the 21st century, rapid economic change affects the adaptation of innovation in
organisations. Organisations must continuously adjust their innovation capabilities to
enhance competitiveness and performance (Popa et al., 2010). The organisation's

ability to adapt and innovate is important in a constantly changing business



environment as innovation and organisational innovativeness have a crucial effect on
a firm's competitiveness (Oke, 2007), and are considered significant resources in
driving economic growth (Pivcevic & Pranicevic, 2012; Porter & Ketels, 2003;).
Organisational innovativeness means having an overall innovative capability and
willingness to change (Acar & Acar, 2012; Rhee et al., 2010; Ruvio et al., 2014 and
Tajeddini, 2010). According to Hult et al. (2004), Paolo(2014), Pivcevic and
Pranicevic (2012), innovativeness supports new ideas, new things and organisational

competitiveness.

Sangkaew and Phucharoen (2018) found that performance is an important dimension
that illustrates the administration of the hotel. Moreover, high-performance level is
also directly related to the profitability and survival of a business in a highly
competitive situation (Sangkaew & Phucharoen, 2018). The performance of hotel
establishments is directly related to the growth of travel. The number of tourists who
stay, length of stay, and room rates from the sale of hotel rooms, are considered the
main revenue, which accounts for 60-70% of total revenue. On the other hand, food
and beverage revenue represents 25% (for four- or five-star rated hotels) and other

revenues contribute between 5% and 10%.

In terms of supply, the expansion of the hotel business is mainly concentrated in
Bangkok, also as an expatriate tourist destination. An international airport was
developed for the main purpose of supporting the growth of tourism in several areas
and provinces. As a result, the hotel business has undergone an expansion in Samui,
Krabi, Chiang Mai, Pattaya and Phuket. Overall, the number of rooms across the

country increased by nearly 600,000 rooms in 2016, and 757,103 in 2019, for



locally-owned hotels and foreign hotel chains. In 2019, the Thai hotel industrywas
facing an over supply (Tanomkieatipume, 2018), and the effects on room rates was a

significant downturn (Tanomkieatipume, 2018).

The hotel industry in Thailand is one of the most volatile of businesses, constantly
trading and merging until there are shut downs (Bank ofThailand, 2018). From the
situation, the problems of Thai hotels are divided into two aspects of internal factors
and external factors. Firstly, in terms of internal factors, mid- and lesser-star hotels
receive ratings of low customer satisfaction, low service quality and standards
(Departments of Trade Negotiations of Thailand, 2015). The Thai hotel industry has
a traditional form of management, it does not emphasise the use of innovation and
technology, but is reliant on low-skilled labour (Suriyathanin, 2015), with a lack of
knowledge in management systems (Wongchiang& Kemthong, 2012). Thai hotels
offer low room rates and there is an opportunity to increase rates, but at a lower level
than many other ASEAN countries (Tananchai et al., 2018). The performance of a
hotel located in other locations differs from hotels located in a tourist destination or
in the Bangkok Metropolitan Region, especially In terms of the development of
updated innovations and the use of efficient internal resources (Sangkaew &

Phucharoen, 2018).

Secondly, external factors refer to hotel investment trends which are expected in
three and five-star hotels, and budget hotels (Bank of Thailand, 2018). Besides,
substitute products like apartments and condominiums available for daily rentals
(including those that operate illegally), offer alternative choices in this industry.

Also, online travel agents and Airbnb phenomenons are continually expanding;



offering lower prices and a variety of choices (Chalong, 2019). Lunkam (2018)
revealed that hotels in the main tourist areas are also likely to be bright prospects,
especially large hotels; while small hotels still face high competition. In the aspect of
tourist quantity, in 2018 Thai tourism faced the crisis of decreasing Chinese tourists,
a 60% decrease from 2017 in hotel income. According to Prachachatbusiness (2018),
there are 154 hotels in Thailand announced for sale, with 105 hotels in Phuket
province and 49 hotels in Chiang Mai province. Furthermore, many hotels are likely
to close down due to the crisis, and part of the reason is the lack of administration
and strategies formulation to cope with the fluctuation (Prachachatbussiness, 2018).
As mentioned above, the main issue is the hotel's performance and low customer
satisfaction, low service quality and standards, and not emphasising the use of
innovation and technology in management. In addition, the capability of the hotel in
keeping up with both internal factors and external factors and changes is crucial as

well.

According to Altuntas et al. (2013), Arikan and Enginoglu (2016), Bellou and
Andronikidis (2009), Chunnapiya (2012), Eveleens (2010), Davidson (2000),
Garrigos-Simon et al. (2005), Gray et al. (2003), Hilman and Kaliappen (2015),
Kamaruddeen et al. (2012), Karlsson and Tavassoli (2015), Kitsios and Sindakis
(2014), Nybakk et al. (2011), Nybakk and Jenssen (2012), Rota et al. (2012),
Shahzad (2014), Shanker et al. (2017), Subramaniam (2005), Terziovski (2010), Wei
and Wang (2011) and Xie et al.(2016) have identified that key factors mentioned
have impact on organisational performance. Key factors are innovation strategy (IS),
organisational atmosphere (OA), and organisational culture (OC). However, previous

studies argues that these factors influence organisational performance which can be



understood by considering the role of organisational innovativeness for the following
three reasons. Firstly, several studies found that innovativeness is a critical
determinant to improve firm's performance and is essential for organisational
survival and success (Ashraf et al., 2014; Damanpour et al., 2009; Giniuniene &
Jurksiene, 2015; Keskin, 2006; Lalitsasivimol, 2014; Rhee et al. 2010; Rutherford &
Holt, 2007; Scholastica & Maurice, 2013; Sok et al., 2013; Tajeddini & Trueman,
2008; Tajeddini, 2011; Tajeddini, 2014; Tutar et al., 2015 and Zehir et al., 2012).
However, in the short term innovativeness indirectly contributes to hotel
performance, but influences medium and long-term (Campo et al., 2014). For that
reason, hotels should make decisions on investments and focus on innovation in
order to reduce costs, create new services, new process improvements, and other

performances.

Secondly, the resource-based view (RBV) could shed some theoretical insight into the
effects of innovativeness on performance. Leonidou et al. (2013) stated that a firm‘s
capabilities and internal resources are crucial for strategies that affect organisational
competitiveness. Also, Nieves et al. (2015) analysis on hotel innovation found that a
higher level and increased knowledge of the organisation can enhance organisational
resources and capabilities to face rapidly changing market environment. Lin and Wu
(2014) further contended that an accumulation of valuable, rare resources, inimitable
resources and non-substitutable resources (VRIN) are insufficient to drive an
organisation_s competitive advantage because firms should take into consideration the

resources of dynamic capabilities, particularly innovativeness.



The development of innovation strategy, organisational atmosphere and
organisational culture are essential for the effectiveness of hotel performance and
crucial in supporting the creative skills of all employees (Nybakk & Jenssen, 2012).
According to Iplik et al. (2014), the hotel industry seeks to improve organisational
innovation strategy to sustain their ability for competitive advantage. It is also the
determining strategy to enhance the organisation‘s innovative capability (Lendel
&Varmus, 2011) and strengthens its commitment towards innovation (Crespell &
Hansen, 2008; Fruhling & Siau, 2007; Nybakk & Jenssen, 2012;). Several scholars
revealed that innovation strategy had a positive effect on organisational performance
(Altuntas et al., 2013; Chunnapiya, 2012; Hilman & Kaliappen, 2015; Kitsios &
Sindakis, 2014; Nybakk & Jenssen, 2012). However, Chunnapiya (2012) revealed
that the effects of some dimensions of the innovation strategy is unclear on the hotel
industry of Thailand. Suriyathanin (2015) stated that the Thai hotel industry has
traditional management, especially so among the lesser than three stars rated hotels
that score low in knowledge of modern management systems (Wongchiang &

Kemthong, 2012).

Organisational atmosphere is argued to enhance organisational outcomes, such as
generating ideas for innovation (Ahmed, 1998; Chen et al., 2010; Aarons &
Sommerfeld, 2012). In an organisation that has a supportive innovation climate,
employees are likely to demonstrate creative behaviour (Jaiswal & Dhar, 2015),
leading to higher consumer satisfaction (Aarons & Sommerfeld, 2012). Thus, the
hotel industry can benefit by improving the organisational atmosphere (Heide et al.,
2009). Several studies have also confirmed a crucial relationship between

organisational atmosphere, innovativeness and organisational performance (Adeoye



et al., 2014; Cekmecelioglu & Gunsel, 2013; Choi et al., 2013; Crespell & Hansen,

2008; Popa, 2011and Putter, 2010).

Also, organisational culture can motivate employees to demonstrate innovative
behaviour and develop their problem-solving skills (Karanja, 2014 and Tidd et al,,
2005). Organisational culture is a crucial factor for effective innovation (Abdi &
Senin, 2014; Ahmed, 1998; Uzkurt etal.,2013) and job performance (Shahzad, 2014).
Many studies have reported a positive relationship association between
organisational culture and organisational performance (Acar and Acar,2012); Amjad
and Siddiqui, 2019; Arikan &Enginoglu, 2016; Chilla et al., 2014; Karanja, 2014;
Laforet, 2016; Nikpour,2017;Nuansate, 2016; Nybakk & Jenssen,2012; Rahimi &
Gunlu, 2015; Shahzad, 2014; Tajeddini, 2011; Uzkurt et al.,2013 and Wang, 2012).
Laforet (2016) and Matinaro and Liu (2017) stated that organisational culture is
crucial influence in enhancing organisational innovativeness.Some studies reported
that organisational culture that promotes mnovativeness is positively linked to
organisational performance (Tajeddini, 2011; Uzkurt etal., 2013; Yesil & Kaya,
2012). Iplik et al. (2014) asserted that OC, especially bureaucracy culture, hinders

the qualifications of Turkey hotel‘s staff and innovations.

Finally, previous studies revealed that organisational innovativeness plays a
mediating role in organisational performance (Amjad and Siddiqui, 2019; Ashraf et
al., 2014; Crespell and Hansen,2008; Ferraresi et al., 2012; Leekpai et al., 2014;
Namburi, 2013; Naranjo-Valencia et al., 2016; Vincent et al., 2003 and Zehir et al.,
2012). Given the reasons above, it is reasonable to expect the role of innovativeness

in explaining organisational performance. Unfortunately, despite the purported



importance of innovativeness in organisational performance, past studies have failed
to consider an integrated model that considers the mediating role of organisational

mnovativeness.

Henceforth, the integrated model of three independent variables which are innovation
strategy, orgnisational atmosphere, and organisational culture and innovativeness, are
tested in the hotel industry for the following reasons. Firstly, as mentioned earlier,
the hotel sector is one of the key sectors that drive Thailand economy. Secondly, in
studying organisational's intangible resources following the resource-based view
(RBV) theory and dynamic capabilities (DC) theory in affecting organisational
results, past studies have emphasised the manufacturing industry more than the hotel
industry (e.g., Leonidou et al., 2012; Lin & Wu, 2014; Nieves et al., 2015; Omerzel,

2015 and Villar et al., 2012).

1.3 Research Questions

The mention from the gaps has identified some shortcomings in the literature,
particularly pertaining to the mediation role of innovativeness. Considering this gap,

this research focuses to explore on the following key questions.:

1. Is there a significant relationship between innovation strategy, organisational
atmosphere, organisational culture and hotel performance?
2. Is there a significant relationship between innovation strategy, organisational

atmosphere, organisational culture and innovativeness?



3. Is there a significant relationship between innovativeness and hotel
performance?
4. Does innovativeness mediate the relationship between innovation strategy,

organisational atmosphere, organisational culture and hotel performance?

1.4 Research Objectives

In accordance with the questions above, this research aims to attain these specific

objectives:

1. To investigate the relationship between innovation strategy, organisational
atmosphere and organisational culture on hotel performance.

2. To determine the relationship between innovation strategy, organisational
atmosphere and organisational culture on innovativeness.

3. To examine the relationship between innovativeness and hotel performance.

4. To determine the mediating role of innovativeness in the relationship between
innovation strategy, organisational atmosphere, organisational culture and hotel

performance.

1.5 Scope of the Study

This study concentrated on three-star, four-star, and five-star rated hotels that are
members of the Thailand Hotels Association. The classification of star hotel based on
the Thailand Hotels Association ascertains the star rating by following the Thailand

Tourism Standard Code (TTS) 202-2014 Accommodation Standard for Tourism
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(Hotel) Part 1: 5 Stars and Part 2: 1-4 Stars (Ministry of Tourism and Sports of

Thailand, 2014).

The unit of analysis of the study was the organisation level. The top hotel
management, including general managers, were recruited to represent their hotel. In
2017, 752 hotels were members of the Thailand Hotels Association. Of this total, 254
hotel organisations were considered the research sample based on Krecie and
Morgan in Appendix D (Sekaran & Bougie, 2009, p.263-264). This research was
operated between July to November 2019, and was done before the Corona Virus

Disease (COVID-19) pandemic.

1.6 Significance of Research

This research contributes to propose the theoretical discussion of the influence of
organisational innovativeness, innovation = strategy, organisational culture,
organisational atmosphere and organisational performance of Thailand‘s hotel
industry. Specifically, this study provided clarity on the role of organisational

innovativeness as the mediator in such a relationship.

Theoretical perspective, this study investigates the theoretical link; the present study
is underpinned by resource-based theory whereby innovation strategy, organisational
atmosphere and organisational culture are essential to the firm‘s intangible resources
to enhance organisational competitive advantage (Barney, 1991; Kamasak, 2015;
Karlsson & Tavassoli, 2015; Terziovski, 2010). This study seeks to further

understand the role of these intangible resources by examining their effects on
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innovativeness. Some researchers have suggested that future studies investigate the
mediating variables that link some key organisational factors, such as innovation
strategy, organisational atmosphere, organisational culture and organisational
performance to understand how these factors explain performance (Hilman &
Kaliappen, 2015 and Nybakk et al., 2011). The dynamic capability theory is also
applied to support the argument that firms need to develop and sustain their

capability to respond to the changing in their business environment.

Managerial perspective, the study‘s result will contribute to the Thai government and
policymakers to improve the performance of the hotel industry in Thailand by
offering practical recommendations to drive innovativeness and innovation. If the
finding is valid, the hotel‘s owner or hotel executive‘s need to consider developing
and strengthening its innovation strategy, organisational atmosphere and
organisational culture to facilitate organisational innovativeness for improved

organisational performance.

1.7 Definition of Key Terms

Hotel Industry: A hotel is an establishment that offers accommodation on in the
short-term; food and drink, and similar services and goods to any person willing to
pay for the services and facilities provided (Chan & Mackenzie, 2009). This study
focused on three to five star rated hotels that are members of the Thailand Hotels

Association.
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Organisational Performance: Organisational performance is measured by indicators
following the Balanced Scorecard (BSC), which have four perspectives: financial,

customer, internal process and learning and growth perspective (Wu & Lu, 2012).

Innovation Strategy: Innovation strategy is a sum of strategic choices regarding its
innovation activity for developing a new product/service and new approaches;
finding new markets and a source of supply and managerial structure to improve

organisational performance (Gilbert, 1994; Strecker, 2009; Wang & Ahmed, 2004).

Organisational Atmosphere: Organisational atmosphere refers to the aggregate

employees* perception of organisational attributes that affect their work.

Organisational Culture: Organisational culture is defined as a set of norms, attitudes,

underlying values, management practices, and behavioural patterns that virtually

influence the working life (Denison, 1984).

Innovativeness: Innovativeness is the capability and willingness of the organisation

to change, take risks, adopt innovations, and be receptive to create innovation

(Calatone et al., 2002; Lawson & Samson, 2001; Wang & Ahmed, 2004).

1.8 Organisation of the Thesis

The organisation of the thesis comprises five chapters. The first chapter focused on

the background of the study, identified the research gaps, outlined the research
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questions and objectives, and highlighted the scope of the study, the contribution of

the research, and the key term‘s definition and variables.

Chapter Two provided overview of the related literature. It focused on the definition
and dimensions of all variables. It also discussed the influence of organisational
innovativeness on organisational performance and the relationship between the three
independent variables and organisational performance. This chapter also discusses
the underpins of this study. In addition, it also proposed the hypotheses development

and research framework.

Chapter Three describes the research method, which covers research design, research
procedure and research instrument. In addition, this chapter discusses operational
definitions,  questionnaire  development, and data  collection = which
comprised population of the study, sample size and data collection procedure. Then it
proceeds with pilot/preliminary tests, which are validity testing, content validity test,

construct validity test, reliability test, data collection and data analysis.

Chapter Four proposed the finding and results of this study. It comprises data
screening and cleaning, missing data analysis, assessment of normality test,
assessment of outliers, common method bias, multicollinearity, descriptive statistics
of constructs, measurement model, and the structure model assessment. Finally, it
illustrates all hypothesis testing results, the coefficient of determinations, the

effective size, and predictive relevance.
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Chapter Five discusses the key findings presented in the previous chapter by
explicitly relating them to the research objectives and literature. Then, several
theoretical and practical implications are highlighted. Finally, this chapter ends by
outlining the research limitations, recommendations for future research, and

conclusions.

1.9 Summary of the Chapter

The first chapter has explained the motivation of the research, identified the gaps of
the literature, outlined the research questions and aims, and highlighted the scope of
the study, the contribution of the research, and the key term‘s definition and
variables. The next chapter reviews relevant literature, and discusses the theories that
underlie this study. Follow the literature review, the hypotheses of this study will be

determined.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter offers an overview of the related literature. It focuses on the definition
and dimensions of organisational performance, innovation strategy, organisational
atmosphere, organisational culture and innovativeness. It also discussed the influence
of organisational innovativeness on organisational performance, and the relationship
between the three independent variables and organisational performance. This
chapter also discusses the resource-based view theory (RBT) and dynamic

capabilities (DC) theory that underpinned this study.

2.2 An Overview of Tourism Industry and Hotel Industry in Thailand

The hotel industry is one of the business sectors in the tourism industry that have
many interrelated relationships; it is an industry that is important to the economy of

Thailand. It is essential to understand the situation of both industries in Thailand.

2.2.1 Tourism Industry Situation in Thailand

The tourism industry is the parts of the crucial component of the service sector in
Thailand. The industry contributes more than 17% of Thailand GDP or 2,754 billion
baht. Thailand received 35.38 billion foreign tourists, an increase of 8.8% in 2016.

The revenue generated was 1,824 million baht, a rise of 11.66% from 1,633.5 million
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baht in 2016. Interestingly the number of domestic tourist arrivals also increased
(Office of The National Economic and Social Development Board, 2018). To spur
the industry further, the Thailand government launched the campaign _Amazing
Thailand Year 2018 (Tourism Authority of Thailand, 2017). The Tourism Authority
of Thailand also aims to enhance Thailand ranking in the travel and tourism
competitiveness from 34th place in 2017, to 25th in 2022. Such an aim could be
possible by enhancing creativity, technology and innovation, as spelt out in Thailand

Policy Model 4.0 (Kasemsuk, 2017).

The tourism industry affects other businesses, such as food/beverage,
accommodation and transportation (Tourism Authority of Thailand, 2018).
Moreover, the tourism industry creates job opportunities for between four and five
million people (Thailand Sport and Tourism, 2017). One of the industries playing a
crucial role in driving the tourism industry is the hospitality industry, especially the

hotel industry (Hilman & Kaliappen, 2014).

2.2.2 Hotel Industry in Thailand

In Thailand, accommodation and related services are continually and increasingly
expanding. In 2015, the hotel industry contributed GDP at 4.75%, and was worth
582,735 million baht (Lunkam, 2017; NESDB, 2018). The number of rooms rose
from 300,000 in year 2000, to 600,000 in 2016 (Lunkam, 2017), and the occupancy

rate increased by 68.49% (NESDB, 2018).
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The types of hotels can be classified into several types which are location, function,
price and staff/room ratio, size, the distinctiveness of property, and star rating (Chan
& Mackenzie, 2009). Hotels in Thailand are usually ranked on a star rating between
one and five stars, with five stars being the highest rating possible by the Thailand

Hotel Standard Association.

In 2017, Thailand had 5,995 hotels, 402,650 rooms, and 55.27% of all
accommodation-type rooms (Tourism Authority of Thailand, 2017). There were 880
registered hotels by the Thai Hotels Association (Thai Hotels Association in
Thailand, 2017). Due to the increasing number of tourists, the quantity of
accommodation growing effects on room prices is on a down turn trend. The
emergence of the sharing economy's arrival of competitive substitute products,
renewable products for instance; apartments, boutique hotels, condominiums,
homestays and budget hotels, have further contributed to the lower prices (Lunkam,
2017). Due to the increasingly fierce competition in the accommodation sector,
Thailand hotel executives should consider their strategic plan and review their
capability to sustain a competitive advantage to survive in a rapidly changing

business environment.

2.2.2.1 Thailand Hotel Rating

Thai Hotels Standard Foundation and Tourism Authority of Thailand has been

conducting standards, audits and certifications for hotels since 2007. Thailand Hotel

Standard threshold has been defined by the Department of Tourism Ministry of
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Tourism and Sports in 2014. The levels of hotels in Thailand are categorised into five

levels; which are 1 star to 5 stars.

Tourism Authority of Thailand defined each hotel rating star characteristic based on

the criteria in 2014 as follows.

3-stars Rating Hotel Characteristic

The characteristics of a three-star hotel comprises the size of the room being more
than 18 square meters, minimum 14-inch television and remote control in the room,
wardrobe, lamp, glass, water heater, soap, bath cap, handkerchief, hotel room

service in the coffee shop, meeting room, public toilets, and toilet for the disabled.

4-stars Rating Hotel Characteristic

In addition to three-star facilities, rooms are usually 24 square meters. Bed size is
more than 3.5 feet., with refrigerator, tea and coffee, bathrobe, slippers and
telephone. In the bathroom, there are shampoo and body wash, towels, a sewing kit,
holmium sewing machine and hairdryer. In addition, there is a restaurant and fitness
room with more than five pieces of equipment. There are hot springs, a swimming
pool, alarge meeting room, and more than 2 meeting rooms. The room has

equipment and a security system.

S-stars Rating Hotel Characteristic
In addition, a five-star hotel has beautiful indoor and outdoor facilities and services.
The room is more than 30 square meters, the bed is more than four feet, with a 20-

inch television, and remote control. In the bathroom, there is a large bathtub,
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weighing equipment, a complete bathroom, Gucci bathtub, spa room, swimming
pool, and a fully-equipped meeting room. There is a small meeting room with less
than four rooms. In addition, there is a fitness room with more than seven pieces of
equipment. Finally, there are advanced security systems. Parking must be more than

40% of the number of guests staying at the hotel.

The criteria and indicators are based on the international model of star ratings. All
criteria and indicators comprise 12 sections, 45 contains and 499 indicators, 259
mdicators for 3-stars, 358 indicators for 4-star, and 402 indicators for 5-star. In

addition, the hotel certified must achieve more than 95% of the overall score.

The hotel standard indicators comprise 12 categories as follows.
Category 1. Location, Environment, Building and Parking.
Category 2. Reception hall, Public Toilets, Elevator and Indoor Walkways.
Category 3. Standard Rooms

Category 4. Suite Room and Executive Floor.

Category 6. The Recreation service: swimming pool.

Category 7. Business Service: Conference and Business Center.
Category 8. Personnel and Service.

Category 9. Security System in the general zone.

Category 10. Environmental and Communities.

Category 11. Staff

Category 12. Other features.

20



2.3 Organisational Performance

Organisational performance is gauged to measure the organisation's performance.
This section will describe the type of organisational performance measurement in
several aspects, which are internal and external perspectives, financial and non-
financial perspectives as well as organisational performance measurements, in the
context of the hotel industry. Besides, it will explain the balanced scorecard (BSC)
concept, the composition of BSC, and justify the use of BSC as the measurement of

the hotel industry.

2.3.1 Organisational Performance Measurement

The overall result of the organisational activities is organisational performance (Wu
& Lu, 2012). Organisational performance is gauged by both financial and non-
financial indicators to measure that the organisation performs the right thing with the
right approach (Hilman & Kaliappen, 2014). Of the two indicators, several scholars
used only financial indicators to measure organisational performance. However,
using only financial performance as a single indicator to gauge the overall
organisational performance is not enough (Ling & Hong, 2010). Avci et al. (2011)
and Wang (2012) suggested that organisational performance measurement should not
be considered from the one perspective, are financial or non-financial angles because
the latter focuses on the firm‘s long-term success, which may lead to improved
organisational performance. Similarly, Pnevmatikoudi and Stavrinoudis (2015)

suggested that researchers use a variety of different measures.
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Because the hotel industry is characterised as being labour intensive and service-
oriented (Santoro, 2015), it is necessary to consider non-financial indicators, which
are human development, service quality, brand awareness, branding (Thrassou &
Vrontis, 2009), and occupancy performance (Sun & Lu, 2005), to measure
organisational performance. Kessler et al. (2015), who studied innovativeness and
business success of the Austrian hotel industry, used both financial and non-financial
indicators, including market success, financial and human resources related success.
Haktanir and Harris (2005) proposed a dynamic business performance, overall
organisational performance, human resource performance, customer aspect, financial
success and innovative activity performance. They also suggested the performance
measures used should fit the context of the hotel and hospitality industry.
Chunnapiya (2012) used marketing performance indicators, comprising customer
retention, sales growth, increased customer satisfaction, increased profit, new

customers and market share.

Meanwhile Corluka (2017) asserted three components of hotel performance
measurement: the internal and external environment, and time component. The
internal environment measurement is focused on the organisational characteristics,
including the types of services, price, location, ownership, guests® length of stay, and
others. On the other hand, the external environment measurement is based on tourist
destination demand. The time component measurement refers to the seasonality of
tourism. A low season, a midseason, and a high season contribute differently to

performance.
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In the context of the hotel industry, previous researchers focused on the financial
perspective more than the non-financial perspective. In spite of this, the
organisation's stakeholders focussed on a holistic view of performance. Furthermore,
hotel employees should understand the link between financial perspective, and
understanding the effects of their decisions and actions which is a non-financial
perspective. In addition, the four perspectives of BSC enable hotels to gain an overall
view of organisational performance (Sainaghi, Phillips & Corti, 2013). Sainaghi,
Phillips, and Corti (2013) stated that hotel sector performance measurement should
follow economic change and focused on both financial and non-financial indicators
of BSC perspective. They suggested that hotel executives should focus on modern
indicators which are innovation and learning, with more emphasis on service and

process innovation than product innovation.

Elbanna, Eid, and Kamel (2015) reveal that after 1995, 30-60% of firms changed
their performance measurement system to BSC; since then the BSC has received
much attention from both academics and professionals. Nevertheless, they argue that
research addressing the adoption of BSC in the hotel industry is inadequate. BSC
integrated financial and non-financial indicators through causal relationships of
firm's objective and target; and BSC can improve hotel management and revenue
growth, and also increase profit and forecast business trends (Quesado et.al, 2018).
Suttipun et. al., (2018) state that most studies focus on financial performance
indicators more than non-financial performance indicators, because financial
performance is easy to measure but there are several limitations, namely inferior
ability to predict the future situation. Their study aims to examine especially, the

influence of corporate social responsibility on hotel performance in the southern
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region of Thailand, with hotel performance measurement by BSC. The result of this

study reveals that hotel performance measure by BSC was at a high level.

2.3.2 Balanced Scorecard (BSC) Concept and Model

Kaplan and Norton (1992) proposed that the way to organisational measurement
method is Balanced Scorecard (BSC). The measurement emphasises four measures
perspective: finance, customer, process, and learning and growth perspectives. Each
BSC perspective is linked to other perspectives. They proposed that learning and
growth lead to improved internal processes, while improved customer satisfaction

leads to increased financial results.

2.3.2.1 Financial Perspective

According to Kaplan and Norton (2001), organisations want to be successful
financially. Therefore, profitability is a financial indicator of performance, achieved
to satisfy shareholders. In the model, financial perspective is at the top of the
hierarchy, suggesting the end goal that organisations wish to accomplish. Other
typical financial objectives include revenue growth and economic value added

(Niven, 2002).

According to Niven (2002), all financial perspective measures should be derived
from the corporate strategy that differentiates organisational activities. Financial
goals help organisations to survive, succeed and prosper. Each dimension comprises

several indicators, which are cash flow, market share, sales growth, operating
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income, return on equity (ROE), total assets, return on net assets, gross margin and

net income. (Kaplan & Norton, 2001; Niven, 2002).

According to Kaplan and Norton (2001), financial measures alone are inadequate to
measure organisational performance. In contrast, Malina and Selto (2001) claimed
that financial measures are not clearly linked to short-term and long-term strategies.
Hence, BSC facilitates the measurement of organisational performance from two

sides, 1.e., financial and non-financial perspectives (Kaplan and Norton, 1996).

2.3.2.2 Customer Perspective

Customer perspective is one of three non-financial aspects of BSC. Many
organisations focus on the customer perspective in their corporate mission. Kaplan
and Norton (1992) stated that the core importance of the customer perspective is that
a company needs to provide its value proposition to serve customer needs. Customer
perspective measurement depends on business market segments and their customers.
The main indicators to measure customer outcomes include customer satisfaction,
customer acquisition, customer retention, customer loyalty, market share and
customer profitability (Kaplan & Norton, 1996; Niven, 2002). According to Kaplan
and Norton (1996), customer perspective outcomes should reflect the specific
measures of value propositions of a business unit. Ultimately, the result of customer

perspective will lead to financial returns.
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2.3.2.3 Internal Process Perspective

In this perspective measurement, a firm‘s executives should identify the critical
processes that excel in delivering the value propositions to retain customer need, and
shareholder expectations to meet future financial returns (Kaplan & Norton, 1996).
Excellent customer expectations are derived from excellent

organisational processes and actions.

In terms of internal process, perspective measurement should focus on the greatest
impact on customer satisfaction and attained organisational financial objectives. The
measurement indicators of the internal process perspective are the efficient operation
of the internal process, which include cycle time, the quality of employee skills, and
productivity. Many organisations rely on a third party to measure customer service
effectively. Kaplan and Norton (1996) asserted that the internal process perspective

should measure the long-term innovation cycle and short-term operations cycle.

2.3.3.4 Learning and Growth Perspective

This perspective is the fourth perspective of the BSC model. Learning and growth
involve the determination of facilities that support organisational long-term growth.
Kaplan and Norton (1996) contended that the organisation‘s current technologies and
capabilities are unlikely to achieve long-term customer targets and critical internal
processes. Global competition drive organisations to continuously improve their

capabilities in providing organisational value to their customers and shareholders.
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This perspective is based on three main sources: people, systems and organisational
procedures. To achieve breakthrough organisational performance, businesses should
fulfill the gaps in existing capabilities and the expectations status of human
resources, system and work procedure. The way businesses will perform is by re-
skilling employees, further improving information technology, and aligning
organisational work procedures. This perspective measurement is the driver for high
outcomes in the first three perspectives. This perspective measurement comprises the
aspects of: human resources capabilities, data and information system capabilities,

workforce motivation, empowerment, and work alignment.

Avci et al. (2011) suggested that for the service sector, the balanced scorecard model
could be a forefront measurement appropriate because in the service sector, most
organisational performance measures non-financial indicators; namely customer
satisfaction, employee satisfaction and internal process efficiency. Likewise, Kairu et
al. (2013) adopted BSC to measure the influence of the firm‘s performance in the
service sector. They found that both financial and non-financial indicators were
equally important; and when integrated, both measurement types can lead to superior
results. They further suggested that BSC could be used as key support for a firm‘s
success, and that it can be applied to practically any organisation. Hence, the present
study used BSC to measure hotel performance. The measure was adapted from Wu

and Lu (2012).
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2.4 Innovation Strategy

Innovation strategies as organisational capabilities are about all innovation activity of
a firm that occurs from strategic choices. This section will describe innovation

strategy definition, types and innovation strategy dimensions.

2.4.1 Innovation Strategy Definition

Nowadays, the rapid changes in the industrial environment and globalisation can
enhance and support a company‘s innovation capability (Fruhling & Siau, 2007); and
improve sustainable competitive advantage (Iplik et al., 2014 and Jenssen & Randoy,
2006) to enhance organisational performance (Crespell & Hensen, 2008). In the hotel
industry, organisations seek to develop their strategic innovation capabilities for
sustainable competitive advantage so that hotels can meet new demand and expand
the range of services they offer, improve service quality, and enhance customer
satisfaction (Iplik et al., 2014). Stowe and Grider (2014) stated that organisations
have two strategic choices to create an innovative organisation: (a) by improving
employees‘ understanding and capability of innovation; and (b) by developing

organisational strategies to support innovation.

Strecker (2009) concluded that innovation strategy is all innovation activity of a firm
that occurs from strategic choices. Hilman and Kaliappen (2015) defined innovation
strategies as organisational capabilities, consisting of the foundation of
organisational competitive advantage and superior performance attainment.

Innovation strategies (IS) could be of various types which are product and service
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innovation, market innovation, process innovation, and open innovation. Wei and
Wang (2011) defined IS from an administration perspective as a firm‘s strategic
action to face the market environment changing, and that which promotes the new
thing in the organisation. Gilbert (1994) defined innovation strategy as the degree
and firm's way to use innovation to execute its business strategy and improve
organisational outcomes. Consistently, Satayaraksa (2015) summarised IS as one part
of an organisational target and strategic alternatives involving resource appropriation
and adoption of courses of action. Lendel and Varmus (2011) pointed out that
innovation strategy refers to developing new products and services, market activities,
work processes, and ways to develop and continuously improve the firm's innovative
capability. Also, Gilbert (1994) contended that innovation strategy is how the firm
drives its business strategy, and improve organisational performance by innovative

strategy.

This study can define innovation strategy as a sum of a firm‘s strategic choices for
implementing its innovative task to develop new services, processes, creative
approaches; and find new markets, sources of supply, and managerial systems to
improve the firm‘s performance (Gilbert, 1994, Strecker, 2009 and Wang & Ahmed,

2004).

2.4.2 Innovation Strategy Dimensions

Relevant literature showed that innovation strategy has multiple dimensions. Strecker
(2009) proposed four aspects of IS: the propelling of innovation, sources of

mnovation, investment level, and distance to the core business. On the other hand,
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Nybakk and Jenssen (2012) described innovation strategy in four dimensions: (a)
products, (b) processes, (c) business systems, and (d) the budget of R&D. While
Miles and Snow (1978) proposed four dimensions of innovation strategy, which

include prospector, analyser, reactor and defender strategy.

Karlsson and Tavassoli (2015) outlined the six most popular types of innovation
strategies. They are product innovation, process innovation, marketing innovation,
organisation innovation, both product and process, and all four types of innovation.
They found that most firms should choose a complex innovation strategy instead of
choosing one type. Armbruster et al. (2007) noted that it is difficult to analyse the
innovation strategy due to the wide variety of dimensions of firms and industries.
However, Venkataraman (1989) divided six characteristic dimensions. They are

aggressiveness, analysis, defensiveness, futurity, proactive-ness and riskiness.

Terziovski (2010) proposed an overall organisational innovation strategy as the
organisation‘s vision or mission by improving administrative routines and internal
cooperation; focusing on customer satisfaction, improving product or service quality,
and improving employee commitment. Many researchers have adapted the
instrument of Terziovski (2010) to investigate various industries. Aksoy (2017)
studied SMEs, Vicente et al. (2015) investigated the effect of innovation strategy in
manufacturing firms, Kalay and Lynn (2015) in manufacturing, and Satayaraksa
(2015) studied manufacturing firms. In addition, in Turkey, Kamasak(2015) studied
services industries such as public administration, community services, and private

Services.
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Literature suggests that organisational innovation strategy proposed by Terziovski
(2010) is found to be highly reliable and valid, and fits with the theoretical model
and acceptable level of variance in SME performance. Also, Terziovski (2010)
revealed that the formal structure of a firm is a significant predictor of organisational
performance. Therefore, the present study adapted Terziovski‘s instrument to
measure the three-star rating to five-star rating hotels in Thailand because the hotel

management structure is relatively formal.

2.5 Organisational Atmosphere

Employee performance is affected by the organisational atmosphere (Bharthvajan,
2014; Adeoye, 2014). While it could motivate employees to perform, it could also be
a source of work stress (Akbaba, 2016). Lewin and Stringer (1968) carried out the
first study on organisational atmosphere using a motivation theory (Al-Shammari,
1992; Akbaba & Altindag, 2016). Lewin and Stringer (1968) described an
organisational atmosphere as a sum of work environment that employees perceive,
which influences their motivation and behaviour. Subsequently, several researchers
expanded the concept of organisational atmosphere (Acikgoz & Gunsel, 2011;
Patterson, 2011; Wang et al., 2016; Alharbi, 2017; Schneider, 1990; Erhart et al.,

2014; Hamidianpour et al., 2015; Floyd,2016; Hatjidis,2019).

Acikgoz and Gunsel (2011) referred to it as a contextual situation associated with the
thoughts, feelings and behaviours of organisational members. Similarly, Ekvall
(1996) indicated that organisational atmosphere affects employee attitudes, feelings

and behaviours. Wang et al. (2016) defined organisational atmosphere as a holistic
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perspective of each staff's view of their organisation, which is a behavioural pattern
in an organisation that impacts employees® behavioural motivation and work.
Patterson (2011) defined organisational atmosphere as an aggregation of individual

and group perceptions of the work environment.

Organisational atmosphere can be separated into three levels: the individual level,
group level and organisational level or shared perceptions (Anderson & West, 1998;
Putter, 2010; Patterson, 2011). In terms of organisational level, Alharbi (2017) and
Schneider (1990) defined organisational atmosphere as employees‘ shared perception
of processes, practices, policies, procedures and rewards in their organisation. At the
broadest level of measurement of organisational atmosphere, Patterson (2011)
defined it as members‘ experience, shared meanings and shared perceptions of their

environment.

2.5.1 Organisational Atmosphere Definition

Organisational atmosphere is a key component of a work environment (Nybakk &
Jenssen, 2012). Generally speaking, organisational atmosphere refers to a general
climate in organisation that influences all employees' thoughts, feelings as well as
behaviours in their organisation (Acikgoz & Gunsel, 2011; Denison, 1996).
Furthermore, Schneider et al. (2013) and Ahmed (1998) defined organisational
atmosphere as policies, practices and procedures of their work; and employees’

experiences and behaviours that can be observed and rewarded.
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Furthermore, Choudhury (2011) and Popa (2011) defined organisational atmosphere
as attitudes, opinions, values, beliefs and sentiments of employees at a certain
moment in an organisation. While Bowen and Ostroff (2004) and Ehrhart et al.
(2014) defined organisational atmosphere as a whole shared perception of employees
of the organisation, which is provided such as policies, work procedures, daily work

and reward system.

Table 2.1

Organisational Atmosphere Definitions

Authors Organisational Atmosphere Definitions

Bowen & Ostroff Organisational atmosphere combines a shared perception of

(2004) the organisation practices, policies, procedures, routines,
and rewards.

Dawson & Abbott Organisational atmosphere as a work atmosphere regarding

(2009) employee's belief about their working conditions and offers

pleasant and rewarding experiences.

Charbonnier-Voirin et Organisational atmosphere as the employee‘s share

al. (2010) perceptions about firm‘s activities, procedures and reward
system.
Erhart et al. (2014) OA as all members attached to whole activities of their

experience and behaviors they see being rewarded,
supported and expected.

Hamidianpour et al. OA referred to the feeling and value of workplace,

(2015) leadership credibility, commitment, sense of belonging and
trust to organisation both formal and informal procedures of
employees.

Floyd (2016) Organisational atmosphere refers to the collective

perceptions of employees on their interactions with their
peers, management, and their perceptions of their
interactions with the organisation‘s policies, procedures, and
structures.

Hatjidis (2019) Organisational atmosphere denotes perceptions of the things
that occur to employees in their organisation.

From Table 2.1, several common definitions of organisational atmosphere are
identified as a set of attributes where employees have a shared perception and feeling
of the work environment regarding its practices, policies, leadership credibility,

commitment, sense of belonging, procedures and rewards system that affect them.
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This study defines organisational atmosphere as an aggregate of employees’

perception of organisational attributes that affect their work.

2.5.2 Organisational Atmosphere Dimensions

Organisation atmosphere can be distinguished as the global atmosphere and specific
atmosphere (Kuenzi, 2010). However, a lack of a theoretical rationale makes it
difficult to support or describe the global atmosphere because a specific atmosphere
depends on a specific organisational context. Organisational atmosphere can also be

distinguished by the type of atmosphere, as shown in Table 2.2.

Table 2.2

Types of Organisational Atmosphere

Types of Organisational Atmosphere Authors

Creative Atmosphere Porzse (2012); Lin (2012); Dubina (2011); Ystrom
et al. (2013); Ghosh (2015) and Mafabi & Munene
(2015).

Innovation Atmosphere Ahmed (1998); Anderson & West (1998); Pirola-
Merlo & Mann (2004); Sarros et al. (2008); Chen
et al (2010); Hoe (2011) and Aarons (2012).

Ethic Atmosphere Victor & Cullen (1988) and Choi (2013)

Service Atmosphere Borucki & Burke (1999); Johnson (1996); Dietz et
al. (2004); Solnet & Paulsen (2005); Hoe et al.
(2011) and Manning et al. (2012).

Safety Atmosphere Hofmann & Mark (2006) and Wallace & Chen
(2006).

Global Atmosphere Warr & West (2004) and Gelade & Ivery (2003).

Cooperative Atmosphere Chen & Huang (2007)

Supportive Atmosphere Chen et al. (2010)

Overall Organisational Atmosphere Scheider et al.(1996); Davidson (2003); Nwankwo
et al. (2004); Manning et al.(2012); Crespell &
Hansen (2008); Subramaniam (2005) and Rota et
al., (2012); Vong et al. (2018)

Literature review indicates various dimensions and measurements of organisational
atmosphere. In their early study of organisational atmosphere, Litwin and Stringer

(1968) categorised organisational atmosphere as having nine dimensions such as
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responsibility, rewards, and relationships as well as performance. On the other hand,
Jones and James (1979) proposed seven dimensions of the organisational atmosphere
such as esprit of profession, workgroup, leader facilitation, cohesion, as well as
variety and feedback. Koys and Decotis (1991) suggested five dimensions which
consisted support/sincerity, pressure, cohesion, intrinsic recognition and impartiality.
Anderson and Patterson et al. (2005) distinguished organisational atmosphere as
having 17 dimensions such as efficiency, reflexivity, flexibility, supervisory support,
as well as outward focus. In addition, Crespell and Hansen (2009) proposed
organisational atmosphere as having four dimensions. They are team cohesion,

supervisory encouragement, autonomy, openness to innovation, and resources.

Table 2.3 lists the measurements of organisational atmosphere measurement in
literature. Literature identifies at least 52 separately labeled dimensions of
atmosphere. Similarly, DeCotiis et al. (1980) summarised 54 dimensions. According
to DeCotiis et al. (1980), different researchers seemed to label each dimension of
organisational atmosphere differently depending on the organisational context. Vong
et al. (2018) investigated the influence of organisational atmosphere on employee
behaviour in Macau, China. They used multi-item measures of organisational
atmosphere following Newman‘s (1977) scale whose reliability had been established
proven in past studies (Alharbi, 2017; Cronan et al, 1985; Vong & Tang,

2017; Pena-Suarez et al., 2013).

On the other hand, several researchers considered organisational atmosphere as
having one dimension (Haakonsson et al., 2008; Haakonsson et al., 2008; Quinn &

Rohrbaugh, 1983; Viitala et al, 2015; Vong et al., 2018; Wang et al., 2016).
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However, literature seems to suggest that many researchers consider organisational

atmosphere as a multi-dimensional construct. While different researchers define

dimensions differently depending on the context and purpose of their study, some

common dimensions can be identified. They include warmth and support, cohesion,

supervisory encouragement,

autonomy and openness

(Subramaniam, 2005).

Different researchers define the dimensions of organisational atmosphere differently,

resulting in a wide range of survey items, ranging from 3 to 82.

Table 2.3
Organisatoinal Atmosphere Measurement
Author Dimensions No. of
items/sources

Koys and Decotis 8 multi-dimensions: 40 items
(1991) 1) Autonomy 2) Cohesion 3) Trust 4) Pressure 5)

Support 6) Recognition7) Fairness 8)Innoation
Crespell and Hansen 5 multi-dimensions: 16 items
(2009) 1) Team cohesion 2) Supervisory encouragement

3) Autonomy 4) Openness to innovation and

Resource
Patterson et al. (2002) 4 multi-dimensions: 20 items

1) Participation 2) Autonomy 3) Welfare 4)

Supportive leadership
Crespell and Hansen 5 multi-dimensions:
(2009) 1) Team cohesion 2) Supervisory encouragement

3) Autonomy 4) Openness to innovation 5)

Resource
Quinn & Rohrbaugh Uni-dimensional 7 items
(1983)
Haakonsson et al. Uni-dimensional 7 items adapted
(2008) from Burton et

al. (2002)

Suarez et al. (2013) Uni-dimensional 15 items
Wang et al. (2016) Uni-dimensional 3 items

Vong et al. (2018)

Uni-dimensional

6 multi-items
scale

Developed from
Newman (1977)

Viitala et al. (2015)

Uni-dimensional

5 items adapted
from Elo et al.
(2008),
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Suarez et al. (2013) constructed a single dimension of organisational atmosphere
scale based on 50 multi-dimensional items to 15 items. The new scale was found to
have a higher discrimination index of more than 0.40, a high alpha coefficient of
0.97, which was similar to the longer test, an alpha coefficient of 0.94; and explained
52.32% of the total variance. They concluded that a one-dimensional scale could
provide a reliable estimation of the general dimension of organisational atmosphere
and adequate psychometric properties. Wang et al. (2016) developed a
unidimensional scale of organisational atmosphere to examined the effect of
organisational atmosphere on hotel performance in Taipei City. The questionnaire
had three items adapted from Desseler (1976). The study focused on employees*

perceptions of the institution, organisation and management.

Following Vong et al. (2018), the present study used a unidimensional scale of
organisational atmosphere for four reasons: (a) this scale was developed by various
authors who had investigated organisational atmosphere, ascertaining the validity of
the instrument; (b) it could facilitate the implementation of the survey and provide an
accurate diagnosis of organisational atmosphere; (c) all items comprehensively
measure several aspects of organisational atmosphere; and (d) the fewer number of

items make them easy to administer (Suarez et al., 2013; Vong et al., 2018).

2.6 Organisational Culture

This section describes a definition of organisational culture, organisational culture

dimensions, the difference between organisational atmosphere and organisational
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culture; as well as proposes Denison's organisational culture model (DOCM) as

instruments to measure organisational culture in this study.

2.6.1 Organisational Culture Definition

Denison (1984) gives a definition of organisational culture as a set of norms,
attitudes, values, organisation behavioural, and patterns that form the core identity.
Consistently, Schein (1990) defined organisational culture as core values and
behaviours of all employees which lead to achievable goals of the organisation.
However, Yesil and Kaya (2012) referred to it as some attribute that is holistically
associated with rituals that are socially constructed in organisations, which is
difficult to change that creates togetherness in all members of the organisation.
Furthermore, Balthazard et al. (2006) proposed organisational culture; meaning that a
fact of organisational life comprises symbolism, sense-making and socialisation.
Also, many scholars, such as Mironet al. (2004), Valencia et al. (2010), and Cerovic
et al. (2011), offered a holistic definition of organisational culture as a group of
shared values, beliefs and practices, as well as norms by employees within a firm,
which make an organisation difference. In defining organisational culture, this study

refers to Denison‘s (1984) work.

2.6.2 Difference Between Organisational Atmosphere and Organisational

Culture

Organisational atmosphere includes employee attitudes, feelings and behaviour;

whereas organisational culture is the structuring force of the organisational values,
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norms, beliefs, symbols, rules and thoughts (Nybakk & Jenssen, 2012; Popa, 2011).
Meanwhile, Crespell and Hansen (2008) pointed out that organisational culture and
atmosphere are the results of a perception of a dominant culture. Hence,
the atmosphere is at a lower level than culture (Crespell & Hansen, 2008). According
to Denison (1996) and Putter (2010), organisational culture refers to the basic
structure and an evolved context of an organisation, embedded in the values, beliefs
and assumptions of organisational members; while organisation atmosphere
explicitly refers to thoughts, feelings, behaviours, practices and procedures of the

organisation.

The organisation atmosphere is temporary and can be observed in a short time,
subject to the direct control of the organisation; and is generally perceived by all
members of the organisation. According to Deal and Peterson (1999), organisational
atmosphere refers to employees® shared perception of their organisational
environment, while organisational culture refers to the way that leads employees to
do things around them. Consistently, Stolp and Smith (1995) referred to
organisational atmosphere as the common perceptions of the organisation employee,
while organisational culture includes the employee‘s feelings towards their
organisation, beliefs values, and assumptions that provide the organisational
characteristics; and set the standards of employee's behaviour. In terms of impact on
employees, organisational culture is postulated to have a wider effect than
organisational atmosphere. Stopl and Smith (1995) further contended that
organisational culture is a function of organisational relationship history, while
organisational atmosphere is a function of employees® recognition of the present

relationship.
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Literature suggests that organisational climate and organisational culture are different
but overlap at some point (Schneider, 2012; Denison, 1996), such that both are
associated with organisational environment; and organisational atmosphere is a result

of organisational culture (Crespell & Hansen, 2008).

2.6.3 Organisational Culture Dimensions

Quinn and McGrath (1985) proposed four dimensions of organisational culture
comprising rational culture, developmental culture, consensual culture and
hierarchical culture. Denison and Spreitzer (1991) proposed the organisational
culture competing values framework (CVF), which focuses on four dimensions:
group, developmental, hierarchical and rational. Wheareas, Cameron and Quinn
(1999) suggested four major culture dimensions: hierarchy culture, market culture,
clan culture and adhocracy culture. Denison et al. (2004) proposed Denison‘s
Organisational Culture Model that consists of four dimensions: adaptability,
consistency, involvement and mission. Consequently, Deshpande and Farley (2004)
adapted organisational culture from Cameron, and Quinn‘s (1999) consisted of

consensual, bureaucratic, competitive and entrepreneurial.

Table 2.4
Summary of Organisational Culture Dimensions and Types
Authors Organisational Culture Dimensions/Types

Quinn & McGrath (1985)  Sub-dimensions of organisational culture
- Rational culture
- Developmental culture
- Consensual culture
- Hierarchical culture

Cameron (1985) Organisational Culture
- Consensual culture
- Developmental culture
- Rational culture
- Bottom-level culture
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Table 2.4 (Continued)

Authors Organisational Culture Dimensions/Types
Flamholtz & Kannan- Organisational Culture
Narasimhan, (2005) - People Scale

- Customer Scale

- Performance and Accountability Scale
- Teamwork and Communication

- Corporate Citizenship

Cameron & Quinn (1999)  Organisational Culture (Competing Values Framework: CVF)
- Clan culture
- Adhocracy culture
- Hierarchy culture
- Market culture

Denison & Mishra (1995); Denison‘s Organisational Culture Model consisted:
Denison et al. (2004) - Adaptability

- Consistency

- Involvement

- Mission

Bavik (2016) Organisational Culture
- Level of Cohesiveness
- Ongoing Onboarding
- Work Norms
- Social Motivation
- Guest Focus
- Human Resource Management Practices
- Job Variety
- Communication
- Innovation

Of all models, this study employed the Denison Organisational Culture Model
(DOCM) developed by Daniel R. Denison and his colleagues (Denison, 1990;
Denison & Mishra, 1995; Fey & Denison, 2003). Their model classifies
organisational culture using internal integration with adaptation to external
environments and changes to sustainability. Denison studied organisational culture
components based on a cross-function of four domains of internal focus, external
focus, stability and control, and flexibility and freedom of action. As a result, DOCM
was developed based on four components of adaptability, consistency, involvement
and mission. Each component has three sub-groups, resulting in 12 different features
of organisational culture that could influence the efficiency of organisational

activities (see Figure 2.1).
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Figure 2.1
Denison's organisational culture model (DOCM)

Source: Denison et al. (2012)

DOCM has become one of the organisational culture instruments that are extensively
and most popularly used (Kokina & Ostrovska, 2013). Several researchers have
adopted DOCM in their studies (Ahmed, 1998; Gillespie et al., 2007; Kokina &
Ostrovska, 2013; Rahimi & Gunlu, 2016; Yilmaz & Ergun, 2008; Zheng et al.,
2010;). In particular, Nuansate (2016) adapting DOCM model to study the impact of
organisational culture in four to five-star rated hotels in Thailand. He found that an
organisation needs to focus on customer needs, express needs, and organisational
culture, to enhance organisational performance. Meanwhile, Rahimi and Gunlu
(2016) adopted DOCM to investigate the effectiveness of a hotel business and found
that organisational culture was a critical factor to accomplish performance in hotels.

In addition, Amjad and Siddiqui (2019) used Dennison's Organisational Culture
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theory to examine the mediating role of innovativeness between organisational
culture and organisational effectiveness. They examined participants working in
different firm types. The result of their study found that innovativeness plays a

mediating role between organisational culture and corporate effectiveness.

2.6.3.1 Adaptability

Focusing on external customers, internal customers, competitors, external
environment, and organisation restructuring, is the key to drive successful
organisations (Denison, 2001). Adaptability is the capacity of a firm to respond to
signals from the environment to perceive, interpret and translate external conditions
into internal behavioural action for organisational development. As a culture,
adaptability means adapting to customers, learning from mistakes, and using the
experience to create changes in an organisation; resulting in an organisation that
changes continuously. Together, the people in the organisation improve the
organisation to create value for customers. Also, adaptability is a cultural trait that
impacts organisational effectiveness. On the other hand, if the organisational culture
emphasises consistency, it will remain solitary and is unlikely to be adaptable. From
the model, adaptability has three components: creating change, customer focus and

organisational learning (Denison, 2001).

Creating change means creating adaptively to meet changing needs. Also, the
organisation must be quick in understanding its competitors and the business
environment to be responsive to current trends and estimate any future changes.

Customer focus is an organisation‘s effort to understand customers naturally, react to
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their needs and wants, and quickly anticipate future needs. Customer focus increases
the degree of effort to drive customer satisfaction. On the other hand, organisational
learning emphasises the reception, translation and interpretation of information from
the environment to encourage employees in creating innovation, managing
knowledge, and developing capabilities. It also means encouraging learning from

failure and success, for improvement (Denison, 2001).

2.6.3.2 Consistency

Consistency  demonstrates a  strong culture of the  organisation,
good coordination, and good integration (Denison, 2001). In an organisation,
all members of different functions and levels can work together and achieve shared
goals. Coordination and integration enable employees with different opinions and
ideas to get work done together. With coordination and integration, people with
different opinions or disagreements can reach a consensus to achieve solutions. The
organisation can reach an agreement on key issues. Clear and consistent core values
and expectations can be used as an ethical guide for members to conduct themselves.
People who ignore or abandon core values will get into trouble. On the other hand,

the leader is expected to practice what he or she preaches (Denison, 2001).

2.6.3.3 Involvement

Involvement is a trait of a strong culture (Ahmed, 1998). Involvement trait is about
building human capability, creating an employee‘s sense of belonging,

and encouraging responsibilities of employees at every level. The elements of
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involvement are empowerment, team orientation and capability development. If an
organisation empowers employees to make decisions by themselves, they are likely
to feel highly involved and they have the authority, newness of thinking, and ability
to execute their work. Empowerment creates the employee‘s sense of belonging and
responsibility toward the organisation. All members can access information they
need, and the information will be widely shared throughout the organisation. With
team orientation, the organisation supports the work collaboration between different
levels and across functions. Most employees feel part of a team, rather than being
part of a hierarchy. The organisation has a system where employees can see the

relationship between their work and the organisation‘s targets.

Finally, capability development involves the delegation of authority to carry out their
work. To ensure that all employees can meet their performance targets, the
organisation invests in building the skills of employees because employee
competency is a valuable resource of the enterprise, enabling it in developing a

competitive advantage.

2.6.3.4 Mission

A mission means the long-term direction of an organisation. A mission trait as an
element of organisation culture provides employees with a clear conscience about the
purpose and direction of the organisation. The three elements of mission traits are
strategic direction and intent, goals and objectives, and vision. Strategic direction and
intent indicate that an organisation has a long-term direction that employees can
understand clearly to carry out their job effectively. In addition to strategic direction,

it is important that the organisation sets clear performance targets and indicators,
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which are normally established and developed by the organisation‘s leadership. The
organisation also creates a common vision shared by employees. With a clear vision,
employees are likely to be enthusiastic and motivated to perform to achieve long-

term visions and goals.

2.7 Innovativeness

This section shows the literature and discussion of innovativeness definitions,
conceptualisations of the firm-level innovativeness, and four dimensions of

innovativeness, which are service, process, market and behavioural innovativeness.

2.7.1 Innovativeness Definition

Innovation is defined differently in different disciplines (Baregheh et al., 2009), and
has gained much interest from researchers and industries (Popaeda et al., 1996). The
term _innovation‘ originated from the Latin language _innovatio‘ and
_innovare‘, which connote the idea of the introduction of new things, ideas or ways
of doing something (Oxford Dictionaries). A study on the theoretical approach of
innovation by Popa et al. (1996) summarises that innovation includes radical or
incremental changes in products, processes and markets. Another word similar to
innovation is innovativeness or innovation capability (Lawson & Samson, 2001;
Tutar et al., 2015; Tang et al., 2015). Walsh et al. (2011) summarised the differences
between innovation and innovativeness in three aspects: (a) innovation was defined
as a result orientation measure, but innovativeness is identified as a contextual

variable representing an organisation-level orientation towards innovation; (b)
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innovation is characterised by the organisational actions of adopting and arbitrarily
executing newness, but innovativeness reflects the degree of an organisational
tendency to create innovation; and (c) innovation is a tangible and explicit concept,

whereas innovativeness is an intangible and implicit concept.

Table 2.5
Definitions and Conceptualisations of the Firm-level Innovativeness
Author Definition/conceptualization

Lumpkin & Dess (1996) The organisational tendency to employee encourage to
create a new things and experiment.

Lawson & Samson The ability to transform knowledge or wisdom to produce
(2001) products and services, process improvement for the
oganisations or stakeholders.

Calantone et al. (2003) Firm‘s receptivity to new ideas and innovations.

Hult et al. (2004) Firm‘s capacity to introduction of new processes,
products, or ideas in the organisation.

Wang & Ahmed (2004)  Firm‘s overall innovative capability of offer new things
through combining strategies with innovative behavior
and process.

Nybakk et al. (2009) Innovativeness as the propensity to support, create and
adopt new ideas, new products and processes as well as
technological processes

Lynch et al.(2010) Innovativeness definition as a concept composed
employee‘s creativity, openness to new things, intention
to innovate, willingness for risk-taking and technological
capacity to innovate.

Chen et al.(2010) The tendency for a firm to develop new elements, new
combination of products, technologies, or management.

Acar & Acar (2012) Degree of newness of an innovation.

Ruvio et al. (2013) As conceptualized as a multidimensional construct

reflecting an organisational climate that facilitates
innovative outcomes over time.

Table 2.5 illustrates some literature that defines and conceptualises firm-level
mnovativeness. As shown from the table, different scholars define innovativeness
differently depending on their study. Based on the literature above, it is possible to
summarise a common definition and conceptualisation of organisational
innovativeness: organisational innovativeness is an organisation‘s overall innovative

capability, receptivity and tendency to change, newness, new ideas, experiment; and

47



innovation to develop a firm‘s competitive advantage and display innovative
behaviour constantly over time (Grawe et al.,, 2009; Hult et al., 2004; Lumpkin,

1996; Nybakk et al., 2009; Wang & Ahmed, 2004).

2.7.2 Innovativeness Dimensions

Innovativeness is considered essential for firm success and long-term survival
(Naranjo-Valencia et al., 2016; Rhee, Park & Lee, 2010; Trott, 1998). According to
Hult et al. (2004), Pivcevic and Pranicevic (2012) and Paolo (2014), innovativeness
will drive organisational competitiveness advantage, sustainability, and improved
effectiveness and efficiency of operational management and performance; and it
reflects a firm‘s tendency to engage and support employee‘s new ideas, novelty,
experimentation and creative processes (Lumpkin & Dess, 1996). Organisational
innovativeness is a crucial ability to drive the achievement of an organisation and
enhance a firm‘s competitive advantage (Dereli, 2015; Tajeddini, 2011). In global
markets, innovation management and innovation strategies implementation are
needed to develop innovative skills (Dereli, 2015). Innovativeness is an important
factor in entrepreneurship and in building cultural competitiveness in organisations
(Hult el at., 2003); and for breakthrough in organisational performance (Hult et al.,
2004; Zain & Kassim, 2012) because innovation plays a direct role in organisational
effectiveness (Tajeddini, 2011) and reflects an approach rather than an outcome
(Uslu et at., 2015). Of many factors, methods and techniques in determining business
performance, innovativeness has become one of the most widely used methods

(Kalmuk & Acar, 2015).
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Research regarding the innovativeness dimension in the hotel industry is quite rare
(Lynch et al., 2010; Omerzel, 2015). Also, there are many conceptualisations and
interpretations of innovativeness (Walsh et al., 2009). Furthermore, a variety of
organisational innovativeness dimensions can be identified. Organisational
innovativeness is purported to have two levels, i.e., organisational and individual
(Crossan & Apaydin, 2010; Rutherford & Holt, 2007; Wang & Ahmed, 2004). This
study focuses on organisational innovativeness. Subramanian and Nilakanta (1996)
proposed two types of organisational innovativeness: technical and administrative
innovativeness. On the other hand, in their meta-analytic study on 66 articles
published between 1971 and 2009, Lynch et al. (2010) found five key dimensions to
measure the overall level of innovativeness. They were creativity, openness to new
things, intention to experiment, willingness for risk-taking, and technological

capacity to innovate.

Several studies (Wang & Ahmed,2004; Gunday et al.,2011; Crespell &
Hansen,2009; Aujirapongpan et al.,2010; North & Smallbone,2000; Lynch et
al.,2010; Walsh et al.,2011; Tajeddini & Trueman,2012; Ruvio et al.,2013;
Kamaruddeen et al.,2012) have developed various organisational innovativeness
dimensions as shown in Table 2.6. The table shows various types of organisational
innovativeness, such as product and service, process, behaviour and market
innovativeness. Despite these differences, it is understood that organisational

innovativeness is a multi-dimensional concept. Each dimension is discussed next.
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Table 2.6
Summary of Organisational Innovativeness Dimensions

Authors Organisational Innovativeness Dimensions/Types

Wang & Ahmed (2004) Product, market, process, behavioral and strategic

Gunday et al. (2011) Product, process, marketing, organisational
innovations

Crespell & Hansen (2009)  Product, process, business systems

Aujirapongpan et al. (2010) Product and service

North & Smallbone (2000)  Product and service, market development, marketing
methods, process technology and innovation, use of
computers/IT in administration.

Lynch et al. (2010) Creativity, openness to new ideas, intention to
innovate, willingness for risk-taking and technological
capacity to innovate.

Walsh et al. (2011) Creativity, openness to new ideas, intention to
innovate, risk and capacity to innovate

Tajeddini & Trueman Behavior, product, process, market, strategic

(2012)

Ruvio et al. (2013) Creativity, openness, future orientation, risk-taking,
proactiveness

Kamaruddeen et al. (2012)  Product, process, business

Wang and Armed (2004) proposed five dimensions of innovativeness: product,
market, process, behavioural and strategic innovativeness. Likewise, Grawe et al.
(2009) offer a new aspect to assess service innovativeness, comprising service
innovation capability and the new service offering to meet clients® special
requirements. This study adapted three dimensions from Wang and Armed (2004),
and one dimension from Grawe et al.(2009) to investigate the hotel industry of
Thailand for four reasons: (a) the dimensions cover overall organisational
innovativeness; (b) the scale of the instrument is more valid and reliable (overall
alpha value is 0.90); (c) the measure of organisational innovativeness reflects the
current viewpoint and future orientation; and (d) the measure can be used to gauge

the degree of innovativeness.
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In this study, organisational innovativeness was purported to have four dimensions of
service, process, market, and behavioural innovativeness (Grawe et al., 2009; Wang

& Ahmed, 2004).

2.7.2.1 Service Innovativeness

Today, due to the turbulent environment, firms must continuously adapt and offer
new things. Service innovation tend to be an important component of a firm‘s
competitiveness (Liu, 2013). Oke (2007) found that service sectors emphasised

service innovation more than other sectors.

Sreejesh et al. (2014) offered two perspectives of service innovativeness. Firstly, in
terms of the service provider, service innovation is a strategic tool to create the new
service perspective of the firm or the inside out perspective. Secondly, in terms of
customer perception, service innovativeness introduces the service of the firm or the
outside-in perspective. Dotzel et al. (2013) classified service innovativeness into two
groups: (a) service innovativeness through the internet (e-innovativeness); and (b)
service innovativeness by people or humans. Both types are important for firms.
These studies defined service innovation as a firm‘s intangible offering to benefit

customers and the crucial capabilities of a firm‘s performance.

Cho and Pucik (2005) revealed that a firm‘s profitability was positively associated
with service innovativeness. Hence, they suggested that firms should promote
intangible resources, both innovativeness, and commitment to developing quality

products or services. Also, if a firm wants to enhance its service innovation or
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service performance, it must understand and develop its service innovativeness
(Dotzel et al., 2013). Dotzel et al.(2013) further revealed that e-innovativeness
positively affects firm value, and p-innovativeness positively influenced firm risk.
They suggested that human-dominated industries should focus on p-innovativeness
and non-human-dominated industries should focus only on e-innovativeness. Igwe
and Kalu (2017) found a strong positive effect between service innovativeness and
organisational performance, especially customer satisfaction of four-star hotels in
Nigeria. Moreover, they found that the service process and service outcome were
crucial marketing tools to develop customer satisfaction in the hotel industry. They
also found an interesting and critical point where service innovativeness played an
important role in guests‘ decisions in choosing a hotel. Liu (2013) found that service
innovativeness played a mediating role between market orientation and innovative

performance in Chinese knowledge-intensive businesses.

In financial companies, Gadrey et al. (1995) described service innovations as new
developments in activities involving customer interaction, such as fast-tracking or
faster process insurance claims. In the hospitality industry, hotels can combine
innovative services with others to match customer requirements (Sreejesh et al.,
2014). Consistently, Igwe and Kalu (2017) indicated that service innovativeness of
the hotel should cover three steps, i.e., pre-service innovativeness (e.g., preparing
capacity to face change, training and durability of innovation); in-service
innovativeness (e.g., ease of use, security checks, safety loading of luggage); and
after-service innovativeness (e.g., follow-up, complaint handling, navigation device

back home). Since service innovation is a key success factor for organisational
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survival, it is crucial for employees to be effectively trained in delivering the new

service (Radu & Vasile, 2007).

This study focused on service innovativeness in terms of the ability of a service

provider to offer new possibilities in service quality or service innovation.

2.7.2.2 Process Innovativeness

Process innovativeness is a firm‘s process capability to encourage new ideas or
create something new or experimental for the development of new product and new
service (Das & Joshi, 2007; Lumpkin & Dess, 1996); and in offering a new product
and service for clients (Johnson et al., 2000). Wang and Ahmed (2004) defined
process innovativeness as an ability to introduce new production processes, new
management approaches, and new technology for improving production and
management processes. Furthermore, they argued that process innovativeness is
important for a firm‘s overall innovative capability to meet the firm‘s production
requirement. Wang and Ahmed (2004) and Chryssochoidis (2008) described that
process innovativeness is a part of technological innovativeness related to improving
production methods in introducing a new product. Chryssochoidis (2008) defined
process innovativeness as a new procedure or a new tool that mediates between
results and inputs. Moreover, Chryssochoidis (2008) contended that process
innovations creates benefits in launching a new product and service. An example of
process innovativeness is a lean system and continuous improvement (Rodriguez &

Wiengarten, 2016). An example of process innovation in the hotel industry is when a
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hotel‘s executive adopts IT to manage B2B (Business to Business) information and

reservation systems for service optimisation (Pikkemaat & Peters, 2006).

Process innovativeness is a crucial driver for all innovation capabilities and may lead
to enhanced organisational performance (Hilmi & Ramayah, 2010; Hult et al., 2004;
Wang & Ahmed, 2004). Hilmi and Ramayah (2010) adopted process innovativeness
measurement from Wang and Ahmed (2004) in their study on Malaysian SMEs,

showing that process innovativeness positively affects SMEs performance.

This study used the definition and process innovativeness measurement as a
component of organisational innovativeness following Wang and Ahmed (2004), to
investigate the effects and mediating role of organisational performance in the

hospitality industry.

2.7.2.3 Market Innovativeness

Although recent studies showed the positive and negative effects of organisational
innovativeness on firm performance, not much is known about the role of market
innovativeness in Asian companies despite the growth of such companies like
Alibaba and Baidu (Abosag & Brennan, 2017). Marketing innovativeness is related
to product, service, consumer, and brand innovativeness. Market innovativeness
refers to innovation related to marketing research, and the exploration of new market
opportunities and entries to compete with new competitors (Wang & Ahmed, 2004).
Hilmi and Ramayah (2008) defined market innovativeness as the ability of firms to

explore and enter the new market, and approach the product and service.
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According to Abosag and Brennan (2017), improved firm performance is the
ultimate target of marketing innovativeness. Kusumawardhani et al. (2012) used a
mixed-method to investigate the relationship between organisational innovativeness
and firm performance in Indonesian SMEs. They revealed that although Indonesian
SMEs adopted innovativeness, market innovativeness was less implemented than
product innovation. Hilmi and Ramayah (2008) found that market innovativeness
positively affected Malaysian SME performance and suggested that firms should
have a suitable organisational structure and organisational culture to promote market
innovativeness. Previous studies also revealed that market innovativeness positively

influenced organisational performance (Leekpai, 2013).

This study used the definition and market innovativeness measurement by Wang and
Ahmed (2004) to investigate the effects and mediating role of organisational

performance in the hotel industry.

2.7.2.4 Behavioural Innovativeness

One of the most crucial fundamental factors to construct innovative outcomes is
behavioural innovativeness. An organisational level of behavioural innovativeness
implies the overall internal openness and willingness to accept new ideas and
innovation, demonstrated by organisationally sustained behavioural change.
Behavioural innovativeness can reflect the organisational capability at the level of
employees, teams and managers (Wang & Ahmed, 2004). Likewise, Riivari (2016)

mdicated that behavioural innovativeness seeks innovative solutions, not individual
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or team characteristics, and demonstrates that organisational behaviour strives
towards better performance. Avlonitis (1994) suggested that behavioural
innovativeness assessment should relate to the organisation‘s sustained behavioural

change or behavioural commitment towards innovations.

According to Phuangrod et al. (2015), many researchers (e.g., Avlonitis et al., 1994;
Dobni, 2008; Hurley & Hult, 1998; Miller & Friesen, 1983; Nort & Smallbone,
2000; Rainey, 1995; Wang & Ahmed, 2004), chose behavioural innovativeness as
one dimension of firm innovativeness measurement. Some researchers, including
Dobni (2008) and Hurley and Hult (1998), used behavioural innovativeness as one of
the innovativeness variables from the cultural perspective; whereas other researchers
studied from the innovation capability perspective. Regardless, past studies found
that behavioural innovativeness was positively and significantly related to firm
performance (Acar & Acar, 2012; Turulja & Bajgoric, 2016) and made a difference
in organisational ability to imnovate product, process and managerial operations

(Avlonitis, 1994).

2.8 Underpinning Theories

The main objective of this study is to examine the relationships between innovation
strategy, organisational atmosphere, organisational culture, and innovativeness and
organisational performance in the hotel industry of Thailand. An organisation
achieves sustained competitive advantage over time; and derive their developing
new capabilities which comprise innovation strategy, atmosphere, culture and

mnovativeness based on four attributes: valuable, rare, inimitable, and non-
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substitutable following the resource-based view (RBV); and should develop their
capability continuous to keep up with rapid environmental change based on dynamic
capability (DC). The researcher tried to adopted and integrate the resource-based
view (RBV) and dynamic capability (DC), underpinning theories of relationship

between variables used in the theoretical framework of this study.

2.8.1 Resource Based View (RBYV)

The RVB theory is a theoretical framework for understanding how an organisation
achieves a sustained competitive advantage over time (Barney, 1991; Eisenhardt &
Martin, 2000). RBV is used to explain organisational performance (Teece et al.,
1997; Wernerfelt, 1995), a firm‘s competitive advantage (Barney, 1984; Ray et al.,
2004), and long-term survival (Itami, 1987; Walsh et al., 2011). The theory also
proposes a firm‘s consideration for strategic management in developing new
capabilities (Wernerfelt, 1984). Since the theory offers a general framework on
competitive advantage, many studies have employed the theory to understand

innovation as a form of organisational capability (Salomo, 2010).

According to RBV, resources are a significant factor to a firm‘s survival and its
sustainable competitive advantage (Ray et al., 2004; Walsh et al., 2011). However,
for organisations to exploit their resources to improve competitive advantage, the
resources should have four attributes: wvaluable, rare, inimitable, and non-
substitutable (Barney, 1991; Capron & Hulland, 1999; Wernerfelt, 1984). Also,
heterogeneity and immobility of capabilities of the resources are important features

for firms to achieve sustainable competitive advantage (Barney, 1991; Eisenhardt &
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Martin, 2000; Helfat et al., 2003; Wernerfelt, 1984). Walsh et al. (2011) proposed
further that firms can enhance sustainable competitive advantage by having

transformational capability, such as innovativeness.

Barney (1991) described a firm‘s resources to include all their assets, organisational
capabilities, process, firm attributes, data and information and firm‘s knowledge.
These resources can be separated as physical resources, human resources, and
organisational resources. Physical resources are tangible resources of the firm that
include technology and innovation, a firm‘s plant and equipment, raw materials, and
its geographic location. Human resources are intangible resources of the firm and
person-specific, which includes intelligence, experience, training, judgment, skills,
and the execution abilities of individuals within the firm. Organisational resources
are intangible resources of the firm and firm-specific, as well as the firm‘s formal
reporting structure, formal and informal planning, cultural strength, and the

relationships among members of the firm and its environment.

Barney (1991) explained the relationship between the resources of a firm and a
competitive advantage. Barney indicated that the heterogeneity characteristics of
resources restrict the mobility of the resources; hence, giving exceptional, unique and
irreplaceable values in enhancing a firm‘s competitive advantage. Consequently,
firms should find a combination of resources in the quest for competitive advantage.
Hart (1995) and Moingeon et al. (1998) described the relationship between
organisational resources, capabilities and competitive advantage. Organisational
capabilities refer to the dynamic routines of the management capacity to

continuously enhance the organisation‘s effectiveness, such as technology, design,
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production, service and others. These capabilities drive organisational competitive

advantage supported by the required resources. Figure 2.2 illustrates the relationship.

Competitive Advantage

o Cost or differentiation
¢ Preemption
¢ Future position

1

Capabilities

e Technology e Production
e Design e Distribution
e Procurement @ e Service

i

Capabilities
Basic Requirement Key Charactoristic
e Technology L Taci.t (causally
e Design ambiguous
e Procurement ¢ Socially complex
e Rare (firm specific)

Figure 2.2

Resource-based view

Source: Hart (1995)

The crucial element of RBV is its focus on internal resources (Hart & Dowell, 2011;
Lucas & Kirillova, 2011), especially intangible assets. According to Helfat and
Peteraf (2003) and Wernerfelt (1984), organisational resource is both tangible and
intangible assets or input to production. Itami (1987) emphasised that intangible or
invisible assets are the real resources necessary for competitive power to succeed.
Itami classified intangible assets based on three types of information flow comprising
environmental, corporate and internal. Such invisible assets are production skills,

customer information, corporate reputation, brand image, corporate image, corporate

culture, the morale of workers, management capability, and the firm‘s ability to
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handle information. Meanwhile, Barney (1986) argued that intangible assets and
competence-based resources are things embedded within each organisation, and

which are difficult to copy and transfer by competitors.

Consistent with RBV, culture and atmosphere are a firm‘s intangible resources that
can 1improve a firm‘s competitive advantage and enhance organisational

performance. Among a firm's internal resources are physical resources, intangible

resources, human resources, innovation strategy, organisational atmosphere, and
organisational culture, which are internal intangible resources (Amran, et al.,2016;

Barney, 1991, Itami, 1987; and Manroop, 2014).

2.8.2 Dynamic Capabilities

Dynamic Capabilities (DC) were proposed by Teece et al. (1997). Teece and his
colleagues developed the theory based on the theoretical foundations of Shumpeter
(1934). The DC theory can be considered an extension of RBT (Ambrosini et al.,
2009). The concept of DC complements the premise of RBV (Wang & Ahmed,
2007) in describing the organisational competitive capability in rapid environmental
change (Teece et al., 1997). However, while RBT emphasises _ZVRIN‘ (Valuable,
Rare, Inimitable, and Non-substitutable) attributes of the internal resource, the DC
theory emphasises the effect of the rapid change on a firm‘s resources toward new
forms of competitive advantage (Eisenhardt & Martin, 2000). According to Teece
(1991), the characteristics of global marketplace winners are that they must be timely

responsive, offer flexible product innovation, and have management capability. In
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other words, to be successful, firms must continue adapting to change (Breznik &

Hisrich, 2014).

According to Teece et al. (1997), DC refer to a firm‘s ability to use strategic
management appropriately to change organisational competencies to respond swiftly
to changing external environments. To develop the capacity of the organisation to
meet changing environments, the enterprise must rely on learning, storage, and the
conversion of existing critical assets all the time (Teece et al., 1997). Winter (2003)
defined dynamic capabilities as the ability to extend, modify or create new
capabilities. Wang and Ahmed (2007) defined dynamic capabilities as an
organisational behaviour to transform the resources to improve the ability and
competitive advantage of the enterprise to enable it to respond to the rapid changes
of the business environment. Dynamic capability has two major elements: human
capabilities and organisational supporting processes. While the former can be
categorised as adaptive capability, absorptive capability, and innovative capability;
the latter is about integration, reconfiguration, renewal and recreation (Wang &
Ahmed, 2007). Organisations with higher capabilities can transform available
resources to meet the changing environment (Cohen & Levinthal, 1990; Wang &

Ahmed, 2007).

Based on DC, innovation strategy is an organisational capability to enhance superior
performance attainment, and a basis for competitive advantage (Hilman &
Kaliappen, 2015; Wang, 2011) by reducing a performance gap from the radical
change of the market environment (Wang, 2011). Firms with innovation strategies

can use scarce resources to create a new thing to respond to changing customer needs
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and to outperform their competitors (Wang, 2011; Lawson & Samson, 2001). Past
research conducted on the relationship between DC and a firm‘s competitive
advantage tended to find a positive influence (Chien & Tsai, 2012; Kitsios &

Sindakis, 2014; Li & Liu, 2014; Roberts & Grover, 2011).

Innovativeness, as a firm-level dynamic capability, is a firm-specific, valuable, and
socially complex capability that is difficult to be transferable and imitated by other
firms (Hult & Ketchen, 2001; Walsh et al., 2011). Giniuniene and Jurksiene (2015)
proposed a framework to understand the mediating role of innovativeness between
dynamic capabilities with firm performance. They found innovation to influence firm
performance positively, and sustained competitive advantage. DC can help increase a
firm‘s ability to innovate and influence innovation success and allow it to gain a
competitive advantage. In tourism, Lynce et al. (2010) demonstrated that innovation
strategy helped small tourism firms utilise existing but limited resources to maximise

capacity and increase performance.

2.9 Research Framework

Based on the relevant literature reviewed and the scholar's recommendation, a
research framework was developed to examine the mediating role of innovativeness
in the relationship between innovation strategy, organisational atmosphere,
organisational culture, and organisational performance of the hotel industry in
Thailand. In this study, the three IV are innovation strategy, organisational
atmosphere, and organisational culture, while organisational performance of the hotel

industry is the DV. Innovativeness is a mediator variable (see Figure 2.3).
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Research framework of this study
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The research framework development is underpinned by the RBV and DC theory.
Teece et al. (1997) described DC as a firm‘s ability to use strategic management
appropriately to change organisational competencies to respond swiftly to changing
external environment. Based on the DC aspect, the researcher explored the effects of
innovation strategy, organisational atmosphere and organisational culture, on

organisational performance.

RBYV proposes a firm‘s consideration for strategic management in developing new
capabilities (Wernerfelt, 1984). Furthermore, based on RBV, resources are a
significant factor for a firm‘s survival (Ray et al, 2004; Walsh et al.,, 2011).
Therefore, organisations should resolve their resources as VRIN (Barney,1991).
Innovation strategy was defined as a sum of strategic choices of an organisation‘s
innovation activity for developing new products/services, finding new markets and
sources of material, and establishing a managerial structure to enhance

organisational performance (Gilbert, 1994; Strecker, 2009; Wang & Ahmed, 2004).

According to Price et al. (2013), innovation strategy directly affects an
organisation‘s ability to generate, develop and expand services and processes, and
mobilise organisational resources. Suardhika, Yuesti, and Sudja (2018) argued that
to implement its innovation strategy, an organisation will use its resources for
product development, market development, and customer relations. Barney et al.
(2011) defined innovation strategy as an effect to organisational competitive
advantage, is inseparable from the entrepreneurship in order to enhance the firm‘s
performance. This pertains to three to five stars hotels in Thailand. Furthermore,

small and medium hotels lack the knowledge of modern management systems, and
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operate using a traditional management system (Wongchiang & Kemthong, 2012). In
this research, organisations should use innovation strategy based on their internal
resources and consider the resource characteristics based on the resource-based view

theory.

The RBV states that if an organisation has traditional resources, such as technology,
financial assets and natural resources, they are no longer sufficient in developing a
sustainable competitive advantage. Organisations should focus on intangible assets
like organisational atmosphere. Organisational atmosphere refers to the aggregate
employees‘ perception of organisational attributes that affect their work (Bowen &
Ostroft, 2004; Ehrhart et al., 2014). A positive organisational atmosphere influences
employee motivation to accomplish their work tasks and enhance organisational
goals. Several researchers confirm a positive effect of organisational atmosphere on
organisational performance (Akbaba, 2016; Alhabi, 2017; Bellou & Andronikidis,

2009; Davidson, 2000; Nybakk & Jenssen, 2012; Shanker et al., 2017).

Shahzad (2014) pointed out that employee commitment and involvement are derived
from organisational culture. Organisational culture was found to interact with
innovativeness to influence organisational performance (Acar & Acar,2012). Barney
(1986) explained the relevance of RBV and organisational culture and a firm‘s
performance, and contended that organisational culture should be developed as a
valuable resource for organisations because it is difficult to imitate. As a valuable
resource, organisational culture can help organisations achieve superior performance
in sales growth, reduced costs, high margins, and increased financial value. Due to

cultural differences, organisations should develop a culture consistent with their
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national culture (Arikan & Enginoglu, 2016). By doing so, each organisation can
develop its culture uniquely different from other organisations, giving them

competitive advantage and success (Uzkurt et al., 2013; Valencia et al., 2016).

2.10 Hypotheses Development

After determining research questions, research objectives, and theoretical
framework, the researcher had considered hypotheses development and framework.
This study has ten hypotheses; based on the literature review it is necessary to

discuss the relationship between each variable in the conceptual framework.

2.10.1 The Relationship between Innovation Strategy and Organisational

Performance

A firm‘s innovation strategy depends on its innovation capability (Hervas-Oliver et
al., 2014), and the problems of innovation improvement efforts are due to the firm‘s
lack of innovation strategy (Pisano, 2015). Eesley et al. (2013) suggested that a firm
without an innovation strategy uses more resources and skills for success. Other
scholars also contended that the critical success factors in developing new services in
the hotel industry are derived from strategic planning and innovation strategy, which
determine the innovation process and influence hotel performance (Kitsios &
Sindakis, 2014). Innovation strategy aims at increasing product performance,
productivity, and competitive advantage, and lowering production costs (Karlsson &

Tavassoli, 2015).
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Several researchers ensured that innovation strategy had a positive relationship with
organisational performance (Altuntas et al., 2013; Chunnapiya, 2012; Garrigos-
Simon et al., 2005; Hilman & Kaliappen, 2015; Kitsios & Sindakis, 2014; Nybakk et
al., 2011; Nybakk & Jenssen, 2012; Terziovski, 2010; Wei & Wang, 2011). Wei and
Wang (2011) reported that innovation strategy significantly and positively affect a
manufacturing firms‘s competitive marketing advantage in China. In addition,
Nybakk & Jenssen(2012) showed the results of their study that innovation strategy
has positive relationship with financial performance. Furthermore, the result of a
study on Australian SMEs found that innovation strategy had a positive influence on
SME's performance (Terziovski, 2010). Meanwhile Karlsson and Tavassoli (2015)
analysed the influence of each innovation strategy type on the community innovation
of organisational performance in Sweden. They showed that firms that chose a
complex innovation strategy had better productivity than those that had chosen
simple innovation strategies. They suggested that other scholars should investigate

the relationship between innovation strategy and organisational performance.

In the context of the hotel industry, Hilman and Kaliappen (2015) focused on
innovation strategy at the functional level. They suggested that hoteliers should
develop an innovation strategy to enhance the firms® overall management. They also
demonstrated that process and service innovation strategy had positive relationships
with hotel performance, but process innovation strategy attained slightly more than
service innovation strategy. Meanwhile, Chunnapiya (2012) focused on marketing-
oriented strategy, and showed a direct and positive relationship with marketing
performance. Furthermore, Chunnapiya reported that innovation strategy

dimensions, such as marketing innovation strategy, indirectly influenced four to five-
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star hotel performance in Thailand. Pimpan et al. (2018) investigated and found that
service innovation strategy had direct effects on the profitability of four-star and

five-star hotels in Thailand.

As mentioned in the literature reviewed above, most studies explored innovation
strategy in manufacturing or production firms (Akman & Yilmaz, 2008; Nybakk &
Jenssen, 2012; Nybakk et al., 2011; Terziovski, 2010; Terziovski, 2010; Wei &
Wang, 2011). While only a handful had considered the hotel sector (Altuntas et al.,
2013; Chunnapiya, 2012; Garrigos-Simon et al., 2005; Hilman & Kaliappen, 2015;
Kitsios & Sindakis, 2014; Pimpan et al., 2018). Hence, this study contributes to
existing literature in investigating the influence of innovation strategy and
organisational performance of hotels in Thailand. However, despite the limited
number of studies on the hotel sector, innovation strategy seems to be related to hotel

performance. Hence, this study hypothesised the following:

H;: Innovation strategy has a positive relationship with organisational performance.

2.10.2 Relationship Between Organisational Atmosphere and Organisational

Performance

Organisational atmosphere (OA) supports organisational goals and organisational
outcomes. Furthermore, OA also improved employee satisfaction and perceived
service effectiveness to enhance consumer satisfaction (Aarons & Sommerfeld,
2012). Besides a creative atmosphere, one component of an innovative organisation

generates creative ideas supported by relevant motivation systems (Tidd et al., 2005).
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Most researchers have studied the influence of organisational atmosphere on
organisational performance. Table 2.1 summarises past studies and their key findings.
As shown, several studies revealed organisational atmosphere‘s positive relationship
with organisational performance (Akbaba, 2016). For instance, Alhabi (2017)
investigated 204 middle level managers in Saudi Arabian hotels. He found that
organisational atmosphere positively influences organisational sustainability and
moderated the effects on the relationship between TQM and organisational
sustainability. In contrast, Leekpai et al.(2014) found that organisational atmosphere
does not have a significant relationship with organisational innovativeness in the hotel

businesses in southern Thailand.

Table 2.7
Summary of Literature on Organisational Atmosphere and Organisational Performance

Authors/Year Independent Dependent Respondents Key Findings
Variable Variable
Davidson Organisational Organisational 14 four to five OA—->OP (+/S)
(2000) Atmosphere Performance (OP) star hotels in
Financial Australia
Performance
Subramaniam Organisational Organisational Australian hotel  OA->OI(+/S).
(2005) Atmosphere Innovation (OI) industry
Bellou & Organisational Customer 24 Greek hotels  OA->OP (+/S)
Andronikidis Atmosphere Services Quality
(2009).
Nybakk et al. Atmosphere for Firm financial 460 wood OA have a positive influence
(2011) innovation performance products on OP. Although large firms
industry of have a low level of
Norwegian and  interactions but still positive
US affect.
Rota et al. Organisational Organisational 135 Italian OA~->OP(+/S), they
(2012) Atmosphere Performance companies suggested that the
- Job challenge effectiveness of trust and
- Communication communication between
- Trust executives and employee
- Innovation and associates with openness
social cohesion innovative.
Shanker et al. Organisational Organisational 202 public OA has a positive significant
(2017) Atmosphere (OA) Performance (OP) companies in relationship with OP. An
for innovation Malaysia appropriate OA for

innovation encourages and
support to employee creative
idea and innovative efforts
are valued.

Note. (+)=Positive Relationship; OA = Organisational Atmosphere; OP=Organisational Performance
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Thus, based on the literature, the following hypothesis was formulated:

H,: Organisational atmosphere has a positive relationship with organisational

performance.

2.10.3 Relationship Between Organisational Culture and Organisational

Performance

Organisational culture is a crucial construct that affects individuals and the overall
organisation (Yesil & Kaya, 2012). Organisational culture also plays a role in
innovation, performance, and maintaining a sustainable competitive advantage for
the organisation (Abdi & Senin, 2014; Nuansate, 2016; Matinaro & Liu, 2016; Puri
& Bharti, 2015; Valencia et al., 2010; Yesil & Kaya, 2012). Hence, organisations
must strive to develop an adhocracy culture that fosters creativity, entrepreneurship,

openness and risk-taking, to support idea generation (Valencia et al., 2010).

Yesil and Kaya (2012) found that adhocracy culture was positively related to the
innovation capability of firms. Moreover, Chung and Haddad (2001) found a
positive relationship between organisational culture and organisational performance
of banks and hotels in Bahrain. According to Shahzad (2014), organisational culture
could improve the overall organisational performance and employees® job
performance. While Imran et al.(2021) investigated the effects of organisational
culture and the banking performance sector in Pakistan. They adopted the four
dimensions of organisational culture, involvement, consistency, adaptability, and

mission from Denison and Mishar(1995). They found that two dimensions of
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nvolvement and adaptability, significantly influenced organisational performance;
while consistency and mission were not significant. For the banking sector, the

consistency and mission are unclear.

Table 2.8 summarises past literature concerning organisational culture and
organisational performance, and shows that most studies found a direct effect of
organisational culture on organisational performance (Amjad and siddiqui, 2019;
Arikan & Enginoglu, 2016; Imran et al.,, 2021; Nikpour, 2017; Shahzad, 2014;

Soltani et al., 2011; Tseng, 2010; Xie et al., 2016;).

Table 2.8
Summary of Literature on Organisational Culture and Organisational Performance
Authors/Year Independent Dependent Respondents Key Findings
Variable Variable
Flamholtz & Organisational Financial 702 US OC->FP(+/S)
Kannan- Culture Performance medium sized  Some OC elements have
Narasimhan, (People Scale, (FP) industrial differential impact to
(2005) Customer Scale, enterprise financial performance.
Performance and Customer focus,
Accountability Corporate citizenship,
Scale, Teamwork Performance standards,
and and Identification with
Communication, the company are the key
Corporate elements of OC to FP.
Citizenship) This study assessed only
financial performance.
Tseng (2010) Organisational Corporate 131 largest - OC>CP(+/S)
culture Performance Taiwanese - Adhocracy culture
(Clan, adhocracy (CP) corporations strong relationship to OP
and hierarchy) (Financial more than other
performance, dimensions.
market/customer, - Cultural differences
process, people will significant affect to
development and CP.
future)
Soltani et al. Organisational Organisational 252 Cultural - OC~>0I (+/S)
(2011) culture Innovation Institution of  -Although, OC as an
(Over all (Measure Moghan in important factor, but not
measurement) perceptions of Iran enough supportive for

innovation and
renewal in plans)

facilitating suitable
environment for improve
organisational innovation
that different levels.
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Table 2.8 (Continued)

Authors/Year Independent Dependent Variable  Respondents Key Findings
Variable
Shahzad (2014)  Organisational Performance of 110 software - OC>PE(+/S)
Culture Employees (PE) industry in Employees‘commitment
(Employee Pakistan. and involvement are
participation, important factors to
innovation and risk- increase organisational
taking, rewards performance.
system, openness of
communication and
customer service
orientation)
Arikan & Organisational Organisational 45 - OIC>O0P(+/S)
Enginoglu, Culture Performance companies - The researcher
(2016) (Customer, (Quantitative and in Turkey suggested that firm
human resource qualitative) should focus on Eastern
practices, cultures more Western
identification cultures.
with the
company,
performance and
behavior
standards,
corporate
citizenship and
communication)
Nikpour(2017) Organisational Organisational 190 Organisational positive
Culture Performance(Effect employees in effect on Organisational
(Involvement, iveness, Effiency, education Performance
Consistency, Productivity, office of
Adaptability and  Quality, and Kerman
Mission) Innovation) province.
Amjad and Organisational Organization 179 Involvement,
siddiqui(2019) Culture comprise: effectiveness corporate consistency adaptability
Involvement, sectors of that significantly
Consistency, pakistan influence organisational
Adaptability and performance, while
Mission mission are not
significant.
Imran et Organisational Non-financial 250 Involvement and
al.(2021) Culture performance. Pakistan's adaptability that
(involvement, banking. significantly influence
consistency, organisational
adaptability, and performance, while
mission) consistency and mission

are not significant. In the
nature of the banking
sector, the consistency
and mission are unclear

Note. (+)=Positive Relationship; S = Significant; OC = Organisational Culture;

OP=Organisational Performance
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In the hotel industry, Wang (2012) found that organisational culture positively and
directly influenced Taiwan-based international tourist hotels® performance.
Meanwhile, Acar and Acar (2012) reported that organisational culture positively
affected firm performance in Turkey‘s private healthcare industry. They found that
organisational culture interacted with innovativeness to influence organisational
performance. Likewise, Rahimi and Gunlu (2015) reported that organisational
culture positively and significantly impacted consumer relationship management of a
chain hotel in the UK. Similarly, Chilla et al. (2014) found that organisational
culture was significantly linked with organisational performance in the hospitality
sector in Kakamega, Kenya. Nuansate (2016) revealed that organisational culture
had a moderating effect on proactive marketing orientation and overall business
performance, and indicated that if the organisation wanted to enhance its

performance, then management should focus on organisational culture.

Based on the evidence of past literature, this study hypothesised the following:
His: Organisational culture has a positive relationship with organisational

performance.

2.10.4 The Relationship Between Innovation Strategy and Innovativeness

Innovation strategy is fundamental in enhancing competitive advantage and superior
performance of a firm (Hilman & Kaliappen, 2015). Wei and Wang (2011) defined
innovation strategy as the extent to which a firm values and promotes innovation
across the organisation. Fruhling and Siau (2007) pointed out that innovation

strategy can improve a company‘s innovation capability. If firms want to enhance
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their innovativeness, they should develop organisational strategies (Razavi &
Attarnezhad, 2013). Both innovativeness and innovation strategies are key drivers of
organisational performance; and innovation strategy influences innovativeness

(Karpacz & Ingram, 2015; Terziovski, 2010;).

Past studies showed that innovation strategy implementation led to enhanced
innovativeness (Akman & Yilmaz, 2008; Fruhling & Siau, 2007; Razavi &
Attarnezhad, 2013; Wei & Wang, 2011). Crespell and Hansen (2008) demonstrated
that innovation strategy had a positive relationship with organisational performance.
Although many past studies on innovation strategy and innovativeness were

conducted, studies on Thailand‘s hospitality industry are limited.

Based on the review of past literature, this study hypothesised the following:

Hy4: Innovation strategy has a positive relationship with innovativeness.

2.10.5 The Relationship Between Organisational Atmosphere and

Innovativeness

Organisational atmosphere is one component of the work environment (Nybakk &
Jenssen, 2012). A work environment influences motivation and increases creativity,
to generate organisational innovation (Amabile et al., 1996; Bahrami et al., 2016;
Choudhury, 2011; Nybakk & Jenssen, 2012). So, if firms want to promote
innovation, they should change or improve the organisational atmosphere

(Subramaniam, 2005; Tidd et al., 2005;).
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Many researchers have reported a significant effect between innovation atmosphere
and organisational innovativeness (Cekmecelioglu & Gunsel, 2013; Crespell &
Hansen, 2009; Nybakk & Jenssen, 2012) or firm performance (Choi et al., 2013;
Crespell & Hansen, 2008; Victor et al., 2008; Dawson et al., 2008). Also, Victor et
al. (2008) found a strong relationship between different dimensions of organisational
atmosphere and perceptions of enhanced innovation, and a direct effect on a firm‘s
performance. Other scholars also demonstrated that organisational atmosphere had a
direct and positive influence on team innovativeness (Acikgdoz & Giinsel, 2011;
Scheider et al.,, 1996; Somech, 2011). Shanker et al. (2017) studied Malaysian
companies and found the organisational climate was positively affected by
organisational performance. However, Leekpai et al. (2014) observed that
organisational atmosphere did not show any significant influence on innovativeness
in the hotel business in southern Thailand. It is worth noting that studies on the
influence between organisational atmosphere and innovativeness in the hotel

industry are scarce.

The following hypothesis is formed:

Hs: Organisational atmosphere has a positive relationship with innovativeness.

2.10.6 The Relationship Between Organisational Culture and Innovativeness

Organisational culture plays a crucial role in innovation (Alm & Johnson, 2014), and
is a key contributor to innovativeness and firm sustainability (Matinaro & Liu,
2016). Organisational culture was found positively significant to innovativeness

(Acar & Acar,2012; Alm & Johnson, 2014; Brettle et al.,2014; Krot & Lewicka,
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2013; Matinaro & Liu, 2016; Naranjo-Valencia et al., 2010; Skerlaval et al., 2010).
Brettle et al.(2014) stated that four dimensions of different organisational cultures;
namely group, hierarchical, rational and developmental culture; direct impact the
innovativeness of SMEs. Furthermore, investigating the multi-dimensions, or not
focussing on any one dimension of organisational culture, is a major advantage of
their study; and each organisation has a different culture to apply. Meanwhile
Josheph (2015) revealed that the 3 key concepts of organisational culture that affect
innovativeness are relationships, leadership style and context. To support
innovativeness of organisation, the organisation should most especially, design
organisational culture that supports creativity, flexibility, holistic thinking and

adaptiveness (Dyduch, 2019).

Abdullah (2016) studied 32 SMEs in Malaysia and found that organisational culture
comprises four dimensions; which are involvement, adaptability, consistency and
mission; significantly affected organisational innovativeness. While Martins and
Terblanche (2003) showed that organisational culture had a significant influence on
employee creativity and innovation. Hani et al.(2020), stated that strong
organisational culture can predict future organisational performance. Matinaro and
Liu (2016) investigated the construction industry and used qualitative research and
collected data by interviews; their results showed that strong companies try to
change organisational culture to lean towards innovativeness and [firm sustainability;
they start with recruitment managers and leaders, then proceed to continuous
improvement to change traditional culture, with more collaboration and create
diversity. Thus, based on the above literature analysis, the following hypothesis has

been developed:
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He:  Organisational culture has a positive relationship with organisational

mnovativeness.

2.10.7 The Relationship Between Innovativeness and Organisational

Performance

Innovativeness is comprised of other ability factors that can enhance capacity for a
firm to innovate, leading to superior organisational performance (Hult et al., 2003). It
was shown that innovativeness had a positive effect on service quality, productivity
and overall cost efficiency (Tajeddini, 2011). Innovativeness also allows
organisations to develop a firm‘s ability toward higher levels of firm performance
and firm competitive advantage (Hurley & Hult, 1998). Similarly, Lawson and
Samson (2001) confirm that the stronger the firm‘s innovativeness, the more

effective its innovation performance.

Domi et al.(2019) found an insignificant relationship between innovativeness and
tourism SMEs performance; in terms of SME types being diversified, which is
38.8% being restaurants and 37.9% the hotel industry. In their study, they used
unidimensional measures for both innovativeness and SMEs performance, which is
different from this study. Qureshi et al. (2008) revealed that the degree of a firm‘s
innovativeness, and innovation management practices affected organisational and
market performance in Pakistan. Previous studies also showed that organisational
innovativeness had a positive effect on organisational performance (Ashraf et al.,
2014; Calantone et al., 2002; Giniuniene & Jurksiene, 2015; Hult et al., 2004; Keskin,

2006; Rutherford & Holt, 2007; Leekpai, 2013; Rhee et al. 2010; Scholastica &
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Maurice, 2013; Sok, O‘Cass & Sok., 2013; Tajeddini, 2011; Turar et al., 2015;). The
performance indicators for these studies were market share, sales growth,
profitability and efficiency of operations (Kessler et al., 2015; Salem, 2014;). Tseng
et al. (2008) used four indicators of marketing indicators to measure performance;

including growth rate, occupancy rate, as well as customer satisfaction.

Based on past literature, this study hypothesised the following:

H7: Innovativeness has a positive relationship with organisational performance.

2.10.8 Mediating Role of Innovativeness Between Innovation Strategy and

Organisational Performance

Innovativeness and innovation strategy are the key drivers of organisational
performance (Karpacz & Ingram, 2015; Terziovski, 2010). The mediating role of
innovativeness in influencing a firm‘s performance has been reported in the literature
review (Altuntas et al., 2013; Terziovski, 2010) despite only a handful of studies that
exist. Altuntas et al. (2013) investigated the mediation of innovativeness in driving
organisational performance in private healthcare organisations in a developing
country. Tutar et al. (2015) found that innovativeness played an important role
between strategic orientation and marketing performance in the furniture market.
Similarly, Crespell and Hansen (2008) revealed that innovativeness acted as a
mediating variable between innovation strategy (indicators comprising products,
process, and research and development) and the organisational performance of the

US forestry sector.

78



Crespell and Hansen (2008) found a full mediation relationship between innovation
strategy and firm performance through innovativeness. Similarly, Vincent et al.
(2003) found that innovation demonstrated positive mediation between
organisational capabilities and structure and firm performance, and suggested that
future research should focus on process innovation. However, Karpacz and Ingram
(2015) found that innovativeness did not play a mediating role between innovation
strategy and organisational performance of 130 SMEs in Poland. The same study
demonstrated that the relationship between innovation strategy and innovativeness

(product and quality dimensions) was significant.

Based on past studies, the following hypothesis was formulated:
Hs: Innovativeness mediates the relationship between innovation strategy and

organisational performance.

2.10.9 Mediating Role of Innovativeness Between Organisational Atmosphere

and Organisational Performance

Literature on the mediating role of innovativeness on organisational atmosphere and
organisational performance is scarce. Crespell and Hansen (2008) investigated the
US forest sector, and found that innovativeness partially mediated the link between
organisational atmosphere, which refers to the atmosphere for innovation, and
organisational performance. In the hotel industry in Thailand, Leekpai (2013) tested
a framework of the effects between the antecedents of innovativeness and
organisational performance. She revealed that all three antecedents which comprises

of market orientation, entrepreneurial orientation, learning orientation, and
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organisational atmosphere, had positive influence on innovativeness, and that the
results showed a positive relationship with hotel performance. In 2014, she added
one more variable of organisational atmosphere and tested the framework again by
collecting data from 202 hotels in southern Thailand. She demonstrated that learning
orientation and entrepreneurial orientation had a positive impact on innovativeness
regardless of market orientation and organisational atmosphere (Leekpai et al.,
2014). In her latest study, she did not investigate the mediating role of

mnnovativeness on two variables.

Based on past literature, the following hypothesis was formulated:
Hy: Innovativeness mediates the relationship between organisational atmosphere and

organisational performance.

2.10.10 Mediating Role of Innovativeness Between Organisational Culture and

Organisational Performance

Empirical research revealed that innovativeness playing a mediating role between
OC and OP is limited, especially in the hospitality industry. Ashraf et al. (2014)
showed a partial mediation effect of innovativeness on the relationship between
organisation culture and organisational effectiveness in education firms. Likewise, in
their study in both manufacturing and service companies in Spain, Naranjo-Valencia
et al. (2016) found that innovation had a positive mediation between adhocracy
culture and OP; but was a negative mediation between hierarchy culture and
organisational performance. Furthermore, Amjad and Siddiqui (2019) examined the

mediating role of innovativeness between corporate culture and organisational
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effectiveness in different organisations. The result shows that organisational culture
has a positive relationship with organisational performance; and the highlights and
implications of this study is that innovativeness plays a mediating role between

organisational culture and a firm's overall performance.

H,o: Innovativeness mediates the relationship between organisational culture and

organisational performance.

2.11 Summary of Hypotheses

The list of hypotheses developed based on literature review is as follows:

H;: Innovation strategy has a positive relationship with organisational
performance.

H,: Organisational atmosphere has a positive relationship with organisational
performance.

His:  Organisational culture has a positive relationship with organisational
performance.

H4:  Innovation strategy has a positive relationship with innovativeness.

Hs:  Organisational atmosphere has a positive relationship with innovativeness.

He:  Organisational culture has a positive relationship with innovativeness.

H7: Innovativeness has a positive relationship with organisational performance.

Hs:  Innovativeness mediates the relationship between innovation strategy and

organisational performance.
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Ho: Innovativeness mediates the relationship between organisational atmosphere
and organisational performance.
Hjo: Innovativeness mediates the relationship between organisational culture and

organisational performance.

2.12 Summary of the Chapter

This chapter reviewed and discussed relevant literature by offering the various
definitions and concepts of the key variables of innovation strategy, organisational
atmosphere, and organisational culture. It also presented past studies on the effects of
the mediating roles of innovativeness and organisational performance. Also, the key
underpinning theories were highlighted. Specifically, RBV and dynamic capabilities
theories were espoused to inform the study. In addition, hypotheses development
was proposed together with the research framework. The next chapter will propose
research design, the operation and measurement of variables, data collection and

pilot/preliminary test.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

The previous chapter reviewed and discussed relevant literature on key variables,
underpinning theories and research framework. Consequently, this chapter talks
about the research method, which covers research design, research procedure,
research instrument, data collection and analysis techniques. A summary of this

chapter is provided in the last section.

3.2 Research Design

This research has four objectives: 1) to investigate the relationship between
innovation strategy, organisational atmosphere, and organisational culture on hotel
performance; 2) to determine the relationship between innovation strategy,
organisational atmosphere, and organisational culture on innovativeness; 3) to
examine the relationship between innovativeness and hotel performance; and 4) to
determine the mediating role of innovativeness in the relationship between
innovation strategy, organisational atmosphere, organisational culture, and hotel

performance.

This study follows a quantitative methodology to examine the relationship between
the variables, measured objectively to allow statistical analysis to be performed

(Creswell, 2014; Sekaran, 2003). This research had started in 2015, and data had
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been collected between July to November 2019. It was quite challenging since it was
done during the situation prior to the Corona Virus Disease (COVID-19) pandemic.
Figure 3.2 shows the steps taken by the present study to meet its objectives,

consistent with the quantitative approach.

Literature review to explore the problem and clearly
observe the situational phenomenon of the study

A 4
Identify the conceptual and operational definitions
of all variables and relationships between variables

v

Define population and sample

v

Developed variable measurements

v

The instruments development: operational
definitions, back translated, content validity

v

Pilot test procedure

v

Data collection

v

Data analysis and hypothesis testing

v

The results of data analysis, interpretation,
conclusion, discussion and drawing on theoretical
contributions and managerial implications

Figure 3.1
Research design
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3.3 Operational Definitions

Sekaran and Bougie (2016) stated that operationalisation of variables is a crucial
method for reducing nebulous variables to observable characteristics and adequately
representing constructs of the study. An operational definition of variables is a
manner of measured variables and appropriately represented constructs (Hair et al.,

2018). This section of the study provides operational definitions of all constructs.

3.3.1 Organisational Performance

Organisational performance is the overall outcome of a firm‘s operational activities
(Wu & Lu, 2012). The organisation can measure its performance with financial
indicators and non-financial indicators. In this study, organisational performance was
operationally defined as an indicator to evaluate hotel performance to utilise
available resources effectively and efficiently. Consistently, four perspectives of
BSC were used to measure organisational performance: financial perspective,
customer perspective, internal business process perspective, and learning and growth

perspective (Kaplan & Norton, 1996).

All items to measure organisational performance were adapted from Wu and Lu
(2012), who reported that each dimension had high reliability and validity
coefficients with financial perspective showing a coefficient of 0.952, customer
perspective 0.951, internal process 0.932, and learning and growth 0.930. Since Wu

and Lu studied the hotel industry in Taiwan, the items they used were deemed
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relevant. Examples of the items include reduced cost, increased return on assets,

customer satisfaction, market share, employees* service quality, and others.

3.3.2 Innovation Strategy

This study defined innovation strategy (IS) as a sum of a firm‘s strategies regarding
its innovation activities of creating new products and services, creative approaches,
seeking new markets and source of supply, and establishing managerial structure to
improve organisational performance (Gilbert, 1994; Strecker, 2009; Wang &
Ahmed, 2004). Operationally, innovation strategy is how firms use the strategy to
execute a business plan to respond to market changes (Hilman & Kaliappen, 2015;
Terziovski, 2010; Wei & Wang, 2011). In this study, innovation strategy was
operationalised using Terziovski‘s (2010) measures because this measurement tool is
unidimensional and has been shown to have high reliability of 0.87. As a result, it
has been adopted by many researchers (e.g., Kalay & Lynn, 2015; Sattayaraksa &
Boon-itt, 2016). The instrument was composed of nine items. Some examples of the
items made references to a hotel‘s vision and mission, and the formulation of an
innovation strategy, relevant employee skills, administrative routines, internal

cooperation, and others.

3.3.3 Organisational Atmosphere

Based on relevant literature, organisational atmosphere is commonly defined as a
sum of attributes employees perceive in their work environment. These attributes

include practices, policies, leadership credibility, commitment, a sense of belonging,
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procedures and rewards system. This study defined organisational atmosphere as the
employees aggregate perception about organisational attributes that affect their
work. The instrument to measure organisational atmosphere was adapted from Vong
et al. (2018). They used six items to measure organisational atmosphere following
Newman‘s (1977) that showed a high alpha coefficient of 0.83 (Alharbi, 2017; Vong

& Tang, 2017).

3.3.4 Organisational Culture

Ball and Quinn (2001), Miron et al. (2004), Valencia et al. (2010), and Cerovic et al.
(2011) defined organisational culture as a sum of shared values, beliefs, practices,
rites, rituals, stories, expectations and norms by all employees in a firm, which make
an organisation unique. In this study, organisational culture was defined as a set of
norms, attitudes, underlying values, management practices, and behaviour patterns
that influence work-life (Denison, 1984). Consistently, this study used Denison‘s
Organisational Culture Model (DOCM) comprising of four components: adaptability
culture, consistency culture, involvement culture, and mission culture. Each
component had three sub-groups, totaling 12 different features that comprehensively
cover the efficiency of organisational activities (Denison & Neale, 2000). OC was

measured using 16 items adapted from Denison‘s Organisational Culture Model

(DOCM).
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3.3.5 Innovativeness

Innovativeness refers to an innovative capability, tendency and willingness to change
and to be receptive to newness, new ideas, experiment, and innovation to develop a
firm‘s competitive advantage (Calantone et al., 2002; Crossan & Apaydin, 2010;
Hult et al., 2004; Lumpkin, 1996; Lumpkin & Dess, 1996; Nybakk et al., 2009;
Qureshi, Dar & Khan, 2008; Sivapitak, 2011; Tajeddini, 2014; Wang & Ahmed,
2004). In this study, organisational innovativeness comprised four dimensions:
service innovativeness, process innovativeness, market innovativeness, and
behavioural innovativeness. The instrument was adapted from Wang and Ahmed
(2004) and Grawe et al. (2009). It was reported that the reliability of the instrument
was as follows: service innovation (0.89), process innovativeness (0.71), market

innovativeness (0.80), and behavioural innovativeness (0.59).

3.4 Scale of Variables

This study adopted the Likert scale to measure respondent attitudes of constructs
comprising innovation strategy, organisational atmosphere, organisational culture,
innovativeness and hotel performance. Joshi et al.(2015) stated that the Likert scale
is one of the most popular fundamental psychometric methods in several research
fields, especially education and social science. The general constructional scale
comprises two extreme sides, which are strongly disagree and strongly agree;
consequently the participant or respondent chooses the way in either direction (Joshi
et al., 2015).; although there is no clear point of scale between 5 point scale nor does

it include mid-point and 7 point scale or exclude mid-point (Joshi et al., 2015).
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Chung et al.(2017) proposed that refraining from the mid-point of the scales is not
best practice; including a mid-point scale can get more benefits, and make the
respondents express their true, opinions and not be forced to choose to agree or not
agree. Furthermore, 5 scales or include midpoint suitable for respondents who are

familiar with the topic.

In this study, due to its simplicity, understandable questions are easier for
respondents to voice their opinions; the researcher chose the 5 scale to measure

respondents' opinions and measurement of variables.

3.5 Questionnaire Development

A questionnaire development adopted five Likert-type scales (ranging from 1 =
strongly disagree to 5 = strongly agree), was employed to measure all items. Five
sections that corresponded to each key variable were developed in the questionnaire.
First, innovation strategy was measured by nine items adapted from Terziovski
(2010). Organisational atmosphere was measured by six items adapted from Vong et
al. (2018). Organisational culture was measured using 12 items of Denison‘s
Organisational Culture Model (DOCM) developed by Denison and Neale (2000).
Organisational innovativeness was measured using 12 items adapted from Wang and
Ahmed (2004) and Grawe et al. (2009). Lastly, organisational performance followed
the four perspectives of the BSC, consisting of twelve items adapted from Wu and

Lu (2012) were used (See Table 3.1 and Appendix B.)
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Table 3.1

Summary of Measurement Construct

Construct Dimension Items Questions
IS - 9 1. The hotel‘s vision or mission includes a reference
to innovation.

2. The hotel‘s vision or mission includes a reference
to innovation.

3. Innovation strategy has helped the hotel to achieve
its strategic goals.

4. Increasing our production volume is an important
measure of our process innovation.

5. Innovation strategy has helped the hotel to achieve
its strategic goals

6. Increasing our production volume is an important
measure of our process innovation.

7. Innovation strategy has helped the hotel to achieve
its strategic goals.

8. Increasing our production volume is an important
measure of our process innovation.

9. Improving administrative routines is seen as part
of our innovation strategy.

Source: Terziovski (2010)

OA - 6 1. Company management is open, supportive, and
considerate.

2. Co-workers are trusting, friendly and co-operative.

3. Employees show concern for the work of their
work, try to get ahead and are involved in their
work.

4. Employees have the proper background training
and —know-how” to do what is expected of them to
do

5. Employees take part in decisions that affect their
work situation

6. Rewards such as promotions and salary increases
are based on performance rather than other
considerations such as favoritism

Source: Vong et al. (2018)

ocC 4 12 1. The way things are done is very flexible and easy
to change in our hotel.

2. New and improved ways to do work are
continually adopted in our hotel.

3. Customer comments and recommendations often
lead to changes in our hotel.

4. Learning is an important objective in our day-to-

day work.
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Table 3.1 (Continued)

Construct Dimension Items Questions

5. Our hotel has never got trouble reaching agreement
on key issues.

6. Our hotel approach to doing business is very
consistent and predictable.

7. Our hotel business planning involves everyone in
the process to some degree.

8. In our hotel, employees always work as a team.

9. The authority in our hotel is delegated so that
employees can act on their own work.

10. Our hotel employees understand what needs to be
done for us to succeed in the long run.

11. Our hotel‘s chief executives have a long-term
viewpoint.

12. Our hotel‘’s chief executives vision creates
motivation for our employees.

Source: Denison and Neale (2000)

INN 4 12 1. Our hotel's top management gives special
emphasis to service innovation.

2. Our hotel is able to change/modify our current
service approaches to meet special requirements
from customers.

3. Compared to our hotel competition, our firm is
able to come up with new service offerings.

4. Our hotel is constantly improving it processes.

5. During the past five years, our hotel has developed
many new management approaches.

6. When we cannot solve a problem using
conventional methods, we improvise on new
methods

7. In comparison with our competitors, our products*
most recent marketing program is revolutionary in
the market.

8. Our recent new services are only of minor changes
from our previous services.

9. New services in our hotel often take us up against
new competitors.

10. We get a lot of support from managers if we want
to try new ways of doing things.

11. In our hotel, we tolerate individuals who do things
in a different way.

12. We are willing to try new ways of doing things and

seek unusual, novel solutions.

Source: Wang and Ahmed(2004) and Grawe et
al.(2009)
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Table 3.1 (Continued)

Construct Dimension Items Questions
OP 4 12 1. Our hotel reduces total cost of the hotel.
2. Our hotel increases sales growth rate.
3. Our hotel increases net profit margin.
4. Our hotel satisfies the needs of various types of

customer.

Our hotel increases customer intention to purchase.
Our hotel increase market share.

Our hotel increase operating efficiency.

Our hotel reduces customer complaint.

e e

Our hotel improves the ability to retain old

customers.

10. Our hotel improves employee‘s problem-solving
ability.

11. Our hotel improves employee‘s intention to learn.

12. Our hotel effectively promotes corporate culture.

Source: Wu and Lu (2012)

All - 51
Constructs

IS = Innovation Strategy, OA = Organisational Atmosphere, OC = Organisational
Culture, INN = Innovativeness, OP = Organisational Performance

In this study, for data collection, the researcher used a questionnaire. The
questionnaire had two sections. Section 1 dealt with general information about the
participants and the company, including the participants‘ gender, age, education,
marital status, position, tenure, hotel rating, number of rooms, hotel location, the
hotel‘s establishment, and the number of employees. Section 2 asked questions on all

variables of this study.

3.6 Data Collection

This section described the data collection procedure, comprising the determination of

the population of the study and sample size procedure, data collection, and also data

analysis techniques.
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3.6.1 Population of the Study

According to Salkind (2018), a population is a larger group of potential participants
the researcher is interested in examining. Three-star to five-star rated hotels who
were also members of the Thai Hotels Association in Thailand, were the population.
These hotels were chosen for three reasons. In Thailand, 4% of total foreign direct
investments are four-star and five-star hotels (Nuansate, 2016). Three-star to five-
star hotels tend to have similar characteristics, but the latter hotels tend to have better
standard of services and infrastructure. These hotels tend to have swimming pools,
standard and deluxe rooms, a gym, conference rooms, and a high-security checking
system. These hotels create a high proportion of employment as compared to other
hotels, contributing more to the Thailand Gross Domestic Product (GDP). It is
estimated that three to five-star hotels adopt an innovation strategy and have a

conducive atmosphere and culture to perform better.

The respondents of the study were top hotel management, including general
managers who represent their organisations. They were selected because they were
assumed to have enough knowledge and information of the hotel in their execution
and performance levels (Hilman & Kaliappen, 2015). The total number of hotels in

Thailand in 2017 was 5,995 (see Table 3.2).
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Table 3.2
Number of hotels in Thailand, 2017

Region Number of Hotels = Number of Hotels were members
in Thailand of the Thai Hotels Association

Bangkok Metropolitan 669 251
Middle 408 70
East 1,176 83
North-East 869 21
Northern 1,168 83
Southern 1,705 244
Total 5,995 752

Source: Intelligence Center, Tourism Authority of Thailand (2017) and Thai Hotels
Association in Thailand (2018)

3.6.2 Sample Size

A sample is a subset of the population (Salkind, 2018). As indicated earlier, there
were 5,995 hotels in Thailand in 2017, and 752 of them were members of the Thai
Hotels Association. This study used Krejcie and Morgan‘s rules of sample size based
on the Krecie and Morgan table (Sekaran & Bougie, 2009, p.263-264) (see Appendix

D) to determine a sample size of 254 hotels (Table 3.3).

Table 3.3
Hotels Registered with the Thai Hotels Association in 2018
Region Number of Hotels % proportionate of
each Region
Bangkok Metropolitan 251 33.38 85
Middle 70 9.31 24
East 83 11.04 28
North-East 21 2.79 7
Northern 83 11.04 28
Southern 244 32.45 81
Total 752 100 254

Source: Thai Hotels Association in Thailand (2018)

Salkind (2018) proposed increasing the sample size to reduce sampling error and
non-response problems. Hence, the study decided to increase the sample size to

account for the possible loss of questionnaires distributed through the mail and
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possible non-responders. By considering prior research and nature of this study, the

researchers decided to increase the sample size by 50% (i.e., 127).

Table 3.4

Hotels Registered with the Thai Hotels Association in 2018

Region Number of proportionate of %
Hotels each Region

Bangkok Metropolitan 251 127 33.38
Middle 70 36 9.31
East 83 42 11.04
North-East 21 12 2.79
Northern 83 42 11.04
Southern 244 122 32.45
Total 752 381 100

Source: Thai Hotels Association in Thailand (2018)

This study employed probability sampling for choosing sample size. Moreover, it
also employed cluster random sampling, proportionate stratified sampling, and
simple random sampling. Table 3.4 shows a population is a number of three to five
stars hotels that registered with the Thai Hotels Association in 2018. The sampling
frame of this study includes the total hotel name listed by the Thai Hotels
Association are 752 hotels. Based on Krejcie and Morgan‘s rules of sample size
(Krejcie & Morgan, 1970) and Salkind(2018), the sample size are considered as 381.
This study employed probability sampling, specifically the cluster random sampling
method. Cluster random sampling is divided into clusters following the six regions in
Thailand and proportionate stratified sampling of each region. The simple random
sampling method used for a selected hotel in each cluster has an equal chance of

being the sample (Sakaran and Bougie(2010).
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3.6.3 Data Collection Procedure

Data collection procedures in this study started after the end of the pilot test. This
study adopted the simple random sampling method by writing the hotel name and
number to make a label, subsequently randomly picking up each numbered label one
at a time until reaching the last order of samples. The researcher distributed the
questionnaires through mail surveys for data collection. The advantage of this is that
it is more time efficient, saving energy and costs of the researcher (Sekaran, 2003).
Also a way to increase response rate. The researcher establishes the introduction of
the survey is the official letter from the Othman Yeop Abdullah Graduate School of
Business (OYAGSB) and the letter from the researcher makes clarifications for the
respondents to understand the purpose of this study. In addition, an envelope is also
attached, together with stamp, to help respondents return the questionnaires

immediately.

The period of collection was from14th July 2019 to 15th November 2019. Based on
the list of hotel members of the Thailand Hotel Association, made up of managing
directors, general managers, or top administrators of hotels. The survey was
conducted in two periods of time. Firstly, data from the first period collected
between 14th July to 15th September 2019, were considered early respondents.
Therefore, 135 questionnaires were returned during the early period. Later, the
researcher considered follow-up, and respondents' reminders by phone calls and e-
mail were also sent. Additionally, the second period of data collected was within
16th September 2019 to 15th November 2019, the returned 53 questionnaires in the

second period are known la as late respondents rate. All returned questionnaires will
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be screened for any missing data. Usable questionnaires will proceed to non-

response bias test, data analysis and hypotheses testing.

3.6.4 Data Analysis Techniques

Data analysis techniques used in this study adopted SPSS v19 generated descriptive
and inferential statistics to analyze the data. Then, adopted SmartPLS v3.2.8 and

PLS-SEM to test the research hypotheses.

After collecting the data and screening for data entry errors, questionnaires with
more than 10% missing data or questions left unanswered will be removed for
further analysis (Hair et al.,, 2010). Then, entire useable questionnaires that were
keyed into SPSS v19, were used to explain the sample‘s characteristics in the form
of frequency, percentage, mean and standard deviation. Also, non-response bias will
be checked by comparing early and late responses on outcome variables (Lahaut et
al., 2003). Creswell (2014) suggested that if nonparticipants had responded, their
outcomes would affect the overall results. Creswell (2014) pointed out that response
bias can be checked by a wave analysis or a participant/nonparticipant analysis. This
study used the participant/ nonparticipant analysis method by comparing the
characteristics of the earliest participants and the latest participants by using a t-test

(Armstrong & Overton, 1977).

Hair et al. (2016) stated that PLS-SEM is becoming a popular method in business
and marketing research. The advantages of PLS-SEM are that has measurement

requirements that are flexible data, data not normally distributed, supported many
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constructs, both small and large samples as well as user friendly. The researchers can
use PLS-SEM to measure incorporate unobservable variables indirectly by indicator
variables (Hair et al., 2014). Furthermore, PLS-SEM has the ability to measure the
influence between multiple level factors, both the inner model and outer model
together, to assess the latent variable‘s relationship, which differs from the first-
generation modeling (Hair et al., 2014). Therefore, this study adopted SmartPLS

v3.2.8 to assess the measurement model and for assessment of the Structure Model.

3.7 Pilot/Preliminary Test

A pilot study is an important step of the study, which generally is conducted before
implementing a real study (Hazzi & Maldaon, 2015). During the preliminary test, the
researcher will employ several methods, namely expert reviews, focus group
interviews and cognitive interviews (Lavrakas, 2008). The aims of a pilot test is to
check the error in the variables® operations, to avoid problems during actual data
collection, and reduce measurement error as well as ensure the instrument is not
ambiguous and easily understood by respondents (Hazzi & Maldaon, 2015;

Lavrakas, 2008; Sekaran, 2005).

In this study, the pilot test starts with back-translation, because the questionnaire is
prepared in a different language. The original items were translated into English
version, and to Thai version and back from Thai to English version by the language
centre to suit the target participants. Hazzi and Maldaon (2015) stated that the most
effective technique for a translation process is to solicit the service of two bilingual

experts. Then test the validity and reliability of the instrument.
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3.7.1 Validity Testing

Kumar (2011) defined validity testing as the ability of a measurement instrument to
measure the things it is supposed to measure. According to Pasunon (2015),
verification of the validity of an instrument which is a questionnaire has two main
considerations, namely (a) the suitability of the questionnaire in terms of data
collection, and (b) checking if the questionnaire is based on concepts and theories.
The validity test separated are three types, which are content validity, criterion-
related validity, and construct validity (Sekaran, 2005). This study adopts content

validity to measure the instrument.

3.7.1.1 Content Validity Test

According to Haynes et al. (1995), the degree of an assessment instrument is content
validity and representative of the targeted construct for the specific assessment aims.
Content validity measures the appropriateness of the contents or elements of an
instrument for a study (Sekaran, 2005). The method to evaluate content validity can
be made through the expert panels considered (Crano & Brewer, 2002). In this study,
for the content validity assessment, the researcher adopted the content validity index
(CVI) four-point scale to the measuring instrument (Polit & Beck, 2006). A content
validity index of each item that should be over 0.75 suggests acceptable content
validity (Polit & Beck, 2006). Besides, Yaghmaie (2003) analyzed 38 research
articles in nursing and found that all articles reported a CVI over 0.75 with the

opinions of experts.
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In this study, content validity index measurement was evaluated through three
experts in their relevant fields of this study, which are entrepreneurship and
hospitality management; one expert is a lecturer in entrepreneurship from Universiti
Utara Malaysia(UUM), another expert is a lecturer in entrepreneurship from
Universiti Sains Malaysia (USM), and the third, an expert from Thai hotel
executives. Table 3.5 illustrated shows that the questions 2 items from all 51 items
were re-phrased for the respondents appropriately and understandable, thereby no
item was deleted. The result of content validity weas greater than 0.90 and to this
end, The CVI can evaluate for item-level (I-CVI) and scale-level (S-CVI), [-CVI
should be greater than 0.75 and S-CVI should higher 0.90 (Polit & Beck, 2006). The
SmartPLS software version 3.2.8 was employed for testing Cronbach's alpha

reliability and composite reliability test of the instrument.

Table 3.5
Content validity index
Construct Items of Number of I-CVI Interpretation
construct giving
rating of 3 or 4

Innovation Strategy IS-1 2 0.67 Fair
IS-2 3 1.00 Excellent
IS-3 3 1.00 Excellent
IS-4 3 1.00 Excellent
IS-5 3 1.00 Excellent
IS-6 3 1.00 Excellent
IS-7 3 1.00 Excellent
IS-8 3 1.00 Excellent
IS-9 2 0.67 Excellent
Organisational Atmosphere OA-1 3 1.00 Excellent
OA-2 3 1.00 Excellent
OA-3 3 1.00 Excellent
OA-4 3 1.00 Excellent
OA-5 3 1.00 Excellent
0OA-6 3 1.00 Excellent
Organisational Culture 0OC-1 3 1.00 Excellent
0C-2 3 1.00 Excellent
0oC-3 3 1.00 Excellent
oc-+4 3 1.00 Excellent
0oC-5 3 1.00 Excellent

0C-6 2 0.67 Fair
oC-7 3 1.00 Excellent
0C-8 3 1.00 Excellent
0C-9 3 1.00 Excellent
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Table 3.5 (Continued)

Construct Items of Number of giving I-CVI Interpretation
construct rating of 3 or 4

0OC-10 3 1.00 Excellent
0OC-11 3 1.00 Excellent
0C-12 3 1.00 Excellent
Innovativeness IN-1 3 1.00 Excellent
IN-2 3 1.00 Excellent

IN-3 3 1.00 Excellent

IN-4 3 1.00 Excellent

IN-5 3 1.00 Excellent

IN-6 3 1.00 Excellent

IN-7 3 1.00 Excellent

IN-8 3 1.00 Excellent

IN-9 3 1.00 Excellent
IN-10 3 1.00 Excellent
IN-11 3 1.00 Excellent
IN-12 3 1.00 Excellent
Organisational Performance OP-1 3 1.00 Excellent
OP-2 3 1.00 Excellent

OP-3 3 1.00 Excellent

OP-4 3 1.00 Excellent

OP-5 3 1.00 Excellent
OP-6 3 1.00 Excellent
OP-7 3 1.00 Excellent

OP-8 3 1.00 Excellent
OP-9 3 1.00 Excellent
OP-10 3 1.00 Excellent
OP-11 3 1.00 Excellent
OP-12 3 1.00 Excellent

51 Items S-CVI/Ave
=0.98
S-
CVI/UA=0.94

Note. I-CVI = item-level content validity index, S-CVI/Ave = scale-level content validity index,
averaging calculation method, S-CVI/UA = scale-level content validity index, universal agreement
calculation method.

After the content validity test, the questionnaire was improved, and prepared for the
pilot study. According to Baker (1994), the recommended sample size for a pilot
study is between 10 and 20% of the entire sample size to ensure the adequacy of the
instrument used. Likewise, Treece and Treece (1982) suggested that the sample size
for the pilot study should be 10% of the sample size. On the other hand, Johnson and
Brooks (2010) recommended a minimum of 30 participants while Hertzog (2008)
suggested that 20 - 25 participants would be efficient and preferable. Kaliappen

(2014) had a sample size of 60 in his pilot test, which was 12.63% of the population,
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and an actual sample size of 475 in his study on three and four-star hotels in

Malaysia.

Therefore, in this study, the sample size consists of 60 three to five-star hotels in
Thailand, and sample selection used the cluster random sampling technique. Firstly,
the hotels were grouped into six clusters following the regional zone. Secondly, in
determining the number of hotels, each cluster used a proportion from each region.
Thirdly, participants were selected in this survey using simple random sampling. Out
of the 60 questionnaires mailed, 32 questionnaires were returned, so the response

rate was 53.33 percent, and all of them were properly filled.

3.7.1.2 Construct Validity Test

Construct validity refers to whether the measurement instrument or measured
variables fit and represent the concept theorised (Hair et al., 2006; Sekaran, 2005).
There are three important forms of construct validity, i.e., convergent validity,
discriminant validity, and nomological validity (Hair et al., 2010). This study used
convergent validity and discriminant validity to assess the construct validity of the
model. The average variance extracted (AVE) is also used where a value of AVE
greater than 0.50 suggests acceptable construct validity (Hair et al., 2010). To assess

discriminant validity, the square root of AVE will be used.

3.7.2 Reliability Test

Reliability is the degree of stability and consistency of an instrument when used

repeatedly (Bhattacherjee, 2012). The important reason for evaluating the reliability
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of a measurement tool is because an unreliable tool will adversely affect the results
of the study. Accurate measurement of a research instrument is usually known as the
reliability of measurement (Cronbach, 1951). Bhattacherjee (2012) clarified four
methods of estimating reliability. They are inter-rater reliability, test-retest
reliability, split-half reliability, and internal consistency reliability. Brown (1997)
stressed that internal consistency is the most appropriate method because it involves
one form of the test only. Cronbach's coefficient alpha is the most pervasive statistic
to test internal consistency (Cortina, 1993). Moreover, a Cronbach's alpha reliability
coefficient can test individual differences score and the entire scale of instruments

consistency as well (Hair et al., 2010).

To ascertain the reliability of the instruments, this study will use Cronbach‘s alpha
coefficient (Sekaran, 2005). George and Mallery (2003) and Hair et al. (2010)
suggested that Cronbach's alpha values greater than 0.70 indicate acceptable internal
consistency. The pilot study used Cronbach's alpha values greater than 0.70 for

measured internal consistency.

Table 3.6 shows the result of PLS 3.2. The Cronbach‘s alpha coefficient values of all
five constructs ranged from 0.701 to 0.909. Specifically, organisational performance
had a value of 0.909, innovation strategy 0.853, organisational atmosphere 0.788,
organisational culture 0.859, and innovativeness 0.873. Furthermore, the composite
reliability result indicated that hotel performance had a value of 0.923, innovation
strategy 0.885, organisational atmosphere 0.851, organisational culture 0.887, and
innovativeness 0.899. According to Hair et al. (2017), the higher values of composite

reliability indicate higher levels of reliability. For instance, we can consider values
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more than 0.60 as acceptable in exploratory research, whereas results between 0.70
and 0.90 represent satisfactory to good reliability level and over 0.90 not desirable
(Ramayah et al.(2018). Therefore, a measure of internal consistency reliability
followed the result of the reliability and composite reliability, which was ranged

between 0.70 — 0.90, confirming that all items had good reliability.

Table 3.6
Reliability Test Result
Constructs Number of Cronbach’s Composite
Ttems alpha Reliability (CR)
Innovation Strategy 9 0.853 0.885
Organisational Atmosphere 6 0.788 0.851
Organisational Culture 12 0.859 0.887
Adaptability 3 0.805 0.885
Consistency 3 0.744 0.855
Involvement 3 0.765 0.865
Mission 3 0.701 0.835
Innovativeness 12 0.873 0.899
Service Innovativeness 3 0.800 0.883
Process Innovativeness 3 0.854 0.912
Market Innovativeness 3 0.855 0.913
Behavioural Innovativeness 3 0.850 0.909
Organisational Performance 12 0.909 0.923
Total 51

3.8 Summary of the Chapter

This chapter described the method used in this study. It started with an introduction,
the research design, covering the operational definitions and the instrument, and the
survey procedure. This chapter also highlighted the sample size and the data
collection procedure and data analysis. Lastly, this chapter explained the result of the

pilot study.

104



CHAPTER FOUR

ANALYSIS AND FINDINGS

4.1 Introduction

This chapter proposed the finding and results of this study. It comprises data
screening and cleaning, missing data analysis, assessment of normality test,
assessment of outliers, common method bias, multicollinearity, descriptive statistics
of constructs, measurement model, and the structure model assessment. Finally, it
illustrates all hypothesis testing results, the coefficient of determinations, the

effective size, and predictive relevance.

4.2 Response Rate

The data of this study was collected from the top executive of hotels in Thailand.
The survey and data was collected in four months between July and November 2019.
One hundred and eighty-eight responses were returned from 381, yielding a response
rate of 49% (see Table 4.1). After the returned responses were screened, only one
questionnaire was not well completed (Sekaran, 2005). Hence, the remaining usable
questionnaires were 187. Next, the study proceeded with a nonresponse bias test,

data analysis, and hypotheses testing.
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Table 4.1
Response Rate of the Survey

No. of distributed Returned

Region . . . . Response rate %
questionnaires  questionnaires

Bangkok Metropolitan 127 56 44
Middle 36 7 17
East 42 28 67
North-East 12 9 72
Northern 42 19 46
Southern 122 69 57
Total 381 188 49

4.3 Non-response Bias Testing

Non-response bias occurs when some respondents of the sample that the researcher
selected refuse to participate and is also due to significant difference across time,
based on respondents' demographic (Cooper & Schindler, 2008). According to
Lavrakas (2008), a variety of reasons cause non-response bias to occur, such as
refusal to participate. Non-response bias affects the quality of the data and leads to
incorrect conclusions about the sample or population (Lineback & Thomson, 2010;

Sax et al., 2003).

According to Lineback and Thompson (2010), there are many methods to measure
non-response bias, one of these is comparing early and late participants. Armstrong
and Overton (1977) proposed three methods to estimate non-response bias:
comparing with the known values of the population, subjective estimates, and
extrapolation. The extrapolation method is related to the time taken to return the
questionnaire if those responding later are assumed to be non-participants
(Armstrong & Overton, 1977). This study used the extrapolation method to estimate

non-response bias by conducting a t-test to compare means between both group
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extrapolation procedures. Table 4.2 compares the mean and standard deviation. The
result of Levene‘s test for equality of variances based on the key variables of OP, IS,
OA, OC, and INN revealed that the variance between the two groups of early and
late participants were not different. Thus, in this study non-response bias did not

occur (see Appendix).

Table 4.2
Group Descriptive Statistics for the Early and Late Participants
Variables Response N Mean Std. Deviation  Std. Error Mean

IS Ealy 135 4.48 0.37 0.03
Late 52 4.36 0.42 0.06

OA Ealy 135 4.40 0.41 0.04
Late 52 4.44 0.46 0.06

ocC Ealy 135 4.20 0.39 0.03
Late 52 4.24 0.52 0.07

INN Ealy 135 4.14 0.39 0.03
Late 52 4.15 0.50 0.07

0] Ealy 135 4.29 0.47 0.04
Late 52 4.35 0.51 0.07

Note. IS=Innovation Strategy, OA=Organisational Atmosphere, OC=Organisational Culture,
INN=Innovativeness, OP=Organisational Performance.

Table 4.3
Result of Non-response Bias

Levene's Test

for Equality
of Variances t-test for Equality of Means
95% Confidence
Sig. Interval of the
(2- Mean Std. Error Difference
F Sig. t df  tailed) Difference Difference Lower  Upper
IS Equal variances 347 0.064 191 184.00 0.06 0.12 0.06 0.00 0.25
assumed
Equal variances 1.81 80.93 0.08 0.12 0.07 -0.01 0.26
not assumed
OA  Equal variances 0.04 0.845 -0.69 184.00 0.49 -0.05 0.07 -0.19 0.09
assumed
Equal variances -0.66 82.37 0.51 -0.05 0.07 -0.19 0.10
not assumed
OC  Equal variances 8.78 0.003 -0.58 184.00 0.56 -0.04 0.07 -0.18 0.10
assumed
Equal variances -0.51 7293  0.61 -0.04 0.08 -0.20 0.12

not assumed
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Table 4.3 (Continued)

Levene's Test

for Equality
of Variances t-test for Equality of Means
95% Confidence
Sig. Interval of the
(2- Mean Std. Error Difference
F Sig. t df  tailed) Difference Difference Lower  Upper
INN Equal variances 6.96 0.009 -0.04 184.00 0.97 0.00 0.07 -0.14 0.14
assumed
Equal variances -0.03 7454 097 0.00 0.08 -0.16 0.15
not assumed
OP  Equal variances 1.40 0.238 -0.74 184.00 0.46 -0.06 0.08 -0.21 0.10
assumed
Equal variances -0.71 83.77 0.48 -0.06 0.08 -0.22 0.10

not assumed

Note. IS=Innovation Strategy, OA=Organisational Atmosphere, OC=Organisational Culture,
INN=Innovativeness, OP=Organisational Performance.

Table 4.3, portrays that the innovation strategy(IS), the mean and standard deviation
of early respondents reported no significant difference (M=4.48, S.D.=0.37) than the
late respondents (M=4.36, S.D.=0.42). In addition, the result of Levene's test
indicates that there is no significant difference between early and late responses
(t=1.91, p<.05). Therefore, the null hypothesis is accepted. Similarly, the result
indicates that the early respondents based on OA (M=4.40, S.D.=0.41) and late
respondents (M=4.44, S.D.=0.46) are no different. The two-tailed t-test (t=-0.69,
p<.05) shows no significant difference between early and late respondents. Thus, the

null hypothesis is accepted.

While descriptive statistics of organisational culture (OC) show that the early
respondents were based on OC (M=4.20, S.D.0.39) and late respondents (M=4.24,
S.D.=0.52) are similar. Levene's Test for Equality of Variances of OC (t=-0.51,
p<.05) shows no equal between early and late respondents but two-tailed not

significant (t=-0.51,p<.05). Therefore, the alternate hypothesis is rejected.
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In the same way, the result of innovativeness (INN) indicated that the early
respondents (M=4.14, S.D.0.39) and late respondents (M=4.15, S.D.=0.50) are
similar. The t-test of INN indicated that (t=-0.03, p<.05) shows not equal between
early and late respondents, but two-tailed not significant (t= 0.97,p<.05). Therefore,

the null hypothesis is accepted.

Finally, based on organisational performance(OP) the early respondents (M=4.29,
S.D.=0.47) and late respondents (M=4.35, S.D.=0.51) respond is no different. In
addition, the result of Levene's test indicates that there is no significant difference
between early and late responses (t=-0.74, p<.05). Therefore, the null hypothesis is
accepted. According to the above, the result of mean and standard deviation and the
result of Levene's Test for Equality of Variances of two groups are not different
between the descriptive of two groups and same population characteristics. It
assumed that the respondents of early and late respondents attained in this study is

no issue of non-response bias.

4.4 Preliminary Data Screening and Preparation

This part considers preliminary data screening and preparation, which are crucial

steps before going into complete data analysis. This section talks about missing data

analysis, normality test, assessment of outliers, common method bias test, and

multicollinearity.
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4.4.1 Missing Data Analysis

Upon receipt of the returned questionnaires, the researcher verified the accuracy and
completeness of the data. According to Hair et al. (2020), if the missing value is less
than 10%, the researcher can proceed with data analysis. However, Sekaran (2005)
stated that a questionnaire with more than 25% missing data or left unanswered
would be removed for further analysis. In this study, questionnaires with missing
data is less than 10% (Hair et al., 2020) from all questionnaires returned, only one

respondent that exceeded 10% of missing data.

4.4.2 Assessment of Qutliers

According to Hair et al. (2019), outliers are observations that have unique
characteristics or numerical data different from the norms. Consistently, Saunders et
al. (2009) stated that outliers are those values that are very distant from other
observations. If the researcher ignores an outlier, the statistical test may distort the
result (Hair Jr. et al., 2010). When the outliers are observed, the researcher must
consider removing or retaining them to obtain an accurate measurement result

representative of the sample.

The outlier detection can be performed from a univariate, bivariate, or multivariate
perspective (Hair et al., 2019). When using the univariate method, all variables will
be examined to test their unique observations. In contrast, a bivariate method focused
on specific variable relationships. A multivariate method is the best method for

examining a complete variate, such as the variables in regression or exploratory
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factor analysis. In this study, the Mahalanobis distance measure was used to

investigate multivariate outliers by computing the chi-square value. Table 4.4 shows

that the maximum value of the Mahalanobis distance was 17.635. The critical value

of the chi-square value was 18.467 at df=4, p=0.001. This means that one participant

was removed and deleted from a total of 187 participants. The next analysis was

conducted in 186 cases (see Appendix C).

Table 4.4
Outlier Assessment with Mahalanobis Distance
Minimum Maximum Mean Std. Deviation N

Predicted Value 3.1536 5.0939 4.3078 39264 187
Std. Predicted Value -2.939 2.002 .000 1.000 187
Standard Error of Predicted Value .022 .086 .043 013 187
Adjusted Predicted Value 3.1461 5.0966 4.3081 39303 187
Residual -.51316 74730 .00000 26961 187
Std. Residual -1.883 2.742 .000 989 187
Stud. Residual -1.909 2.774  -.001 1.003 187
Deleted Residual -.52788 76484 -.00031 27739 187
Stud. Deleted Residual -1.924 2.827 .000 1.008 187
Mabhal. Distance 216 17.635  3.978 3.166 187
Cook's Distance .000 .053 .006 .009 187
Centered Leverage Value .001 .095 .022 .017 187

a. Dependent Variable: OP(df 4, P<0.001) = 18.467

4.4.3 Assessment of Normality Test

According to Hair et al. (2019), normality distribution of the sample data in a study

is the degree to which it corresponds to a data normal distribution. After completing

the data screening process and examination of outliers, the data was tested for

normality using the Shapiro-Wilk statistics, whose value was 0.053. The skewness

and kurtosis values were 0.083 and -1.30, which fell within the normal range of

+2.58 to -2.58 (Hair et al., 2019) (see Table 4.5) (see Appendix C).
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Table 4.5
Normality Test

Kolmogorov-Smirnov* Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Unstandardized Residual .053 186 200" .986 186 .053
Standardized Residual .053 186 200" .986 186 .053

a. Lilliefors Significance Correction
*_ This is a lower bound of the true significance.

4.4.4 Common Method Bias Test

Common method bias (CMB) means a bias caused by a measurement error. The
measurement discrepancy poses a threat to the validity of the conclusion about the
relationship between measurement and measurement error (Bagozzi & Yi, 1991;
Doty & Glick,1998). Hair et al. (2019) stated that CMB occurs when the constructs
are measured by the same type of scale in the data collection process. In the present
study, the researcher used Harman‘s one-factor analysis to measure CMB. According
to Podsakoff et al. (2003), Harman‘s one-factor analysis can load all items that
measure the latent variables into one common factor by using unrotated exploratory
factor analysis. If the total variance of Harman‘s single factor score is not more than
50%, it shows that CMB does not influence the data. In this study, the result of the
CMB assessment from 51 items showed that the total variance was 35.67%, which

means that CMB was not a threat.

4.4.5 Multicollinearity Test

According to Pallant (2005), multicollinearity indicates a situation where the
independent variables are extremely correlated. Multicollinearity is found when the
correlation values of some independent variables are high in comparison to the

values of other independent variables. Furthermore, when the correlated values
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between the variables are extremely high, the standard error of the regression
coefficient increases. Multicollinearity can be measured by considering tolerance
value and variance inflation factor (VIF), where the relationship between the

tolerance value and VIF value is an inverse (Hair et al., 2019; Pallant, 2005).

Table 4.6 shows that the tolerance values of the independent variables ranged
between 0.320 and 0.663 and the VIF ranged from 1.508 and 3.129, indicating that
multicollinearity did not exist in this study. According to Hair et al. (2019) and
Pallant (2005), multicollinearity exists when the tolerance values are below 0.10, and

VIF values are more than 10(see Appendix C).

Table 4.6

Multicollinearity Test based on Assessment of VIF Values

Variable Tolerance VIF
Innovation strategy 582 1.719
Organisational Atmosphere .356 2.810
Organisational Culture

Adaptability 432 2.316
Consistency 498 2.008
Involvement 345 2.898
Mission 341 2.932
Innovativeness

Market 356 2.811
Process 320 3.129
Service .663 1.508
Behavioral 491 2.037

*Dependent Variable: Organisational Performance (OP)

4.4.6 Demographic Profiles of Sample

The participant‘s demographic information was collected in two categories:
individual profile and the profile of the firm. The individual profile includes gender,

age, position and length of tenure. On the other hand, the firm profile includes the
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hotel star rating, number of rooms, number of employees, type of ownership, and

year the hotel was established (see Appendix C).

Table 4.7

Characteristic of the Participants

Item Descriptive Frequency Percentage

Background of

respondents

Gender Male 99 53.20
Female 87 46.80
Total 186 100

Age Less than or equal 30 12 6.50
31-35 26 14.00
36-40 25 13.40
41-50 49 26.30
More than 50 74 39.80
Total 186 100

Position Managing Director 115 61.83
General Manager 64 34.41
Other 7 3.76
Total 186 100

Year of Work <10yr 107 57.50
10-20yr 46 24.70
21-30 23 12.40
>30) 10 5.40
Total 186 100

Profile of Hotel

Hotel Star Rating 3 stars 40 21.50
4 stars 98 52.70
5 stars 48 25.80
Total 186 100

Number of Room Less than 100 54 29.00
Between 100-150 27 14.50
Between 151-200 39 21.00
Between 201-250 30 16.10
More than 250 32 17.20
Total 186 100

Number of Employee Less than 200 67 36.00
Between 201-300 33 17.70
Between 301-400 43 23.10
Between 401-500 20 10.80
More than 500 14 7.50
Total 186 100
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Table 4.7 (Continued)

Item Descriptive Frequency Percentage

Type of Ownership Fully local 123 66.10
Majority local 27 14.50
Majority foreign 28 15.10
Fully foreign 8 4.30
Total 186 100

Year of Hotel Establish Less than or equal 10 56 30.10
Between 11-20 55 29.60
Between 21-30 50 26.90
More than or equal 30 12 6.50
Total 186 100

The descriptive analysis revealed that from 186 participants, 99 participants were
male (53.20%), and 87 were female (46.80%). Regarding age, 39.80% were more
than 50 years old, 26.30% were from the age between 41 and 50 years old, 14% were
between 31 and 35 years old, 13.40% were from 36-40 years old, and 6.50% were
less than or equal to 30 years old. For on the job position, 61.83% were managing
directors, followed by general managers at 34.41%, and other positions (3.76%). On
the length of tenure, 57.50% had been working less than ten years, 24.70% between

10 and 20 years, 12.40% between 21 and 30 years, and 5.40% more than 30 years.

Regarding the profile of the sample hotels, the majority were four-stars (52.70%),
followed by five-star hotels (25.80%), and three-star hotels recorded 21.50%. For
the number of rooms, 29.00% had less than 100 rooms, 21.00% between 151 and
200 rooms, 17.20% more than 250 rooms, 16.10% between 201 and 250 rooms, and

14.50% between 100 and150 rooms.

On the number of employees, 36% of the hotels had less than 200 employees,
23.10% had between 301 and 400, 17.70% between 201 and 300, 10.80% between

401 and 500, and 7.50% more than 500. On hotel ownership, 66.10% were fully
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locally owned, 15.10% had majority local ownership, 15.10% had majority foreign
ownership, and 4.30% were fully foreign-owned. For years of hotel operation,
30.10% operated less than or equal to ten years, 29.60% between 11 and 20 years,

26.90% between 21 and 30 years, and 6.50% more than 30 years.

4.4.7 Descriptive Statistics of Constructs

The descriptive statistics comprise mean and standard deviation, were obtained to
explain the characteristics of the key variables (Sekaran & Bougie, 2010). Table 4.8
shows the result, innovation strategy was considered moderate (M=4.45, SD=0.39).
For organisational atmosphere was considered moderate (M=4.41, SD=0.42). In
addition, the dimensions of organisational culture are mission was highest values
(M=4.35, SD.=0.56). It means the respondents believed that mission culture can
enhance their performance. This value is inconsistent with Nuansate (2016) that
investigated organisational culture in hotels in Thailand, the result indicated that
involvement dimension of organisational culture highest value (M=4.76, SD=0.76).
Whereas, the highest value of innovativeness dimensions is service innovativeness
(M=4.32, SD.=0.55). Meanwhile hotel performance was considered moderate
(M=4.31, SD.=0.48). It is concluded that most variables had a mean score of more

than 4.00 (see Appendix C).

Table 4.8
Descriptive Statistic of Key Variables
Variables Mean (X) Standard Deviations (SD)

Innovation strategy 4.45 .39
Organisational Atmosphere 4.41 42
Organisational Culture 4.21 43
Adaptability 4.18 .52
Consistency 4.08 45
Involvement 4.24 .54

Mission 4.35 .56
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Table 4.8 (Continued)

Variables Mean (X) Standard Deviations (SD)
Innovativeness 4.15 42
Service 4.32 .55
Process 422 52
Market 3.84 46
Behavioral 4.20 .57
Organisational Performance 4.31 48

4.5 PLS-SEM Results

This section presents the results of the measurement model and the structural model
through the PLS-SEM analysis. Firstly, the measurement model was assessed to
determine the validity test and reliability test, all constructs and the measures used.
After confirming the outer model, the structural model was assessed to test the

relationship among the constructs in the model and the mediation.

4.5.1 Assessment of the Measurement Model

Hair et al. (2019), described a measurement model as a component of a theoretical
path model that comprises each indicator and their relationships between all
constructs. In the word PLS-SEM, the indicators and their relationship with each
construct are known as the outer model. The analysis of the outer model involves
factor analysis to ensure that all items of the survey are reliable and valid.
Furthermore, we can evaluate the measurement model by two criteria: construct
reliability and construct validity (Hair et al., 2019; Ramayah et al., 2018). The outer
model can be assessed by three aspects: (a) internal consistency reliability through
composite reliability (CR) and Dijkstra-Henseler‘s rho; (b) convergent validity by

using factor loadings, average variance extracted (AVE); and (c) discriminant
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validity by using Fornell and Larcker (1981) criterion, cross-loadings, and the
heterotrait-monotrait ratio of correlations (HTMT) (Hair et al., 2019; Henseler et al.,

2009).

4.5.1.1 Individual Item Reliability of Reflective Measurement Models

To assess individual item reliability, the researcher considered an indicator‘s outer
loading. The rule of thumb that an indicator‘s outer loading is acceptable is when the
values are greater than 0.708. If the loading value ranges between 0.40 and 0.70,
they are sometimes adequate if other items have high scores affect CR and AVE
increasing. However, when the indicators have outer loadings less than 0.40, they are
recommended for deletion (Hair et al., 2017). In this study, of 51 indicators, two

indicators were deleted. They were IS1 and IS3.

In assessing the internal consistency reliability by SEM. However, Cronbach‘s alpha
is a widely used method, but it does not weigh the individual indicators in the
calculations, whereas, CR is considered equally weighted indicator loadings (Hair et
al., 2019). Also, other internal consistency measures were introduced, namely pA or
rho A. In PLS-SEM, the pA values are most important and often considered when
assessing internal consistency reliability similar to CR. Acceptable pA values should
be greater than 0.7. Therefore, this study used both CR and pA to examine internal
consistency reliability. According to Hair et al. (2019), if the degree of CR range
between 0.70 and 0.95, it is considered adequate or satisfactory. A value greater than
0.95 is not desirable. Table 4.9 shows the CR values of whole constructs. The CR
values ranged between 0.747 and 0.931, and all pA values were acceptable. These

values indicate that all constructs were reliable.
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Next, convergent validity, which refers to the degree of individual indicators
associated or compared to indicators measuring other constructs, was assessed
(Urbach & Ahlemann, 2010). To determine convergent validity, AVE was adopted.
For adequate convergent validity, the rule of thumb of the AVE value should be at
least 0.50 (Hair et al., 2019). Table 4.7 shows that the AVE values ranged between
0.512 and 0.734. Three variables had values below the threshold. They were OA
(0.479), OC (0.451), and INN (0.437). These three values, however, were very close
to the criterion. In addition, the AVE value of 0.40 is acceptable when the CR value
is greater than 0.60. Based on the result, it can be concluded that convergent validity

had met the satisfactory level (see Appendix C).

Table 4.9
Loading, Composite Reliability, Average Validity Extracted and Rho A
Variables Items Loading CR AVE Rho_A
IS 1S2 0.644 0.879 0.512 0.851
IS4 0.580
IS5 0.774
IS6 0.707
IS7 0.709
IS8 0.789
1S9 0.778
OA OAl 0.622 0.845 0.479 0.783
OA2 0.664
OA3 0.794
OA4 0.704
OA5S 0.750
OA6 0.597
oC 0.905 0.451 0.899
OCA OCALl 0.639 0.816 0.600 0.711
OCA2 0.867
OCA3 0.801
oCcC OCCl1 0.848 0.782 0.548 0.632
occe2 0.636
0CC3 0.722
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Table 4.9 (Continued)

Variables Items Loading CR AVE Rho A
INN 0.899 0.437 0.893
OCI OCI1 0.747 0.861 0.675 0.772
OCI2 0.867
OCI3 0.845
OCM OCM1 0.777 0.882 0.715 0.813
OCM2 0.870
OCM3 0.885
SI SI1 0.805 0.873 0.697 0.788
SI2 0.863
SI3 0.835
PI PI1 0.888 0.844 0.645 0.729
PI2 0.813
PI3 0.697
MI MI1 0.801 0.747 0.501 0.559
MI2 0.565
MI3 0.736
BI BI1 0.838 0.892 0.734 0.818
BI2 0.882
BI3 0.849
OoP OP1 0.674 0.931 0.531 0.925
OP2 0.736
OP3 0.758
OP4 0.710
OP6 0.635
OP5 0.775
OoP7 0.806
OP8 0.620
OoP9 0.683
OP10 0.812
OP11 0.793
OP12 0.711

Items removed: indicator items are below 0.5: IS1, IS3

4.5.1.2 Internal Consistency Reliability of Reflective Model

In the theoretical model, the construct measurement can be used for several items.
To determine all item correlations, the researcher must ensure that each indicator is
distinct from the other indicator. Furthermore, discriminant validity was executed to

determine whether the measure of the constructs is different or not related to another
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construct in the theoretical model. Follow to Hair et al. (2019), each latent
construct‘s AVE squared correlation value should be greater than the other latent
construct. To achieve this, Fornell and Larcker criterion, cross-loadings, and the
heterotrait-monotrait ratio of correlations (HTMT) were used to assess discriminant

validity (Hair et al.,2019; Henseler et al., 2009).

Table 4.10 shows the square root of each construct based on the Fornell-Larcker
analysis. The bold values in the matrix show that the square root of AVE of any
construct had the highest correlation with other constructs. Thus, all constructs met

discriminant validity.

Table 4.10
Discriminant Validity (Fornell and Larcker Criterion)

Construct  BI INN IS MI OA ocC OCA OCC 0OCl oCM op PI SI
BI 0.857

INN 0.829 0.861

IS 0.519 0.623 0.715

MI 0.436 0.675 0.306 0.708

OA 0.579 0.718 0.582 0.406 0.692

oC 0.630 0.808 0.596 0.497 0.758 0.671

OCA 0.544 0.709 0.467 0.413 0.539 0.834 0.775

oCC 0.513 0.665 0.490 0.499 0.541 0.729 0.543 0.741

OClI 0.536  0.687 0.533 0.446 0.719 0.894 0.629 0.559 0.822

OCM 0.528 0.668 0.512 0.346 0.712 0.884 0.650 0.474 0.757 0.845

OP 0.657 0.795 0.509 0.504 0.694 0.790 0.622 0.590 0.698 0.726 0.729

PI 0.654 0.892 0.520 0.513 0.688 0.757 0.677 0.543 0.646 0.667 0.731  0.803

SI 0.555 0.860 0.626 0.501 0.625 0.723 0.642 0.633 0.598 0.584 0.680 0.702  0.835

Note. BI=Behavioral Innovativeness, IS=Innovation Strategy, MI=Market Innovativeness,
OA=Organisational Atmosphere, OCA=Organisational Culture Adaptability, OCC=Organisational
Culture Consistency OCI=Organisational Culture Involvement, OCM=Organisational Culture
Mission, OP=Organisational Performance, PI=Process Innovativeness, SI=Service Innovativeness.

According to Henseler et al. (2015), the Fornell-Larcker criterion and cross-loading
have unacceptably low sensitivity. They proposed the heterotrait-monotrait ratio of

correlations (HTMT) as an alternative method because it has high sensitivity rates.

Hamid et al. (2017) suggested that HTMT values close to 1.00 mean the absence of
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discriminant validity. Similarly, Voorhees et al. (2016) suggested that if the HTMT
values are close to 1.0 or higher than 0.85, discriminant validity is absent. Table 4.11
indicates the result of discriminant validity based on the HTMT analysis. The values
ranged between 0.557 and 0.890, which were below the threshold value of 0.90. The

result suggests accepted discriminant validity.

Table 4.11
Table Discriminant Validity (HTMT Criterion)
Construct INN IS 0OA ocC 0)
INN -
IS 0.698 -
OA 0.837 0.691 -
oC 0.810 0.671 0.890 -
OP 0.871 0.557 0.811 0.863 -

Note: INN = Innovativeness, IS = Innovation Strategy, OA = Organisational
Atmosphere, OC = Organisational culture, OP = Organisational Performance

Lastly, cross-loading is another measure to determine discriminant validity. The
loading of the indicators should be higher than other loadings of other indicators.
The appropriate difference between the squared loading of cross-latent variables
should not be higher than 0.50 (Hair et al., 2019). Table 4.12 shows the values of
indicator items* cross-loadings met the threshold value of 0.50 (Hair et al., 2019); the
bold values of the loading show the satisfactory contribution of the assigned
construct. The cross-loading criterion of each latent variable was greater than 0.50
and higher than any other cross-loading, indicating that all constructs were

appropriate for the model.

Thus, the results above showed that the measurement model satisfied the
requirements of reliability and validity, which mean that all construct measures were

sufficient to be used for assessing the structural model.
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Table 4.12

Indicator Item Cross-Loading

Items BI IS MI OA OCA OCC ocCcI oCcM op PI SI

BI1 0.838 0.427 0.393 0.429 0.381 0.385 0.442 0.406 0.572 0.539 0.516
BI2 0.882 0.449 0.311 0.545 0464 0397 0431 0.446 0.543 0.571 0.457
BI3 0.849 0.457 0.416 0.513 0.553 0.534 0.504 0.505 0.572 0.572 0.453
1S2 0.385 0.644 0.322 0.492 0.130 0316 0374 0.340 0.355 0.327 0.470
IS4 0.223 0.580 0.192 0.203 0.098 0.205 0.215 0.303 0.212 0.177 0.297
IS5 0.304 0.774 0.251 0.464 0.299 0325 0449 0361 0.344 0.423 0414
IS6 0.424 0.707 0.165 0.452 0.492 0397 0346 0.428 0.400 0.443 0.425
IS7 0.321 0.709 0.189 0.353 0.300 0.340 0.349 0.350 0.314 0.290 0477
IS8 0.464 0.789 0.236 0.428 0.360 0.381 0.462 0.345 0.405 0.380 0.489
IS9 0.410 0.778 0.185 0.447 0.533 0.432 0419 0.421 0453 0.477 0.519
MI1 0.396 0.257 0.801 0.437 0.335 0375 0458 0.308 0.480 0.527 0.438
MI2 0.199 0.081 0.565 0.027 0.123 0301 0.124 0.067 0.182 0.141 0.138
MI3 0.288 0.261 0.736 0.268 0.361 0.389 0.270 0.287 0.331 0.311 0.403
OAl 0.455 0.627 0.297 0.622 0.562 0.491 0.465 0.518 0478 0.552 0.656
OA2 0.367 0.338 0.272 0.664 0.332 0.358 0.463 0.518 0479 0.414 0.333
OA3 0.330 0.458 0.359 0.794 0.267 0375 0.637 0.499 0.513 0.465 0.485
OA4 0.398 0.262 0.308 0.704 0.349 0.254 0.547 0.475 0.455 0.485 0.371
OAS 0.552 0.323 0.245 0.750 0.419 0.375 0.517 0.536 0.506 0.561 0.305
OA6 0.259 0.360 0.185 0.597 0.261 0.368 0.320 0.381 0.437 0.335 0.405
OCAl1  0.278 0.225 0.203 0.281 0.639 0.293 0.299 0.337 0.287 0.396 0.345
OCA2 0.586 0.428 0.400 0.503 0.867 0.509 0.632 0.559 0.585 0.601 0.561
OCA3 0355 0398 0.325 0434 0.801 0.428 0475 0.578 0.522 0.551 0.554
OCCl1 0.446 0.551 0.322 0.563 0.483 0.848 0.505 0.502 0.547 0.520 0.615
OCC2  0.283 0.285 0.400 0.319 0.281 0.636 0.337 0.248 0.330 0.301 0.399
OCC3 0392 0.194 0.428 0.271 0.416 0.722 0378 0.252 0.401 0.349 0.353
OCI1 0.329 0.292 0.405 0.427 0.434 0395 0.747 0.490 0.510 0.425 0.334
OCI2 0.398 0.429 0.290 0.587 0.571 0.433 0.867 0.683 0.554 0.505 0.497
OCI3 0.577 0.569 0.416 0.732 0.534 0.541 0.845 0.674 0.650 0.647 0.616
OCM1 0320 0.378 0.316 0.464 0.421 0308 0.569 0.777 0.520 0.473 0.372
OCM2 0.500 0.463 0.325 0.616 0.632 0.418 0.695 0.870 0.655 0.585 0.521
OCM3 0499 0.452 0.244 0.706 0.576 0.462 0.649 0.885 0.654 0.624 0.571
OP1 0.508 0.307 0.445 0.349 0471 0437 0449 0.406 0.674 0.371 0.442
OP2 0.505 0.342 0.406 0.507 0.336 0.417 0.500 0.457 0.736 0.473 0.465
OP3 0.512 0374 0.463 0.451 0.313 0.440 0.543 0.459 0.758 0.521 0.527
OP4 0.500 0.419 0.309 0.526 0.591 0.524 0.551 0.623 0.710 0.652 0.596
OP5 0.565 0.491 0.344 0.587 0.529 0.438 0.582 0.589 0.775 0.571 0.592
OP6 0.362 0.319 0.408 0.389 0.374 0.239 0.447 0.439 0.635 0.470 0.301
OP7 0.464 0411 0.382 0.602 0.565 0.518 0.596 0.615 0.806 0.567 0.466
OP8 0.460 0.214 0.206 0.408 0.389 0.270 0.334 0.444 0.620 0.446 0.342
OP9 0.358 0.263 0.368 0.483 0.465 0.366 0419 0.513 0.683 0.552 0.435
OP10 0.465 0.450 0.358 0.626 0.426 0.483 0.578 0.610 0.812 0.633 0.531
OP11 0.552 0.386 0.402 0.558 0.481 0.506 0.568 0.570 0.793 0.579 0.560
OP12 0.474 0392 0.344 0.502 0.456 0.432 0464 0.548 0.711 0.499 0.604
PI1 0.575 0.424 0.457 0.669 0.641 0.447 0.612 0.636 0.701 0.888 0.618
PI2 0.391 0.351 0.317 0.511 0.507 0.343 0.445 0.531 0.570 0.813 0.519
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Table 4.12 (Continued)

Items BI IS MI OA OCA OCC OCI OCM opr PI SI
PI3 0.592 0.471 0.448 0.459 0.466 0.507 0.480 0.426 0.474 0.697 0.541
SI1 0.412 0.598 0.379 0.430 0.417 0.556 0.557 0.456 0.520 0.479 0.805
S12 0.483 0.496 0.386 0.559 0.473 0.499 0.488 0.472 0.540 0.550 0.863
SI3 0489 0.486 0.482 0.564 0.695 0.532 0.462 0.528 0.634 0.708 0.835
Note. The bold values in the table indicate the items that belong to the column's construct.
Bl=Behavioral = Innovativeness, = IS=Innovation  Strategy, @ MI=Market Innovativeness,

OA=Organisational Atmosphere, OCA=Organisational Culture Adaptability, OCC=Organisational
Culture Consistency OCI=Organisational Culture Involvement, OCM=Organisational Culture
Mission, OP=Organisational Performance, PI=Process Innovativeness, SI=Service Innovativeness.
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Figure 4.1
Measurement Model
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4.5.2 Assessment of the Structure Model

The structural model was assessed after the measurement model had been evaluated.
Ramayah et al. (2018) proposed six steps to assess the structural model using PLS-
SEM. The first step is assessing for multicollinearity, followed by R? for the model‘s
predictive power, the effect size (f°) to evaluate the predictor constructs, predictive

relevance (Q?), and the effect size of 2.

4.5.2.1 Collinearity Assessment

Multicollinearity i1s the degree of relationship among the independent variables (Hair
et al.,, 2019). Multicollinearity can be checked by considering the values of the
variance inflation factor (VIF). Hair et al. (2019) suggested that high VIF values
reflect the existence of multicollinearity among the independent variables. Kock and
Lynn (2012) suggested that VIF values‘ threshold should be less than 3.3. Hair et al.
(2019) stated that VIF values ranging from 3 to 5 are likely to be a problem, and

values above 5 indicate high collinearity between the indicators.

Table 4.13 shows that the VIF values of all variables ranged between 1.000 and
3.298. In addition, eight latent variables had values equal to 1.000. According to Hair
et al. (2019), these values did not exceed the threshold value of 5. Therefore,

multicollinearity was not a critical issue in any constructs.
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Table 4.13
Mulicollinearity Test Based on Inner VIF Values

First set Constructs VIF Second set Constructs VIF
1S 1.757 IS 1.652
OA 2.623 OA 2.502
oC 3.588 ocC 2.567
INN 3.298

*Dependent Variable: Innovation strategy (IS), Organisational Atmosphere (OA),
Organisational Culture (OC), Innovativeness (INN)Organisational Performance (OP)

4.5.2.2 Results of Hypothesis Testing (Direct Relationship)

After examining multicollinearity, the next step in the analysis is testing the

hypotheses. The analysis started by testing the first seven hypotheses (H;-H7). Then,

the mediation was tested (Hg-Hj¢). The hypothesised model was tested by running

the PLS-SEM algorithm and the bootstrapping technique with 5,000 samples and 186

cases (Hair et al., 2019; Ramayah et al., 2018).

The direct path coefficients between the independent variables and the dependent

variable, between the independent variables and the mediator, and the mediator to the

dependent variable were determined. Table 4.14 shows the value of path coefficient,

t-statistics, and p-values. The bootstrapping result in Figure 4.2 indicated that H, to

H; were significant, but H; was not. The seven hypotheses were as follows:

H11

H4I

Innovation strategy has a positive relationship with organisational
performance.
Organisational atmosphere has a positive relationship with organisational
performance.
Organisational culture has a positive relationship with organisational
performance.

Innovation strategy has a positive relationship with innovativeness.
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Hs: Organisational atmosphere has a positive relationship with innovativeness.
He:  Organisational culture has a positive relationship with innovativeness.

H7: Innovativeness has a positive relationship with organisational performance.

With respect to Hj, the result indicated no significant relationship between IS and OP
(B = -0.064, t-value = 1.192, CI = -0.151 to 0.026, p=0.23). Therefore, H; was not
supported. About H,, the result showed a significant positive influence of OA on OP
(B =0.135, t-value = 1.874, CI = -0.028 to 0.267, p=0.06), supporting H,. Similarly,
the result of H; showed a significant positive influence of OC on OP (B = 0.372, t-
value = 4.882, CI = 0.243 to 0.496, p=0.00). Thus, H; was also supported. Next for
Hy, the result showed that IS had a significant and positive relationship with the
mediator INN (B = 0.178, t-value = 3.783, CI = 0.102 to 0.257, p=0.00). Thus, H4
was also supported. Hs was also supported because the result showed a significant
positive relationship between OA and INN ( = 0.191, t-value = 3.006, CI = 0.093 to
0.303, p=0.00). Similarly, Hs was also supported (B = 0.556, t-value = 8.752, CI =
0.443 to 0.650, p=0.00). OC had a significant and positive influence on INN. On H7,
the result showed a significant positive influence of INN on OP (B = 0.438, t-value =

5.618, CI =0.309 to 0.564, p=0.00), also supported.

Table 4.14
Results of Hypothesis Testing (Direct Relationship)
Hypothesis Relationship Std. Std. CI t-value p- Decision
Beta  Error value

H, I1S->0P -0.064  0.054 [-0.151;0.026] 1.192 0.23  Not Supported
H, OA->0OP 0.135 0.072 [0.028;0.267] 1.874* 0.06  Supported
H; OC->0P 0372  0.076 [0.243;0.496]  4.882%** 0.00  Supported
Hy IS->INN 0.178  0.047 [0.102;0.257]  3.783%%** 0.00  Supported
Hs OA->INN 0.191  0.064 [0.093;0.303] 3.006%** 0.00  Supported
Hs OC->INN 0.556  0.064 [0.443;0.650]  8.752%%** 0.00 Supported
H,; INN->0OP 0.438 0.078 [0.309;0.564] 5.618%** 0.00  Supported

Notes: IS = Innovation Strategy; OA = Organisational Atmosphere; OC = Organisational Culture;
INN = Innovativeness; OP = Organisational Performance. *:p<0.1; **:p<0.05;***:p<0.01 (two-tailed)
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Figure 4.2
Structural Model
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The second model was carried out to measure the indirect influence of the mediator
on the independent variables and the dependent variable. Table 4.15 shows the result
of the bootstrapping method to investigate the path model of the indirect relationship.
Following Baron & Kenny(1986), in terms of conditions of mediating variable, if the
independent variable has an insignificant with the dependent variable, the mediating
role of these variables is not applicable testing, therefore Hg does not need to be
tested. Innovativeness (INN) was found to mediate the positive relationship between
organisation atmosphere (OA) and organisational performance (OP) (f = 0.084, t-
value = 2.356, CI = 0.036 to 0.149, p=0.019). Thus, Hy was supported. Similarly,
INN was found to mediate the positive relationship between organisational culture
(OC) and organisational performance (OP) ( = 0.243, t-value = 4.864, CI1 = 0.164 to
0.327, p=0.000), supporting H;o. The two hypotheses were as follows:

Hy: Innovativeness mediates the relationship between organisational atmosphere

and organisational performance.
Hjo: Innovativeness mediates the relationship between organisational culture and

organisational performance.

Table 4.15
Results of Hypotheses Testing (Mediation Test)
Hypothesis  Relationship Std. Std. CI [t-value] P Decision
Beta  Error Values
Hy OA->INN->OP  0.084 0.035 [0.036;0.149] 2.356**  0.019 Supported
Hio OC->INN->OP  0.243 0.05 [0.164;0.327] 4.864***  0.000 Supported

Notes: OA = Organisational Atmosphere; OC = Organisational Culture; INN = Innovativeness; OP =
Organisational Performance. *:p<0.1; **:p<0.05;***:p<0.01 (two-tailed)
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4.5.2.3 Coefficient of Determinations (R?)

To explain the power of the independent variables in predicting the dependent
variable, the coefficient of determination (R?)is used. The proportion of variance
that appropriately predicts the values of the coefficient of determination (R”) ranges
between 0 and 1, with 1 being a perfect prediction (Hair et al., 2019). Figure 4.1
shows the values of the coefficient of determinations (R?). It was found that the R?
value for innovativeness (INN) were 0.699, which means that the value was medium
while the wvalue for organisational performance (OP) was 0.703, which was
considered substantial. In this study, the R? values obtained in the model was 0.699,
explained by the combination of three exogenous latent variables: IS, OA, and OC.
That is, these three variables explained 69.9% of the variance in innovativeness
(INN). Whereas four exogenous variables (IS, OA, OC, and INN) explained 70.3%

of the variance in hotel performance.

4.5.2.4 Assessment of Effective Size (fz)

After assessing the coefficient of determination (R?), the effect size (fz) of the model
was examined. Hair et al. (2019) described that the assessment of effect size refers to
the values that change when the model removes some exogenous constructs. A value
of 0.02 means that the effect size is small, 0.15 means medium, and 0.35 means
substantial (Cohen, 1998). The result of the effect size in Table 4.16 shows that for
organisational performance (OP), four exogenous constructs had a small effect size,
and one exogenous construct (i.e., INN) had a medium effect size (0.008, 0.023,

0.130, and 0.195, respectively). For innovativeness (INN), two latent variables had a
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small effect size. They were IS (0.064) and OA (0.048), while OC had a substantial

effect size (0.398).

Table 4.16

The Result of Effective Size (f°)
Variables f? Effect size
IS=>O0P 0.008 Small effect size
OA->O0P 0.023 Small effect size
0OC->0P 0.130 Small effect size
INN->OP 0.195 Medium effect size
IS=>INN 0.064 Small effect size
OA->INN 0.048 Small effect size
OC~>INN 0.398 Substantial effect size

Notes: IS = Innovation Strategy; OA = Organisational Atmosphere; OC = Organisational
Culture; INN = Innovativeness; OP = Organisational Performance

4.5.2.5 Predictive Relevance (Q?) and Effect Size (q%)

The next step was assessing the model‘s predictive power, which was carried out by
using Stone-Geisser Q” predictive relevance criterion. This analysis involved
blindfolding cross-validation redundancy procedure and omission distance D = 7.
Hair et al. (2019) suggested the rule of thumb: if a Q* value is higher than zero, it
means that the exogenous constructs have predictive relevance for endogenous
constructs. On the other hand, if a Q2 value is less than zero, the predictive relevance
to the endogenous construct is absent. The result of the cross-validated redundancy
for innovativeness and hotel performance in Table 4.16 showed that both INN and
OP had Q* values higher than zero (0.298 and 0.364, respectively), indicating the

model‘s predictive accuracy.
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Table 4.17
Predictive Relevance ( Qz)

Total SSO SSE 1-SSE/SSO (QY)
INN 2232 1566.585 0.298
OP 2232 1419.812 0.364

Notes: INN = Innovativeness; OP = Organisational Performance

To assess the contribution of each exogenous construct in predicting an endogenous
variable, the effect size (q7) value was calculated. The value of q> was computed
manually. The researcher omitted each exogenous construct from the model and
observed the change in the Q value. The g value is interpreted as follows: if q° is
higher than 0.35, it means that it has a substantial effect. If it is more than 0.15, the
effect is moderate, and if it is higher than 0.02, the effect is weak (Hair et al., 2019).
The effect size (q°) result Table 4.17 showed that all exogenous constructs had an
effect on the endogenous construct OP. IS and OA had a weak effect, but OC had a

substantial effect.

A summary of the result of hypotheses testing is shown in Table 4.18.

Table 4.18
Effect Size (¢°)
Variables Q’ Included Q’ Excluded g2 Effect Size
IS > OP 0.698 0.680 0.06 weak
OA > OP 0.698 0.683 0.05 weak
OC -> OP 0.698 0.582 0.38 Substantial

Notes: IS = Innovation Strategy; OA = Organisational Atmosphere; OC = Organisational
Culture; INN = Innovativeness; OP = Organisational Performance
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Table 4.19
Recapitulation of the Hypothesis Testing

Hypotheses Statement of Hypotheses Decision

H, Innovation strategy has a positive relationship with Not
organisational performance Supported

H, Organisational atmosphere has a positive relationship Supported
with organisational performance

H; Organisational culture has a positive relationship with Supported
organisational performance

Hy Innovation strategy has a positive relationship with Supported
innovativeness

Hs Organisational atmosphere has a positive relationship Supported
with innovativeness

He Organisational culture has a positive relationship with Supported
innovativeness

H; Innovativeness has a positive relationship with Supported
organisational performance

Hg Innovativeness mediates the relationship between Not tested
innovation strategy and organisational performance

Hy Innovativeness mediates the relationship between Supported
organisational atmosphere and organisational
performance

Hjo Innovativeness mediates the relationship between Supported

organisational culture and organisational performance

4.6 Summary of the Chapter

This chapter presented the results of this study based on the questionnaire data
collected from hotel executives in Thailand. It started by showing the response rate
of the questionnaires and the non-response bias testing. Subsequently, preliminary
data screening and preparation, comprising missing data analysis, assessment of
outliers, normality test, common method bias test, and multicollinearity test, were
illustrated. Next, the participants® demographic profiles and the descriptive statistics
of the constructs were presented. Then, the PLS-SEM results of the assessment of the
measurement model and the structural model were provided. This chapter ended by

summarising the results of the hypotheses testing.
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CHAPTER FIVE

DISCUSSION, RECOMMENDATIONS AND CONCLUSION

5.1 Introduction

This chapter discusses the key findings presented in the previous chapter by
explicitly relating them to the research objectives and literature. Then, several
theoretical and practical implications are highlighted. Finally, this chapter ends by
outlining the research limitations, recommendations for future research, and

conclusions. To start off, this chapter summarises the present study.

5.2 Summary of the Study

This study examined the effects of innovativeness on hotel performance in Thailand.
As indicated in the first chapter, the hotel industry in Thailand is facing high
competition from related industry, such as apartments, condominiums, hostels, and
budget hotels, and others. Also, small and medium hotels encounter low customer
satisfaction with service quality and standard, high operation costs, marketing
problems, and management system problems. Furthermore, the hotel industry also

tends to be staffed with low skills (Suriyathanin, 2015).

Based on the above problems, the researcher proposed to assess the relationship
between innovation strategy, organisational atmosphere, organisational culture, and
organisational performance of the hotel industry in Thailand. Furthermore, it also

assessed the mediating role of organisational innovativeness in the relationship
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between the three independent variables and hotel performance in Thailand. In
Chapter Two, the researcher explored relevant literature to support the present
research. Literature on the situation of the hotel industry in Thailand, past research
related to the research model, and the underpinning theories of the resource-based

view theory and dynamics capabilities theory were explored.

In Chapter Three, a research framework was formulated based on the underpinning
theories and literature review. Additionally, the research design, operational
definition, questionnaire development, and data collection were described in this
chapter. On the other hand, Chapter Four proposes the results of this study and the
hypotheses testing performed in PLS-SEM by the SmartPLS 3.2.8 programme. Other
statistical results, such as the descriptive statistics of the key variables, were also

provided.

This study recruited a specific group of participants, who were managing directors,
general managers and top administrators of three-star, four-star, and five-star hotels
in Thailand, to provide the data collected mail questionnaire. Of 381 questionnaires
distributed, 188 responses were returned, thus giving a response rate of 49%.
Furthermore, a non-response bias test indicated that there was no significant
differences between early and late responses, suggesting that such a bias was not a
threat. After the data were screened, they were subject to a normality test. The
Shapiro-Wilk statistics and the skewness and kurtosis result showed that the data
were normal. Next, in this study, the result of common method bias (CMB) indicated
that the measurement of 51 items did not suffer from common method bias, and the

VIF values showed that multicollinearity did not exist.
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The relationship between three independent variables and dependent variables in this
study found that two independent variables (OA and OC) had a significant and
positive influence on hotel performance, but not IS. Innovativeness showed a
positive relationship with IS, OA, OC, and OP. Of the ten hypotheses tested, only

one hypothesis was found to be insignificant.

5.3 Discussion of the Research Findings

As mentioned, the results of the study in Chapter Four, especially the hypotheses
test. This section proposed the research findings and research discussion, as well as a

comparison of the research findings with other scholars.

5.3.1 The Relationship Between Innovation Strategy (IS) and Organisational

Performance (OP)

This was the first research objective. The result showed that IS did not significantly
affect organisational performance (B=-0.064, t=1.192, p>0.1). Therefore, H; was
rejected. This result contradicts previous studies, such as by Altuntas et al. (2013),
Chunnapiya (2012), Hilman and Kaliappen (2015), Kitsios and Sindakis (2014),
Nybakk and Jenssen (2012), Nybakk et al. (2011), Terziovski (2010) and Wei and
Wang (2011). This present finding indicates that innovation strategy does not

contribute directly to organisational performance.

This result contradicts Hilman and Kaliappen (2015) that focused on innovation

strategy at the functional level of the hotel industry in Malaysia. While this study

137



focused on firms' overall management. Furthermore, their study considered two
dimensions, which are process and service, but this study used unidimensional to
measure innovation strategy variable. In addition, this result contradicts Chunnapiya
(2012) that examined specifically on marketing-oriented strategy and the result
revealed a positive relationship with marketing performance on four to five-star hotel
performance in Thailand. Meanwhile, Pimpan et al. (2018) found that service
innovation strategy had a direct effect on the performance of four-star and five-star
rating hotels in Thailand, but they investigated only the profitability of hotel

performance.

The result of this hypothesis showed that innovation strategy did not significantly
affect hotel performance and comparison with the previous studies found that
contradiction, due to innovation strategy being considered as being one uni-
dimension. The nine-item instrument used to measure this concept was adapted from
Terziovski (2010). Even though past research demonstrated a significant effect of IS
on OP, this study showed that innovation strategy was not directly linked with
organisational performance. Because previous researchers used the instrument of
Terziovski (2010) to investigate innovation strategy in manufacturing or production
firms, the instrument might not fit the hotel industry. Chand and Katou(2012) state
that in the service industry, innovation strategy can have a positive effect on the
performance must require cooperation from all departments in organisation
consecutively and based on customer-oriented, which is different from
manufacturing. While Martin-Rios and Ciobanu (2019) revealed that innovation
strategies influence organisational performance depending on each sector. Similarly,

Campo et. al.,(2014) indicate that hotel innovation does not contribute directly and
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positively to hotel performance in the short term, but it is crucial in improving hotel
performance in the medium and long term. This could explain the insignificant effect

of innovation strategy.

5.3.2. The Relationship Between Organisational Atmosphere (OA) and

Organisational Performance (OP)

This study revealed that organisational atmosphere was positively and significantly
related to organisational performance (B=0.135, t-value=1.874, p=0.06). The finding
is aligned with most studies (e.g., Akbaba, 2016; Davidson, 2000; Subramaniam,
2005; Bellou & Andronikidis, 2009; Leekpai et al.,2014; Nybakk et al., 2011; Rota
et al., 2012; Shanker et al., 2017), including those conducted in the hotel industry in
other countries. For instance, Alhabi (2017) showed that organisational atmosphere
had a positive relationship with organisational sustainability in the hotel industry in
Saudi Arabia. Similarly, Tidd et al. (2005) found that OA enhanced performance
because it enabled individual creativity to flourish. Manning et al. (2012) found that
organisational atmosphere enhanced individual contribution because the organisation
was perceived to provide the relevant support, reduce employee turnover rate,
increase customer satisfaction, and enhance the financial performance of the tourism

and hospitality industry.

A conducive environment is a crucial influence for employees to provide excellent
services for their customers, enhancing the success and survival of hotels and
hospitality organisations. Thus, the hotel industry being an industry that is labour-

intensive, the right attitude of employees is the key to success for the organisation. A
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good organisational atmosphere is likely to empower employees and make them
proud of what they do and increase teamwork (Davidson, 2003). Moreover, OA
supports employee job satisfaction, motivating them to work to accomplish

organisational performance (Patterson et al., 2004).

5.3.3.The Relationship Between Organisational Culture (OC) and

Organisational Performance (OP)

Organisational culture was found to be significantly and positively related to
organisational performance (B = 0.372, t-value = 4.882, CI = 0.243 to 0.496, p=0.00).
This result supported H3 and is aligned with prior findings (e.g., Chung & Haddad,
2001; Tseng, 2010; Soltani et al., 2011; Shahzad, 2014; Xie et al., 2016; Arikan &
Enginoglu, 2016; Amjad and Siddiqui, 2019; Imran et al, 2021). In the hotel
industry, a similar result was reported. For example, Wang (2012) found that
organisational culture had a positive and direct influence on hotel performance in
Taiwan. Rahimi and Gunlu (2015) also demonstrated a similar result for chain hotels
in the UK. Chilla et al. (2014) reported a similar result in the hospitality sector in
Kenya. In the hotel industry of Thailand, Nuansate (2016) also revealed a similar
finding. He suggested that if organisations want to enhance their performance, then
the executives should focus on developing a conducive organisational culture.
Davidson (2003) noted that employees‘ ability to serve customers well was

influenced by the organisational culture of the hotels under study.

The result of this study indicated that the research model could predict the effect of

organisational culture on organisational performance and fill the gap that the types of
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organisational culture (adaptability, consistency, involvement, and mission) are vital

to accomplishing hotel performance.

5.3.4. The Relationship Between Innovation Strategy (IS) and Organisational

Innovativeness

The present study revealed that innovation strategy had a positive relationship with
innovativeness (f = 0.178, t-value = 3.783, CI = 0.102 to 0.257, p=0.00), supporting
Hy4. The finding is consistent with past research (Akman & Yilmaz, 2008; Fruhling &
Siau, 2007; Karpacz & Ingram, 2015; Razavi & Attarnezhad, 2013; Terziovski,

2010; Wei & Wang, 2011).

Razavi and Attarnezhad (2013) suggested that if organisations want to enhance their
innovativeness, they should develop innovative strategies. Fruhling and Siau (2007)
also showed that innovation strategy could enhance a firm‘s innovativeness. In the
context of the hotel industry, Hilman and Kaliappen (2015) focused on innovation
strategy at the functional level. They suggested that hoteliers should develop an
innovation strategy to enhance the firms_ overall management. They also
demonstrated that process and service innovation strategy had a positive relationship
with hotel performance, but process innovation strategy attained slightly more than

service innovation strategy.

This result of this study is in line with Chunnapiya (2012), which focused on
marketing-oriented strategy and showed a direct and positive relationship with

marketing performance. Furthermore, Chunnapiya reported that innovation strategy
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dimensions, such as marketing innovation strategy indirectly influenced four to five-
star hotel performance in Thailand. Pimpan et al. (2018) investigated service
innovation strategy and found that it had a direct effect on the profitability of four-

star and five-star rating hotels in Thailand.

Oke et al. (2012) demonstrated that top managers used innovation strategy to
enhance firm resources effectively and investment in research development, in line
with the RBV theory. Adim et al. (2018) concluded that hotel managers need to be
agile or adapt quickly to face the rapidly changing business environment. They also
need to creatively deliver quality services and improve processes to ensure customer

satisfaction.

5.3.5.The Relationship Between Organisational Atmosphere (OA) and

Organisational Innovativeness

A significant and positive relationship between organisational atmosphere and
innovativeness was found in this study (B = 0.191, t-value = 3.006, CI = 0.093 to
0.303, p=0.00), supporting Hs. The finding is consistent with previous findings
(Acikgdéz & Giinsel, 2011; Cekmecelioglu & Gunsel, 2013; Crespell & Hansen,
2009; Nybakk & Jenssen, 2012; Scheider et al., 1996; Somech, 2011). Shanker et al.
(2017) indicated that organisational innovativeness resulted from an organisational
atmosphere characterised by open management, co-workers® trust, and a reward

system.
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Organisational atmosphere influences employee behaviours, attitudes and
motivation, leading to enhanced creativity to generate organisational innovativeness
(Amabile et al., 1996; Bahrami et al., 2016; Choudhury, 2011; Nybakk & Jenssen,
2012; Tastan & Davoudi, 2017). Therefore, hotels in Thailand should create a
suitable atmosphere to enhance organisational innovativeness. The hotels® executives
must develop and promote a working environment where the management is open,
co-workers are trustworthy and friendly, employees are involved in their work and

encouraged to make decisions, and the reward system is fair and equitable.

King Mongkut‘s University of Technology North Bangkok (2018) studied a
management model to enhance the quality of three-star hotel businesses in the Thai-
Laos border provinces. They suggested that if the hotels need to elevate their
innovative competitive advantage, the management must create a proper atmosphere
to promote creativity and reward, and train employees to enhance new service
innovativeness. Crespell and Hansen (2008) argued that innovativeness will be
accomplished when organisations create a proper environment and atmosphere

around innovativeness.

However, the result of this study is inconsistent with Leekpai et al.‘s (2014) because
they did not find the influence of organisational atmosphere and organisational
innovativeness on innovativeness among hotels in Southern Thailand. They
explained that the hotels® atmosphere that involves the encouragement of
supervisors, business resources, work coordination, teamwork, and work challenge is
a less important variable to improve innovativeness improved. However, their study

was limited to hotels in Southern Thailand, and most of them were three-star hotels.
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5.3.6.The Relationship Between Organisational Culture (OC) and

Organisational Innovativeness

A significant and positive relationship between organisational atmosphere and
innovativeness was found (B = 0.556, t-value = 8.752, CI = 0.443 to 0.650, p=0.00),
supporting H6. The finding is aligned with past research (Alm & Johnson, 2014;
Krot & Lewicka, 2013; Matinaro & Liu, 2016; Naranjo-Valencia et al., 2010;
Skerlaval et al., 2010; Soltani et al., 2011). Yesil and Kaya (2012) demonstrated that
organisational culture was crucial for both organisational process and results at
individual and organisational levels. Brettel et al. (2015) found that organisational
culture was positively related to innovativeness in small and medium enterprises in
Germany. Eskiler et al. (2016) also found that organisational culture positively and
significantly predicted innovative work behaviour in tourism enterprises. To enhance
innovativeness, they suggested that executives focus on developing a suitable

organisational culture.

Soltani et al. (2011) also found a similar report and suggested that if organisations
want to enhance their innovativeness, they should modify the structure and rules
based on the organisational culture. Abdullah (2016) studied 32 SMEs in Malaysia
and found that organisational culture significantly affected organisational
innovativeness. Organisational culture is organisational members® compass that
determines their behaviour and activity (Abdullah et al., 2014). Martins and
Terblanche (2003) showed that organisational culture had a significant influence on

employee creativity and innovation. Hani et al.(2020), stated that strong
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organisational culture can predict future organisational performance. In addition,

strong culture will motivate and promote employee commitment.

5.3.7.The Relationship Between Organisational Innovativeness and

Organisational Performance (OP)

As expected, innovativeness had a positive relationship with organisational
atmosphere (f = 0.438, t-value = 5.618, CI = 0.309 to 0.564, p=0.00). Organisational
innovativeness will enhance organisational capacity to innovate, leading to increased
organisational performance (Hult et al, 2003). Innovativeness also allows
organisations to develop a competitive advantage and achieve higher performance
levels (Hurley & Hult, 1998). In their study of 298 hotels, Sandvik et al. (2014)
revealed that innovativeness and performance affected profitability and customer
loyalty. They showed a positive relationship between the innovativeness of hotels
and financial performance. Thailand‘s hotel industry requires that hotel
establishments develop their innovative capability to change, innovate and
experiment with new ideas to develop a competitive advantage and enhance

organisational performance.

The finding of this study is consistent with past studies that reported a similar result
(Ashraf et al., 2014; Calantone et al., 2002; Giniuniene & Jurksiene, 2015; Hult et
al., 2004; Keskin, 2006; Leekpai, 2013; Rhee et al. 2010; Rutherford & Holt, 2007;
Scholastica & Maurice, 2013; Sok, O‘Cass & Sok., 2013; Tajeddini, 2011; Tutar et
al., 2015;). Nhepera and Onojaefe(2019) revealed that hotel innovativeness makes

hotel staff deliver high quality service for guests and influences guest decisions for
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hotel choices and hotel loyalty. Hence, the hotel executives should consider or pay

more attention to leveraging innovativeness to enhance hotel performance.

Furthermore, the result of this study is in contrast with Domi et al.(2019); they found
insignificant relationship between innovativeness and tourism SMEs performance, in
terms of SMEs types, was diversified and which are 38.8% was restaurants and
37.9% was hotel industry, this reason influenced the result of their study, while
innovativeness measurement they used were unidimensional and different from this

study.

5.3.8.The Mediating Role of Organisational Innovativeness in the Relationship

Between Innovation Strategy (IS) and Organisational Performance (OP)

Following Baron & Kenny(1986), in terms of conditions of mediating variable, if the
independent variable has an insignificant relationship with the dependent variable is
H,, the mediating role of these variables is not applicable for testing; and therefore

Hs does not need to be tested.

5.3.9.The Mediating Role of Organisational Innovativeness in the Relationship
Between Organisational Atmosphere (OA) and Organisational Performance

(OP)

The present study also found that organisational innovativeness partially mediated in
the relationship between organisational atmosphere (OA) on organisational

performance (OP) (B = 0.084, t-value = 2.356, CI = 0.036 to 0.149, p=0.019). This
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finding is in line with Crespell and Hansen‘s (2008) study that investigated the US
forest sector and found that innovativeness partially mediated the link between

organisational atmosphere and organisational performance.

There is limited literature on the mediating role of innovativeness in the relationship
between organisational atmosphere and organisational performance (Crespell &
Hansen, 2008). In the hotel industry in Thailand, Leekpai (2013) tested a framework
of the relationship between the antecedents of innovativeness and firm performance.
She revealed all three antecedents comprising market orientation, entrepreneurial
orientation, learning orientation, and organisational atmosphere, had a positive
impact on innovativeness, which was found to have a direct and positive impact on
organisational performance. In 2014, she added one more variable of organisational
atmosphere and tested the framework again by collecting data from 202 hotels in
Southern Thailand. She demonstrated that organisational atmosphere did not
positively influence innovativeness. Leekpai et al. (2014) reasoned that the hotel‘s
atmosphere, which involves staff morale, business resources, teamwork, and job
challenge, might be a less important variable that affected the innovativeness of the

hotel to increase organisational innovation.

The result of this study highlights the mediating role of organisational innovativeness
in the link between organisational atmosphere and hotel performance. According to
the RBV theory, internal and intangible resources are crucial for enhancing
organisational performance (Hart & Dowell, 2011; Lucas & Kirillova, 2011).
Organisational atmosphere is an important intangible asset that can support

organisational competitive advantage and enhance its performance. Organisations
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should create an environment characterised suitable by open and supportive
management, trustworthy and friendly co-workers, employee empowerment, and an
equitable and fair reward system to enhance organisational innovativeness capability

and organisational performance.

5.3.10.The Mediating Role of Organisational Innovativeness in the Relationship

Between Organisational Culture (OC) and Organisational Performance (OP)

The present study demonstrated that organisational innovativeness mediated the
relationship between organisation culture (OC) on organisational performance (OP)
(B = 0.243, t-value = 4.864, CI = 0.164 to 0.327, p=0.000), supporting H;o. This
finding supports previous studies (Ashraf et al., 2014; Naranjo-Valencia et al., 2016).
The result of this study is in line with Amjad and Siddiqui(2019), which examined
the mediating role of innovativeness between corporate culture and organisational
effectiveness in different organisations. The result shows that organisational culture
has positive relationship with organisational performance, and the highlights and
implications of this study is that innovativeness plays a mediating role between

organisational culture and a firm's overall performance.

Additionally, Imran et al.(2021) found that innovativeness plays a mediating role
between some dimensions of organisational culture, which are involvement,
adaptability of organisational performance in the banking sector of Pakistan. This
study concludes that innovative organisational culture will support a firm's

performance through innovativeness.
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Although empirical research that investigated the mediating role of innovativeness
between organisational culture and organisational performance is limited, especially
in the hotel industry, some studies on this subject, such as Ashraf et al. (2014),
showed a partial mediation effect of innovativeness on the link between
organisational culture and organisational effectiveness in educational institutions.
Likewise, Naranjo-Valencia et al. (2016) found that innovation had a positive
mediation between adhocracy culture and organisational performance but a negative
mediation between hierarchy culture and organisational performance in

manufacturing and service companies in Spain.

5.4 Contributions of the Study

The findings of this study have both theoretical and practical contributions, as

discussed below.

5.4.1 Theoretical Contributions

Firstly, this study offers empirical evidence of the theoretical relationships
hypothesised in the research model. Generally speaking, the present study showed
that innovation strategy, organisational atmosphere, and the four dimensions of
organisational culture (i.e., adaptability, consistency, involvement, and mission)
affected hotel performance via innovativeness in Thailand. Specifically, it highlights
the mediating role of innovativeness in the relationship between innovation strategy,
organisational atmosphere, organisational culture, and hotel performance in

Thailand, consistent with previous studies (Altuntas et al., 2013;2014; Ashraf et al.,
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2014; Crespell & Hansen, 2008; Ferraresi et al., 2012; Leekpai et al.,2014; Namburi,
2013; Naranjo-Valencia et al., 2016; Terziovski, 2010; Tutar et al., 2015; Zehir et al.,

2012;).

This study had ten hypotheses, with nine hypotheses supported and one not. Despite
the purported importance of innovativeness in organisational performance, past
studies did not pay enough theoretical attention to integrating innovation strategy,
organisational atmosphere, organisational culture, and innovativeness in a single
model to influence hotel performance. Thus, this study filled the gap in existing
literature. As expected, organisational atmosphere, organisational culture, and

innovativeness had positive effects on hotel performance.

The results of the study also provide insights into the crucial role of organisational
innovativeness in predicting hotel performance and adds empirical support to the
research model. In addition, the findings provide evidence that supports the resource-
based view (RBV) that postulates that valuable, rare, inimitable, and non-
substitutable (VRIN) internal resources influence firm performance. In this study,
innovation strategy, organisational atmosphere, organisational culture, and
organisational innovativeness were regarded as a firm‘s intangible resources. Firms
should consider continually improving their intangible resources, particularly
organisational innovativeness (Leonidou et al., 2012; Lin & Wu, 2014; Nieves et al.,
2015; Villar et al., 2012), consistent with the theory of dynamic capability (DC), to

enhance organisational performance.
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5.4.2 Practical Contributions

Nowadays, the hotel industry is a key component of the non-industry sector and a
crucial contributor to the Thailand economy. However, the hotel industry in Thailand
is facing high competition, substitutable products, a decline in the number of tourists,
and a decline in the price of hotel rooms. The findings of the study offers insights
into the crucial role of innovativeness in affecting hotel performance as a result of
the effects of innovation strategy, organisational atmosphere, and organisational
culture. Because innovation strategy does not directly affect hotel performance, it has
an indirect impact through innovativeness, the Thai government, policymakers, and
hotel owners and executives who have to consider implementing the factors that

were found to enhance the hotel performance.

Firstly, hotel owners and executives in Thailand should understand the effects of
innovation strategy on hotel performance. Innovation strategy indirectly affects
organisational performance through innovativeness. Thus, the owners/executives
should support the innovation strategy to develop new services, processes and

creative approaches, and find new markets to improve hotel performance.

Secondly, hotel owners/executives should develop an appropriate organisational
atmosphere characterised by open management, supportive, trusting and friendly co-
workers, employee empowerment, and a reward and promotion system that is fair
and equitable. Such an atmosphere will enhance organisational innovativeness

capability and hotel performance.
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Thirdly, hotel executives should create an organisational culture that comprises four
dimensions which are adaptability, consistency, involvement, and mission, because
such an organisational culture will have an influence on the overall organisational

performance through innovativeness.

Fourthly, hotel entrepreneurs should pay more attention to the factors affecting the
organisational innovativeness of the hotel business because they had been found to
enhance organisational performance. These factors are innovation strategy,
organisational atmosphere, and organisational culture. Finally, Thai policymakers
should design policies supporting the hotel industry by offering training programmes

on ways to enhance the organisational innovativeness of hotels.

5.5 Limitations of the Study

This study had several limitations that the researcher needs to consider and discuss
when interpreting the results. Firstly, because most participants had been employed
for less than ten years, the sample of respondents might not be a good representative
of the population. Secondly, this study used questionnaires as the key data collection
method. Future studies could consider using multiple techniques, such as in-depth
interviews and structured questionnaires in a single study, to get a better insight into

the phenomenon under study in hotels in Thailand.

Thirdly, this study examined three independent variables: innovation strategy,
organisational atmosphere, and organisational culture, with innovativeness playing

the role of mediator between the three IV and DV.
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5.5 Recommendation for Future Research

Future studies should consider exploring the effects of other variables, which are
entrepreneurial orientation, learning organisation, and organisational transformation,
on hotel performance in Thailand. In addition, future studies ahuld also pay attention
to examine this framework to the related sector, for instance, resorts, boutique hotels

or another industry.

5.6 Conclusion

The main objective of this study was to investigate the mediating role of
organisational innovativeness in the relationship between innovation strategy,
organisational atmosphere, organisational culture, and organisational performance in
the hotel industry in Thailand. Out of ten objectives, the result met nine of them, as

presented in Chapter Four.

The first objective was to examine the influence of innovation strategy on
organisational performance. This objective was rejected; innovation strategy did not
significantly affect organisational performance. The second and third objectives were
to investigate the influence of organisational atmosphere and organisation culture
and hotel performance. The empirical evidence revealed that both OA and OC had a
positive relationship with organisational performance. Then, the fourth till sixth
objectives were to determine the influence of innovation strategy, organisational
atmosphere, organisational culture, and innovativeness. The finding showed that IS,

OA, and OC had a positive influence on organisational innovativeness. The seventh
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objective was to investigate the relationship between organisational innovativeness
and organisational performance. The empirical evidence showed that organisational
innovativeness had a positive influence on organisational performance. The eighth to
tenth objectives were to investigate the mediating role of organisational
innovativeness in the relationship between innovation strategy, organisational
atmosphere, organisational culture, and organisational performance. The findings
showed that inovativeness mediated between IS, OA, OC, and organisational

performance.

The findings provide theoretical and practical contributions in that the Thai
government, policymakers, hotel executives and academic researchers in
entrepreneurship, hospitality management, and strategic management have to pay
attention to factors that could enhance the hotel industry‘s performance. Despite
several significant contributions, the study‘s limitations offer opportunities for future
studies to explore other variables that impact hotel performance in Thailand. Finally,
the result of this research adds theoretical and practical value to the hotel

performance literature.

154



REFERENCES

Aarons, G. A., & Sommerfeld, D. H. (2012). Leadership, innovation climate, and
attitudes toward evidence-based practice during a statewide implementation.
Journal of the American Academy of Child & Adolescent Psychiatry, 51(4),
423-431. https://doi.org/10.1016/j.jaac.2012.01.018

Abdi, K. & Senin, A.A. (2014). Investigation on the impact of organizational culture
on organization innovation. Journal of Management Policies and Practices,
2(2), 1-10. http://yjmppnet.com/journals/jmpp/Vol 2 No 2 June 2014/1.pdf

Abdullah, N. H., Wahab, E., & Shamsuddin, A. (2015). Organizational Culture,
Creativity Climate and Organizational Innovativeness: Are They Linked.

International Journal of Research in Management, Science & Technology, 3,
106-110.

Ab Hamid, M. R., Sami, W., & Sidek, M. M. (2017, September). Discriminant
validity assessment: Use of Fornell & Larcker criterion versus HTMT

criterion. Journal of Physics: Conference Series. 890(2017), 1-6.
https://doi.org/ 10.1088/1742-6596/890/1/012163

Abosag, 1., & Brennan, D. R. (2017). Understanding marketing innovativeness in
Asia: A research agenda. Asian Business & Management, 16(4-5), 212-225.
https://doi.org/10.1057/s41291-017-0027-1

Acar, A. Z. & Acar, P. (2012). The effects of organizational culture and
mnovativeness on business. Procedia - Social and Behavioral Sciences,
58(1), 683—692. https://doi.org/ 10.1016/j.sbspro.2012.09.1046

Acikgoz, A., & Gunsel, A. (2011). The effects of organizational climate on team
innovativeness. Procedia Social and Behavioral Sciences, 24(2011), 920—
927. https://doi.org/ 10.1016/j.sbspro.2011.09.102

Adim, C. V., Tamunomiebi, M. D., & Akintokunbo, O. O. (2018). Innovation
Strategy and Organization Adaptability of Hotels in Port Harcourt.
International Journal of Economics and Business Management, 4(1), 61-71

Adeoye, A. O., Kolawole, 1. O., Elegunde, A. F., & Jongbo, O. C. (2014). The
impact of organizational climate on business perfomance in Lagos
metropolis.  European  Scientific ~ Journal, ESJ,  7(26), 36-47.
https://doi.org/10.19044/esj.2011.v7n26p%25p

Ahmed, P. K. (1998). Culture and climate for innovation. European Journal of
Innovation Management, 1(1), 30-43. https://doi.org/
10.1108/14601069810199131

Akbaba, O., & Altindag, E. (2016). The effects of reengineering, organizational
climate and psychological capital on the firm performance. Procedia-Social
and Behavioral Sciences, 235(1), 320-331. https://doi.org/
10.1016/.sbspro.2016.11.038

155



Akgiin, A. E., Keskin, H., Byrne, J. C., & Aren, S. (2007). Emotional and learning
capability and their impact on product innovativeness and firm
performance. Technovation, 27(9), 501-513. https://doi.org/10.1016/].
technovation. 2007.03.001

Akman, G., & Yilmaz, C. (2008). Innovative capability, innovation strategy and
market orientation: An empirical analysis in Turkish software
industry. International Journal of Innovation Management, 12(01), 69-111.
https://doi.org/10.1142/S1363919608001923

Aksoy, H. (2017). How do innovation culture, marketing innovation and product
innovation affect the market performance of small and medium-sized
enterprises  (SMEs).  Technology in  Society, 51(4), 133-141.
http://dx.dot.org/10.1016/j.techsoc.2017.08.005

Alharbi, K. Yusoff, R. Z. & Al-Matari, E. M. (2017). The moderating effect of
organizational climate on the relationship between of Total Quality
Management (TQM) on organizational sustainability: the case of the hotel

industry in Saudi Arabia. International Business Management. 11(2), 350-
356. https://doi.org/ 10.36478/ibm.2017.350.356

Al-Shammari, M.M. (1992). Organizational climate. Leadership & Organization
Development — Journal,  13(6), 30-32.  https://doi.org/10.1108/0143
7739210021884

Altuntas, G. Semercioz, F. & Eregez, H. (2013). Linking strategic and market
orientations to organizational performance: The role of innovation in private

healthcare organizations. Procedia-Social and Behavioral Sciences, 99(6),
413-419. https://doi.org/10.1016/j.sbspro.2013.10.509

Amabile, T. M. (1997). Motivating creativity in organizations: On doing what you
love and loving what you do. California Management Review, 40(1), 39-58.
https://doi.org/10.2307/41165921

Amabile, T. M., Conti, R., Coon, H., Lazenby, J., & Herron, M. (1996). Assessing
the work environment for creativity. Academy of management journal, 39(5),
1154-1184. https://doi.org/10.5465/256995

Ambrosini, V., Bowman, C., & Collier, N. (2009). Dynamic capabilities: An
exploration of how firms renew their resource base. British Journal of
Management, 20(s1). https://doi.org/10.1111/j.1467-8551.2008.00610.x

Amjad, Y., & Siddiqui, D. A. (2019). Impact of organizational Culture on
Effectiveness with the Mediating Role of Innovativeness and Knowledge

Management: Evidence from Pakistan. 1-34.
https://doi.org/10.2139/ssrn.3510648

Armstrong, M, A. (2003). Handbook of Human Resources Management Practice, 9th
edtion,Cambrian Printers Ltd., Aberystwyth, Wales.

Anderson, N.R. & West, M.A. (1998). Measuring climate for work group innovation:
Development and validation of the team climate inventory. Journal of

156



Organizational Behavior, 19(3), 235-258. https://doi.org/10.1002/(SICT)
1099-1379(199805)19:3<235::AID-JOB837>3.0.CO;2-C

Arikan, C. L., & Enginoglu, D. (2016). How elements of corporate culture affect
overall firm performance. International Journal of Business Management and
Economic Research (IJBMER), 7(3), 680-689.

Armstrong, J. S., & Overton, T. S. (1977). Estimating nonresponse bias in mail
surveys. Journal of Marketing Research, 14(1), 396-402. https://doi.org
/10.1177/002224377701400320

Ashraf, G., Kadir, S. A., Pihie, Z. A. L., & Rashid, A. M. (2014). The mediator role
of organizational innovativeness between organizational culture and
organizational effectiveness. British Journal of Education, 2(6), 30-54.

Aujirapongpan, S., Vadhanasindhu, P, Chandrachai, A., and Cooparat, P. (2010).
Innovation: Definition, type and contribution of the entrepreneurs. Journal of
Business Administration, 33(128), 49-65.

Avci, U., Madanoglu, M., & Okumus, F. (2011). Strategic orientation and
performance of tourism firms: Evidence from a developing country. Tourism
Management, 32(1), 147-157. https://doi.org/10.1016/j.tourman.2010.01.017

Bagozzi, R. P., & Yi, Y. (1990). Assessing method variance in multitrait-
multimethod matrices:The case of self-reported affect and perceptions at
work. Journal of  Applied Psychology, 75(1), 547-560.
https://doi.org/10.1037/0021-9010.75.5.547

Bahrami, M. A., Barati, O., Ghoroghchian, M., Montazer-alfaraj, R. & Ezzatabadi,
M.R. (2016). Role of organizational climate in organizational commitment:
The case of teaching hospitals. Osong Public Health Res Perspect, 7(2), 96-
100. https://doi.org/10.1016/j.phrp.2015.11.009

Bailyn, L. (1985). Autonomy in the industrial R&D lab. Human resource
management, 24(2), 129-146. https://doi.org/10.1002/hrm.3930240204

Baker, T.L. (1994), Doing Social research (2nd Edn.), New York: McGraw-Hill Inc.

Balthazard, P.A., Cooke, R.A. & Potter, R.E. (2006). Dysfunctional culture,
dysfunctional organization capturing the behavioral norms that form
organizational culture and drive performance. Journal of Managerial
Psychology, 21(8), 709-732. https://doi.org/10.1108/02683940610713253

Bani-Hani, A., Auzair, S. M., & Amiruddin, R.(2020). The effect of organizational
culture on firm performance: the mediating role of manageemnt accounting
systems. South East Asia Journal of Contemporary Business, Economics and
Law. 21(1), April, 32-41. http://seajbel.com/wp-
content/uploads/2020/08/SEAJBEL21 273.pdf

Bank of Thailand Southern Branch. (2013). Economic and financial report 2015:
Southern Thailand. https://www.bot.or.th/Thai/Monetary Policy/Southern
/EconomicReport/Doc%20Lib _/Full Year2558.pdf

157



Baregheh, A., Rowley, J., & Sambrook, S. (2009). Towards a multidisciplinary
definition of innovation. Management  Decision, 47(8),  1323-1339.
https://doi.org/10.1108/00251740910984578

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of
Management, 17(1), 99-120. https://doi.org/10.1177%2F014920639101700
108

Barney, J. B. (1986). Organizational culture: Can it be a source of sustained

competitive advantage?. Academy of management review, 11(3), 656-665.
https://doi.org/10.2307/258317

Barney, J.B. & Clark, D. N. (2007). Resource-based theory: Creating and sustaining
competitive advantage. Oxford: Oxford University Press.

Bartik, A. W., Bertrand, M., Cullen, Z. B., Glaeser, E. L., Luca, M., & Stanton, C. T.
(2020). How are small businesses adjusting to covid-19? early evidence from

a survey (No. w26989). National Bureau of Economic Research. 1-35.
https://doi.org/10.3386/w26989

Bavik, A. (2016). Developing a new hospitality industry organizational culture scale.
International  Journal of Hospitality Management, 58(1), 44-55.
https://doi.org/10.1016/5.jhm.2016.07.005

Bellou, V. & Andronikidis, A.I. (2009). Examining organizational climate in Greek
hotels from a service quality perspective. International Journal of
Contemporary Hospitality Management, 21(3), 294- 307.
https://doi.org/10.1108/09596110910948305

Bhattacherjee, A. (2012). Social science research: Principles, methods, and
practices.2™ edition.University of South Florida Scholar Commons.

Bhatti, W. A., Zaheer, A. & Rehman, K.U. (2011). The effect of knowledge
management practices on organizational performance: A conceptual study.
African  Journal  of  Business  Management,  5(7), 2847-2853.
https://academicjournals.org/journal/ AJBM/article-full-text-
pdf/5E4793529695

Binder, P. Mair, M. Stummer, K. & Kessler, A. (2016). Organizational
innovativeness and its results: A qualitative analysis of SME hotel in Vienna.
Journal of Hospitality & Tourism  Research, 40(3), 339-363.
https://doi.org/10.1177%2F1096348013496277

Boesso, G., Favotto, F., Menini, A., & Kumar, K. (2009). Strategic innovativeness of
SMEs vs. large MNEs: Functional yogurts in Italy. Piccola Impresa/Small
Business, 2(1), 29-49. https://doi.org/10.14596/PISB.80

Booz-Allen & Hamilton. New product Management for the 1980s. New York: Booz-
Allen & Hamilton Inc. 1982.

Bordean, O.N., Borza, A.I., Nistor, R.L. & Mitra, C.S. (2010). The use of Michael
Porter‘s generic strategies in the Romanian hotel industry. Infernational

158



Journal of Trade, Economics and Finance, 1(2), 173-178. https://doi.org/
10.7763/1JTEF.2010.V1.31

Borucki, C., & Burke, M. (1999). An examination of service-related antecedents to
retail store performance. Journal of Organizational Behavior, 20(1), 943-962.
https://doi.org/10.1002/(SIC1)1099-1379(199911)20:6%3C943::AID-
JOB976%3E3.0.CO;2-9

Bowen, D.E. & Ostroff, C. (2004). Understanding HRM-firm performance linkages:
The role of the _strength® of the HRM system. Academy of Management
review, 29(2), 203-221. https://doi.org/10.5465/AMR.2004.12736076

Brettel, M., Chomik, C., & Flatten, T. C. (2015). How organizational culture
influences innovativeness, proactiveness, and risk-taking: Fostering

entrepreneurial orientation in SMEs. Journal of Small Business Management,
53(4), 868-885. https://doi.org/10.1111/jsbm.12108

Breznik, L., & D. Hisrich, R. (2014). Dynamic capabilities vs. innovation capability:
Are they related?. Journal of small business and  enterprise
development, 21(3), 368-384. https://doi.org/10.1108/JSBED-02-2014-0018

Brown, D. J. (2001).Statistics corner, questions and answers about language testing
statistics: Can we use the Spearman-Brown prophecy formula to defend low
reliability. Shiken: JALT Testing & Evaluation SIG Newsletter, 4(3), 7-9.
https://hosted.jalt.org/test/bro_9.htm

Calantone, R. J., Cavusgil, S. T., & Zhao, Y. (2002). Learning orientation, firm
mnovation capability, and firm performance. Industrial — marketing
management, 31(6), 515-524. https://doi.org/10.1016/S0019-8501(01)00203-
6

Calantone, R., Garcia, R. & Droge, C. (2003). The effects of environmental
turbulence on new product development strategy planning. Journal of
Product Innovation Management, 20(2), 90-103. https://doi.org/10.1111/
1540-5885.2002003

Cameron, K.S. & Quinn, R.E. (1999). Diagnosing and changing organizational
culture, Addison-Wesley, Reading, MA.

Capron, L. & Hulland, J. (1999). Redeployment of brands, sales forces, and general
marketing management expertise following horizontal acquisitions: A
resource-based  view.  Journal  of  Marketing,  63(1), 41-45.
https://doi.org/10.1177%2F002224299906300203

Carlborg, P., Kindstrom, D. & Kowalkowski, C. (2014). The evolution of service
innovation research: A critical review and synthesis. The Service Industries
Journal, 34(5), 373-98. https://doi.org/10.1080/02642069.2013.780044

Carmeli, A., Sheaffer, Z. & Halevi, M.Y. (2008). Does participatory decision-making
in top management teams enhance decision -effectiveness and firm
performance?. Personal Review, 38(6), 696-714. https://doi.org/10.1108/
0048348091 0992283

159



Carvalho, L. (2011). Market structures, strategy and innovation in services a study
applied to the tourism sector. CEFAGE-UE Working Paper, 27(1), 1-23. DOI:
http://dx.doi.org/10.1108/IJCTHR-05-2013-0031

Cekmecelioglu, H.G. & Gunsel, A. (2013). The effects of individual creativity and

organizational climate on firm innovativeness. Procedia - Social and
Behavioral Sciences, 99(1), 257-264. https://doi.org/10.1016/].sbspro.
2013.10.493

Cerovic, Z., Kvasic, S. G., & Cerovic, M. (2011). "The Impact of national Culture on
the Hotel Organizational Culture," MIC 2011: Managing Sustainability?
Proceedings of the 12th International Conference, Portoroz, 23—-26 November
2011, University of Primorska, Faculty of Management Koper.
https://ideas.repec.org/h/mgt/micp11/1185-1198.html

Chalong, S. (2019, December 12). Hotel Industry Update. GSB Research Center.
https://www.gsbresearch.or.th/wp-content/uploads/2020/01/IN_hotel 12 62
_detail.pdf

Chan, B., & MacKenzie, M. (2013). Introduction to hospitality. Manual on Module II
introduction to Hospitality (fine-tuned version). Wan Chai-Hong Kong.
Education Bureau, the Government of the Hong Kong Special Administrative
Region.

Chand, M. & Katou, A. A. (2012). Strategic determinants for the selection of partner
alliances in the Indian tour operator industry: A cross-national study. Journal
of World Business,47(1), 167-177. https://doi.org/10.1016/j.jwb.2011.04.003

Chen, C. J., & Huang, J. W. (2007). How organizational climate and structure affect
knowledge management-The social interaction perspective. International
journal of information management, 27(2), 104-118.
https://doi.org/10.1016/j.jjinfomgt.2006.11.001

Chen, C.J., Huang, J.W. & Hsiao, Y.C. (2010). Knowledge management and
innovativeness: The role of organizational climate and structure.
International Journal of Manpower, 31(8), 848-870. https://doi.org/10.110
8/01437721011088548

Chen, Y. , & Chen, J. (2008). The influence of openness to innovation performance.
Studies in Science of Science, 26(2), 419-426. https://doi.org/10.1109/ICIII.
2011.9

Chien, S. Y., & Tsai, C. H. (2012). Dynamic capability, knowledge, learning, and
firm performance. Journal of Organizational Change Management, 25(3),
434-444. DOI: 10.1108/09534811211228148

Chilla, H.A., Kibet, Y. & Douglas, M. (2014). Effects of organizational culture on
organizational performance in the hospitality industry. International Journal
of  Business and Management Invention, 3(1), 1-13.
https://www.academia.edu/download/33035929/A031201013.pdf

160



Cho, H. J., & Pucik, V. (2005). Relationship between innovativeness, quality,
growth, profitability, and market value. Strategic management journal, 26(6),
555-575. https://doi.org/10.1002/smj.461

Choi, B.K., Moon, H. K. & Ko, W. (2013). An organization‘s ethical climate,
innovation, and performance effects of support for innovation and

performance evaluation. Management Decision, 51(6), 1250-1275.
https://doi.org/10.1108/MD-Sep-2011-0334

Choudhury, G. (2011). The dynamics of organizational climate: An exploration.
Management Insight, 7(2), 111-116. http://citeseerx.ist.psu.edu/viewdoc/
download?doi=10.1.1.1028.4693 &rep=rep 1 &type=pdf

Chryssochoidis, G. (2008). Innovativeness and NPD processes/practices in the Greek
food  industry. EuroMed  Journal  of  Business, 3(2),  202-222.
https://doi.org/10.1108/14502190810891236

Chung, S., & Haddad K. (2001). Corporate culture and performance: A study of
Firms in Bahrain. Asian Review of Accounting, 9(1), 87-103.
https://doi.org/10.1108/eb060737

Chunnapiya, N. (2012). The relative model of Marketing orientation strategy,
Marketing mnovation strategy and awareness of Marketing environment
changes on the improvement of marketing performance in four and five star
hotels in Thailand. Suddhiparitad Journal, 26(78), 121-142.

Chyung, S. Y., Roberts, K., Swanson, 1., & Hankinson, A. (2017). Evidence-based
survey design: The use of a midpoint on the Likert scale. Performance
Improvement,  56(10), 15-23.  https://scholarworks.boisestate.edu/cgi/
viewcontent.cgi?article=1086&context=ipt facpubs

Cohen, J. (1988). Statistical power analysis for the behavioral science (2nd ed.).
Hillsdale, NJ: Lawrence erlbaum Associates. https://www.academia.edu/
download/30207449/cohen 1988 (statistical power 273-406).pdf

Cohen, W. M., & Levinthal, D. A. (2000). Absorptive capacity: A new perspective
on learning and innovation. In Strategic Learning in a Knowledge
economy, (pp. 39-67). https://doi.org/10.2307/2393553

Cooper & Kleinschmidt. (2000). New product performance: What distinguishes the
star products. Australian Journal of Management, 25(1), 17-45.
https://doi.org/10.1177%2F031289620002500104

Cortina, J.M. (1993). What is coefficient alpha? an examination of theory and
applications.  Journal  of  Applied  Psychology, 78(1), 98-104.
https://psycnet.apa.org/doi/10.1037/0021-9010.78.1.98

Crano W. D., Brewer, M.B. Lac A. (2015). Principles and methods of social
research. 3" ed., Routledge, New York: Taylor & Francis Group.
http://dspace.vnbrims.org:13000/xmlui/bitstream/handle/123456789/4661/Pri
nciples%20and%20Methods%200%20Social%20Research.pdf?sequence=1
&isAllowed=y

161



Crespell, P. & Hansen, E. (2008). Work climate, innovativeness and firm
performance in the US forest sector: In search of a conceptual framework.
Can. J. For. Res., 38, 1703-1715. https://doi.org/10.1139/X08-027

Crespell, P., & Hansen, E. (2009). Antecedents to innovativeness in the forest
products industry. Journal of Forest Products Business Research, 6(1), 1-20.
https://doi.org/10.1016/j.foreco.2008.09.040

Creswell, J. (2014). Research Design Qualitative, Quantitative and mixed methods
approaches. 4™ ed., Los  Angeles: SAGE  Publications.
https://www.researchgate.net/profile/Daliborka-Luketic/publication/
320521456 Book Review Nacrt istrazivanja kvalitativni kvantitativni 1 m
jesoviti_pristupi/links/5a8ad103aca272017e62aa7a/Book-Review-Nacrt-
istrazivanja-kvalitativni-kvantitativni-i-mjesoviti-pristupi.pdf

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests.
Psychometrika, 16(3), 297-334. https://doi.org/10.1007/BF02310555

Crossan, M. M., & Apaydin, M. (2010). A multi-dimensional framework of
organizational innovation: A systematic review of the literature. Journal of
management  studies, 47(6), 1154-1191. https://do1.org/10.1111/;.1467-
6486.2009.00880.x

Daft, R.L. (2004). Organization theory and design. (8" ed.) Mason, Ohio: South-
western College Publishing. https://www.amberton.edu/media/Syllabi/
Spring%202021/Undergraduate/MGT3172_El1.pdf

Damanpour, F., Walker, R. M., & Avellaneda, C. N. (2009). Combinative effects of
innovation types and organizational performance: A longitudinal study of

service organizations. Journal of management studies, 46(4), 650-675.
https://doi.org/10.1111/j.1467-6486.2008.00814.x

Danneels, E., & Kleinschmidtb, E. J. (2001). Product innovativeness from the firm's
perspective: Its dimensions and their relation with project selection and
performance. Journal of Product Innovation Management: An international
publication of the product development & management association, 18(6),

357-373. https://doi.org/10.1111/1540-5885.1860357

Das, S.R. & Joshi, M.P. (2007). Process innovativeness in technology services
organizations: Roles of differentiation strategy, operational autonomy and
risk-taking propensity. Journal of Operations Management, 25(2007), 643—
660. https://doi.org/10.1016/j.jom.2006.05.011

Davidson, M. C.G. (2003). Does organizational climate add to service quality in

hotels?. International Journal of contemporary hospitality
management, 15(4), 206-213. https://doi.org/10.1108/09596110310475658

Davidson, M.C.G. (2000). Organisational climate and its influence upon
performance: A study of Australian hotels in South East Queensland. Griffith
University,  Australia.  http://195.130.87.21:8080/dspace/bitstream/12345
6789/707/1/Organisational%?20climate%20and%20its%20influence%20upon
%?20performance A%?20.pdf

162



Dawson, J.F., Gonzales-Roma, V. & Davis, A. (2008). Organizational climate and
climate strength in UK hospitals. European Journal of Work and
Organizational Psychology, 17(1), 89-111. https://doi.org/10.1080/1359
4320601046664

Deal, T. E. & Peterson, K. D. (1999). Shaping school culture: The heart of
leadership. San Francisco, CA: Jossey-Bass.

Den Hertog, P. (2010). Managing service innovation: Firm-level dynamic
capabilities and policy options. Utrecht: Dialogic Innovatie & Interactie.
https://dare.uva.nl/document/2/80531

Denison, D. R. (1996). What is the difference between organizational culture and
organizational climate? A native's point of view on a decade of paradigm
wars. Academy of management review, 21(3), 619-654. https://doi.org/10.23
07/258997

Denison, D. R., & Spreitzer, G. M. (1991). Organizational culture and organizational
development: A competing values approach. Research in organizational
change and development, 5(1), 1-21. https://www.denisonconsulting.com
/sites/default/files/documents/resources/denison-1991-competing-values-
approach 0.pdf

Denison, D.R. & Mishra, A.K. (1995). Toward a Theory of Organizational Culture
and  Effectiveness. Organization  Science, 6 (2), 204-223.
https://doi.org/10.1287/orsc.6.2.204

Denison, D.R. & Neale, W. (2000). Denison organizational culture survey. Ann
Arbor, MI: Denison Consulting.

Denison, D.R. (1984). Bringing corporate culture to the bottom line. Organizational
Dynamics, 13(2), 4-22. https://doi.org/10.1016/0090-2616(84)90015-9

Department of Tourism, Ministry of Tourism & Sports, Thailand. (2018, March 7).
International tourist arrivals to Thailand in 2017. http://www.mots.go.th
/more _news.php?cid=414&filename=index

Departments of Trade Negotiations of Thailand. (2018, March 7). Service trade
negotiations. http://www.thaifta.com/ThaiFT A/Portals/0/tour _pack8 apr
57.pdf

Dereli, D. D. (2015). Innovation management in global competition and competitive
advantage. Procedia-Social and behavioral sciences, 195(1), 1365-1370.
https://doi.org/10.1016/j.sbspro.2015.06.323

Deshpandé¢, R., & Farley, J. U. (2004). Organizational culture, market orientation,
innovativeness, and firm performance: An international research odyssey.
International  Journal of Research in Marketing, 21(1), 3-22.
https://doi.org/10.1016/j.ijresmar.2003.04.002

163



Dietz, J., Pugh, D. & Wiley, J.W. (2004). Service climate effects on customer
attitudes: An examination of boundary conditions. The Academy of
Management Journal, 47(1), 81-92. https://doi.org/10.5465/20159561

Dobni, C. B. (2008). Measuring innovation culture in organizations: The
development of a generalized innovation culture construct using exploratory

factor analysis. European Journal of Innovation Management, 11(4), 539-
559. https://doi.org/10.1108/14601060810911156

Domi, S., Keco, R., Capelleras, J. L., & Mehmeti, G. (2019). Effects of
innovativeness and innovation behavior on tourism SMEs performance: The

case of Albania. Economics & Sociology, 12(3), 67-85. https://economics-
sociology.eu/files/S 836 Domi%20et%?20al.pdf

Doty, D. H., & Glick, W. H. (1998). Common methods bias: Does common methods
variance really bias results?. Organizational Research Methods, 1(1), 374-
406. https://psycnet.apa.org/doi/10.1177/109442819814002

Dotzel, T., Shankar, V., & Berry, L. L. (2013). Service innovativeness and firm
value. Journal of Marketing Research, 50(2), 259-276. https://doi.org/10.150
9% 2Fjmr.10.0426

Drljaca, M. (2006, January). Methodology of business process development in a
hotel. In /8th Biennial International Congress Tourism <& Hospitality
Industry 2006.

Drucker, P. F. (1998). The discipline of innovation. Leader to Leader, 1998(9), 13-
15.  https://www.academia.edu/download/57049925/6. The Discipline of
Innovation.pdf

Dubina, I. N. (2013). Measuring organizational climate for creativity and innovation.
In Encyclopedia of Creativity, Invention, Innovation and Entrepreneurship
(pp. 1238-1244). Springer New York. https://doi.org/10.1007/978-1-4614-
3858-8 44

Eesley, C. E., Hsu, D. H., & Roberts, E. B. (2014). The contingent effects of top
management teams on venture performance: Aligning founding team
composition  with  innovation strategy  and commercialization
environment. Strategic Management Journal, 35(12), 1798-1817.
https://doi.org/10.1002/sm;j.2183

Ehrhart, M. G., Schneider, B. & Macey, W. H. (2014). Organizational climate and
culture: An introduction to theory, research, and practice. New York:
Routledge.

Eisenhardt, K.M. & Martin, J.A. (2000). Dynamic capabilities: What are they?.
Strategic Management Journal, 21, 1105-1121. https://doi.org/10.1002/1097-
0266(200010/11)21:10/11%3C1105::AID-SMJ133%3E3.0.CO;2-E

Enz, C. A. (2012). Strategies for the implementation of service innovations. Cornell
Hospitality Quarterly, 53(3), 187-195. https://doi.org/10.1177%2F193896
5512448176

164



Ernest Chang, S., & Lin, C. S. (2007). Exploring organizational culture for
information  security management. Industrial Management & Data
Systems, 107(3), 438-458. https://doi.org/10.1108/02635570710734316

Eskiler, E., Ekici, S., Soyer, F., & Sari, I. (2016). The relationship between
organizational culture and innovative work behavior for sports services in

tourism enterprises. Physical culture and sport. Studies and research, 69(1),
53-64. https://doi.org/10.1515/pcssr-2016-0007

Eveleens, C. (2010). Innovation management; a literature review of innovation
process models and their implications. Science, 800(2010), 1-16.
https://www.researchgate.net/profile/Chris-Eveleens/publication/265422944
Innovation management a literature review of innovation process models
_and_their implications/links/5534{e9f0cf2dfYeaba41548/Innovation-
management-a-literature-review-of-innovation-process-models-and-their-
implications.pdf

Ezzi, F. & Jarboui, A. (2016). Does innovation strategy affect financial, social and
environmental performance?.  Journal of  Economics, Finance and
Administrative Science, 21(1), 14-24. http://dx.doi.org/10.1016/j.jefas.2016
.03. 001

Ferraresi, A.A., Quandt, C.A., Santos, S.A., & Frega, J.R., (2012). Knowledge
management and strategic orientation: Leveraging innovativeness and
performance. Journal of Knowledge Management, 16(5), 688-701.
https://doi.org/10.1108/13673271211262754

Fey, C. F., & Denison, D. R. (2003). Organizational culture and effectiveness: Can
American theory be applied in Russia?. Organization science, 14(6), 686-
706. https://doi.org/10.1287/orsc.14.6.686.24868

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50. https://do1.org/10.1177%2F002224378101800104

Flamholtz, E., & Kannan-Narasimhan, R. (2005). Differential impact of cultural
elements on financial performance. European management journal, 23(1),
50-64. https://doi.org/10.1016/j.em;j.2004.12.009

Fruhling, A.L. & Siau, K. (2007). Assessing organizational innovation capability and
its effect on E-Commerce initiatives. Journal of Computer Information
Systems, 48(1), 133-145. https://doi.org/10.1080/08874417.2007.11646002

Gadrey, J., Gallouj, F., & Weinstein, O. (1995). New modes of innovation: How
services benefit industry. International journal of service industry
management, 6(3), 4-16. https://doi.org/10.1108/09564239510091321

Garcia-Morales, V. J., Matias-Reche, F., & Hurtado-Torres, N. (2008). Influence of
transformational leadership on organizational innovation and performance
depending on the level of organizational learning in the pharmaceutical
sector. Journal of Organizational Change Management, 21(2), 188-212.
https://doi.org/10.1108/09534810810856435

165



Garrigos-Simon, F.J., Marques, D.P. & Narangajavana, Y. (2005). Competitive
strategies and performance in Spanish hospitality firms. International Journal
of Contemporary Hospitality Management, 17(1), 22 - 38. https://doi.org/10.
1108/09596110510577653

George, G. S., & Mallery, P. (2003). SPSS for windows step by step: A simple guide
and reference (Vol. 4). Boston: Allyn and Bacon.

Ghazi, A.E.G. & Rahmani, M.N. (2016). Review on related models to organizational
atmosphere. Journal of Research in Management and Accounting, 3(10), 105-
114. https://doi.org/10.5539/ies.v5n2p80

Gilbert, J. T. (1994). Choosing an innovation strategy: Theory and practice. Business
Horizons, 37(6), 16-22. https://doi.org/10.1016/S0007-6813(05)80240-X

Gillespie, M.A., Denison, D.R., Haaland, S., Smerek R. & Neale, W.S. (2007).
Linking organizational culture and customer satisfaction: Results from two
companies in different industries. FEuropean Journal of Work and
Organizational Psychology, 17(1), 112-132. https://doi.org/10.1080/1359432
0701560820

Giniuniene, J., & Jurksiene, L. (2015). Dynamic capabilities, innovation and
organizational  learning: Interrelations and immpact on firm
performance. Procedia-Social and Behavioral Sciences, 213(1), 985-991.
https://doi.org/10.1016/j.sbspro.2015.11.515

Grawe, S.J., Chen, H. & Daugherty, P.J. (2009). The relationship between strategic
orientation, service innovation, and performance. International Journal of
Physical  Distribution & Logistics =~ Management, 39(4), 282-300.
https://doi.org/10.1108/09600030910962249

Gray, J. H., Densten, 1. L., & Sarros, J. C. (2003). Size matters: Organisational
culture in small, medium, and large Australian organizations. Journal of
Small Business & Entrepreneurship, 17(1), 31-46. https://doi.org/10.1080
/08276331.2003.10593311

Gunday, G., Ulusoy, G., Kilic, K. & Alpkan, L. (2011). Effects of innovation types
on firm performance. International Journal of Production Economics, 133(2),
662-676. https://doi.org/10.1016/.1jpe.2011.05.014

Gursoy, D., & Chi, C. G. (2020). Effects of COVID-19 pandemic on hospitality
industry: review of the current situations and a research agenda. Journal of
Hospitality Marketing & Management. 29(5), 527-529. https://doi.org/10.
1080/193 68623.2020.1788231

Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate data
analysis. Seventh Edition. Prentice Hall, Upper Saddle River, New Jersey.

Hair, J.F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least
squares structural equation modeling (PLS-SEM): An emerging tool in

business research. European  Business Review, 26(2), 106-121.
https://doi.org/10.1108/EBR-10-2013-0128

166



Hair Jr, J. F., Sarstedt, M., Ringle, C. M., & Gudergan, S. P. (2017). Advanced issues
in partial least squares structural equation modeling. Sage Publications.

Haktanir, M. & Harris, P. (2005). Performance measurement practice in an
independent hotel context a case study approach. International Journal of
Contemporary Hospitality Management, 17(1), 39-50. https://doi.org/10.
1108/095 96110510577662

Hart, S.L. & Dowell, G. (2011). A natural-resource-based view of the firm: Fifteen
years after. Journal of Management, 37(5), 1464-1476. https://doi.org/
10.1177/0149206310390219

Hart, S.L. (1995). A natural-resource-based view of the firm. The Academy of
Management Review, 20(4), 986-1014. https://doi.org/10.2307/258963

Haynes, S.N., Richard, D.C.S. & Kubany, E.S. (1995). Content validity in
psychological assessment: A functional approach to concepts and methods.
Phychological Assessment, 7(3), 238-247. DOI: 10.1037/1040-3590.7.3.238

Hazzi, O. A., & Maldaon, I. S. (2015). A pilot study: Vital methodological issues.
Business: Theory and Practice, 16(1), 53-62. https://doi.org/10.3846
/btp.2015.437

Heide, M., Laerdal, K. & Gronhaug, K. (2009). Atmosphere as a tool for enhancing
organizational performance: An exploratory study from the hospitality
industry.  European  Journal of  Marketing,  43(3/4), 305-319.
https://doi.org/10.1108 /03090560910935442

Helfat, C. E., & Peteraf, M. A. (2003). The dynamic resource-based view: Capability
lifecycles. Strategic management journal, 24(10), 997-1010. https://doi.org/
10.1002 /smj.332

Hertzog, M. (2008). Considerations in determining sample size for pilot studies.
Research in Nursing & Health, 31(1), 180-191.
https://doi.org/10.1002/nur.20247

Hervas-Oliver, J.L., Semper-Ripoll, F. & Boronat-Moll, C. (2014). Process
innovation strategy in SMESs, organizational innovation and performance: A
misleading debate?. Small Bus Econ, 43(1), 873-886. https://doi.org
/10.1007/s11187-014-9567-3

Hilman, H., & Kaliappen, N. (2014). Market orientation practices and effects on
organizational performance: Empirical insight from Malaysian hotel industry.
Sage Open, 4(4), 1-8. https://doi.org/10.1177%2F2158244014553590

Hilmi, M.F. & Ramayah, T. (2008). Market innovativeness of Malaysian SMEs:
Preliminary results from a first wave data collection. Asian Social Science,
4(12), 42-49. https://doi.org/10.5539/ass.v4n12p42

Hilmi, M.F., Ramayah, T., Mustapha, Y. & Pawanchik, S. (2010). Product and
process innovativeness: Evidence from Malaysian SMEs. European Journal

167



of Social Science, 16(4), 556-565. http://dx.doi.org/10.1108/WJEMSD-04-
2014-0010

Hjalager, A. M. (1997). Innovation patterns in sustainable tourism: An analytical
typology. Tourism management, 18(1), 35-41. https://doi.org/10.1016/S0261-
5177(96)00096-9

Holm, A.B., Gunzel, F. & Ulhoi, J.P. (2013). Openness in innovation and business
models: Lessons from the newspaper industry. Int. J. Technology
Management, 61(3/4), 324 - 348. https://doi.org/10.1504/1JTM.2013.052674

Hult, G. T. M., & Ketchen Jr, D. J. (2001). Does market orientation matter?: A test of
the relationship between positional advantage and performance. Strategic
management journal, 22(9), 899-906. https://doi.org/10.1002/smj.197

Hult, G. T. M., Hurley, R. F., & Knight, G. A. (2004). Innovativeness: Its
antecedents and impact on business performance. [ndustrial Marketing
Management, 33(2004), 429-438. https://doi.org/10.1016/j.indmarman.2003
.08.015

Hult, G. T. M., Snow, C. C., & Kandemir, D. (2003). The role of entrepreneurship in
building cultural competitiveness in different organizational types. Journal of
management, 29(3), 401-426.https://do1.org/10.1016/S0149-2063(03)00017-5

Hurley, R.F. & Hult, G.T.M. (1998). Innovation, market orientation, and
organizational learning: An integration and empirical examination. Journal of
Marketing, 62(3), 42-54. https://doi.org/10.2307/1251742

Igwe, P., Kalu, S.E. (2017). Service Innovativeness and customer satisfaction of four
star hotels in Rivers State. International Journal of Research in Business
Studies and Management, 4(3), March 2017, 55-65. http://dx.doi.org/10.
22259 /ijrbsm.0403005

Imran, M., Ismalil, F., Arshad, I., Zeb, F., & Zahid, H. (2021). The mediating role of
innovation in the relationship between organizational culture and

organizational performance in Pakistan's banking sector. Journal of Public
Affairs, 26 June 2021, 1-15. https://doi.org/10.1002/pa.2717

Institute of Technological Development for Industry, King Mongkut's University of
Technology North Bangkok. (2018). The hotel business management model
manual is part of the project to enhance the management of the 3-star hotel
business in the Thai-Lao border provinces. (Nakhon Phanom Province Sakon
Nakhon and Mukdahan). King Mongkut's University of Technology North
Bangkok, Thailand.

Iplik, F. N., Topsakal, Y. & Dogan, O. (2014). Strategic innovation: An empirical
study on hotel firms operating in Antalya Region. An International Journal of
Akdeniz University Tourism Faculty, 2(1), 16-29. https://dergipark.org.tr/en/
download/article-file/372554

Itami, H. (1987). Mobilizing invisible assets. Cambridge, MA: Harvard University
Press.

168



Jaiswal, N.K. & Dhar, R.L. (2015). Transformational leadership, innovation climate,
creative  self-efficacy and  employee  creativity: A multilevel
study.International Journal of Hospitality Management, 51(2015), 30-41.
https://doi.org/10.1016/5.ijhm.2015.07.002

Jenssen J.I. & Randoy T. (2006). The performance effect of innovation in shipping
companies. Maritime Policy & Management. An International Journal of
Shipping and Port Research, 33(4), 3277-343. https://doi.org/10.1080/03
088830600895485

Johnson, R., Menor, L.J., Roth, A.V., Chase, R., 2000. 4 critical evaluation of the
new service development process. In: Fitzsim-mons, Fitzsimmons, (Eds.),
New Service Development. Sage Publications.

Jones, C., & Pimdee, P. (2017). Innovative ideas: Thailand 4.0 and the fourth
industrial revolution. Asian International Journal of Social Sciences, 17(1),
4-35. https://doi.org/10.29139/A1JSS.20170101

Joseph, M. L. (2015). Organizational culture and climate for promoting
innovativeness. JONA: The Journal of Nursing Administration, 45(3), 172-
178. https://doi.org/10.1097/NNA.0000000000000178

Joshi, A., Kale, S., Chandel, S., & Pal, D. K. (2015). Likert scale: Explored and
explained. British Journal of Applied Science & Technology, 7(4), 396-403.
https://doi.org/10.9734/BJAST/2015/14975

Kairu, E. W., Wafula, M. O., Okaka, O., Odera, O., & Akerele, E. K. (2013). Effects
of balanced scorecard on performance of firms in the service
sector. European Journal of Business and Management, 5(9), 81-88.
https://www.shorturl.at/rvxQ9

Kalmuk, G. & Acar, A.Z. (2015). The mediating role of organizational learning
capability on the relationship between innovation and firm‘s performance: A

conceptual framework. Procedia - Social and Behavioral Sciences,
210(2015), 164-169. https://doi.org/10.1016/j.sbspro.2015.11.355

Kamaruddeen, A. M., Yusof, N. A., Said, 1., & Pakir, A. H. K. (2012).
Organizational factors and innovativeness of housing developers. American
Journal of Applied Sciences, 9(12), 1953. https://doi.org/10.3844/ajassp.
2012.1953 .1966

Kamasak R. (2015). Determinants of innovation performance: A resource-based
study. Procedia - Social and Behavioral Sciences, 195(2015), 1330-1337.
https://doi.org/10.1016/j.sbspro.2015.06.311

Kaplan, R. S. & Norton, D.P. (1992). The balanced scorecard: Measures that drive
performance. Harvard Business Review, (January-February), 71-79.
https://www.academia.edu/download/54588379/Kaplan_Nortonbalanced sco
recard.pdf

169



Karadsheh, L., Mansour, E., Alhawari, S., Azar, G. & El-Bathy, N. (2009). A
theoretical framework for knowledge management orocess: Towards
improving knowledge performance. Communications of the IBIMA, 7, 67-79.

Karanja J. W. (2014). Effects of corporate culture on organization performance.
IOSR Journal of Mathematics (IOSR-JM), 10(6), 59-65. https://doi.org/10.
1016 /j.cjar. 2018.01.003

Karlsson, C., & Tavassoli, S. (2015). Innovation strategies and firm
performance. Centre of Excellence for Science and Innovation Studies
Working Paper Series, 1-32.  https://static.sys.kth.se/itm/wp/cesis/cesisw
p401.pdf

Karpacz, J., & Ingram, M. (2015). The relationship between innovation strategy and
organizational performance: Mediating role of organizational innovativeness
level. In Managing Intellectual Capital and Innovation for Sustainable and
Inclusive  Society: Managing Intellectual Capital and Innovation,
Proceedings of the MakelLearn and TIIM Joint International Conference
2015 (pp. 1331-1332). ToKnowPress.  http://www.toknowpress.net
/ISBN/978-961-6914-13-0/papers/ML15-255.pdf

Kasemsuk, N. (2017, February 2). Tourism authority of thailand pushes travel 4.0
economic mobility. Bangkokbiznews.  http://www.bangkokbiznews.com
/news/detail/756663.

Keskin,H. (2006). Market orientation, learning orientation, and innovation

capabilities in SMEs An extended model. European Journal of Innovation
Management, 9(4), 396 - 417. https://doi.org/10.1108/14601060610707849

Kessler, A., Pachucki, C., Stummer, K., Mair, M., Binder, P., Yang, F. X., & Lau, V.
M. C. (2015). Types of organizational innovativeness and success in Austrian

hotels. [International Journal of Contemporary Hospitality Management,
27(7), 1728-1748. https://doi.org/10.1108/IJCHM-03-2014-0150

Kim, M.O. & Shin, S. (1989). The effect of smartwork environment on
organizational commitment and innovative behavior in the global financial

service industry. Journal of Service Science and Management, 8(1), 115-124.
https://doi.org/10.4236/jssm.2015.81014.

Kitsios, F., & Sindakis, S. (2014, February). Analysis of innovation strategies in
hospitality industry: Developing a framework for the evaluation of new hotel
services in Thailand. In ICIE 2014 Proceedings of the 2nd International
Conference on Innovation and Entrepreneurship: ICIE 2014 (p. 136).
Academic Conferences Limited. https://www.shorturl.at/eyJK6

Kline. R.B. (2011). Principles and Practice of Structural Equation Modeling. Third
Edition (New York: The Guilford Press).

Kock, N., & Lynn, G. (2012). Lateral collinearity and misleading results in variance-

based SEM: An illustration and recommendations. Journal of the Association
for information Systems, 13(7), 546-580. https://doi.org/10.17705/1jais.00302

170



Kokina, I. & Ostrovska, I. (2014). The analysis of organizational Culture with the
denison model (The case study of Latvian Municipality). European Sciencific
Journal, ESJ, 9(10), 362-368. https://doi.org/10.19044/esj.2013.vOn10p%25p

Koys, D. J. & DeCotiis, T. A. (1991). Inductive measures of psychological climate.
Human  Relation, 44(3), 265-285. https://doi.org/10.1177%2F001872
679104400304

Krot, K., & Lewicka, D. (2013). The market orientation as a key dimension of
innovation culture-study of Polish lingerie company. International Journal of
e-Education, e-Business, e-Management and e-Learning, 3(2), 79.
https://doi.org/10.7763/IJEEEE.2013.V3.197

Kumar, R. (2011). Research methodology a step-by-step guide for beginners. 31
Edition. Sage, New Delhi.

Kuratko, D. F. & Hodgetts, R. M. (2004). Entrepreneurship: Theory, process,
practice. Mason, Ohio: Thomson South Western.

Kusumawardhani, A., McCarthy, G., & Perera, N. (2012). Autonomy and
innovativeness: Understanding their relationships with the performance of
Indonesian SMEs, The ACERE-DIANA International Entrepreneurship
Conference University of Wollongong, Fremantle, Western Australia, 1-16.

Laforet, S. (2016). Effects of organizational culture on organizational innovation
performance in family firms. Journal of Small Business and Enterprise
Development, 23(2), 379-407. https://doi.org/10.1108/JSBED-02-2015-0020

Lahaut, V. M., Jansen, H. A., van de Mheen, D., Garretsen, H. F., Verdurmen, J. E.,
& Van Dijk, A. (2003). Estimating non-response bias in a survey on alcohol

consumption: Comparison of response waves. Alcohol and Alcoholism, 38(2),
128-134. https://doi.org/10.1093/alcalc/agg044

Lalitsasivimol, W. (2014). Learning organization, organizational innovativeness and
the performance of small and medium enterprise in Bangkok, Thailand.
Doctor of Business Administration, Othman Yeop Abdullah Graduate School
of Business, Universiti Utara Malaysia.

Laursen, K., & Salter, A. (2006). Open for innovation: The role of openness in
explaining innovation performance among UK manufacturing firms. Strategic
management journal, 27(2), 131-150. https://doi.org/10.1002/smj.507

Lavrakas, P. J.(2008). Encyclopedia of survey research methods. Encyclopedias.
Edited, V.1&2, A sage reference publication.

Lawson, B., & Samson, D. (2001). Developing innovation capability in
organisations: a dynamic capabilities approach. International journal of
innovation management, 5(03), 377-400. https://doi.org/10.1142/S13639
19601000427

171



Leekpai, P., Jaroenwisan, K., Trichan, C. & Jirakiattikul, S. (2014). Innovativeness
of hotel business in southern Thailand. Journal of Management Science.
31(1), 69-95.

Lendel, V. & Varmus, M. (2011). Creation and implementation of the innovation
strategy in the enterprise. Economics and Management, 16(1), 819-825.
https://www.academia.edu/download/50149932/1 Lendel Varmus
2011.pdf

Leonidou, L.C., Leonidou, C.N., Fotiadis, T.A. & Zeriti, A. (2013). Resource and
capabilities as drivers of hotel environmental marketing strategy: Implications

for competitive advantage and performance. Tourism Management, 35(1), 94-
110. https://doi.org/10.1016/j.tourman.2012.06.003

Li D. Y., & Liu, J. (2014). Dynamic capabilities, environmental dynamism, and
competitive advantage: Evidence from China. Journal of Business Research,
67(1), 2793-2799. https://doi.org/10.1016/j.jbusres.2012.08.007

Lightfoot, H. W., & Gebauer, H. (2011). Exploring the alignment between service
strategy and service innovation. Journal of Service Management, 22(5), 664-
683. https://doi.org/10.1108/09564231111175004

Likert, R. (1932). A technique for the measurement of attitudes. Archives of
psychology, 140(1), 1-55.

Lin C, Y-Y. & Liu, F-C., (2012). A cross-level analysis of organizational creativity
climate and perceived innovation The mediating effect of work motivation
ethical climate. European Journal of Innovation Management, 15(1), 55-76.
https://doi.org/10.1108/14601061211192834

Lin, Y. & Wu, L. - Y. (2014). Exploring the role of dynamic capabilities in firm
performance under the resource-based view framework. Journal of Business
Research, 67(2014), 407-413. https://doi.org/10.1016/j.jbusres.2012.12.019

Lineback, J.F. & Thompson, K.J. (2010). Conducting nonresponse bias analysis for
business surveys. Section on Government Statistics-JSM, 317-331.
http://www.asasrms.org/Proceedings/y2010/Files/306113 55883.pdf

Ling, Y.H & Hong, L. (2010). The influence for intellectual capital on
organizational performance: The mediation effect of intellectual capital

management strategy. Human Resource Management Student Newspaper,
10(1), 1-27. https://doi.org/10.4236/cn.2017.91001

Litwin, G. H. & Stringer, R. A. (1968). Motivation and Organizational climate.
Boston: Harvard University Press.

Liu, S. (2013). The role of service innovativeness in the relationship between market
orientation and innovative performance: Moderator or mediator?. The Service
Industries Journal, 33(1), 51-71. https://doi.org/10.1080/02642069.2011.59
6931

172



Lucas, M.T and Kirillova, O.M. (2011). Reconciling the resource-based and
competitive positioning perspectives on manufacturing flexibility. Journal of
Manufacturing Technology Management, 22(2), 189-203.
https://doi.org/10.1108/17410381111102216

Lumpkin, G.T. & Dess, G.G. (1996). Clarifying the entreprencurial orientation
construct and linking it to performance. The Academy of Management
Review, 21(1), 135-172. https://doi.org/10.2307/258632

Lunkam, P. (2018, March 7). Trend of industrial/business 2018 - 2020: Hotel
business. Krunsri Bank Research. Retrieved from https://www.krungsri.com
/bank/getmedia/9027bab8-d979-4128-9113-f2144415dab1/10_Hotel 2017
TH.aspx

Lynch, P., Walsh, M.M. & Harrington. (2010). Defining and dimensionalizing
organizational innovativeness. International CHRIE Conference-Refereed
Track, University of Massachusetts, 1-17. http://service.nso.go.th/nso/
nsopublish/themes/files/questRep55.pdf

Malina, M. A., & Selto, F. H. (2001). Communicating and controlling strategy: an
empirical study of the effectiveness of the balanced scorecard. Journal of
management accounting research, 13(1), 47-90. https://doi.org/10.2139
/sstn.278939

Manning, M., Shacklock, A., Bell, N., & Manning, R. (2012). Organizational climate
and service climate in tourism and hospitality: A review. The Journal of New
Business Ideas <& Trends, 10(2), 1-18. https://www.researchgate.net/
profile/Arthur-Shacklock/publication/258511304 Organizational Climate
_and Service Climate in Tourism and Hospitality A Review/links/0c960
5286ec20e4d3c000000/Organizational-Climate-and-Service-Climate-in-
Tourism-and-Hospitality-A-Review.pdf

Matinaro, V., & Liu, Y. (2017). Towards increased innovativeness and sustainability
through organizational culture: A case study of a Finnish construction
business. Journal of cleaner  production, 142(1), 3184-3193.
https://doi.org/10.1016/j.jclepro.2016.10.151

Miron, E., Erez, M., & Naveh, E. (2004). Do personal characteristics and cultural
values that promote innovation, quality, and efficiency compete or

complement each other?. Journal of organizational behavior, 25(2), 175-199.
https://doi.org/10.1002/job.237

Martins, E. C., & Terblanche, F. (2003). Building organisational culture that
stimulates creativity and innovation. European journal of innovation
management. 6(1), 64-74. https://doi.org/10.1108/14601060310456337

Martin-Rios, C., & Ciobanu, T. (2019). Hospitality innovation strategies: An analysis
of success factors and challenges. Tourism Management, 70(1), 218-229.
https://doi.org/10.1016/j.tourman.2018.08.018

Mohammadi, B. (2016). Empowerment climate, supervisory support for creativity
and work role performance in new product development settings: A team

173



level investigation(Doctoral dissertation, Queensland University of
Technology).

Moingeon, B. Ramanantsoa, B. Metais, E. & Orton, J.D. (1998). Another look at
strategy-sructure  relationshipls: The resource-based view. FEuropean
Management Journal, 16(3), 297-305. https://doi.org/10.1016/S0263-
2373(98)00006-1

Namburi, N. (2013). Causal factors influencing innovation management and firm
performance of the Thai palm oil mills and refinery industry (doctoral
dissertation). Ramkhamhaeng University, Thailand.

Nhepera, N., & Onojaefe, D. P. (2019). An examination of the importance of hotel
innovation on guest loyalty in Cape Town, South Africa.
OECONOMICA.15(2), 70-81. http://digitalknowledge.cput.ac.za/bitstream
/11189/7021/1/Nhepera%2C%20N%20%26%200nojaefe%2C%20D.P. Gra
duate%20Centre%20for%20Management 2019.pdf.pdf

Nicolau, J. L., & Santa-Maria, M. J. (2013). The effect of innovation on hotel market

value. International Journal of Hospitality Management, 32(10, 71-79.
https://doi.org/10.1016/5.jhm.2012.04.005

Nieves, J., & Segarra-Ciprés, M. (2015). Management innovation in the hotel
industry. Tourism  Management, 46(1), 51-58. https://doi.org/10.1016/;.
tourman.2014.06.002

Nieves, J., Quintana, A. & Osorio, J. (2015). Organizational knowledge, dynamic
capabilities and innovation in the hotel industry. Tourism and Hospitality
Research, 1-14. https://do1.org/10.1177%2F1467358415600208

Nikpour, A. (2017). The impact of organizational culture on organizational
performance: The mediating role of employee‘s organizational commitment.
International  Journal of Organizational Leadership, 6(1), 65-72.
https://ijol.cikd.ca/article 60432 9a9a6611a397719a068702bb17be5460.pdf

Niven, P. R. (2002). Balanced scorecard step-by-step: Maximizing performance and
maintaining results. John Wiley & Sons.

North, D. & Smallbone, D. (2000). The innovativeness and growth of rural SMEs
during the 1990s. Regional Studies, 34(2), 145 - 157. https://doi.org/10.1080/
00343400050006069

Norton, D. P., & Kaplan, R. (1999). The Balanced Scorecard: translating strategy
into action. London, UK: Institute for International Research.

Nuansate, S. (2016). Synergistic Effect of responsive, proactive market orientation
and organizational culture and its impact on hotel overall business
performance in Thailand. Doctor of Philosophy Universiti Utara Malaysia.

Nybakk, E. & Jenssen, J.I. (2012). Innovation strategy, working climate, and
financial performance in traditional manufacturing firms: An empirical

174



analysis. International Journal of innovation management. 16(2), 1-26.
https://doi.org/10.1142/S1363919611003374

Nybakk, E., Crespell, P. & Hansen, E. (2011). Climate for innovation and innovation
strategy as drivers for success in the wood industry: Moderation effects of
firm size, industry sector, and country of operation. Silva Fennica 45(3), 415—
430. https://doi.org/10.14214/SF.110

O‘Cass, A. and Ngo, L.V. (2007). Market orientation versus innovation culture: Two

routes to superior brand performance. European Journal of Marketing,
41(7/8), 868-887. https://doi.org/10.1108/03090560710752438

Office of The National Economics(2018, November 10). Thai economy in the second
quarter of 2016 and the 2016 outlook. http://www.nesdb.go.th/ewt w3c
/ewt_news.php?nid=7870&filename=

Oke,A. (2007). Innovation types and innovation management practices in service
companies. International Journal of Operations & Production Management,
27(6), 564-587. https://doi.org/10.1108/01443570710750268

Omerzel, D.G. (2015). Innovativeness in tourism: Model development. Procedia
Economics and Finance, 23(1), 750-756. https://doi.org/10.1016/S2212-
5671(15)00550-X

Onag, A. O., Tepeci, M., & Basalp, A. A. (2014). Organizational learning capability
and its impact on firm innovativeness. Procedia-Social and Behavioral
Sciences, 150(1), 708-717. https://doi.org/10.1016/j.sbspro.2014.09.029

Onruang, K., Charpavang, C. & Sananearmengthaisong, M. (2013). Relationships
between modern organizational strategy management and competitive
advantage of hotels businesses in Thailand. Journal of Human and Social
Science Mahasarakham University, 32(6), 150-161.

Onwumere, J., & Ozioma-Eleodinmuo, P. (2015). Enhancing innovativeness among
small and medium scale (smes) leather enterprises to boost performance in

Abia State, Nigeria. International Journal of Community and Cooperative
Studies, 3(1), 1- 44.

Ooncharoen, N. & Ussahawanitchakit, P. (2011). Hotel businesses in Thailand: An
inductive approach. International Journal of Strategic Management and
International Academy of Business and Economy, 11(3), 84-95.

O'Sullivan, D. & Dooley, L. (2009). Applied Innovation. SAGE Publications, Inc.

Ovretveit, J. (1995). Team decision-making. Journal of Interprofessional Care, 9(1),
41-51. https://doi.org/10.3109/13561829509010448

Pallant, J. (2005). SPSS survival mannual: A step by step guide to using SPSS for
windows (version 12). New South Wales, Australia: Allen & Unwin.

175



Paolo, J.G. (2014). Competitiveness and sustainability of the hotel industry: The case
of hotels in Pampanga. Business Management and Strategy, 5(1), 115-127.
https://doi.org/10.5296/BMS.V5I11.5772

Pasunon, P. (2015). Validity of questionnaire for social science research. Journal of
Social Sciences Srinakharinwirot University, 18(January-December), 375-
396.

Patterson, M., Warr, P., & West, M. (2004). Organizational climate and company
productivity: The role of employee affect and employee level. Journal of
occupational  and  organizational  psychology,  77(2), 193-216.
https://doi.org/10.1348/096317904774202144

Penin, J. (2008). More open than open innovation? rethinking the concept of
openness in innovation studies. Bureau d’Economie Théorique et Appliquée,
Working Paper, 18(33), 1-20. https://core.ac.uk/download/pdf/6857542.pdf

Pikkemaat, B., & Peters, M. (2006). Towards the measurement of innovation—A
pilot study in the small and medium sized hotel industry. Journal of Quality
Assurance in Hospitality & Tourism, 6(3-4), 89-112. https://doi.org/
10.1300/J162v06n03 06

Pimpan, S., Jhundra-indra, P. & Raksong, S. (2018). Dynamic service innovation
strategy and firm profitability: Empirical evidence from hotel business in
Thailand. ASEAN Journal of Management & Innovation 5(10, 76-87.
https://doi.org/10.14456/ajmi.2018.6

Pivcevic, S. & Pranicevic, G.G. (2012). Innovation activity in the hotel sector-the
case of Croatia. Economic Research - Ekonomska Istrazivanja, 25(1), 337-
363. https://doi.org/10.1080/1331677X.2012.11517568

Pnevmatikoudi, K., & Stavrinoudis, T. (2016). Classification of hotel performance
measurement indicators presented il international scientific
research. European  Journal of  Tourism  Research, 12(1), 82-98.
https://ejtr.vumk.eu/index.php/about/article/download/214/217

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: A critical review of the literature and
recommended remedies. Journal of Applied Psychology, 88(5), 879-903.
https://doi.org/10.1037/0021-9010.88.5.879

Polit, D. F., & Beck, C. T. (2006). The content validity index: Are you sure you
know what's being reported? Critique and recommendations. Research in
nursing & health, 29(5), 489-497. https://doi.org/10.1002/nur.20147

Popa, B. M. (2011). The relationship between performance and organizational
climate. Journal of Defense Resources Management (JoDRM), 2(2), 137-142.
https://gmdconsulting.eu/nykerk/wp-content/uploads/2019/06/Burke-Litwin-
_-perf-and-change.pdf

176



Popa, I. L., Preda, G., & Boldea, M. (2010). A theoretical approach of the concept of
innovation. Managerial Challenges of the Contemporary Society, 1(1), 151-
156.

Porter, M.LE. & Ketels, C. (2003). UK competitiveness.: Moving to the next stage, DTI
Economics Paper No.3.

Prachachartbusiness, (2018, November 28). Dispose of Hotel Chiang Mai - Phuket
Toxic tour of China, hard-hitting, oversupply rooms. https://www.prachachat.
net/property/news-256684

Pritchard, R.D. & Karasick, B.W. (1973). The effects of organizational climate on
managerial job performance and job satisfaction. Organizational Behavior
and Human Performance, 9(1), 126-146. https://doi.org/10.1016/0030-
5073(73)90042-1

Pullen, A., Weerd-Nederhof, P.C., Groen, A.J. & Fisscher, O.A.M. (2012). SME
network characteristics vs. product innovativeness: How to achieve high
innovation performancecaim. Creativity and Innovation Management, 21(2),
130-146. https://doi.org/10.14264/uql.2015.929

Puri, R K. & Bharti, V. (2015). Effects of organizational culture on innovation: An
empirical investigation in software industries (hypothesis development a
review). International Journal in Management and Social Science, 3(2), 56-
71. https://doi.org/10.1504/1JPQM.2018.10010594

Putter, L. (2010). Organizational climate and performance:'The relation between
organizational climate and performance and an investigation of the
antecedents of organizational climate'. Graduation thesis Master of Science in
Management of Technology, Delft Univerisity of Technology.

Quesado, P. R., Aibar Guzméan, B., & Lima Rodrigues, L. (2018). Advantages and
contributions in the balanced scorecard implementation. Intangible capital,
14(1), 186-201. https://upcommons.upc.edu/bitstream/handle/2117/116448
/1110-4916-1-PB.pdf

Quinn, R.E. & McGrath, M.R. (1985). Transformation of organizational culture: A
competing values perspective in organizational culture. Sage Publications,
Inc., Beverly Hill, CA.

Qureshi, T. M., Dar, I., & Khan, M. A. (2008). Innovation management: Types,
management practices and innovation performance in services industry of
developing economies. Communications of the IBIMA, 1(19), 159-173.
http://ibimapublishing.com/wp-content/uploads/articles/CIBIMA/2008
/179536/179536.pdf

Radu, E., & Vasile, D. C. (2007). Innovation in the hospitality industry. Academy of
Economic Studies. Bucharest, 235 - 238.

Rahimi, R. & Gunlu, E. (2015). Implementing customer relationship management
(CRM) in hotel industry from organizational culture perspective case of a

177


https://www.prachachat/

chain hotel in the UK. International Journal of Contemporary Hospitality
Management, 28(1), 89-112. https://doi.org/10.1108/IJCHM-04-2014-0176

Ramayah, T., Cheah, J., Chuah, F., Ting, H., & Memon, M. A. (2018). Partial least
squares structural equation modeling (PLS-SEM) using smartPLS 3.0. An
Updated and Practical Guide to Statistical Analysis, Pearson, Singapore.

Ray, G., Barney, J. B., & Muhanna, W. A. (2004). Capabilities, business processes,
and competitive advantage: Choosing the dependent variable in empirical
tests of the resource-based view. Strategic management journal, 25(1), 23-37.
https://www.academia.edu/download/46228419/smj.36620160604-4841-
eSbknp.pdf

Razavi, S. H., & Attarnezhad, O. (2013). Management of organizational
innovation. International Journal of Business and Social Science, 4(1), 226-
232. https://ijbssnet.com/journals/Vol 4 No 1 January 2013/26.pdf

Rhee, J., Park, T & Lee, D.H. (2010). Drivers of innovativeness and performance for
innovative SMEs in South Korea: Mediation of learning orientation.
Technovation, 30(1), 65-75. https://doi.org/10.1016/j.technovation.2009.
04.008

Roberts, N., & Grover, V. (2012). Investigating firm's customer agility and firm
performance: The importance of aligning sense and respond capabilities.
Journal of Business Research, 65(5), 579-585. https://doi.org/10.1016/
J-jbusres.2011.02.009

Rodriguez, J.A. & Wiengarten, F. (2016). The role of process innovativeness in the
development of environmental innovativeness capability. Journal of Cleaner
Production, 142(4), 2423-2434. https://doi.org/10.1016/j.jclepro.2016.11.033

Rosli, M.M. & Sidek, S. (2013). The impact of innovation on the performance of
small and medium manufacturing enterprises: Evidence from Malaysia.

Journal of Innovation Management in Small & Medium Enterprise,
2013(2013), 1-16. https://doi.org/10.5171/2013.885666

Rutherford, M. W., & Holt, D. T. (2007). Corporate entrepreneurship: An empirical
look at the innovativeness dimension and its antecedents. Journal of
Organizational Change, 20(3), 429-446. https://doi.org/10.1108/0953481
0710740227

Ruvio, A. A., Shoham, A., Vigoda-Gadot, E. & Schwabsky, N. (2014).
Organizational innovativeness: Construct development and cross-cultural
validation. J Prod Innov Manag, 31(1), 1004-1022. https://doi.org/10.1111/
jpim.12141

Rylkova, Z. & Antonova, B. (2013). Measurement of innovation in the Czech
Republic. Journal of Innovation & Business Best Practice. 2013(2013) 1-11.
https://doi.org/10.5171/2013.119574

Ryu, H.S., Lee, J.N. & Choi, B. (2015). Alignment between service innovation
strategy and business strategy and its effect on firm performance: An

178



empirical investigation. /[EEE Transactions on Engineering Management,
62(1), 100-113. https://doi.org/10.1109/TEM.2014.2362765

Sainaghi, R., Phillips, P., & Corti, V. (2013). Measuring hotel performance: Using a
balanced scorecard perspectives® approach. International Journal of
Hospitality Management, 34(1), 150-159. https://doi.org/10.1016/j.ijhm.2013.
02.008

Salem, I. E. B. (2014). Toward better understanding of knowledge management:
Correlation to hotel performance and innovation in five-star chain hotels in
Egypt. Tourism and Hospitality Research, 14(4), 176-196. https://doi.org/
10.1177/1467358414542265

Salkind, N. J. (2018). Exploring research. Upper Saddle River, NJ: Pearson Prentice
Hall.

Salomo, S., Talke, K., & Strecker, N. (2008). Innovation field orientation and its
effect on innovativeness and firm performance. Journal of product innovation
management, 25(6), 560-576. https://doi.org/10.1111/j.1540-5885.2008.
00322.x

Sandvik, I. L., & Sandvik, K. (2003). The impact of market orientation on product
innovativeness and business performance. International journal of Research
in Marketing, 20(4), 355-376. https://doi.org/10.1016/].ijresmar.2003.02.002

Sangkaew, N. and Phucharoen, C. (2018). The Performance Analysis of Hotels in
Various Destinations Across Thailand. Chulalongkorn Business Review,
40(157), July-September, 49-78.

Sankowska, A. (2016). How organizational trust affects the market position: The
mediating role of innovativeness and operational efficiency. Empirical
Results.  innovar, 26(61), 9-24. https://doi.org/10.15446/innovar.v2
6n61.57117

Santoro, G. (2015). Evaluating performance in the hotel industry: An empirical
analysis of Piedmont. Journal of Investment and Management, 4(1-1), 17-22.
https://vtechworks.lib.vt.edu/bitstream/handle/10919/85572/Evaluating%20p
erformance%20in%20the%20hotel%20industry.pdf?sequence=2

Sattayaraksa, T., & Boon-itt, S. (2016). CEO transformational leadership and the
new product development process: The mediating roles of organizational

learning and innovation culture. Leadership & Organization Development
Journal, 37(6), 730-749. https://doi.org/10.1108/LODJ-10-2014-0197

Sax, L.J., Gilmartin, S.K. & Bryant A. N. (2003). Assessing response rates and
nonresponse bias in web and paper surveys. Research in Higher Education,
44(4), 409-432. https://doi.org/10.1023/A:1024232915870

Schein, E. H. (1990). Organizational culture: What it is and how to change it.

In Human resource management in international firms (pp. 56-82). Palgrave
Macmillan, London.

179



Schneider, B., Brief, A. P., & Guzzo, R. A. (1996). Creating a climate and culture for
sustainable organizational change. Organizational dynamics, 24(4), 7-19.
https://doi.org/10.1016/S0090-2616(96)90010-8

Schneider, B., Ehrhart, M. G., & Macey, W. H. (2013). Organizational climate and
culture. Annual review of  psychology, 64(1), 361-388.
https://doi.org/10.1146/annurev-psych-113011-143809

Scholastica, U. & Maurice, U. (2013). The relationship between market orientation
firm, innovativeness and business performance of companies in Nigeria.
International Journal of Asian Social Science, 3(11), 2350-2362.
https://archive.aessweb.com/index.php/5007/article/download/2586/3929

Schumpeter, J. A. The theory of economic development. Cambridge, Mass.: Harvard
University Press, 1934.

Sekaran, U. and Bougie R. (2009). Research Method for Business:A Skill Building
Approach.Tth edition, Wiley Publishers.

Shahzad, F. (2014). Impact of organizational culture on employees* job performance:
An empirical study of software houses in Pakistan. International Journal of
Commerce and Management, 24(3), 219-227. https://doi.org/10.1108/1JCo
MA-07-2012-0046

Shanker, R., Bhanugopan, R., van der Heijden, B. I. J. M., & Farrell, M. (2017).
Organizational climate for innovation and organizational performance: The
mediating effect of innovative work behavior. Journal of Vocational
Behavior, 100(1), 67-77. https://doi.org/10.1016/;.jvb.2017.02.004

Skerlvaj, M. Song, J.H. Lee, Y. (2010). Organizational learning culture, innovative

culture and innovations in South Korean firms. Expert Systems with
Applications, 37(1), 6390-6403. https://doi.org/10.1016/j.ausm;.2013.04.0

Sok, P., O'Cass, A. & Sok, K.M. (2013). Achieving superior SME performance:
Overarching role of marketing, innovation, and learning capabilities.
Australasian Marketing Journal, 21(1), 161-167. https://doi.org/10.1016
/j.ausmj.2013.04.001

Soltani, I., Damirchi, Q, V. & Darban, M.Z. (2011). Organizational culture and
organizational innovation. Arabian Journal of Business and Management

Review, 1(4), 1-7. https://citeseerx.ist.psu.edu/viewdoc/download?doi=
10.1.1.1067.2505&rep=rep 1 &type=pdf

Sreejesh, S., Mitra, A & Sahoo, D. (2014). The impact of customer‘s perceived
service innovativeness on image congruence, satisfaction and behavioral
outcomes. Journal of Hospitality and Tourism Technology, 6(3), 288-310.
https://doi.org/10.1108/JHTT-10-2014-0061

Stopl, S., & Smith, S. C. (1995). Transforming School Culture: Stories, Symbols,

Values and the Leader's Role. ERIC Document Reproduction Service No.
ED, 386, 783. https://files.eric.ed.gov/fulltext/ED386783.pdf

180



Stowe, C. R., & Grider, D. (2014). Strategies for advancing organizational
innovation. Journal of Management and Marketing Research, 15(1), 1-17.

Strecker, N. (2009). Literature review. In Innovation strategy and firm
performance (pp. 11-67). Gabler.

Su, Z., Ahlstrom, D., Li, J., & Cheng, D. (2013). Knowledge creation capability,
absorptive capacity, and product innovativeness. R&D Management, 43(5),
473-485. https://doi.org/10.1111/radm.12033

Subramaniam, R. (2005). A multivariate study of the relationship between
organizational learning, organizational innovation and organizational climate
in the Australian hotel industry (unpublished doctoral dissertation).
Swinburne University of Technology, Australia.

Subramanian, A. & Nilakanta, S. (1996). Organizational innovativeness: Exploring
the relationship between organizational determinants of innovation, types of
innovations, and measures of organizational performance. Omega, Int. J.
Mgmt Sci., 24(6), 631-647. https://doi.org/ 10.1016/S0305-0483(96)00031-X

Sun, S. & Lu, W. Evaluating the performance of the Taiwanese hotel industry using
a weight slacks-based measure. Asia-Pacific Journal of Operational
Research, 22(4), 487-512. https://doi.org/ 10.1142/S0217595905000595

Suriyathanin,W. (2015). Service sector new driving force of Thailand economic.
https://www.bot.or.th/Thai/ResearchAndPublications/DocLib /article28
04 58.pdf

Suttipun, M., Srirat, T., Samang, N., Manae, N., & Maithong, A. (2018). The
Influences of Corporate Social Responsibility on Firm Performance Measured
by Balanced Scorecard: An Evidence of Hotel in Thailand's Southern Border
Provinces. ABAC ODI Journal Vision. Action. Outcome, 5(2), 97-113.

Tajeddini, K. (2011). The effects of innovativeness on effectiveness and efficiency.
Education, Business and Society: Contemporary Middle Eastern Issues, 4(1),
6-18. https://doi.org/10.1108/17537981111111238

Talke, K., Salomo, S., & Kock, A. (2011). Top management team diversity and
strategic innovation orientation: The relationship and consequences for
innovativeness and performance. Journal of Product Innovation
Management, 28(6), 819-832. https://doi.org/10.1111/5.1540-
5885.2011.00851.x

Tang, T. W., Wang, M. C. H., & Tang, Y. Y. (2015). Developing service innovation
capability in the hotel industry. Service Business, 9(1), 97-113.
https://doi.org/10.1007/s11628-013-0220-z

Tanomkieatipume, S. (2018,February, 26). The hotel of Thailand facing highly
competitive. Prachachat online. Available from https://www.prachachat.net/
tourism /news-122784

181



Tastan, S. B., & Davoudi, S. M. M. (2017). The relationship between organisational
climate and organisational innovativeness: testing the moderating effect of
individual values of power and achievement. International Journal of
Business Innovation and Research, 12(4), 465-483. https://doi.org/10.1504/
[JBIR.2017.10003335

Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic
management.  Strategic =~ management  journal, 18(7),  509-533.
https://doi.org/10.1002/(SICI)1097-0266(199708)18:7%3C509::AID-
SMJ882%3E3.0.CO;2-Z

Teece, D., & Pisano, G. (1994). The dynamic capabilities of firms: An introduction.
Industrial and corporate change, 3(3), 537-556. https://doi.org/10.1093/icc/
3.3.537-a

Terziovski, M. (2010). Innovation practice and its performance implications in small
and medium enterprises (SMEs) in the manufacturing sector: A resource-
based view. Strategic = Management  Journal,  31(1), 892-902.
https://doi.org/10.1002/sm;.841

Tespong, M. (2018).0Organizational Culture, Working Environment and Motivation
Affecting Service Quality and Room Division Personnel‘s Loyalty of Hotels
in Bangkok. Journal of Thai Hospitality and Tourism.12(2), 57-70.
https://s004.tci-thaijo.org/index. php/tourismtaat/article/download/102329/
79191

Thornhill, A., Saunders, M., & Lewis, P. (2009). Research methods for business
students. Essex: Pearson Education Ltd.

Thrassou, A. & Vrontis, D. (2009). A new consumer relationship model: The
marketing communications application. Journal of Promotion Management.
14(4), 499-521. https://doi.org/10.1080/10496490903281270

Tidd, J., & Bessant, J. & Pavitt, K. (2005). Managing innovation integrating

technological, market and organizational change. 3™, Chichester: John
Wiley & Sons, Ltd.

Tourism Authority of Thailand, (2019, October 20). Amazing Thailand year 2018.
https://thai.tourismthailand.org.

Treece, E. W., & Treece, J. W. (1982). Elements of research in nursing (3" ed.). St.
Louis, MO:Mosby.

Trott, P. (1998). Innovation management & new product development. Financial
Times/Prentice-Hall: London.

Tseng, C. Y., & Pai, D. C. (2008). A comparison of the effects of traditional
production factors and sources of innovation on KIBS'performance: An
empirical study of taiwanese IC design firms. International Journal of
Services Technology and Management, 10(2-4), 318-329. https://doi.org/
10.1504/1JSTM.2008.022125

182



Tseng, C. Y., Kuo, H. Y., & Chou, S. S. (2008). Configuration of innovation and
performance in the service industry: Evidence from the Taiwanese hotel
industry.  The  Service  Industries  Journal,  28(7), 1015-1028.
https://doi.org/10.1080/02642060701882080

Tseng, S. M. (2010). The correlation between organizational culture and knowledge

conversion on  corporate  performance. Journal  of  knowledge
management, 14(2), 269-284. https://doi.org/10.1108/13673271011032409

Tutar, H., Nart, S. & Bingol, D. (2015). The effects of strategic orientations on
innovation capabilities and market performance: The case of ASEM.
Procedia - Social and Behavioral Sciences, 207(1), 709-719.
https://doi.org/10.1016/j.sbspro.2015.10.144

Uslu, T., Biilbiil, I. A., & Cubuk, D. (2015). An investigation of the effects of open
leadership to organizational Innovativeness and corporate

entrepreneurship. Procedia-Social and Behavioral Sciences, 195(1), 1166-
1175. https://doi.org/10.1016/j.sbspro.2015.06.169

Urbach, N., & Ahlemann, F. (2010). Structural equation modeling in information
systems research using partial least squares. JITTA: Journal of Information
Technology Theory and Application, 11(2), 5-40.
https://www.researchgate.net/profile/Nils-Urbach/publication/228467554
Structural equation modeling in information systems research using Parti
al Least Squares/links/0912f50ffa471d65t7000000/Structural-equation-
modeling-in-information-systems-research-using-Partial-Least-Squares.pdf

Uzkurt, C., Kumar, R. & Ensari, N. (2013). Assessing organaization readiness for
innovation : An exploratory study on organizational characteristics of
innovativeness. [International Journal of Innovation and Technology
Management. 10(4), 1-26. https://doi.org/10.1142/S0219877013500181

Uzkurt, C., Kumar, R., Kimzan, H.S. & Eminoglu, G. (2013). Role of innovation in
the relationship between organizational culture and firm performance.
European Journal of Innovation Management, 16(1), 92 - 117. https://doi.org/
10.1108/14601061311292878

Vahter, P., Love, J. H., & Roper, S. (2014). Openness and innovation performance:
Are small firms different?. Industry and Innovation, 21(7-8), 553-573.
https://doi.org/10.1080/13662716.2015.1012825

Valencia, N., J. C., Sanz Valle, R., & Jiménez Jiménez, D. (2010). Organizational
culture as determinant of product innovation. European Journal of Innovation
Management, 13(4), 466-480. https://doi.org/10.1108/14601061011086294

Valencia, N.J., Jimenez-Jimenez, D. & Sanz-Valle, R. (2016). Studying the links
between organizational culture, innovation, and performance in Spanish
companies. Revista Latinoamericana de Psicologia, 48(1), 30-41.
https://doi.org/10.1016/j.rlp.2015.09.009

Vicente, M., Seabra, C., Abrantes, J. L., & Teixeira, M. S. (2015). Dynamic and
operational capabilities for innovation: Their influence on export market

183



effectiveness. The Macrotheme Review, 4(6), 1-13. https://repositorio.ipv.pt/
bitstream/10400.19/4303/1/ARTIGOMACROTHEME2015.pdf

Villar, C., Pla-Barber, J., & Ledn-Darder, F. (2012). Service characteristics as
moderators of the entry mode choice: Empirical evidence in the hotel
industry. The Service Industries Journal, 32(7), 1137-1148.
https://doi.org/10.1080/02642069.2012.662497

Vincent, L., Bharadaj, S., and Challagalla, G. (2003). Does innovation mediate firm
performance?: A meta-analysis of determinants and consequences of
organizational innovation. 1-34.  https://smartech.gatech.edu/bitstream/
handle/1853/10731/gt_tiger does_innovation.pdf;sequence=1

Vong, L. T. N., Ngan, H. F. B., & Lo, P. C. P. (2018). Does organizational climate
moderate the relationship between job stress and intent to stay?. Journal of

Chinese Human Resource Management, 9(1), 2-20.
https://doi.org/10.1108/JCHRM-09-2017-0022

Voorhees, C. M., Brady, M. K., Calantone, R., & Ramirez, E. (2016). Discriminant
validity testing in marketing: an analysis, causes for concern, and proposed
remedies. Journal of the Academy of Marketing Science, 44(1), 119-134.
https://doi.org/10.1007/s11747-015-0455-4

Walsh, M., Lynch, P. & Harrington, D. (2009). A proposed model of firm level
mnovativeness the small tourism firm. 7he Toursim and Hospitality Research
in Ireland Conference (THRIC), 16" - 17" June, 2009.
http://eprints.wit.ie/1342/1/A_ PROPOSED MODEL OF FIRM LEVEL IN
NOVATIVENESS THE SMALL TOURISM_FIRM - RIKON_Group.pdf

Walsh, M., Lynch, P. & Harrington, D. (2011). A capability-based framework for
tourism innovativeness. [rish Journal of Management, 31(1), 21-41.
http://repository.wit.ie/1552/1/A_Capability Based Framework for Tourism
_Innovativeness.pdf

Wang, C.L. & Ahmed, P.K. (2004). Culture and climate for innovation. European
Journal of Innovation Management, 1(1), 30-43. https://doi.org/10.1108/
14601 069810199131

Wang, C.L. & Ahmed, P.K. (2007). Dynamic capabilities: A review and research
agenda dynamic capabilities: A review and research agenda. International
Journal of Management Reviews, 9(1), 31-51. https://doi.org/10.1111/}.1468-
2370.2007.00201.x

Wang, G.L. (2012). A study of how the organizational culture of international tourist
hotels affects organizational performance: Using intellectual capital as the
mediating variable. The Journal of Global Business Management, 8(1), 189-
201. http://www.jgbm.org/page/26%20Gao-Liang%20Wang.pdf

Warrick, D. D. (2017). What leaders need to know about organizational culture.
Business Horizons, 60(3), 395-404. https://www.middlerock.com/s/HBR-
What-Leaders-Need-to-Know-about-Organizational-Culture. PDF

184



Wei, Y. S., & Wang, Q. (2011). Making sense of a market information system for
superior performance: The roles of organizational responsiveness and
innovation strategy. Industrial Marketing Management, 40(2), 267-277.
https://doi.org/10.1016/j.indmarman.2010.06.039

Wernerfelt, B. (1984). A resource-based view of the firm. Strategic Management
Journal, 5(2), 171-180. https://doi.org/10.1002/smj.4250050207

Wernerfelt, B. (1995). The resource-based view of the firm: Ten years
after. Strategic management journal, 16(3), 171-174. https://doi.org/10.1016/
S014 9- 2063(01)00114-3

Winter, S. G. (2003). Understanding dynamic capabilities. Strategic Management
Journal, 24(10), 991-995. http://dx.doi.org/10.1002/smj.318

Wongchiang, A. & Kemthong, S. (2012). An approach of increasing the efficiency of
medium and small sized hotel business in Hua-Hin district, Prachabkhirikhan
province. Modern Management Journal, 10(1), 107-118.

World Economic Forum, (2019, November, 11). The travel & tourism

competitiveness report 2017. http://www3.weforum.org/docs/
WEF_TTCR 2019.pdf

Wu, S. 1., & Lu, C. L. (2012). The relationship between CRM, RM, and business
performance: A study of the hotel industry in Taiwan. International Journal
of Hospitality Management, 31(1), 276-285. https://doi.org/10.1016/j.ijhm.
2011.06.012

Yaghmaie, F. (2003). Content validity and its estimation. Journal of Medical
Education, 3(1), 25-27. https://doi.org/10.22037/jme.v311.870.

Yesil, S. & Kaya, A. (2012). The role of organisational culture on innovation
capability: Empirical study. International Journal of Innovation Technology
and Business Management, 6(1), 11-25.

Yilmaz, C. & Ergun, E. (2008). Organizational culture and firm effectiveness: An
examination of relative effects of culture traits and the balanced culture
hypothesis in an emerging economy. Journal of World Business, 43(1), 290-
306. https://doi.org/10.1016/}.jwb.2008.03.019

Yuesti, A., Suardhika, I. N., & Sudja, I. N. (2018). Innovation Strategy Based on
Resource-Based Theory Perspective and its Impact on Small and Medium
Business Performance. International Journal of Sustainability, Education,
and Global Creative Economic (IJSEGCE), 1(1), 44-55. https://doi.org/
10.15520/ijcrr.v9i11.620

Zain, MM & Kassim, N.M. (2012). The influence of internal environment and
continuous improvements on firms competitiveness and performance.
International Congress on Interdisciplinary Business and Social Science
2012,  Procedia-Social —and  Behavioral Science, 65(1), 26-32.
https://doi.org/10.1016/j.sbspro.2012.11.086

185



Zehir, G., Muceldili, B, Zehir, S & Ertosun, O.G. (2012). The mediating role of firm
innovativeness on management leadership and performance relationship.
Procedia-Social and Behavioral Science, 41(1), 29-36.
https://doi.org/10.1016/j.sbspro.2012.04.004

Zheng, W., Yang, B. & McLean, G.N. (2010). Linking organizational culture,
structure, strategy, and organizational effectiveness: Mediating role of
knowledge management. Journal of Business Research, 63(1), 763-771.
https://doi.org/10.1016/j.jbusres.2009.06.005

Zirger, B.J. (1997). The influence of development experience and product

innovativeness on product outcome. Technology Analysis & Strategic
Management, 9(3), 287-297. https://doi.org/10.1080/09537329708524285

186



APPENDIX A:
SURVEY INVITATION TO PARTICIPANTE LETTER

(ENGLISH AND THAI VERSION)

Survey on the Mediating Role of Innovativeness between Innovation Strategy,
Atmosphere, Culture and Organizational Performance in Hotel Industry of
Thailand

Dear Managing Director/General Manager/ Top hotel management

My name is Thienchai Phankhong. I am a Ph.D. student in Management, School of
Business Management, College of Business at Universiti Utara Malaysia. Now, I'm
conducting a survey of my research, its title is Mediating Role of Innovativeness
between Innovation Strategy, Atmosphere, Culture and Organizational Performance
in Hotel Industry of Thailand. The research supervisors are Assoc. Prof. Dr. Lily
Julienti Bt. Abu Bakar and Dr. Donny Abdul Latief Poespowidjojo.

The research aims to examine the relationship of innovation strategy, organizational
atmosphere, organizational culture, organizational innovativeness on firm
performance in three to five star hotels in Thailand. The study further investigate the
mediating role of organizational innovativeness between four crucial variables and
organizational performance. This knowledge might assist the government and the
relevant organizations in proposing policies related to improving and developing
hospitality industry performance and will contribute for the hotel operation and
define the strategy of the hotels, and it‘s beneficial to the policy of the government to
support this sector.

I would greatly appreciate your participation in this research by completing the
enclosed questionnaire. It should require only about 15-20 minutes of your time, and
your input is most critical to the success of this research. The participant person
details and data will be kept anonymous as secret. Consequently, if you are interested
in the result of this research, please contact researcher directly. I greatly appreciate
your assistance and Thank you for your cooperation.

Your sincerely,
Mr. Thienchai Phankhong

Ph.D. student in Management
Universiti Utara Malaysia
e-mail: thienchai@hu.ac.th
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APPENDIX B:

QUESTIONNAIRE (THAI AND ENGLISH VERSION)

QUESTIONNAIRE
(suugevan)

INSTRUCTIONS:

This questionnaire consists of five sections. Please read the questions carefully
before answering them. Where appropriate for the current business, please tick (V) in
the box provided.

(muvdeunwiszneusie 5 dau NouasLUDAOUNINNIBIUMNINBENAZIDEA 991
A \/ 1 A g ' @ @ a 1
wsorng (V) lusesnmemaiimiuinzaunvaniniagiivvesgsnovesing)

Section A: Personal Backgrund (deyadiuynna)

Section B: Hotel Brackground (Yoyavoalsuisn)

Section C: Innovation Strategy (nagnsuianssy)

Section D: Organizational Atmosphere (U55810191U03095n3 )
Section E: Organizational Culture (i’wuﬁﬁimmmﬁﬂi)
Section F: Innovativeness (AWeN1159N19UIANTTY )

. . . oA J
Section H: Organizational Performance (Wams@uiiva1uunenns)

Section A: Your personal background

(YoyaarvuynnavesdnounuuaaunI)

1. Your gender L] Male [ Female
) (119) (viaga)
2. Your age group [ <30 [ 31-35
(919) L1 36-40 [ 41-50 L1 >50
3. Respondent position O ceo [ Director [ General Manager
(dwmialuesding) (Usegmmsms)  (Fewaens) (AFamam’ly)
4. How long have you worked in this hotel? years.

v A
(szeznaniinguamar uTsaws i)
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Section B: Hotel Background

(Yoyalsausa)

1. Your hotel star rating

'
A o

(Tsasudaegluszaumasguninn

2. Number of rooms
(Fruruenin)

3. Numbers of employees
(Fmauminauianug)

4. Type of ownership

(Uszamveamsiiudive)

013 star (3 an) [14 star (4 a1n) O 5 star (5 an)

an)

1 Below 100
(founi1 100 wea)
] Between 151-200

O Between 100-150
(5gm319 100 @9 150 weq)
O Between 201-250

(5zv3a 151 89 200 weq) (53m319 201 89 250 Wev)

00 More than 250
(11nn31 250 veq)

O Below 200
(founi1 200 au)
O Between 301-400
(s2n119 301 81400 an)
O Between 501-600
(szn119 501 84 600 an)
00 More than 701
(1 701 au)

[J Fully local (0 percent foreign ownership)

A
(FRerfuianuariluaung)

[J Majority local (1-49 percent foreign)
(FRerfuamngiluanlne annadeiu 1-49 wesidud)

[J Majority foreign (50-99 percent foreign ownership)
(FRerfuamngiluaudnd auarmateru 50-99 nlesidud)

(I Fully foreign (100 percent foreign)

gu gy & < ' a
(ddounanuailuauaiena)

5. Years of operation
(FmanTlvesmsduivan)
0 <10 years

(esni1 10 1)
L1 31-40 years
(30 8. 407)

L] 11-20 years
(11 82079)
L1 >40 years
(1nn11 40 7)
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O Between 201-300
(szm719 201 84 300 auw)

O Between 401-500
(szn719 401 84 500 nuw)

O Between 601-700
(szm719 601 84 700 au)

L1 21-30 years
(21 8:307)



Section C: Innovation Strategy(nagniuianssu)

INSTRUCTIONS:

Please indicate your answer by tick (V) in the box provided the appropriate number based
on the current business for measure innovation strategy of your hotel.
(nganszymnenveamiudienmsiunsoaue (\/) Tugeanmomyininzauauanindagiiuvesgsnuiolsziiiunagnt

wiAnyINUealsaus)

1 2 3 4 5
Strongly disagree Disagree Neutral Agree Strongly agree
(hifudroodnga) (hirftude) (thunan) (Winude) (iiudreodnba)
Innovation Strategy (nagniuianssu) 1/2(3|4]5

1. The hotel‘s vision or mission includes a reference to innovation.
oA onusNIvee 15T U0 19BIR T AnT T

2. The hotel‘s vision or mission includes a reference to innovation.
o oRusNIvee 15T U6 19BIR NI AnT T

3. Innovation strategy has helped the hotel to achieve its strategic
goals.
nagnsuianssnmelilswsuveunuisqihmnednagns

4. Increasing our production volume is an important measure of our
process innovation.
asvSinamssaadiunasmsfiididge s ianisunszuaumsve s

5. Innovation strategy has helped the hotel to achieve its strategic
goals.
nagnsuianssuelilsuswveuswssqihmnedinagns

6. Increasing our production volume is an important measure of our
process innovation.
miLﬁuﬂ?um!miwamL‘fJuuWI5mi171ﬁﬁtymmuﬁ’mﬂiiuﬂizmumimmm

7. Innovation strategy has helped the hotel to achieve its strategic
goals.
nagnsuianssumelilswsuveunussqihmnednagns

8. Increasing our production volume is an important measure of
our process innovation.
ﬂﬁL“ﬁllﬂ?ll1il!ﬂﬁWa@lﬁj“ln!llWI5ﬂﬁ17]ﬁ“‘:l’muleﬂﬂufﬂﬂiiuﬂi%ﬂ')uﬂ1ﬁ]ﬂﬂﬁ1

9. Improving administrative routines is seen as part of our
innovation strategy.
maviamihidimstediunagniuianssuvean
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Section D: Organizational Atmosphere (vssenmavesesans)

INSTRUCTIONS:

Please indicate your answer by tick (V) in the box provided the appropriate number based
on the current business for measure organizational atmosphere of your hotel.
(nganszymnenveamiudienmsiunsoaue (\/) Tugesnuneay iz auauanmilapinvesgsnuiol szdiuussons

voal551)

1 2 3 4 5
Strongly disagree Disagree Neutral Agree Strongly agree
(hifudroodnga) (hirftude) (thunan) (Winudae) (iiudrvodnba)

Organizational Atmosphere (usseimavesesins) 213 | 4
10. Company management is open, supportive, and considerate.

A o Ao Ao A v o o 2 2 g
ﬂ']i‘Uiﬂ'ﬁﬂﬂﬂ']i‘U'iH“l/‘liJﬁﬂBmﬁfLﬂﬂmﬂ "lwmiﬁuumgu HasATUIINNDU

11.

Co-workers are trusting, friendly and co-operative.
A ' Y A 3 a v ' A
LW@HETJNQ'IHMI”?],%%‘I Ianuilulies waglvanusiuile

12.

Employees show concern for the work of their work, try to get
ahead and are involved in their work.
wifnauuaaanyldlamihnluauwesay weewdmh taziidiniiuluauvenu

13.

Employees have the proper background training and <enow-
how” to do what is expected of them to do
winnudinsinousunimdiugnue: “osdnnud” movhdsiminnn 1d5ummand

i

14.

Employees take part in decisions that affect their work situation
wiinnutimulumsdadulaidaade anumssi lumsiauveau

15.

Rewards such as promotions and salary increases are based on

performance rather than other considerations such as favoritism
: Y Y

5078 1 MsdouduvisaznsIuRudow Jusgnuransfiaauunninms

NITADU 9 1BU MIEAUNTTAEUNIN
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Section E: Organizational Culture (5ausssuvesesans)

INSTRUCTIONS:

Please indicate your answer by tick (V) in the box provided the appropriate number based
on the current business for measure organizational culture of your hotel.
(nganszymnenveamiudienmsiunsoaue (\/) Tugesnuneayimmzauauanmilapinvesgsnamolsziiuiausssy

voal551)
1 2 3 4 5
Strongly disagree Disagree Neutral Agree Strongly agree
(hifudroodnga) (hirftude) (thunan) (Winude) (iudrvodnga)

Organizational Culture (Sausssuvesesins) 112131415

Adaptability(anmansalumsdSue)

16. The way things are done is very flexible and easy to change in
our hotel.
wmlunsdiiuasne Sanudavguuaznfounlasldiennlulsusmes

17. New and improved ways to do work are continually adopted in
our hotel.
Imaiwmalny q sagldSumsianndmsumahaunldlulsusuveused

oA
ABLUD

18. Customer comments and recommendations often lead to
changes in our hotel.
avwAamiunazd e sgaainih ldgmsnlaswmlaslulswsuveus

Consistency(anuiiung)

19. Learning is an important objective in our day-to-day work.
msizeudnenimumeididgyluanudaz Juveus

20. Our hotel has never got trouble reaching agreement on key
issues.
Tsauswveus imedszauiamlumsusigieanastlszdudidn

21. Our hotel approach to doing business is very consistent and
predictable.
uuanves Isasus lumsaniiugsnatiulianuahauenazniamt ladieun

Involvement (msiiaausin)

22. Our hotel business planning involves everyone in the process
to some degree.
MIINUAUFINIVRL TTausus uRetesnunnaulunszuums luszaumnila

23. In our hotel, employees always work as a team.
TuTsausnveast winaudnausunuduiy

24. The authority in our hotel is delegated so that employees can act on
their own work.
grunamhinluTsasuveust lasumsweumneiie Idwinauansal jidauves

auedla
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Mission (msfa) 12345

25. Our hotel employees understand what needs to be done for us
to succeed in the long run.

o ' o A 4 9 g
wifnanuveslsusus i lvndeuihdlame lsnlszauanudida luszezen

26. Our hotel‘s chief executives have a long-term viewpoint.
AuSmsgagaveusiinssauzduenina

27. Our hotel‘s chief executives vision creates motivation for our
employees.
dvimivesduimsgegaveunadusaiuaialafunminau

Section F: Innovativeness (anuaunsamediuninnssu)

INSTRUCTIONS:

Please indicate your answer by tick (V) in the box provided the appropriate number based
on the current business for measure innovativeness of your hotel.
(nganszyminenveaiudIenmsiunsoamue (\/) Tugesnueayimmzauauanmilepinvesgsnaiolsziiv

AAITaN AL IANsTNYe T3 aus)

1 2 3 4 5
Strongly disagree Disagree Neutral Agree Strongly agree
(liffudroodaga) (‘i) (1thunans) (Winge) (iiudroodiia)
Innovativeness (anuaunsamenuuinnssu) 1/2|13|4)|5

Service Innovativeness (anuannsaduuianssuuins)

28. Our hotel‘s top management gives special emphasis to service
innovation.
Auswisszaugeueslsasus ianuddyduiseiuuianssuing

29. Our hotel is able to change/modify our current service
approaches to meet special requirements from customers
Tsasuveunannson/asunlas/damlawuimamsIfuims lufiiuve usuite

ADUAUDIVO MM UAIMNIZYDIGNA

30. Compared to our hotel competition, our firm is able to come up
with new service offerings.
A a o 1 v I3 a 9 a ' v
LM@LIEEJUW]EJ‘]JWU@LWQLLQ’J 'E]\1ﬂﬂ5sllf’NLi1ﬁ1ﬂ15ﬂﬂﬂﬂ]ﬂlﬁuﬂﬂiﬂ1§1ﬂﬂ”’] l‘lﬂ

Process Innovativeness (anuannsamuuinnssunszuiums)

31. Our hotel is constantly improving it processes.
T3 50U ATWAUINTLUIUNTRE19ADIH DY

32. During the past five years, our hotel has developed many new
management approaches.
Tuarailndmen Trusuveun diannunmemsusmssams g « s1un

33. When we cannot solve a problem using conventional methods,
we improvise on new methods.
dlom a8 aelsasmsuuu@y 9 sawnsmiismsmi o inlyldsiui
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Market Innovativeness (anuansamuuianssummsaaia)

34. In comparison with our competitors, our products‘ most recent

marketing program is revolutionary in the market.
dlenfSouiousuguid) unuminaiaaigavesransuaiisiasnumandaly

]
NoINaIn

35.

Our recent new services are only of minor changes from our
previous services.
Uimslni o veundmsnlaswnlasisudniiosnnismsdy

36.

New services in our hotel often take us up against new
competitors.
inmsna q TunSdmveusninihldisideandymnuguiaseln

Behavioral Innovativeness (anuannsaduudanssung@nssu)

37. We get a lot of support from managers if we want to try new

ways of doing things.
I8 unsanivenuediannngians wnisResmsnaasdds e Tunsviiang q

38.

In our hotel, we tolerate individuals who do things in a different

way.
TuTsausnveast mwenivyananyi ludaiuaned1s

39.

We are willing to try new ways of doing things and seek
unusual, novel solutions.

515150uMEnaandds Ina 9 lumssiaeans q uazuesruuInsnulanInduaz i

FITNAT

Section H: Organizational Performance (wamsduiiuauvesesins)

INSTRUCTIONS:

Autuavealsasy)

Please indicate your answer by tick (V) in the box provided the appropriate number based
on the current business for measure organizational performance of your hotel.
(njanszymnenveaiuRIems AT o IMLG (\/) Tugesmnomyimuzauawanmilagivvesginaielsediunans

1 2 3 4 5
Strongly disagree Disagree Undecided Agree Strongly agree
(affudroodga) (liritudo) (1hunan) (Wiudo) (iHudroodnge)

Organizational Performance (namsduiivanvesosins)

40.

Our hotel reduces total cost of the hotel.
Ii\1!,!,53Jsllﬂﬂli1ﬁﬂg]}u‘1{]uiﬂﬂﬂlf)\ﬂiﬁuiﬂ

41.

Our hotel increases sales growth rate.
Ii\1!,!,5JJSUf’N!,5TLﬁJJ5@51ﬂ1ﬂaﬂ1ﬁﬂ]ﬂﬂﬂﬂﬂﬂﬂﬂ

42.

Our hotel increases net profit margin.
Tsausyvousunusanmlsgns

43.

Our hotel satisfies the needs of various types of customer.
Ii\iklﬁﬂlﬂQLi1ﬁuﬂQﬂ'ﬂm€f@Qﬂ15‘lﬁ)\igﬂf’%’ﬁ’mﬁlﬂi&ﬂ‘ﬂ

44.

Our hotel increases customer intention to purchase.
Tsasuveaswiun g lagevosgni
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Organizational Performance (namsdufivauvesesnns)

45.

Our hotel increase market share.
I‘NLli3JEUENLi1ﬁ1lﬂim‘ﬁﬂllﬂ\1ﬂﬁ@]ﬁ1ﬂ

46.

Our hotel increase operating efficiency.
Tsauswveusuiiulseansamlunssudivam

47.

Our hotel reduces customer complaint.
Tsausnveasiaavedoaiiouaingni

48.

Our hotel improves the ability to retain old customers.
Tsausuveasmianavannsa lumsinuignaisem

49.

Our hotel improves employee‘s problem-solving ability.
Tsausyveuswiannanuawnio lumsuslymivesmingu

50.

Our hotel improves employee‘s intention to learn.
Tsawswveusiaanuaslasouivesminau

51.

Our hotel effectively promotes corporate culture.
Tsausuvousauas uiausTuedfnTod sz ansnm

Your time and cooperation are highly valued, thank you
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APPENDIX C:

PLS-SEM MEASUREMENT

Test of Non-Response Bias

Group Statistics

REs Mean Std. Deviation | Std. Error Mean
IS 1.00 135 4.4790 37261 .03207
2.00 52 4.3573 42357 .05931
OA 1.00 135 4.3963 40970 .03526
2.00 52 4.4444 45542 .06377
ocC 1.00 135 4.2025 .39345 .03386
2.00 52 4.2435 51743 .07245
INN 1.00 135 4.1444 .39393 .03390
2.00 52 4.1471 50127 .07019
opP 1.00 135 4.2920 46530 .04005
2.00 52 4.3497 .50663 .07094
Independent Samples Test
Levene's Test
for Equality of
Variances t-test for Equality of Means
95% Confidence
Interval of the
Sig. Mean Std. Error Difference
F Sig. t df (2-tailed) | Difference | Difference | Lower Upper
IS Equal variances 3.466| .064] 1.913 184 .057 12171 06363 -.00382 24725
assumed
Equal variances 1.805| 80.926 .075 12171 06743 -.01245 .25587
not assumed
OA  Equal variances .038| .845| -.693 184 489 -.04815 06946 -.18519 .08890
assumed
Equal variances -.661 | 82.374 511 -.04815 .07287( -.19310 .09681
not assumed
OC  Equal variances 8.777| .003| -.579 184 .563 -.04099 07079 -.18066 .09867
assumed
Equal variances -513| 72.930 .610 -.04099 .07998 | -.20039 11840
not assumed
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INN  Equal variances 6.959| .009| -.037 184 970 -.00261 .06998 | -.14069 13546
assumed
Equal variances -.034| 74.539 973 -.00261 07795 -.15792 15269
not assumed
OP  Equal variances 1.403| .238]| -.736 184 463 -.05770 .07838] -.21234 .09695
assumed
Equal variances -.708 | 83.770 481 -.05770 081471 -.21971 .10431
not assumed
Assessment of Outliers
Residuals Statistics”
Minimum | Maximum Mean Std. Deviation N
Predicted Value 3.1536 5.0939 4.3078 39264 187
Std. Predicted Value -2.939 2.002 .000 1.000 187
Standard Error of Predicted Value .022 .086 .043 013 187
Adjusted Predicted Value 3.1461 5.0966 4.3081 .39303 187
Residual -.51316 74730 .00000 26961 187
Std. Residual -1.883 2.742 .000 .989 187
Stud. Residual -1.909 2.774 -.001 1.003 187
Deleted Residual -.52788 76484 -.00031 27739 187
Stud. Deleted Residual -1.924 2.827 .000 1.008 187
Mahal. Distance 216 17.635 3.978 3.166 187
Cook's Distance .000 .053 .006 .009 187
Centered Leverage Value .001 .095 .022 .017 187

a. Dependent Variable: OP
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Expected Cum Prob

Mormal P-P Plot of Regression Standardized Residual
Dependent Variable: OP
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Scatterplot
Dependent Variable: OP
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Normality Test

Regression Standardized Predicted Value

Case Processing Summary
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Cases
Valid Missing Total
N Percent N Percent N Percent
Unstandardized Residual 186 100.0% .0% 186 100.0%
Standardized Residual 186 100.0% .0% 186 100.0%
Descriptives
Statistic Std. Error

Unstandardized Residual Mean .0000000| .01976882

95% Confidence Interval for Lower Bound -.0390013

Mean Upper Bound .0390013

5% Trimmed Mean -.0056727

Median -.0002295




Variance .073

Std. Deviation 26961077

Minimum -.51316

Maximum 74730

Range 1.26046

Interquartile Range 40372

Skewness .148 178

Kurtosis -.462 355
Standardized Residual Mean .0000000| .07252654

95% Confidence Interval for Lower Bound -.1430854

Mean Upper Bound .1430854

5% Trimmed Mean -.0208115

Median -.0008421

Variance 978

Std. Deviation 98913011

Minimum -1.88265

Maximum 2.74166

Range 4.62431

Interquartile Range 1.48112

Skewness .148 178

Kurtosis -.462 355

Tests of Normality

Kolmogorov-Smirnov*

Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Unstandardized Residual .053 186 .200 .986 186 .053
Standardized Residual .053 186 .200 .986 186 .053

a. Lilliefors Significance Correction

*_ This is a lower bound of the true significance.

Common method bias test

Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings
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Component Total % of Variance | Cumulative % Total % of Variance [ Cumulative %
1 18.193 35.672 35.672 18.193 35.672 35.672
2 2.938 5.760 41.432

2.256 4.424 45.856




2.143
1.638
1.562
1.456
1.321
1.266
1.186
1.095
1.074
967
956
922
.886
795
758
711
.690
.640
.582
531
S18
499
443
416
.390
371
.346
.330
.304
289
254
232
221
213
.198
.186
170
.165
.156
136
122
113
.088

4.202
3.211
3.063
2.854
2.590
2.482
2.325
2.146
2.107
1.896
1.875
1.808
1.738
1.558
1.485
1.395
1.353
1.256
1.141
1.040
1.016
979
.869
815
765
728
.678
.646
597
567
497
455
432
418
.389
364
333
323
306
266
239
221
173
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50.059
53.269
56.333
59.187
61.778
64.260
66.585
68.731
70.838
72.734
74.609
76.417
78.154
79.713
81.198
82.593
83.946
85.202
86.343
87.383
88.399
89.378
90.248
91.063
91.828
92.556
93.233
93.880
94.477
95.044
95.541
95.996
96.428
96.846
97.235
97.599
97.932
98.255
98.561
98.827
99.066
99.286
99.460




47 .078 153 99.612
48 .064 126 99.739
49 .058 114 99.853
50 .048 .094 99.947
51 .027 .053 100.000
Extraction Method: Principal Component Analysis.
Multicollinearity
Coefficients”
Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. | Tolerance | VIF
1 (Constant) 457 281 1.625| .106
IS -.082 .067 -.067( -1.231 220 5821 1.719
OA .085 .079 075 1.078| .283 3561 2.810
Adapt -.030 .058 -032( -.511 .610 4321 2.316
Consist .059 .062 .057 958 .339 4981 2.008
Involve 116 .062 A32( 1.865( .064 3451 2.898
Mission iy .061 252 3.540( .001 341] 2.932
service 1133 .061 JA53( 2.186( .030 356 2.811
Process 144 .068 A57( 2.130f .035 3200 3.129
Market .096 .053 093 1.819 .071 .663] 1.508
Behavioral 176 .050 211[ 3.543[ .001 4911 2.037
a. Dependent Variable: OP
Descriptive Statistic of Latent Variables
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation
IS 186 3.11 5.00 4.4456 .38989
OA 186 3.17 5.00 4.4095 42202
ocC 186 3.00 5.00 4.2137 42991
INN 186 3.00 5.00 4.1452 42464
(0] 186 3.25 5.00 4.3078 47630
Adapt 186 3.00 5.00 4.1828 51760
Consist 186 3.00 5.00 4.0771 45392
Involve 186 3.00 5.00 4.2437 .54390
Mission 186 3.00 5.00 4.3513 .55532
service 186 3.00 5.00 4.3190 54781
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Process 186 3.00 5.00 4.2204 51852
Market 186 3.00 5.00 3.8441 46000
Behavioral 186 3.00 5.00 4.1971 .56999
Valid N (listwise) 186
Demographic Profile of Participants
Gender
Cumulative
Frequency | Percent [ Valid Percent Percent
Valid 1.00 99 53.2 53.2 53.2
2.00 87 46.8 46.8 100.0
Total 186 100.0 100.0
Age
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 12 6.5 6.5 6.5
2.00 26 14.0 14.0 20.4
3.00 25 13.4 13.4 33.9
4.00 49 26.3 26.3 60.2
5.00 74 39.8 39.8 100.0
Total 186 100.0 100.0
Position
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 42 22.6 22.6 22.6
2.00 76 40.9 40.9 63.4
3.00 65 34.9 34.9 98.4
4.00 3 1.6 1.6 100.0
Total 186 100.0 100.0
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Worked

Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 10 5.4 5.4 5.4
2.00 9 4.8 4.8 10.2
3.00 17 9.1 9.1 19.4
4.00 21 11.3 11.3 30.6
5.00 6 32 3.2 33.9
6.00 14 7.5 7.5 41.4
7.00 11 59 59 473
8.00 15 8.1 8.1 55.4
9.00 4 2.2 2.2 57.5
10.00 9 4.8 4.8 62.4
11.00 6 32 32 65.6
12.00 1 .5 5 66.1
13.00 4 2.2 2.2 68.3
14.00 1 5 5 68.8
15.00 5 2.7 2.7 71.5
16.00 3 1.6 1.6 73.1
17.00 4 2.2 2.2 75.3
19.00 3 1.6 1.6 76.9
20.00 10 5.4 5.4 82.3
21.00 6 3.2 3.2 85.5
22.00 3 1.6 1.6 87.1
24.00 4 2.2 22 89.2
25.00 3 1.6 1.6 90.9
27.00 2 1.1 1.1 91.9
28.00 5 2.7 2.7 94.6
31.00 2 1.1 1.1 95.7
36.00 2 1.1 1.1 96.8
40.00 3 1.6 1.6 98.4
42.00 3 1.6 1.6 100.0
Total 186 100.0 100.0
Star
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Cumulative
Frequency | Percent | Valid Percent Percent
Valid 3.00 40 21.5 21.5 21.5
4.00 98 52.7 52.7 74.2
5.00 48 25.8 25.8 100.0
Total 186 100.0 100.0
NoRoom
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 54 29.0 29.0 29.0
2.00 27 14.5 14.5 43.5
3.00 39 21.0 21.0 64.5
4.00 30 16.1 16.1 80.6
5.00 32 17.2 17.2 97.8
6.00 4 2.2 2.2 100.0
Total 186 100.0 100.0
NoEmploy
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 67 36.0 36.0 36.0
2.00 33 17.7 17.7 53.8
3.00 43 23.1 23.1 76.9
4.00 20 10.8 10.8 87.6
5.00 14 7.5 7.5 95.2
6.00 8 43 4.3 99.5
7.00 1 5 5 100.0
Total 186 100.0 100.0
Type
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 123 66.1 66.1 66.1
2.00 27 14.5 14.5 80.6
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3.00 28 15.1 15.1 95.7

4.00 8 4.3 4.3 100.0

Total 186 100.0 100.0

YearOper
Cumulative
Frequency | Percent | Valid Percent Percent

Valid 1.00 56 30.1 30.1 30.1

2.00 55 29.6 29.6 59.7

3.00 50 26.9 26.9 86.6

4.00 12 6.5 6.5 93.0

5.00 13 7.0 7.0 100.0

Total 186 100.0 100.0

Collinearity Assessment Based on Inner VIF values

INN| IS | OA | OC | OP
BI 2
INN 3.32
IS 1.92 1.76
MI 1.48
OA 2.68 2.63
oC 3.66 3.59
OCA 2.04
ocCC 1.6
OCI 2.75
OoCM 2.66
OoP
PI 3.12
SI 2.76
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APPENDIX D:

THE DETERMINING SAMPIE SIZE BY KREJCIE AND MORGAN TABLE.

N by N & N &
10 10 220 140 1200 291
15 14 230 144 1300 297
20 19 240 142 1400 302
25 24 250 152 1500 306
30 2 260 155 1&00 310
35 32 270 159 10 313
40 36 280 12 1500 317
45 40 290 165 1900 320
50 44 300 169 2000 322
55 42 320 175 2200 i
&l 52 340 151 2400 331
a5 56 360 156 2600 335
0 59 320 181 2800 33
5 63 400 196 3000 341
20 B 420 201 3500 344
a5 10 440 205 4000 351
Q0 3 460 210 4300 354
o5 Té 420 214 5000 37

100 a0 500 217 B000 361

110 26 550 226 o0 Kl

120 92 600 234 a000 3a7

130 7 650 242 Q000 365

140 103 700 247 10000 370

150 102 750 254 15000 35

1a0 113 a00 260 20000 an

170 115 &850 265 30000 319

150 123 000 260 40000 320

190 127 050 274 50000 381

200 132 1000 278 75000 382
210 136 1100 285 1000000 354

Mot —Mis population size.  J'issarpe size.
Source: Krejeie & Morgan, 1970
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