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ORIENTATION OF SERVICE FIRMS IN TANZANIA
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ABSTRACT

The article examines the influences of perceivadr@mmental turbulence on market orientation ofwsee firms in
Tanzania. A conceptual framework linking perceieedironmental turbulence and market orientation waseloped
and tested using a sample of 178 service firms. SEmeple comprised hotels, travel agents and towratprs and
insurance agents. Structural Equation Modelling wased to analyse data. Results indicate that theeped
environmental turbulence components, namely, pezdetechnological turbulence and perceived markebulence
influence positively the market orientation of seevfirms whereas the perceived competitive intgnisifluences
negatively the market orientation of service firm§anzania. The findings contribute to the theohantecedents and
consequences of market orientation developed byl kold Jaworski (1990) by adding a new set of fextthat
influence market orientation of business firms.tambasis of these findings, the paper recommensdsrvice firms for
them to be vigilant with changes taking place & tbchnological environment. They need also todwelful of changes
in customer needs, preferences, composition artds¢and embrace market orientation as a strategientation for
navigating in highly turbulent environments. Theppaalso recommends further study to investigatgofa that
influence managers’ perception of competitive isign

Key words: Market Orientation, Strategic Orientation, PerceivEnvironmental Turbulence

INTRODUCTION

Market orientation is a strategic orientation thakes the customer central to all company opemtidrbusiness is
market-oriented when it embraces a culture of cdmenit to creating superior value that leaves custersatisfied.
This orientation gained popularity in the businessld following increased empirical evidence thasian appropriate
strategic orientation that could grant firms susbtasperformance. In fact, there is strong evideimcéterature that
market orientation is a strong source of competitadvantage that can assure a business firm supeniformance
(Cano, Carrillat, & Jaramillo, 2004; Dubhlela, 2QHilis, 2006; Grinstein, 2008; Gray & Hooley, 2Q002arris, 2001,

Hult & Ketchen, 2001; Jiménez-Jiménez & Cegarradtay, 2007; Kirca, Jayachandran, & Bearden, 2008s#ikov

& Jayachandran, 2008; Saini & Mokolobate, 2011; I#tm, Rose, & Kropp, 2005; Ovwigho, 2014), and oo
satisfaction (Kennedy, Goolsby, & Arnould, 2003at8t & Narver, 1994b).
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A number of studies suggest a positive market tatem influence on various performance measuresh $rientation

is associated with new product project performafieattikawa, Verwaal & Commandeur, 2006), new produc
performance (Henard & Szymanski, 2001 [Not refeegilicIm and Workman, 2004), and a firm's compegitiess
(Vazquez, Santos, & Alvarez, 2001). Some scholaggeathat market orientation is vital to firms ogtérg in all types

of environments (Kohli & Jaworski, 1993; Narver &afer, 1994a).

Following the established influence of market ai@ion on firms’ performance, a number of studieseh been
conducted to establish factors that foster or imepet development of market orientation as a gi@terientation
which can help a firm to achieve superior perforosam the market. The factors established to hafleeince on
market orientation include organisational factéos,example, top management on market orientatittitude towards
risk-taking, interdepartmental conflict and coneelttess and organisational systems which includéradsation,
formalisation, departmentalisation and reward sys{Bohli & Jaworski, 1993). Other studies have istigated the
influence of organisational culture on strategy lenpentation (Isaboke, 2015) and the influence afanisational
culture on market orientation (Philemon, 2003).

The literature reviewed indicates that over-coneginn on organisational-related factors are amtects to market
orientation. These factors are within a firm’'s mi@ environment. However, little is known aboue timfluence of
environmental turbulence on market orientation. iEmmental turbulence includes the unpredictablegdent and
abrupt changes taking place in a given businessament. The changes could happen in technologmpetition,
customers, economic conditions, political and legalironment, and social cultural environment.

The study upon which this paper is based focusefirors perception of three environmental turbulereomponents:
perceived technological turbulence, perceived mattkdulence, and perceived competitive intenditgvironmental
turbulence is external to the firm and could inflae all business firms in the same magnitude; tbergeit serves as a
control variable. On the other hand, perceivedrenmental turbulence is not objective as peoplegige things and
respond to them differently based on their peroeptiThis article, therefore, examines the influsnoé perceived
environmental turbulence on market orientationtesteyyic orientation for service firms in Tanzartecifically, the
study sought to:

a) Assess the influence of perceived technologicdiui@nce on market orientation of service firms amZania;

b) Analyse the influence of perceived market turbuéean market orientation of service firms in Tanaaaind

c) Examine the influence of perceived competitivenistey on market orientation of service firms in Zania.

This article contributes to the body of knowleddetheory of antecedents to market orientation. $hely findings

contribute to the theory of antecedent to markintation as they assert and provide empiricalesweé for perceived
environmental turbulence as a new set of antecedemharket orientation of service firms. Moreoveaoffers a model
relating to perceived environmental turbulence cark@at orientation. In addressing its three speafigectives, the
study investigated the influence of perceived tetbgical turbulence, perceived market turbulencd perceived
competitive intensity on market orientation of seevfirms in Tanzania. The study deployed a conedpramework
associating selected perceived environmental tarfma variables with the market orientation of smE¥viirms.
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Specifically, the study established that perceitehnological turbulence, perceived market turbecgeand perceived
competitive intensity do influence market oriergatdf service firms.

MARKET ORIENTATION

Different authors have defined market orientatioiffecently. Kohli and Jaworski (1990) define it abe
organisation-wide generation of market intelligepestaining to current and future customer neesethination of
the intelligence across departments and organisatide responsiveness. Such market orientation poiges
intelligence generation, dissemination and respemgss. Slater and Narver (1994, a, b) define nharkentation as
the organisational culture that most effectivelyd afficiently creates the necessary behaviourstter creation of
superior value for buyers and, thus, superior parémce to the business. Hunt and Morgan (1995nheéefiarket
orientation as a systematic gathering of informmatimn customers and competitors, both current anengal;
systematic analysis of information for the purpo$edeveloping marketing knowledge; and systemasie af such
knowledge to guide strategy recognition, understapdcreation, selection, implementation and madiion. In this
study, market orientation refers to an organisatiate learning culture anchored in the generatibmfmrmation on
the markets, sharing of information among unitamorganisation and designing and tailoring thparse to create
superior value for the buyers. This article treatgket orientation as a firm’s strategic orientatéomed to enhance its
competitiveness and superior performance.

Perceived Environmental Turbulence and Market Oriertation

The current study used Kohli and Jaworski’'s (1988hceptualisation of market orientation. It considie market

orientation to comprise intelligence generatiorneliigence dissemination and responsiveness. Omttier hand, the

study considered perceived environmental turbuléoamprise perceived market turbulence, perceigelnological

turbulence and perceived competitive intensity. Bhedy worked on the proposition that perceivediremmental

turbulence influences market orientation of sendicms. In this regard, the study tested the folloyv‘null’ and

‘alternative’ hypotheses:

Null hypothesis: There is no relationship betwearcBived Environmental Turbulence and Market Oagéion of
service firms.

Alternative hypothesis: There is a positive relagbip between Perceived Environmental Turbulencé siarket

Orientation of service firms.

Perceived Technological Turbulence (Perc.TT) and Méet Orientation

Technology constitutes a process of transformipgii® into output in addition to the delivery of put to the end-users
(Kohli & Jaworski, 1993). In this paper, technolcaji turbulence refers to frequent and abrupt cheuwogennovations
taking place in the input-output transformationqess and delivery of output to the end-users. Gdlgea business
environment is characterised by changing technolagg innovations. Business firms, therefore, opgelat an
environment of briskly changing technology. There mixed feelings on the nature of relationshipMeein changes in
technology and market orientation of business firBisme authors contend that technological turbeléacone the
environmental variables influencing market orieiotatof the firm whereas dismiss this notion. Théstmg literature
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argue that many generic product innovations doevolve from consumer research but rather from R&Dspnnel
(Bennett & Cooper, 1981; Houston, 1986; Kaldor, IL9ohli & Jaworski, 1993; Kwaku Appiah-Adu, 199Tauber,
1974). On the other hand, Knight (1992) argues thabvation by business firms should be marketahivThis
suggests that the perception of technological fertme is related to market orientation. The studhgrefore,
hypothesises:

H1la: The higher the perceived technological turlbgke, the higher the intelligence generation in dinganisation.
H1b: The higher the perceived technological turlbgke, the higher the intelligence disseminatiorhim drganization.
H1c: The higher the perceived technological turimgks, the higher the responsiveness of the orgaoizat

Perceived Market Turbulence (Perc.MT) and Market Orientation

Market turbulence is another variable in the enuinental turbulence that influences a firm's mar&gentation.
Simona and GoOmezb (2014), Kyung-A and Kim (2013)d &Kotler (1972) have argued that in an economy
characterised by rapid changes in customer want§it pay come from producing what customers warnt provide
satisfaction in the process. Hence, customer @iiomt is a logical basis for profit planning in tbensumer sovereign
economy. This implies that in a stable environmenére types of customers and preferences do nogehaequently
over time, market orientation is not as importanbtisiness performance as in a marketplace whereatmposition of
customers, their needs and their preferences chahgs, it is hypothesised:

H2a: The higher the perceived market turbulencehtigber the intelligence generation of the orgatiza
H2b: The higher the perceived market turbulencehtigber the intelligence dissemination in the orgation.
H2c: The higher the perceived market turbulencehilgber the responsiveness of the organization.

Perceived Competitive Intensity (Perc.Cl) and Marke Orientation

Competition implies two or more organisations vyiiog limited resources (Punnett & Ricks, 1997). i8a{d986)

defines competition as rivalry between and amongsdfiand customers for the custom of consumers apglisrs,

respectively. Hunt and Morgan (1995) define contjpgtias a constant struggle among firms for a cditive edge in

resources that will yield a marketplace positionaotompetitive advantage, thereby achieving supdimancial

performance. From the existing literature, we dsHeat the perception of competition is likely téfeat market

orientation of business firms. In a competitive iemvment, customers face several alternatives dapabsatisfying

their needs (Kwaku Appiah-Adu, 1997). In such arimmment, a firm should be both a mass customésel a
one-to-one marketer. Likewise, it is important fbe firm to understand factors that customers dmmsio judge the
value of a product (Smithet al, 1992). Generally, in such a sensitive environiédinms should be more
market-oriented because a non-market oriented faniikely to lose its customers to competitors sach an
environment, hence making perceived competitivensity a significant factor in developing and foistg market

orientation as a strategic orientation for ser¥igas in Tanzania. Therefore, it is hypothesised:

H3a: The higher the perceived competitive intertsieyhigher the intelligence generation.

H3b: The higher the perceived competitive intertsieyhigher the intelligence dissemination.
H3c: The higher the perceived competitive intgrisie higher the responsiveness of the firm.
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The following model (Figure 1) summarises the hipgstsed relationships:

~
Perceived Technological

Turbulenci

Market Orientation

Perceived Market Turbulen *  Intelligence generation
* Intelligence dissemination

* Responsiveness

A

Perceived Competitive \1 T
Intensity J

Fig. 1: Perceived Environmental Turbulence and Marlet Orientation Link Model
Source: Author’s construction

APPROACH ADOPTED IN THE STUDY

The study used a deductive approach as it was gjingexisting theories. The study involved a surgé{78 service
firms drawn from seven regions in Tanzania. Stnadti&Equation Modelling literature suggests that siagnple size
should range from 100 to 200 (Hait al, 1995) as a sample of below 100 is small and gpkaiigger than 200
becomes too large for some of the methods of eStimas they tend to become very sensitive in dieigevery

difference and, thus, making all ‘goodness of fgasures’ become a ‘poor fit'. On the basis of trec@ding argument,
the study opted for the maximum proposed sampeai200 to provide room for non-response cases.sBimple was
drawn from hotels, travel agents, tour operatosteavel agents. These were mainly medium and dimais that had

been in operation for between a year and over aésye

A multistage sampling procedure was used to deterrtie sample for the study. The first stage iredldividing the
country into zones on the basis of their ecologiaatl socio-economic conditions that influence c¢eltand
decision-making. This approach enhanced both effy and generalisation of the findings. This stgigéded six
zones: Coast, Northern, Southern, Central, LakeeZovd the Isles. The second stage involved thetseieof regions
to be included in the sample. Judgemental samplagused whereby each zone was represented sablee region.
The regions included in the sample were those withl-established service firms, i.e. Dar es Sala&msha,
Kilimanjaro, Mwanza, Mbeya, Morogoro and Unguja iiZdar). Quota was used to determine the numbérro$ to

be picked from each service category. The finajestavolved random picking of service firms thatafily constituted
the sample.

Data Analysis and Findings

A structured questionnaire was developed for cbiigarequisite data. Data analysis involved estintatmeasurement
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variables using the Analysis Moment Structures (ABJOFirst, a database was created and data waze@nit¢o an
SPSS file. Final data cleaning was conducted usiaguencies and tables. Thereafter, models wereuatky
generated using simple drawing tools in the AMO&fpim. The SPSS data file was attached to AMOS BN
analysis was performedhe interpretation of results was conducted imesta The first stage involved testing for
reliability and validity of the scales in use. Alie scales applied were reliable with Cronbach Algitbove 0.8.
Discriminant validity was used to test for the dal of the scales. The results are presented bleTa. The second
stage involved model evaluation whereas the lagiesinvolved inferential analysis which tested typothesized
relationships.

Table 1: Discriminant Validity

MO | MT TT Cl
MO | .9236
MT .2662 | .6256
TT .2539 | .5809| .7298
Cl .0572 | 580 | .1471 .8464

The results were checked for any offending estimatdich included negative errors of variance, shadided
coefficient exceeding or close to 1.0 and verydastandard errors associated with any estimate @tail, 1995). All

error variance for the measurement model wereigesivith standardised coefficient ranging betweb and .6 with
standard errors of below .9 which proved that #sults had no offending estimates. The observedtsesiso indicated
no offending limits. The study used three measafagodness of fit, namely goodness of fit measuresemental fit
measures and parsimonious fit measures to evahmtverall model fit. Tables 6-8 present the rtssul

Table 2: Absolute Measures of Goodness of Fit

Model RMSEA ECVI
Default .067 10.226
Saturated - 11.176
Independence .379 141.787

The RMSEA value was 0.067 which fit in well withetlaccepted range of 0.05-0.08 (Browne & Cudeck919Bhis
suggested that the model augured well with the. data

Table 3: Incremental Measures of Fit

Model RFI NFI IFI TLI CFlI
Default .932 .939 972 .968 972
Saturated 1.000 - 1.000 - -
Independence .000 .000 .000 .000 .000

Results in Table 3 indicate that all incrementabmges for the measurement model exceed the reaudecdevel
of .90, hence supporting the acceptance of thegzegpstructural model.
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Table 4: Measures of Parsimonious

Model PNFI PCFI AGFlI Normed chi square
Default .840 .869 - 1.801
Saturated .000 .000 - .000
Independence .000 .000 - .000

All values in Table 4 are within the stipulated garof 0 to 1 (Jamest al, 1982) and closer to upper limit. The model
has a Normed Chi-Square of 1.8 which is within dbeepted range of 1 to 2 (Janetsal, 1982). Overall, the results
for model evaluation provided sufficient supporatxept the model as a representation of the hgpisthd constructs.

Data analysis was conducted at two stages. Fiesgriptive data analysis was performed to get ciariatics of the
firms involved and data generated. Frequenciespancentages were mainly used. The results have fresented in
the tables under sub-section 4.1. The second stagkved inferential analysis aimed to test the diyyeses stated in
this study.

Descriptive analysis
Table 5: Perceived Technological Turbulence

Item Strongly Disagree  Agree  Strongly
agree % % % agree %

Technological changes provide opportunities in o@r3 5.1 19.7 58.4

industry

It is difficult to forecast technology in the nexto 6.8 11.3 10.1 3.5

years

Many new product ideas result from technology.4 5.1 23.7 45.2

breakthrough

Technological development in our industry ar&9.2 12.4 10.7 23.2

rather minor

Average 5.4 8.5 16 32.6

Results in Table 5 indicate that service firms asrthe three categories perceive technologicalikemice to be high.

Table 6: Perceived Market Turbulence

ltem Strongly Disagree  Agree  Strongly
agree % % % agree %

New customers tend to have new needs 2.8 5.1 22565 3

New customers tend to look for the new products5 1.1 24.7 60.7

all the time

Average % 1.7 3 24.7 48.6

The results in Table 6 indicate that service firimsTanzania perceive market turbulence to be highfact, the
perception of the market turbulence was the highesbng travel agents and tour operators followednisyrance
agents and hoteliers.
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Table 7: Perceived Competitive Intensity

Item Strongly Disagree  Agree  Strongly
agree % % % agree %
Competition is cut-throat in the industry 3.4 5 23 494
There are many promotional wars in the industry 1.1 7.3 24.7 a7.7
Any move initiated by one competitor other.5 2.8 19.7 51.1
follow
Price competition is hallmark of our industry 0.5 93 25.8 47.2
There are competitive moves every day in oudr7 7.3 29 43.8
industry
Our competitors are relatively strong 2.3 6.2 18.6 53.1
Average 1.6 5.4 22.3 48.7

Results in Table 7 indicate that service firms syed perceive competitive intensity to be high. flghest perception
is observed in travel agents and tour operatotaviield by insurance agents and hotels.

Overall, the results indicate that service firmsTanzania perceive environmental turbulence to igl. WVith such
perception of environmental turbulence, servicendirin Tanzania are likely to develop market oriBataas their
strategic orientation for them to survive in suathanging environment.

Testing the hypotheses

Structural Equation Modelling with the help of AMOSas used to test the hypothesised relationshipseclea
perceived environmental turbulence and market tatem. The first step of the inferential analyisigolved testing for
the existence of the relationship between PercrgeliMO. The results are presented in Table 8.

Table 8: Multiple Correlations between Perceived Emironmental Turbulence and Market Orientation

MO components Squared R
Intelligence generation 723
Intelligence dissemination 974
Responsiveness .900

The results in Table 8 indicate a strong relatigndletween perceived environmental turbulence aarket orientation.
More specifically, perceived environmental turbwenaccounts for 72.4% of variation in intelligengeneration,
97.4% of variation in intelligence disseminatiorda®0% in responsiveness. All the results are digant ata<.05.

Therefore, the central null hypothesis to the éffhat there is no relationship between perceivedrenmental
turbulence and market orientation is rejected aedatternative hypothesis is supported.

Perceived technological turbulence and market orietation

It was hypothesised that, perceived technologisdduience relates to the three components of marentation. The
findings of the analysis are presented in Table 9:
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Table 9: Perceived Technological Turbulence and M&et Orientation

MO component Estimate S.E C.R Reg. weights
Intelligence generation A47 .053 8.453 .730
Intelligence dissemination .834 .059 14.13 .833
Responsiveness .604 .054 11.255 .835

The findings in Table 9 indicate a strong relatlipsbetween perceived technological turbulence amatket
orientation of service firms in Tanzania. This implthat, as firms perceive technological turbutete be high, they
tend to adopt market orientation as a strategimopiThe results are in line with Dawes al. (1991) and Liu (1995)
who observed that technology can act as a batrierarket orientation.

Perceived market turbulence and market orientation
In this study, it was hypothesised that perceiveatket turbulence influences market orientation erviee firms in

Tanzania. The results of the analysis are presemféable 10:

Table 10: Perceived Market Turbulence and Market Orentation

MO component Estimate S.E C.R Reg. weights
Intelligence generation 197 .041 4.860 .322
Intelligence dissemination .365 .047 7.840 .365
Responsiveness .284 .040 7.034 .393

The results in Table 10 show CR values of grediant2 across the three components of market otiemtarl his
implies the presence of a positive relationshipveen perceived market turbulence and market otientaThe
findings imply that when service firms perceive tharket to be turbulent they opt for market oriéintaas a strategic
option for them to survive in such a business emritent. These findings are in line with Kohli amavarski’s (1990)

field interview findings which indicated that firmsperating in an environment with fixed customenrsl atable
preferences were likely to be less market-oriented.

Perceived competitive intensity and market orientabn
In this study, it was hypothesised that, perceis@thpetitive intensity influences the developmeninairket orientation

of service firms in Tanzania. The results of thelgsis are presented in Table 11.

Table 11: Perceived Competitive Intensity and Marké Orientation

MO component Estimate S.E C.R Reg. weights
Intelligence generation .180 .039 -4.511 -.294
Intelligence dissemination -.383 .048 -8.030 -.382
Responsiveness -.159 .037 -4.350 -.220

The results in Table 11 show that perceived coripetintensity is negatively related to the threammponents of
market orientation. The results are significantaat05, which implies that the more the service firperceive
environment to be highly competitive, the less thegsider market orientation to be an appropriatEress strategic
option. Although these results attest to the ertsteof a relationship between perceived competitivensity and
market orientation, they do not support the dimttof the hypothesised relationship. The results partly be
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explained by the nature of service firms includedhe study whereby product differentiation witlsiervice category
and class is difficult (Lovelock & Wirtz, 2011).

Level of significance of the components
Further analysis was performed to determine thelle¥ significance of each perceived environmentabulence
component in explaining the variation in the markeientation components. To achieve this aim, siatided

regression weights and CR values in the measuremedél were compared. The results are presentbies 12, 13
and 14.

Table 12: Perceived Environmental Turbulence and Itelligence Generation

Perceived Environmental turbulencé&stimate S.E C.R Regression
component weights
Perceived Market turbulence 197 .041 4.860 .322
Perceived Technological turbulence 447 .053 8.453730
Perceived competitive intensity -.180 .039 -4.5710290

The results in Table12 suggest that, of the thexegived environmental turbulence considered & $hidy, perceived
technological turbulence is more influential onelligence generation of market orientation tharemhfollowed by
perceived market turbulence.

Table 13: Perceived Environmental Turbulence and Itelligence Dissemination

Perceived Environmental turbulencé&stimate S.E C.R Regression
component weights
Perceived Market turbulence .365 .047  7.840 .365
Perceived Technological turbulence .834 .059 14.13833
Perceived competitive intensity -.383 .048  -8.030.382

The standardised regression weights and CR vatrgsefceived technological turbulence in Table d@gest that, of
the three components of perceived environmentalutance, perceived technological turbulence is niogortant in
explaining variations in intelligence disseminatiarservice firms than the other two componentsafket orientation.

Table14: Perceived Environmental Turbulence and Rgmnsiveness

Perceived environmental turbulenc&stimate S.E C.R Regression
component weights
Perceived Market turbulence .284 .040 7.034  .393
Perceived Technological turbulence .604 .054  11.258335
Perceived competitive intensity -.159 .037 -4.350.220

Results in Table 14 indicate that perceived teabgiohl turbulence is more important in explaininigmfs
responsiveness to changes taking place in a bgsieagsironment. Overall, the results indicate thatcpived

technological turbulence is the most important dadh explaining variations in the three componeotsmarket
orientation of service firms.
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CONCLUSION AND RECOMMENDATIONS

The study examined the relationship between pesde@nvironmental turbulence and the market ori@mtaif service
firms in Tanzania. These study findings infer thatceived environmental turbulence influences ntaokientation of
service firms. Specifically, perceived technologicabulence and perceived market turbulence doénice positively
the market orientation of service firms whereascp@ed competitive intensity influences negativéihe market
orientation of service firms in Tanzania.

On the basis of these findings, the study recoms#mat Tanzania’s service firms should develop eiaokientation as
a strategic orientation for navigating in highlyliulent environments. In business environmentdirtelogies facilitate
innovation and increase competition by providinggraative ways of addressing customer needs. m tonovation
brings about new products into the market, henoiging customers with a wide choice for satisfyihgir needs,
which in turn increases customer sophistication. tdshnological changes continue to occur in theingss
environment even as customer sophistication antbieies composition change, service firms in Tanzan@likely to
be market-oriented.

The implication of the findings to top managerssefvice firms is that proper perception of the emwnent is critical
to the firm's development of market orientation. Mdgers should, therefore, analyse carefully tharemment for
them to suggest finally the appropriate strategienation for the firm to survive and succeedustsan environment.

Managers should also avoid factors likely to biesrtperception of the business environment.

The study findings also indicate that of the thpeeceived environment turbulence variables, peetkeiechnological
turbulence is the most significant variable in expihg the market orientation of the service firfiolowed by
perceived market turbulence. This implies that iserfirms need to be vigilant and be on the lookfautchanges
taking place in the technological environment. Thisp need to be heedful of changes in customeesis) preferences,
composition and tastes. From the existing the@mmsf operating in the service sector, particuléadyels, tour operators,
travel and insurance agents have very little tandterms of product and price differentiation, whiare sources of a
competitive advantage (Porter, 1990, 1985). Thidlpaxplains the negative influence of perceivemmpetitive
intensity on market orientation of service firmsTianzania observed in this study. Neverthelessjcgefirms can gain
a competitive advantage through service excelldhtzeris, 2001), which is measured by the servicadiei that a
customer receives, the time it takes for the custaimreceive the service and convenience (whiehfismction of time
and overall service experience by the customer).tifdse aspects can be achieved through the usepsbved
technology. The study findings also imply that fetwesearch could further be conducted to invetgtijee factors that
influence the managers’ perception of competititensity and the choice of strategic orientatianfifons operating in
a highly competitive environment.
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