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Abstract

This article is based on a study that investigated the impact of Porter’s generic strategies on firm
competitiveness (FC) and the mediating role of organisational innovation (Ol) amongst small,
micro, and medium tourism enterprises (SMMTES). A quantitative approach was adopted, with
questionnaires distributed to 320 SMMTEs in Harare, Zimbabwe. Data adequacy tests were
performed followed by structural equation modelling. The findings showed that innovation —
particularly market innovation (MI) — acts as a crucial mediator between business strategies and
FC and that neither of the two forms of innovation is significantly impacted by differentiation
strategy (DS). In addition, the overall low-cost leadership strategy (OLCLS) has a major effect
on MI but not technological innovation (TI). It was thus concluded that the OLCLS via Ml is
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central to SMMTESs achieving competitiveness. The study enhances understanding of how
innovation mediates the relationship between Porter’s generic strategies and firm
competitiveness in a developing country. The findings will assist managers to develop effective
business strategies to enhance firm competitiveness.
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Introduction
Development of and support for small, micro, and medium tourism enterprises (SMMTES) remains a priority for many African
economies, including Zimbabwe (Matura et al., 2021). However, despite the Zimbabwean government’s efforts to build the
SMMTE sector, the majority of these enterprises fail to grow and become more competitive (Mabenge et al., 2020).
Mashingaidze et al. (2021) add that many SMMTES in Zimbabwe are unstable; hence the relatively low levels of survival. The
period 2019 to 2021 presented many challenges to SMMTEs around the world (Matikiti-Manyevere & Rambe, 2022). It has
been noted that 92% of Zimbabwean SMMTEs were affected by the COVID-19 pandemic, and the majority of these did not
survive (GEN, 2020; Matikiti-Manyevere & Rambe, 2022). Indeed, the Global Entrepreneurship Monitor (GEM) (2022:26)
contends that small, micro and medium enterprises as a whole make a negligible contribution to the country’s gross domestic
product (GDP), with SMMTEs, in particular, continuing to face economic and political crises (Musabayana et al., 2022).
Given the changing global economic environment, crisis-focused research on SMMTEs in developing countries
becomes especially important (Filimonau & De Coteau, 2020). The current crises have a lasting impact on the local marketing
environment, which is impeding the SMMTE sector's growth and competitiveness (Grube & Storr, 2018). Gates (2020) adds
that the impact of these disruptive events is expected to be large and long-lasting. The dynamic nature of the African marketing
environment requires SMMTESs to implement strategic responses to the many changes (Agyapong et al., 2016). Therefore,
entrepreneurs should focus on creating competitive advantage that enables them to successfully adapt to the volatile business

environment (Mashingaidze et al., 2021). Porter's (1980) generic strategies are the most widely used business strategy

classifications (Thompson et al., 2018) and his typology is used in most published research on business strategy across a
range of industries (Cepiku et al., 2019; Giordano & Savignon, 2017). The business strategies covered in this article include
three of Porter’s strategies, namely, overall low-cost leadership, differentiation, and focus (Porter, 1980) as this approach at the
firm level has been tested and cited in many developing countries (Islami et al., 2019). Bhatnagar & Gopalaswamy (2017)
argue that the implementation of business strategies should be reinforced by firm-level innovations. Porter (1990:75) held that
“innovation practices reinforce firm competitiveness” and are crucial for a firm's competitive advantage (Rambe & Khaola,
2023). However, the lack of clarity surrounding the mechanisms by which business strategies influence firm competitiveness
has resulted in mixed conclusions on the strategy-competitiveness relationship. Moreover, few empirical studies have examined
the mediating mechanisms in this relationship. This article thus assesses the mediation effect of organisational innovation (Ol)
on the link between SMMTESs’ strategies and competitiveness.

The study offers empirical data that will enrich the discussion on whether Porter’s three strategies positively impact
firms” competitiveness in developing countries. By focusing on a relatively unexplored context — SMMTESs in Zimbabwe — it
advances knowledge of the applicability of Porter’s strategy theory across different contexts. Few studies that have presented
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evidence from Africa (Mkhonza & Sifolo, 2022; Matura et al., 2021). Since African SMMTEs operate in a socio-economic,
and political environment that differs from that of developing economies, an empirical study in this context is a crucial addition
to the discourse (Muresherwa et al., 2022). Moreover, the study strengthens the strategy discipline by offering empirical
evidence that enables practitioners and strategists to select the course of action that significantly creates firm value. The article
is structured as follows: section 2 presents a literature review while section 3 discusses the research methodology applied to
accomplish the research objectives. Section 4 presents, analyses, and discusses the empirical findings whilst section 5 provides
a conclusion and an overview of the implications of the findings. Lastly, section 6 presents the study’s limitations and areas for
future research.

Theoretical framework

The Resources Based View (RBV) was applied as the theoretical model underpinning the study. According to many strategic
management studies (Cepiku et al., 2019; Parnell & Brady, 2019; Giordano & Savignon, 2017; Turel et al., 2017 Can &
Karaboga, 2015; Acquaah & Yasai-Ardekani, 2015), the RBV is one of the leading approaches to explain both superior
performance and competitive advantage. It holds that companies can gain a competitive edge by creating certain combinations
of rare, valuable, inimitable, and non-replaceable resources (Turel et al., 2017). According to Burvill et al. (2018), businesses
can set themselves apart from competitors by combining these productive resources in various ways to produce unique products
or services for sale (Nason & Wiklund, 2018). The resource position perspective suggests that SMMTE managers should choose
which resources to use to create unique capabilities and core competencies that lead to a particular degree of competitive
advantage (Onufrey & Bergek, 2021). Thus, according to the RBV, a company's ability to compete is based on how it manages
and uses its resources, regardless of the state of the market (Barney, 1991). This allows firms to attain sustained commercial
viability and competitiveness (Mclver & Lengnick-Hall, 2018). The RBV assumes that firms within an industry have (and can
control) a set of heterogeneous resources, and, over time, resource heterogeneity may persist (Barney, 1991). Hence,
heterogeneous, immobile, idiosyncratic, inimitable resources give firms superior performance and competitive advantage
(McKelvie & Wiklund, 2010). Internal resources can be exploited by SMMTES to gain a sustainable competitive advantage in
their industry and effectively use these resources in the current dynamic marketing conditions to ensure short-term profitability
and eventually expand into new markets (Onufrey & Bergek, 2021).

Research variables

Porter’s generic strategies

Porter (1990) maintained that companies can obtain a competitive edge from three distinct bases: a focus strategy, overall low-
cost leadership strategy, and differentiation strategy. Thompson et al. (2018) state that in a price-sensitive market, the cost
leadership strategy prioritises the lowest cost per unit in manufacturing standardised products. As such, companies endeavour
to enhance their performance by lowering costs below those of their rivals in the industry. Such businesses sell their products
at competitive prices. David (2017) advises that managers pursuing overall low-cost leadership should incorporate customer-
essential features and services. Porter (1980) defined differentiation as the process of creating a distinctive product offering.
David (2017) specifies that firms with a differentiation strategy aim to distinguish themselves from their rivals through quality,
technical superiority, customer support services, and value for money. Lastly, the focus strategy is a strategic orientation
whereby businesses concentrate on a specific market, line of products, or customer base (Thompson et al., 2018). It enables a
firm to differentiate and provide low-cost products to a particular segment that realises higher profits (David, 2017). Porter
(2008) refers to these frameworks as generic strategies that any company in any industry, regardless of size or type, can use to
gain a competitive edge (Brenes et al., 2014). His strategy framework overlaps with other strategy typologies (Islami et al.,
2020). For instance, the differentiation strategy is similar to the prospector strategy (Brenes et al., 2014), and overall low-cost
leadership has features in common with Miles and Snow’s defender strategy (Hambrick, 1983), while the focus strategy shares
similarities with the niche innovator strategy (Miller & Friesen, 1986).

Firm competitiveness

Competitiveness has attracted much attention from scholars, government agencies, and businesses over the past years (Cong &
Thu, 2021). David (2017) identifies four competitiveness levels: industry, national, firm, and product. This article is grounded
on firm-level competitiveness. According to Porter (2008), industry competitiveness refers to the capacity to maintain or grow
market share through low costs or superior product features when compared to an industry of a similar nature in other nations.
In this research, SMMTEs’ competitiveness is evaluated by comparing their product quality, price, gross profit, customer
satisfaction, achievement of business goals, and ability to capitalise on potential (Chuang & Lin, 2017; Kotler & Armstrong,
2016), as well as the ability to respond by employing capital resources (Thompson et al., 2018). Firm internal resources are key
to building a competitive advantage over external factors (Mashingaidze et al., 2021). Thus, SMMTEs’ competitiveness relies
heavily on owners/managers’ managerial competencies (Chtodnicka & Zimon, 2020). The strategy discipline is mainly
concerned with the attainment of a competitive position (Chuang & Lin, 2017). However, sustaining market competitive
advantage requires firms to be innovative (Yildiz & Aykanat, 2021).

Organisational innovation
In the changing contemporary environment, innovation represents a strategic tool for firms to sustain profits (Scuotto et al.,
2022). Innovation describes the process of making radical, incremental, big, small, and increasing changes to products/services
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or systems to produce something new that benefits customers and adds to knowledge (Yildiz & Aykanat, 2021). The literature
adopts a somewhat expansive interpretation of innovation. Early research on innovation mainly focused on its “adoption” and
“spread” (Yildiz & Aykanat, 2021). Subsequently, a clear distinction between the "organisational" and "technological" aspects
of innovation became evident. Nonetheless, organisational innovation has received more research attention than technological
innovation (Muller et al., 2018). Hence, organisational innovation-focused studies have a legitimate place in the existing
literature (Y1ldiz, 2019). According to Wahyuni and Sara (2019), a company’s innovative effort is seen through its new and
novel ideas, creative processes, and experiments that foster new product/service development. Benner & Tushman (2003)
identify two primary categories of innovation: market innovation and technological innovation. Technological innovation
harnesses current technological trends (Zhou et al., 2017) while market innovation targets emerging market segments (Tsai &
Yang, 2014). This article is anchored on these two types of innovations. It hence argues that these innovation capabilities are
critical for SMMTES as they enable them to develop a competitive edge (Batra et al., 2015).

Hypotheses development

Overall low-cost leadership strategy

Islami et al. (2020) describe a low-cost leadership strategy as a firm’s quest to gain a competitive edge by lowering its costs in
comparison to those of rival companies. However, David (2017) cautions that firms adopting this strategy need to secure their
competitive edge in a way that makes it difficult for rivals to imitate. Different scholars highlight the critical role played by
overall low-cost leadership strategies in different industries. Anand & Nair (2020) observed that low-cost leadership enhances
the performance of players in the banking industry. Kankam-Kwarteng et al. (2019) established that competitive intensity
regulates the connection between low-cost strategy and firm performance in the restaurant industry in Ghana. Kimiti et al.
(2021) concluded that the low-cost leadership strategy enhances competitive advantage and market performance in Kenya.
Dumbu & Chidamoyo’s (2012) research on manufacturing SMEs in Zimbabwe found that a price reduction will enhance market
performance. However, divergent results were found by Acquaah & Agyapong (2015) in Ghana. Nair & Anand (2020) note
that innovation can be used in pursuance of the overall low-cost strategy. Its critical role in low-cost leadership can be seen in
increased competitiveness (Kimiti et al., 2021). Supporting this claim, Karaev (2023) concluded that innovation plays an
integral role in the extent to which an overall low-cost strategy impacts firm performance. Similarly, Farida & Setiawan (2022)
established that innovation acts as a mediating variable in the overall low-cost leadership-competitiveness relationship. Given
this background, the following hypotheses were formulated:

H1: An overall low-cost leadership strategy positively influences firm competitiveness.

H1,: Market innovation mediates the relationship between low-cost leadership and firm competitiveness.

H1,: Technological innovation mediates the relationship between a low-cost leadership strategy and firm
competitiveness.

Differentiation strategy
According to the strategy literature, a differentiation strategy entails finding a novel approach to carrying out supply chain
operations (David, 2017), offering a product/service in the market in a novel way (Islami et al., 2020), and developing a
differentiated product/service based on consumers’ specific needs (Thompson et al., 2018). To succeed, the organisation can
create, capture, and maintain economic value by pursuing the differentiation strategy (Islami et al., 2020). Islami et al. (2019)
add that differentiation increases firms’ competitiveness and profitability, while Lapersonne (2017) notes that it erects barriers
to new entrants. David (2017) identified differentiating activities on the value chain that can be used to create sustainable
competitive advantage. Much empirical literature has supported the theoretical literature regarding the model of differentiation
strategy and increased performance. For instance, Tjahjaningsih et al. (2020) found that word-of-mouth and customer
satisfaction are positively impacted by service differentiation in Indonesia. Likewise, Ardika et al. (2021) concluded that a
firm's competitiveness is positively and significantly impacted by product differentiation. Morgan & Govender (2017) observed
that product differentiation significantly improves customer satisfaction among firms in the South African telecommunications
sector. Businesses that use differentiation strategies are more likely to be innovative (Zeng, 2019; Lin et al., 2019). However,
limited research has been conducted on the interceding factors in the differentiation strategy-performance relationship.
Mwazuna & Museve (2023) revealed that the relationship between differentiation strategy and market performance is mediated
by customer loyalty, while Teeratansirikool et al. (2013) established that financial measures mediate this relationship.
According to Makanyeza et al. (2023), technological innovations provide significant benefits and boost
competitiveness. A company’s ability to effectively adopt new technologies in an ever-evolving business environment is a
crucial factor in determining its competitiveness (Makkonen et al., 2016). Therefore, SMMTEs that employ differentiation can
leverage innovation as a tactic to allocate scarce resources, remain competitive, and enhance performance (Sutanto, 2017).
These innovations ultimately enhance market attractiveness and performance (Makanyeza et al., 2023). As a result, businesses
that use differentiation strategies may be better able to comprehend their target audience's needs and respond to them through
innovative marketing (Islami et al., 2019). Acting differently and being innovative in a turbulent marketing environment can
significantly enhance SMMTESs’ flexibility and agility, thereby enhancing overall market performance (Jean et al., 2018). Yildiz
& Aykanat (2021) claim that innovation mediates the strategic agility-performance link. Based on these arguments, we
proposed that:

403


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 13 (2) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

H2: Differentiation strategy positively influences firm competitiveness.

H2,: Market innovation mediates the relationship between differentiation strategy and firm competitiveness.

H2,: Technological innovation mediates the relationship between differentiation strategy and firm competitiveness.
Focus strategy
According to Thompson et al. (2018), companies can intentionally cater to a particular market segment by implementing a
focus strategy. Porter (2008) adds that firms can combine low-cost tactics and differentiation approaches in a chosen market to
enhance their performance (Islami et al., 2020). Evidence suggests that a focus strategy is associated with improved market
position (Islami et al., 2019) and innovation is arguably more prevalent within firms that emphasise focus-oriented strategies
(David, 2017). Scholars agree that market innovation directly impacts the competitive strategy-performance relationship
(Obeidat, 2016; Kili¢, 2022; Naheed, 2018). A review of the literature shows that market and technological innovations can
enhance the link between focus strategy and firm competitiveness. Therefore, it was proposed that:

H3: Focus strategy positively influences firm competitiveness.
H3.: Market innovation mediates the relationship between focus strategy and firm competitiveness.
H3,: Technological innovation mediates the relationship between focus strategy and firm competitiveness.

Figure 1 below presents the conceptual framework that guided this study.

OLCLS

DS

FC
H2

TI

H3b

—
/

FS

Note. OLCLS - Overall Low-Cost Leadership Strategy; DS - Differentiation Strategy; FS - Focus Strategy; MI - Market Innovation; TI - Technological Innovation; FC - Firm Competitiveness
Figure 1: Research conceptual model

Methodology

This study applied a quantitative approach guided by the positivist philosophy to examine the pertinent relationships between
business strategies and firm competitiveness. The quantitative paradigm was appropriate due to the need to objectively analyse
data to validate the suggested relationships. A quantitative approach is a formalised, objective procedure for characterising and
evaluating relationships between variables of interest (Saunders et al., 2019). The direction and strength of the relationship
were established using a descriptive research design. The target population was made up of managers and owners of SMMTEs
in Harare, Zimbabwe's capital. Participants were selected from the database of registered SMMTEs. According to the FinScope
Survey (2022), the target population in Harare consisted of 3,000 SMMTEs. Harare was chosen because, as the capital city, it
is home to many SMMTEs. This sector is a significant contributor to the GDP, export revenue, and employment (Matikiti-
Manyevere & Rambe, 2022). The study’s sample size of 341 was determined by Krejcie and Morgan’s (1970) table that was
chosen due to its simplicity and objectivity (Mashingaidze et al., 2021). Three hundred and twenty (320) of the 341 distributed
surveys were returned and qualified for data cleaning. The sample profile presented in Table 2 shows that males (74.1%)
dominated the study. Most of the respondents (86.0%) were between 26 and 55 years old. The results show that there were
more owner-managers (74.7%) than hired managers (25.3%) and the majority of respondents (68.5%) had completed a tertiary
qualification.

Measures

Data were gathered by way of a structured questionnaire with four main sections. The first section assessed the firm's attributes,
including the age of the company, and the respondent’s gender, highest level of education and position within the company.
Other studies have also used the first section of a survey or questionnaire to cover demographic characteristics (see, for example,
Makanyeza et al., 2023). Three business strategies were evaluated in the second section: focus, differentiation, and overall low-
cost leadership (Islami et al., 2020). Section three measured organisational innovation using two constructs; market innovation
and technological innovation (Zhou et al., 2017). The last section measured firm competitiveness in terms of market
responsiveness, differentiated products, and market sensing (Ramaswami et al., 2006). The measurement items were adopted
from the literature and adjusted to align with the inquiry.
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Table 2: Sample profile (n=320)

20eo

Characteristics [ Frequency [ Percentage
Gender
Female 83 25.9
Male 237 74.1
Total 320 100
Age
Less than 25 10 3.1
Between 26 and 35 89 27.8
Between 36 and 45 84 26.3
Between 46 and 55 102 319
56 and over 35 10.9
Total 320 100
Position
Owner 239 74.7
Manager 81 25.3
Total 320 100
Educational level
Basic education 101 315
Undergraduate 132 41.3
Postgraduate 87 27.2
Total 320 100
Results

Scale validation

PLS-SEM was used to perform multivariate statistical analysis. This made it possible to simultaneously examine multiple
variables and equations. PLS was the preferred statistical analysis as it works efficiently with a complex model that involves
mediation (Hair et al., 2014; Memon et al., 2021), small sample sizes (Dash & Paul, 2021), and the presence of multiple
indicators per latent variable (Memon et al., 2021). The empirical results are presented in two steps, first, by the assessment of
the validity and reliability of the conceptual framework, then the evaluation of the discriminant validity, indicator reliability,
and convergent validity for constructs. The findings are presented in Table 3 below.

Table 3: Business strategies and firm competitiveness

Construct Composite validity Cronbach alpha AVE R?
Overall low-cost strategy 0.91 0.93 0.76 /
Differentiation strategy 0.92 0.87 0.70 /
Focus strategy 0.92 0.90 0.68 /
Technological innovation 0.87 0.89 0.66 0.17
Market innovation 0.90 0.85 0.71 0.29
Firm competitiveness 0.92 0.84 0.70 0.27

AVE= Average Variance Extracted

The items had sound internal consistency as illustrated by the Cronbach's o values and the composite reliability values which
are greater than 0.8 (Exhibit 2). The findings also show that all AVE extracted scores were greater than 0.6, indicating
convergent validity. In addition, since every indicator loading was >0.7 and >0.8, good indicator reliability was achieved.
Lastly, statistical analysis was undertaken to assess the structural model of our theoretical framework (Memon et al., 2021;
Hair et al., 2017). The results are displayed in Figure 2 below.

OLCLS
0.41**

Mi
/ (R%: 029 \
DS
— / (R?:0.37)

0.51**

0.29**

0.27**

0.34%*

TI
(R2:0.17)

0.42**

0.35**

FS

Note. FS - Focus Strategy; OLCLS - Overall Low-Cost Leadership Strategy; DS - Differentiation Strategy; MI - Market Innovation; Tl - Technological Innovation; FC - Firm Competitiveness
* If P<0.05, ** If P<0.01

Figure 2: Conceptual framework and results
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The R? scores for firm competitiveness were above 0.1. The results for construct collinearity showed VIF values of less than 5,
indicating excellent findings (Hair et al., 2017). A bootstrapping algorithm with 5,000 subsamples was employed to assess the
significance of the path coefficients (Memon et al., 2021).

Research hypotheses testing

The direct relationships were tested first. Direct significant relationships were established between two dimensions (OLCLS
and FS) and FC (OLCLS-FC=0.51; FS-FC=0.35). This confirms Porter's (2008) assertion that the OLCLS and FS positively
influence a firm’s capacity to serve the market well. Moreover, previous studies concluded that firms that provide the lowest
possible cost in a particular market have superior market performance (Kimiti et al., 2021; Anand & Nair, 2020; Acquaah &
Agyapong, 2015; Dumbu & Chidamoyo, 2012). However, there was an insignificant direct relationship between the DS and
FC. This finding does not validate earlier conclusions (Islami et al., 2020; Islami et al., 2019). Six pathways were examined for
mediation effects. Three paths, including that from the OLCLS to Ml and then FC, from the FS to MI and then FC, and from
the FS to Tl and then FC demonstrated a strong mediation effect. According to the strategic management literature, the OLCLS
and FS increase FC by providing customer-focused products at an affordable cost (David & David, 2017). The study’s findings
are similar to those of Anand & Nair (2020) and Kankam-Kwarteng et al. (2019). Conversely, no mediating effect was detected
on the other pathways. For the three pathways with significant mediation effects, the variance-accounted-for scores were 0.31,
0.82, and 0.73, respectively.

The findings from structural equation modelling show that MI partially mediates the relationship between the OLCLS
and FC. Partial mediation by Tl and a full mediation by MI could exist in the relationship between the FS and FC. These
findings validate the results from previous studies. For example, Kimiti et al. (2021) established that innovation is a strong
mediator in influencing the strategy in relation to performance in the banking industry, while Karaev et al. (2023) demonstrated
that strategic innovation plays a significant mediating role in any underlying relationship. Since there was an insignificant
connection between the FS and FC, these two effects were indirect mediation effects (Zhao et al., 2010). This implies that the
only way in which the path from the FS to FC can function is through the mediation effects of Tl and MI, respectively. Obeidat
(2016) concluded that innovation is key in the FS and FC relationship in the telecommunications industry. Similarly, Kili¢
(2022) held that the FS increases FC through improving customer satisfaction.

The findings of the detailed mediation are illustrated in Table 4 below. In light of these findings, three hypotheses
were accepted while the other three were rejected.

Table 4: Mediation effect

Hypothesis Path Mediator Direct effect First path Second path VAF Mediation

H1: OLCS—FC - 0.51

Hla OLCS—MI— FC Market innovation 0.32 0.41** 0.29** 0.31 Partial mediation

Hlp OLCS—TI— FC Technological innovation 0.27 Not significant 0.34**

H2 DS—FC - 0.012

H2. DS—MI— FC Market innovation 0.18 Not significant 0.29**

H2y DS—TI— FC Technological innovation 0.18 Not significant 0.34**

H3 FS—FC - 0.35

H3a FS—>MI— FC Market innovation Not significant 0.27** 0.29** 0.82 Indirect-only full mediation
H3p FS—TI— FC Technological innovation Not significant 0.42 0.34** 0.73 Indirect-only mediation

Note. OLCLS - Overall Low-Cost Leadership Strategy; DS - Differentiation Strategy; FS - Focus Strategy; MI - Market Innovation; TI - Technological Innovation; FC - Firm Competitiveness
*P<0.1, *P <0.05, **P <0.01.

Implication and conclusion

The study aimed to extend understanding of how generic strategies affect the competitiveness of Zimbabwean SMMTEs.
Specifically, it investigated the mediating effect of market innovation and technological innovation on the business strategy-
competitiveness relationship. The study concluded that business strategies enhance firm competitiveness and that innovation
mediates this relationship. Overall, it contributes to closing gaps in the literature on the mediating mechanism that enables
business strategies to impact firm competitiveness. In particular, the results offer some evidence that innovation — particularly
MI — acts as a crucial mediator between business strategies and FC. However, two results warrant further discussion. First,
neither of the two forms of innovation is significantly impacted by the DS. Secondly, and this is a subtler point, the OLCLS
has a major effect on MI but not TI.

Theoretical implications

The article advances the strategy field in three ways. Firstly, we address criticism of Porter's competitive strategy for being
tautological (Barreto, 2010) by presenting a more nuanced comprehension of the effects of his typology on FC by providing
experiential support for claims that different strategic dimensions produce different performance outcomes. The notion that
distinct dimensions not only inevitably co-vary with one another but also have distinct outcomes is empirically supported by
our research (Wilden et al., 2013). The study operationalised business strategy into three constructs and examined the FC
implications of each. The findings indicate that the differentiation strategy does not enhance competitiveness in the same way
as the focus strategy and overall low-cost leadership strategy. Secondly, this article suggests and provides empirical support
for the idea that business strategies affect firm competitiveness through mechanisms related to innovation activities. Debate
continues on the question of whether and how business strategies impact competitiveness (Islami et al., 2020). Appreciation of
the corresponding mediating mechanisms is required to gain an understanding of how business strategies improve firm
performance. In light of our results, we conclude that business strategies, particularly those related to market innovation, could

406


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 13 (2) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

affect a firm's ability to compete. Lastly, this article addresses the relative paucity of empirical research on the mediating
variables of the strategy-competitiveness relationship by establishing the mediating role of innovation. This is important
because pertinent empirical research should supplement theoretical arguments regarding Porter’s generic strategies (Islami et
al., 2019).

Managerial implications

Our findings offer managers direction on how to develop and implement business strategies that SMMTES can use to increase
FC. First, managers should prioritise the OLCLS and FS over the DS, as our findings show that one of the three dimensions of
business strategies — the DS - does not significantly impact FC. Secondly, given that we found that M1 activities play a major
mediating role between business strategy and FC, SMMTE managers should take the RBV into account when enhancing their
innovation efforts, particularly those that facilitate customer connections. Therefore, rather than focusing on other areas, they
should devote more of their resources to M1 initiatives, especially in times of severe resource constraints. Notwithstanding its
substantial contribution to both managerial practice and theory, the study has two major limitations. First, we applied a cross-
sectional survey and were thus unable to investigate the longitudinal effects of Porter’s generic strategies on innovation
activities and firm competitiveness. This makes it impossible to conclusively prove causation. Empirically validating causality
using a longitudinal study design to evaluate business strategy, innovation, and firm competitiveness outcomes would be a
possible extension of this research. Secondly, the study's focus on the SMMTE sector in Zimbabwe limits its applicability.
Differences between nations are observable. Hence, studies on the SMMTE sector in other nations will help to confirm the
findings of this research and expand the use of the suggested framework. However, despite these limitations, our study
contributes both to managerial practice and theory and provides useful insights into the applicability of Porter’s strategies in

developing countries.

Reference

Acquaah, M. & Agyapong, A. (2015). The Relationship between Competitive Strategy and Firm Performance in Micro and Small Businesses in Ghana:
The Moderating Role of Managerial and Marketing Capabilities. Africa Journal of Management, 1(2), 172-193.
https://doi.org/10.1080/23322373.2015.1025684

Addae-Korankye, A. & Aryee, B. A. (2021). The Relationship Between Strategic Management Practices and the Growth of Small and Medium
Enterprises (SMEs) in Ghana. Business: Theory and Practice, 22(1), 222—230. https://doi.org/10.3846/btp.2021.12549

Agyapong, A. Essuman, G. & Yeboah, K. (2021). Performance Implications of Strategic Planning and Marketing Capability in Micro and Small
Businesses in an Emerging African Economy: A Contingent Resource-based View. Journal of Small Business & Entrepreneurship, 33(1), 29-48.
https://doi.org/10.1080/08276331.2018.1507415

Ardika, M., Sadiartha, A. N. & Sanjaya, P. K. (2021). Peran Customer Satisfaction Memediasi Product Differentiation Terhadap Customer Loyalty.
Widya Amrita: Jurnal Manajemen, Kewirausahaan Dan Parwisata, 1(2), 593604. DOI: https://doi.org/10.32795/widyaamrita.v1i2.1293 .

Barney, J. B. (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, 17(1), 99-120.
https://doi.org/10.1177/014920639101700108

Batra, S., Sharma, S., Dixit, M.R., Vohra, N. & Gupta, V.K. (2015). Performance Implications of Industry Appropriability for Manufacturing SMEs the Role
of Technology Orientation. Journal of Manufacturing Technology Management, 26(5), 660-677. https://doi.org/10.1108/JMTM-09-2013-0132

Benner, M. J. & Tushman, M. L. (2003). Exploitation, Exploration, and Process Management: The Productivity Dilemma Revisited. Academy of Management
Review, 28(2), 238-256. https://doi.org/10.2307/30040711

Bhatnagar, N. & Gopalaswamy, A.K. (2017). The Role of a Firm’s Innovation Competence on Customer Adoption of Service Innovation. Management
Research Review, 40(4), 378-409. https://doi.org/10.1108/MRR-11-2015-0280

Brenes, E. R., Montoya, D. & Ciravegna, L. (2014). Differentiation Strategies in Emerging Markets: The Case of Latin American Agribusinesses.
Journal of Business Research, 67(5), 847-855. https://doi.org/10.1016/j.jbusres.2013.07.003

Burvill, S. M., Jones-Evans, D. & Rowlands, H. (2018). Reconceptualising the Principles of Penrose’s (1959) Theory and the Resource Based View of the
Firm: The Generation of a New Conceptual Framework. Journal of Small Business and Enterprise Development, 25(6), 930-959.
https://doi.org/10.1108/JSBED-11-2017-0361

Cepiku, D., Giordano, F. & Savignon, A. B. (2017). Does Strategy Rhyme with Austerity? Public Money & Management, 20(3), 421-443.
https://doi.org/10.1080/14719037.2017.1285116

Chtodnicka, H. & Zimon, G. (2020). Bankruptcy Risk Assessment Measures of Polish SMEs. WSEAS Transactions on Business and Economics, 17, 14-20.
https://doi.org/10.37394/23207.2020.17.3

Chuang, S. H. & Lin, H. N. (2017). Performance Implications of Information-Value Offering in e-Service Systems: Examining the Resource-based Perspective
and Innovation Strategy. The Journal of Strategic Information Systems, 26(1), 22-38. https://doi.org/10.1016/j.jsis.2016.09.001

Cong, L.C. & Hai, V.H. (2015). The Influence of Leaders on the Competitiveness of the Enterprises — The Case of Accommodation Business in Nha Trang.
Journal of Trade Science, 14, 82-93. https://doi.org/10.1108/JED-06-2020-0080

Dash, G. & Paul, J. (2021). CB-SEM vs PLS-SEM Methods for Research in Social Sciences and Technology Forecasting. Technological Forecasting and
Social Change, 173 (2021), 1-11. https://doi.org/10.1016/j.techfore.2021.121092

David, F.R. (2017). Strategic Management: Concepts and Cases. Upper Saddle River: Pearson PrenticeHall.

Dumbu, E. & Chadamoyo, P. (2012). Managerial Deficiencies in the Small and Medium Enterprises (SMEs) in the Craft Industry: An Empirical Evidence of
SMEs at Great Zimbabwe in Chief Mugabe’s area. European Journal of Business and Management, 4(10), 79-85.

Farida, I. & Setiawan, D. (2022). Business Strategies and Competitive Advantage: The role of performance and innovation. Journal of Open Innovation:
Technology, Market, and Complexity, 8(163), 1-16. https://doi.org/10.3390/joitmc8030163

Filimonau, V. & De Coteau, D. (2020). Tourism Resilience in The Context of Integrated Destination and Disaster Management (DM2). International Journal
of Tourism Research, 22(2), 202-222. https://doi.org/10.1002/jtr.2329

Findikli, M. A., Yozgat, U. & Rofcanin, Y. (2015). Examining Organizational Innovation and Knowledge Management Capacity: The Central Role of Strategic
Human Resources Practices (SHRPs). Procedia-Social and Behavioural Sciences, 181, 377-387. https://doi.org/10.1016/j.sbspro.2015.04.900

FinScope. (2022). Micro, small, and medium enterprises (MSME) survey highlights. Available at
https://www.rbz.co.zw/documents/BL SS/2022/Zimbabwe_FinScope MSME_Survey Report 2022.pdf [Retrieved 15 March 2024].

Gates, B. (2020). Responding to Covid-19 — a Once-in-a-Century Pandemic? New England Journal of Medicine, 382 (18), 1677-1679.
https://doi.org/10.1056/NEJMp2003762

Global Entrepreneurship Monitor. (2020). Impact of COVID-19 on South Africa SMMEs. Global Entrepreneurship Research Association, South Africa.

407



http://www.ajhtl.com/
https://doi.org/10.1080/23322373.2015.1025684
https://doi.org/10.3846/btp.2021.12549
https://doi.org/10.1080/08276331.2018.1507415
https://doi.org/10.32795/widyaamrita.v1i2.1293
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1108/JMTM-09-2013-0132
https://doi.org/10.2307/30040711
https://doi.org/10.1108/MRR-11-2015-0280
https://doi.org/10.1016/j.jbusres.2013.07.003
https://doi.org/10.1108/JSBED-11-2017-0361
https://doi.org/10.1080/14719037.2017.1285116
https://doi.org/10.37394/23207.2020.17.3
https://doi.org/10.1016/j.jsis.2016.09.001
https://doi.org/10.1108/JED-06-2020-0080
https://doi.org/10.1016/j.techfore.2021.121092
https://doi.org/10.3390/joitmc8030163
https://doi.org/10.1002/jtr.2329
https://doi.org/10.1016/j.sbspro.2015.04.900
https://www.rbz.co.zw/documents/BLSS/2022/Zimbabwe_FinScope_MSME_Survey_Report_2022.pdf
https://doi.org/10.1056/NEJMp2003762

African Journal of Hospitality, Tourism and Leisure, Volume 13 (2) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Grube, L. E. & Storr, V. H. (2018). Embedded Entrepreneurs and Post-disaster Community Recovery. Entrepreneurship & Regional Development, 30(7-8),
800-821. https://doi.org/10.1080/08985626.2018.1457084

Hambrick, D.C. (1983). High profit strategies in mature capital goods industries: A contingency approach. Academy Management Journal 26(4), 687-707.

https://doi.org/10.2307/255916

Hair, J. F., Jr, Hult, G. T. M., Ringle, C. & Sarstedt, M. (2014). A Primer on Partial Least Squares Structural Equation Modelling (PLS-SEM). Thousand
Oaks:Sage Publications.

Hair, J. F., Jr, Hult, G. T. M., Ringle, C. & Sarstedt, M. (2017). A Primer on Partial Least Squares Structural Equation Modelling (PLS-SEM) (2" Edition.).
Thousand Oaks: Sage Publications

Islami, X., Islami, V., Topuzovska Latkovikj, M. & Mulloli, E. (2019). Barriers Hindering the Entry of New Firms to the Competitive Market and
Profitability of Incumbents. Management - Journal of Contemporary Management Issues, 24(2), 121-143. https://doi.org/10.30924/mjcmi.24.2.9

Islami, X., Topuzovska Latkovikj, M., Drakulevski, L. & Borota Popovska, M. (2020). Does Differentiation Strategy Model Matter? Designation of
Organizational Performance Using Differentiation Strategy Instruments — An Empirical Analysis. Business: Theory and Practice, 21(1),
158-177. https://doi.org/10.3846/btp.2020.11648

Jean, R. J., Kim, D., Chiou, J. S. & Calantone, R. (2018). Strategic Orientations, Joint Learning, and Innovation Generation in International Customer-Supplier
Relationships. International Business Review, 27, 838-851. https://doi.org/10.1016/j.ibusrev.2018.01.007

Kankam-Kwarteng, C., Osman, B. & Donkor, J. (2019). Innovative Low-Cost Strategy and Firm Performance of Restaurants: The Moderation of Competitive
Intensity. Asia Pacific Journal of Innovation and Entrepreneurship, 13 (3), 266-281. https://doi.org/10.1108/APJIE-05-2018-0034

Karim, S. & Capron, L. (2016). Adding, Redeploying, Recombining and Divesting Resources and Business Units. Strategic Management Journal, 37(13),
54-62. https://doi.org/10.1002/smj.2537

Kilig, F. (2022). Effect of Competitive Strategies on Firm Performance and Mediating Role of Product Innovation. International Journal of Business and
Management, 17, 93-102. https://doi.org/10.5539/ijbm.v17n3p93

Kim, E., Nam, D. I. & Stimpert, J. L. (2004). The Applicability of Porter’s Generic Strategies in the Digital Age: Assumptions, Conjectures, and Suggestions.
Journal of Management, 30(5), 569-589. https://doi.org/10.1016/j.jm.2003.12.001

Kimiti, P. G., Muathe, S. M. A. & Murigi, E. M. (2021). Cost Leadership Strategy: A New Game Strategy for Competitive Advantage in Milk Processing
Firms in Kenya. European Scientific Journal,17(23), 296-306. https://doi.org/10.19044/esj.2021.v17n23p296

Kiprotich, E., Gachunga, H. & Bonke, R. (2023). Moderating Effect of Innovation on the Relationship Between Customer Focus Strategy and Performance of
Manufacturing Firms in Kenya International Journal of Strategic Management, 2(1), 1-21.

Kotler, P.G. & Armstrong, G.A. (2016). Principles of Marketing.16th Global Edition. London: Pearson. Krejcie, R. V. & Morgan, D. W. (1970). Determining
Sample Size for Research Activities. Educational and Psychological Measurement, 30(3), 607-610. https://doi.org/10.1177/001316447003000308

Liao, S. H., Fei, W. C. & Liu, C. T. (2008). Relationships Between Knowledge Inertia, Organizational Learning and Organization Innovation. Technovation,
28(4), 183-195.https://doi.org/10.1016/j.technovation.2007.11.005

Lin, Y., Luo, J., leromonachou, P., Rong, K. & Huang, L. (2019). Strategic Orientation of Servitization in Manufacturing Firms and Its Impacts on Firm
Performance. Industrial Management & Data Systems, 119(2), 292-316. https://doi.org/10.1108/IMDS-10-2017-0485

Mabenge, B.K., Ngorora-Madzimure, G.P.A. & Makanyeza, C. (2020). Dimensions of Innovation and their Effects on the Performance of Small and Medium
Enterprises: The Moderating Role of Firm’s Age and Size. Journal of Small Business & Entrepreneurship, 34(1) 1-25.
https://doi.org/10.1080/08276331.2020.1725727

Makanyeza, C., Mabenge, B. K. & Ngorora-Madzimure, G. P. K. (2023). Factors Influencing Small and Medium Enterprises’ Innovativeness: Evidence from
Manufacturing Companies in Harare, Zimbabwe. Global Business and Organizational Excellence, 42(3), 10-23. https://doi.org/10.1002/joe.22180

Makkonen, H., Johnston, W. J. & Javalgi, R. R. G. (2016). A Behavioural Approach to Organizational Innovation Adoption. Journal of Business Research,
69(7), 2480-2489. https://doi.org/10.1016/j.jbusres.2016.02.017

Matikiti-Manyevere, R. & Rambe, P. (2022). The Impact of COVID-19 on the Tourism Industry: The Role of Fourth Industrial Revolution Technologies in
Mitigating the Impacts. African Journal of Hospitality, Tourism and Leisure, 11 (3), 1173-1187. https://doi.org/10.46222/ajhtl.19770720.283

Matura, P., Mbaiwa, J. & Mago, S. (2021). Marketing Mix Strategies of Small and Medium Tourism Enterprises in Masvingo Province, Zimbabwe. African
Journal of Hospitality, Tourism and Leisure, 10(3), 1025-1047. https://doi.org/10.46222/ajht|.19770720-147

Mashingaidze, M., Phiri, M. & Nyatsambo, M. (2022). Dynamic Capabilities and Growth of Small and Medium Tourism Enterprises during the COVID-19
Pandemic: The Role of Organisational Innovation. African Journal of Hospitality, Tourism and Leisure, 11(4), 1520-1534.
https://doi.org/10.46222/ajhtl.19770720.306

Mashingaidze, M., Phiri, M. A. & Bomani, M. (2021). Strategy Formulation Amongst Small and Medium Manufacturing: An Emerging Market Case Study.
Journal of Governance & Regulation, 10(1), 158-166. https://doi.org/10.22495/jgrv10ilart15

Mclver, D. & Lengnick-Hall, C. (2018). The Causal Ambiguity Paradox: Deliberate Actions Under Causal Ambiguity. Strategic Organization, 16(3),
304-322.https://doi.org/10.1177/1476127017740

Memon, M. A., Cheah, J. H., Ting, H., Chuah, F. & Cham, T. H. (2021). PLS-SEM Statistical Programs: A Review. Journal of Applied Structural
Equation Modeling, 5 (1), 1-14. https://doi.org/10.47263/JASEM.5(1)06.

Miles, R. E., Snow, C. C., Meyer, A. D. & Coleman Jr, H. J. (1978). Organizational Strategy, Structure, and Process. Academy of Management Review, 3(3),
546-562. https://doi.org/10.2307/257544

Miller, D. & Friesen, P. H. (1986). Porter's (1980) Generic Strategies and Performance: An Empirical Examination with American Data: Part |: Testing Porter
. Organization Studies, 7(1), 37-55. https://doi.org/10.1177/017084068600700103

Mkhonza, V. M. & Sifolo, P. P. (2022). Investigating Small, Medium, And Micro-Scale Enterprises Strategic Planning Techniques in Johannesburg Central
Business District Post-COVID-19 Lockdown. Southern African Journal of Entrepreneurship and Small Business Management, 14(1), 1-13.
https://doi.org/10.4102/sajesbm.v14i1.483

Morgan, S. & Govender, K. (2017). Exploring Customer Loyalty in the South African Mobile Telecommunications Sector. Cogent Business & Management,
4(1), 2331-1975. http://dx.doi.org/10.1080/23311975.2016.1273816

Muller, J. M., Buliga, O. & Voigt, K. I. (2018). Fortune Favours the Prepared: How SMEs Approach Business Model Innovations in Industry 4.0. Technological
Forecasting and Social Change,132(December 2017), 2-17. http://dx.doi.org/10.1016/j.techfore.2017.12.019

Muresherwa, G., Tichaawa, T. M. & Swart, K. (2022). Developing Event Tourism in Zimbabwe: Opportunities and Challenges Amid the Covid-19 Pandemic.,
11(3), 1259-1272. https://doi.org/10.46222/ajhtl.19770720.289

Mwazuna, A. N. & Museve, E. (2023). Sustainable Firm Performance through Product Differentiation Strategies: The Hidden Treasure of Customer Loyalty.
European Journal of Management and Marketing Studies, 8(2). http://dx.doi.org/10.46827/ejmms.v8i2.1499

Naheed, K. (2018). Impact of Market Orientation on Firm Performance: Mediating Role of Innovation Strategies in Excellence Awarded Corporate Sector.
IBT Journal of Business Studies,14 (1), 129-142. https://doi.org/10.46745/ilma.jbs.2018.14.01.11

Nair, A. R. & Anand, B. (2020). Monetary Policy and Financial Stability: Should Central Bank Lean against the Wind? Central Bank Review, 20(3), 133-142.
https://doi.org/10.1016/j.cbrev.2020.03.006

Nason, R. S. & Wiklund, J. (2018). An Assessment of Resource-Based Theorizing on Firm Growth and Suggestions for the Future. Journal of Management,
44(1),32-60. https://doi.org/10.1177/0149206315610635

Obeidat, B. Y. (2016). The Effect of Strategic Orientation on Organizational Performance: The Mediating Role of Innovation. International Journal of
Communications, Network and System Sciences, 9(11),478-505. http://dx.doi.org/10.4236/ijcns.2016.911039

408


http://www.ajhtl.com/
https://doi.org/10.1080/08985626.2018.1457084
https://doi.org/10.2307/255916
https://doi.org/10.30924/mjcmi.24.2.9
https://doi.org/10.3846/btp.2020.11648
https://doi.org/10.1016/j.ibusrev.2018.01.007
https://doi.org/10.1108/APJIE-05-2018-0034
https://doi.org/10.1002/smj.2537
https://doi.org/10.5539/ijbm.v17n3p93
https://doi.org/10.1016/j.jm.2003.12.001
https://doi.org/10.19044/esj.2021.v17n23p296
https://doi.org/10.1177/001316447003000308
https://doi.org/10.1016/j.technovation.2007.11.005
https://doi.org/10.1108/IMDS-10-2017-0485
https://doi.org/10.1080/08276331.2020.1725727
https://doi.org/10.1002/joe.22180
https://doi.org/10.1016/j.jbusres.2016.02.017
https://doi.org/10.46222/ajhtl.19770720.283
https://doi.org/10.46222/ajhtl.19770720-147
https://doi.org/10.46222/ajhtl.19770720.306
https://doi.org/10.22495/jgrv10i1art15
https://doi.org/10.1177/1476127017740
https://doi.org/10.47263/JASEM.5(1)06
https://doi.org/10.2307/257544
https://doi.org/10.1177/017084068600700103
https://doi.org/10.4102/sajesbm.v14i1.483
http://dx.doi.org/10.1080/23311975.2016.1273816
http://dx.doi.org/10.1016/j.techfore.2017.12.019
https://doi.org/10.46222/ajhtl.19770720.289
http://dx.doi.org/10.46827/ejmms.v8i2.1499
https://doi.org/10.46745/ilma.jbs.2018.14.01.11
https://doi.org/10.1016/j.cbrev.2020.03.006
https://doi.org/10.1177/0149206315610635
http://dx.doi.org/10.4236/ijcns.2016.911039

African Journal of Hospitality, Tourism and Leisure, Volume 13 (2) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Onufrey, K. & Bergek, A. (2021). Transformation in a Mature Industry: The Role of Business and Innovation Strategies. Technovation, 105 (2021), 1-14.
https://doi.org/10.1016/j.technovation.2020.102190

Porter M. E. (1980). Competitive Strategy: Techniques for Analyzing Industries and Competitors. New York: Free Press.

Porter, M. E. (2008). On Competition, Updated and Expanded. Boston: Harvard Business School Publishing.

Ramaswami, S. N., Srivastava, R. & Bhargava, M. (2006). Market-based assets and capabilities, business processes, and financial performance. Journal of the
Academy of Marketing Science, 37, (2), 97-116.http://doi.org/10.1007/s11747-008-0120-2

Rambe, P. & Khaola, P. (2023). Enhancing Competitiveness through Technology Transfer and Product Quality: The Mediation and Moderation Effects of
Location and asset value. Journal of Innovation and Entrepreneurship, 12(19), 1-23. https://doi.org/10.1186/s13731-023-00284-1

Saunders, M., Lewis, P. & Thornhill, A. (2019). Research Methods for Business Students. New York: Pearson.

Scuotto, V., Magni, D., Palladino, R. & Nicotra, M. (2022). Triggering Disruptive Technology Absorptive Capacity by ClIOs: Explorative Research on a Micro-
Foundation Lens. Technological Forecasting and Social Change, 174, 121234, https://doi.org/10.1016/j.techfore.2021.121234

Sutanto, E. M. (2017). The Influence of Organizational Learning Capability and Organizational Creativity on Organizational innovation of Universities in

East Java, Indonesia. Asia Pacific Management Review, 22(3), 128-135. https://doi.org/10.1016/j.apmrv.2016.11.002

Thompson, A. A, Strickland, A. J., Gamble, J. E. & Peteraf, M. (2018) Crafting and Executing Strategy: The Quest for Competitive Advantage — Concepts
And Cases, 21% Edition. New York: McGraw-Hill Education.

Tjahjaningsih, E., Ningsih, D. H. U. & Utomo, A. P. (2020). The Effect of Service Quality and Product Diversity on Customer Loyalty: The Role of Customer
Satisfaction and Word of Mouth. The Journal of Asian Finance, Economics and Business, 7(12), 481-490.
https://doi.org/10.13106/jafeb.2020.vol7.n012.481 .

Tsai, K. H. & Yang, S. Y. (2014). The Contingent Value of Firm Innovativeness for Business Performance Under Environmental turbulence. International

Entrepreneurship and Management Journal, 10(2),343-366. https://doi.org/10.1007/s11365-012-0225-4

Turel, O., Liu, P. & Bart, C. (2017). Board-level Information Technology Governance Effects on Organizational Performance: The Roles of Strategic

Alignment and Authoritarian Governance Style. Information Systems Management, 34(2), 117-136. http://dx.doi.org/10.1080/10580530.2017.1288523

Wahyuni, N. M. & Sara, I. S. (2019). The Effect of Entrepreneurial Orientation Variables on Business Performance in the SME industry context. Journal of
Workplace Learning. 32(1), 35-62. https://doi.org/10.1108/JWL-03-2019-0033

Yildiz, T. & Aykanat, Z. (2021). The Mediating Role of Organizational Innovation on the Impact of Strategic Agility on Firm Performance. World Journal of
Entrepreneurship, Management and Sustainable Development, 17(4), 765-786. https://doi.org/10.1108/WJEMSD-06-2020-0070

Zaefarian, G., Forkmann, S., Mitr¢ga, M. & Henneberg, S. C. (2017). A Capability on the Relationship Ending and its Impact on Product Innovation Success
and Firm performance. Long Range Planning,50(2), 184-199. https://doi.org/10.1016/j.Irp.2015.12.023

Zeng, S. (2019). Research on Competitive Strategy — Case of DDL Construction Company. American Journal of Industrial and BusinessManagement, 9,

743-763. https://doi.org/10.4236/ajibm.2019.93049.
Zhou, S., Zhou J., Feng J. & Jiang S. (2019). Dynamic Capabilities and Organizational Performance: The Mediating Role of Innovation. Journal of
Management & Organization, 25(5), 731-747. https://doi.org/10.1017/jmo.2017.20

409


http://www.ajhtl.com/
https://doi.org/10.1016/j.technovation.2020.102190
http://doi.org/10.1007/s11747-008-0120-2
https://doi.org/10.1186/s13731-023-00284-1
https://doi.org/10.1016/j.techfore.2021.121234
https://doi.org/10.1016/j.apmrv.2016.11.002
https://doi.org/10.13106/jafeb.2020.vol7.no12.481
https://doi.org/10.1007/s11365-012-0225-4
http://dx.doi.org/10.1080/10580530.2017.1288523
https://doi.org/10.1108/JWL-03-2019-0033
https://doi.org/10.1108/WJEMSD-06-2020-0070
https://doi.org/10.1016/j.lrp.2015.12.023
https://doi.org/10.4236/ajibm.2019.93049
https://doi.org/10.1017/jmo.2017.20

	btnOpenRubric: 


