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INVESTIGATING BEHAVIORAL INTENTIONS FOR 

SPORTS SPECTATORSHIP IN U.S. COLLEGE 

FOOTBALL: THE CONTEXT OF VALUE, 

SATISFACTION AND BRAND EQUITY 

Bahadir Birim, Celal Bayar University 

M. Meral Anitsal, Tennessee Tech University 

Ismet Anitsal, Tennessee Tech University 

ABSTRACT 

 Sports events are attracting more people every day; sports organizations are looking for 

ways to establish relationships with their fan base. Building a large and responsive fan base is 

very important for profitability of sports organizations. Predicting sports fans’ intentions and 

engaging fans require a better understanding of influential factors namely, perceived value, 

satisfaction, and brand equity. This study developed scales to measure these four constructs for 

sports spectatorship in U.S. college football. Data was obtained from 390 students at a 

Southeastern public university. The four factors explained 70.3% of the variance. Construct 

validities and reliabilities were also provided. The findings offer several implications for sports 

organizations and academic research on sports marketing in understanding value, satisfaction, 

brand equity perceptions and behavioral intentions of fans. 
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A Conceptual Framework of Strategic Talent Management 

and Firm Success  

Kanittha Sripirom, Mahasarakham University  

Prathanporn Jhundra-indra, Mahasarakham University 

Saranya Raksong, Mahasarakham University 

ABSTRACT 

 Nowadays, rapid environmental changes such as in technology and the intensity of 

business competitors affect organizations; and it is difficultly to achievement meet. Humans are 

viewed as the critical factor that can move the organizations to superior competitiveness. 

Especially, a talented employee is a key driver because of their potential that can make a 

significant difference to firm performance. Currently, talents are required by many firms that 

need to attract a talented person because their capabilities to become higher quality than the 

others in the organizations. Strategic talent management remains a hot issue for HR 

practitioners in that they attempt to find the best way for retention and motivation of high- 

performance employees due to the competitive advantage of business. So, this paper presents the 

concept of strategic talent management that aims to provide the priority of process concerned 

with strategic talent management as described by five dimensions (employee specialty 

competency focus, employee value-searching orientation, employee development investment 

emphasis, employee ability enhancement concentration) which positively relate to five 

consequences (superior operational proficiency, business value creation outstanding 

organizational outcome, business competitiveness and firm success). Moreover, in the future, 

this paper will add value to human resource management when it proves the proposition that 

points to the accuracy of a link relationship of each construct from the precise literature review. 

INTRODUCTION 

Since 1997, the phrase “the war for talent” was coined by McKinsey (Axelrod, 

Handfield-Jones, & Michaels, 2002). McKinsey & Company, as a large firm, is accepted by the 

best prestigious management-consultation that published their well-known report declaring that 

“better talent is worth fighting for” (Chambers et al., 1998: 45). DEA (2009) points out that a 

talent is viewed as people who have special competencies, and their competencies in business are 

of strategic importance to the organization. In addition, talent comprises individuals who can 

make a difference to organizational performance through the highest levels of potential either by 

their sudden contribution, or in the longer-term (CIPD, 2012). However, talented employees 

need to develop their competencies, so the organization should pay attention to the efficiency 

programs that help polish their potential to achieve competition in business.   

In the term “talent management (TM)” is a stream of interest and it is accepted by 

practitioners and academics (Berry, 2007; Jenkins, 2006; Maxwell & MacLean, 2008; Powell & 

Lubitsh, 2007). Because of rapid world changes, this reason pushes the firms in their effort to 

create customers by differentiation, and through novel and creative ideas that bring them success. 

Further, the changing conditions of competition also impact changed perspectives regarding 

employees in human resource management. Owing to this, the most valuable assets of businesses 
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are the employees who are considered as cost contributors. To date, all employees are the 

important who are to be viewed as talented persons, creating added value to the firms. 

Globalization has made the transition of talent management from process to strategy in that many 

businesses realize would fit strategy employment to competition for a survival trajectory. 

According to the priority of processes, namely, attracting talented employees to the business, 

retaining them and their loyalty to the organizations is by obtaining education and career 

development opportunities, and coaching facilitators through managers of these employees, 

which are considered as important points (Gumus et al., 2013).  

Talent management remains one challenges of the present firm that is promptly faced 

with involvement in human capital (Ashton & Morton, 2005). Moreover, the important 

contribution is that the firms can preserve their skilled employees and gain benefit from them in 

accordance with the objectives of the business. Although the increased focusing on talent has 

spread from knowledge-based organizations to broader segments in the labor market, talent 

management research is little (Burbach & Royle, 2010; Collings & Mellahi, 2009). The majority 

of articles have appeared in the literature reviews, or some conceptual paper while the empirical 

study having articles about talent management that can be found in academic literature, has been 

very few. These loopholes are interesting in that this paper is reviewed by some literature for 

exhibition with a conceptual framework. The aim of the current paper is to guide for the 

investigation of the relationships between the five dimensions of strategic talent management 

(employee specialty competency focus, employee value-searching orientation, employee 

development investment emphasis, competency-motivation congruence awareness and employee 

ability enhancement concentration), which has an influence on firm success. Moreover, the 

literatures reviews of this conceptual framework related to predictive and construct validity are 

addressed by these nine propositions.  

In the future research direction, it shed light on how strategic talent management scholar 

will pay attention for integration of these relationships and transform talent-management concept 

into a legitimate field of academic study or apply it for practitioner. The outline of this paper is 

organized as follows: First, it briefly reviews the previous literature relevant to these variables 

and proposes a conceptual framework which develops the related propositions for testing. Later, 

it describes research methods. Finally, the last section presents theoretical contributions, 

managerial contributions, a suggestion for future research, and a conclusion. 

LITERATURE REVIEWS 

This paper provides a conceptual framework of strategic talent management and firm 

success. The relationships of these variables are supported by the literature review as shown in 

Figure 1. 
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Figure 1A 
CONCEPTUAL FRAMEWORK 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

Strategic Talent Management 

At the present, talent management has become an imperative fundamental of current 

organizations, and organizational success is based on talent that is employed (Beheshtifar, Nasab 

& Moghadam, 2012). Recently, a large number of firms give more attention to new vision 

concerning talent management. It is viewed as part of the important process and as subject matter 

of strategic management. Talent is posed as the primary driver of any successful firm in order to 

show the achievement or failure of the organization, depending on owned talents and the 

development of their condition. Thus, strategic talent management is a very important aspect that 

has evolved, and is a new field that is permitting firms to develop and retain highly-qualified 

employees in order to boost performance within the firm. 

The topic of talent management (TM) is a popular issue for practitioners in the field of 

human resources, and is continuously growing. It is interesting, but lacks clarity of the meaning 

of the term “talent management” because many authors have various assumptions regarding 

definitions that increase the confusion (e.g. Lewis & Heckman, 2006). These many arguments 

involve types and processes, and are focused on the contents of elements of talent management 

(e.g. Avedon, 2010). Moreover, Lewis & Heckman (2006) identified three key perspectives of 

talent management. First, TM is substituted by a new term for common HR practices (“old wine 

in new bottles”) such as recruitment, leadership development, and succession planning. These 

are a similar rebranding of HRM because the contribution of this literature is quite limited 

beyond the strategic HR literature. Second, the core of literature emphasizes succession-planning 

practices which focus on the development of the talent pools by managing the progression 

program through positions. Lastly, the literature focuses on the generic management for talented 

employees. Thus, strategic talent management in this paper refers to the ability of a firm to 

integrate a systematic set of processes and procedures for use within the organization to seek, 

retain, develop and push talent to succeed in strategic objectives that contribute to the 

organization’s sustainable competitive advantage (Collings & Mellahi, 2009; Avedon, 2010). 

These five distinctive dimensions of strategic talent management are involved in how 

strategic talent management affects firm success, namely, employee specialty competency focus, 
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employee value-searching orientation, employee development investment emphasis, 

competency-motivation congruence awareness, and employee ability enhancement 

concentration. These also contribute to strategic talent management outcomes. Therefore, this 

section provides an explanation of these dimensions as below. 

Employee Specialty Competency Focus 

Competency is an important factor which clarifies the requirements for successful 

performance. Sita &Pinapati (2013) defined competency as the ability and capability of a person 

to play progressively in a given situation. Adsule &Badrinarayan (2014) argue that competency 

is defined as the behaviors of employees who must have, or acquire, upon each a situation in 

order to accomplish high levels of performance. 

In this paper, employee specialty competency focus is defined as the ability of a firm to 

emphasize the distinctive characteristics of the employee as being a high performer, having 

cognitive ability, and holds potential. These capabilities impact a significant difference to present 

and future organizational performance (Morton, 2004; Tansley et al., 2006). Competency has 

been known around business through the presentation by the authors (e.g. McCelland, 1973; 

Boyatzis, 1982; Spencer &Spencer, 1993). Especially, the basic purpose of defining 

competencies or competent performance was to improve human performance in work (Hoffman, 

1999). Boyatzis (1982) & Klemp (1980) proposed that a person would have better performance 

in a job when competency is an underlying characteristic. Moreover, many studies concerned 

with competency emphasize the concept that often includes underlying skills, traits, attributes, 

knowledge and attitudes that are required for achievement in a job (Boyatzis, 1982; Spencer & 

Spencer, 1993).  

In general, organizations need to acquire employee specialty competency which can 

make a significant difference to the present and future performance of the company. Thus, 

employee specialty competency focus is likely to promote firm success, business 

competitiveness, superior operational proficiency, business value creation and outstanding 

organizational outcome. The hypothesis is proposed as follow: 

 
P1 Employee specialty competency focus will have a positive influence on (a) superior operational 

proficiency, (b) business value creation, (c) outstanding organizational outcome, (d) business 

competitiveness, and (e) firm success. 

Employee Value-Searching Orientation 

In this paper, employee value-searching orientation refers to the ability of a firm to seek 

and identify the potential employee who plays a strategic role associated with the capabilities to 

contribute to the value creation of a firm, and can enhance a firm’s competitiveness to achieve 

the goal of the objectives (Heinen & O’Neill, 2004; Huselid, Beatty & Becker 2005; Mellahi & 

Collings, 2010). The pivotal positions have the differentiated capability to contribute to 

organizational outcomes due to the fact that it is difficult for all employees to contribute equally 

to firms’ value addition (thus pivotally positioned) and dissimilar key positions in which it plays 

a strategic role. Top performing employees contribute more to organizational outcomes than 

low-performing employees (Heinen & O’Neill, 2004). 

In addition, the cause of pivotal positions also has greater impacts on the competitive 

advantage of firms, they need to be identified and filled with high-performer employees 
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(Huselid, Beatty & Becker 2005; Mellahi & Collings 2010). Accordingly, O’Callaghan (2008) 

presented that to identify talent one should consider visible and invisible, as well as 

comprehensive processes that identify and assess talent as proposed by seven key elements, 

namely: talent review meetings, performance data, psychometric assessments, track record 

reviews and evaluations, qualifications, development/assessment centers, and various-source 

offered back reports. Lawler (2008) argue that competitive advantage is important, which shows 

the acquisition of right talent. Talent is a key of innovation that can develop high quality 

performance. Moreover, the importance of acquiring talent has different experiences and ideas 

for acceptability of change, the ability to learn, and execution of new processes. Hence, 

employee value searching orientation is likely to move firms to achieve their firm success, 

business competitiveness, superior operational proficiency, business value creation and 

outstanding organization outcome. Thus, the hypothesis is proposed as follows: 

 
P2 Employee value-searching orientation will have a positive influence on (a) superior operational 

proficiency, (b) business value creation, (c) outstanding organizational outcome, (d) business 

competitiveness, and (e) firm success. 

Employee Development Investment Emphasis 

Accordingly, “development” refers to activities related to the acquisition of new 

knowledge or on increased skills for objectives of personal growth and “training” which refers to 

a systematic improvement of an individual, team, and organizational effectiveness by learning 

and development (Goldstein & Ford 2002). Meanwhile, an organization’s knowledge base is 

developed, as an evolutionary process that is supported by the fundamentals of strategic 

investment decisions, but is also limited by patterns of human, social, and organizational capital.  

Employee development investment emphasis in this paper refers to a firm’s perception of 

important activities in order to improve employee potential which these activities support for 

developing and upgrading employees with outstanding potential and increased ability. Lee & 

Bruvold (2003) noticed that investment for employee development is likely to build a greater 

obligation of employees that affects the organization, and which leads to its effectiveness. It is 

derived from supporting the increase employee motivation to work hard. Higher investment 

concern with human capital is linked to changes in fruitful behavior, via a quality-quantity 

tradeoff (Becker & Lewis, 1973); to inflate in the growth rate of technology (Lucas, 1988); and 

direct to a higher level of output (Mankiw, Romer, & Weil, 1992). Concordantly, high potential 

identification and development refers to the process of the firm that classifies and develops 

employees who are potentially competent to moving toward leadership roles in future. 

Developing and retaining high potential talent is one of the most difficult challenges of the 

organization. It is stringing together a range of meaningful experiences in a systematical 

approach that will appropriately shape character and skill while simultaneously providing 

productive value to the business outcome (Berger, Lance A. & Berger, Dorthy R., 2010). 

Wyatt & Frick (2010) suggest that human capital investment is intrinsically related to the 

success of the firm. In terms of, the effort to increase human capital value, the firm needs to 

focus on input, and the firm’s human capital, such as in attracting employees, and developing 

and implementing schemes to retain and provide encouragement for talent staffing (Wyatt & 

Frick, 2010). According to Huang et al., (2002), the study proposes that such competition is very 

widespread, and the firm needs to pursue activities for the best talent, to generate a competitive 

battleground. Therefore, the hypotheses are proposed as follows: 
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P3 Employee development investment emphasis will have a positive influence on (a) superior 

operational proficiency, (b) business value creation, (c) outstanding organizational outcome, (d) 

business competitiveness, and (e) firm success. 

Competency-Motivation Congruence Awareness 

Competency-motivation congruence awareness is defined as the ability of a firm to focus 

on balancing the degree of the potential in individuals and how to influence what others are 

motivated to do, such as by high pay or, a challenging task. Competency is one of the important 

characteristics the organization needs. Wiek et al., (2011, p. 204) define competency as “a 

functionally linked complex of knowledge, skills, and attitudes that enable successful task 

performance and problem solving”. In a knowledge-centric economy, competency mapping has 

become an important tool and draws extreme attention from the industry (Sengupta, Venkatesh 

& Sinha, 2013). Competencies are viewed as resources and capabilities that enable organizations 

to develop, adopt, and implement value-enhancing HRM strategies (Lado & Wilson, 1994).  

Motivation is defined as the phenomena associated in the operation of incentives and 

drives (Drever, 1952). Furthermore, motivation is a key component of the mysterious energy that 

operates through the employees’ performance. Abundant evidence supports that motivation is 

desired of employees to engage in behaviors that contribute to the achievement of a firm’s goals 

(e.g., Heider, 1958; O’Reilly& Chatman, 1994).  

Pay for performance is an incentive pay form which is the most famous and has been 

widely well known among organizations. While they attempt to increase contributions to the 

value-added component of their employees, in accordance with simultaneously decreasing fixed 

costs, evidence concerning its effectiveness remains mixed (Gerhart & Rynes, 2003; Werner & 

Ward, 2004). Moreover, higher productivity and higher employee retention can be derived from 

enhancing the motivation of an employee. This helps to support the organization to survive 

among quickly-shifting environments and the intense competition of business (Smith, 1994). 

Therefore, competency-motivation congruence awareness of the organization is likely to retain 

and utilize talent in order to facilitate competition. Thus, the hypothesis is proposed as follows: 

 
P4 Competency-motivation congruence awareness will have a positive influence on (a) superior 

operational proficiency, (b) business value creation, (c) outstanding organizational outcome, (d) 

business competitiveness, and (e) firm success. 

Employee Ability Enhancement Concentration 

Employee ability enhancement concentration in this paper is applied from the concept of 

self-development for which the principal argument is regarding improvement that is not matter 

of proficiency, but is related to personal willingness and determination to bind oneself to a 

process in which the individual values are believed (Burgoyne, 1977). In fact, the individual 

begins to look for goals then later chooses how to achieve them. Next, they begin an action for 

achievement, and lastly, evaluate the success (Megginson & Whitaker, 1998). According to some 

view points, self-development is a broader applicability at the collective level of organizations. 

Moreover, self-development can connect all employees to all levels of the organization. That 

process of serving one another is one of the most significant strategies. 

Employee ability enhancement concentration is defined as an ability of a firm to provide 

appropriate, supplementary activities, and facilitate the environment to enable potential 

employee development that contributes to the achievement of the organization. The talent 
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development initiative of the company is to develop employee multi-dimensional knowledge and 

skills, so that they can decide their own career plan, and be flexible enough to pursue specialist 

tracks. Meanwhile Smith (1990, p.17-19) proposes that, “Individuals will need to create and use 

self-development opportunities as an integral element in their organization’s development.” 

Indeed, the perceived benefits from self-development emphasize the integration of the 

development of both the individual and the organization. According to Temporal (1984) an 

individual’s perspective of self-development can enhance self-confidence and advance latent 

abilities which would improve initiative and task performance. Meanwhile, in the organization’s 

perspective of dynamics change, it inspires managers to consider change and positive 

improvement. Moreover, self-development encourages participation and may affect adding an 

individual’s commitment to the organization.  

Thus, employee ability enhancement concentration of a firm is likely to affect related 

superior operational proficiency, business value creation, outstanding organizational outcome, 

business competitiveness and firm success. Hence the hypothesis is proposed as below: 

 
P5 Employee ability enhancement concentration will have a positive influence on (a) superior 

operational proficiency, (b) business value creation, (c) outstanding organizational outcome, (d) 

business competitiveness, and (e) firm success. 

Superior Operational Proficiency 

This paper proposes superior operational proficiency to be defined as the output of 

operational excellence, which focuses on improvement such as in quality products, delivery 

processes, goods and services cost management of firms that related to consumer satisfaction, 

and the response to a consumer needs by high-quality persons (Treacy & Wiersema,1992).  

Many increased factors enable organizations to seek more efficient operating method and 

warrant their operational processes which attain effectiveness (Hill, 2000; Slack et al., 

2004).This is concerned with the need to deliver value-added products or services of exceptional 

quality, on time, and at a competitive price. Proficiency is applied to the concept of the 

assessment of professional skills in a wide perspective of a variety fields and this concept is used 

in a relatively infrequent routine. An overview of proficiency shows that it is good governance of 

professional knowledge, skills and competencies (Beta and Lidaka, 2015).  

A measure of operational performance objectives are: cost, quality, reliability, flexibility 

and speed (Hill, 2000; White, 1996). Cost performance means that the outcome is derived from 

the elimination of waste and achievement of efficacious operation such as in purchasing, 

production and staff performance (Russell & Taylor, 1995). Quality performance is the 

consistent provision of products and services that satisfy customers and provides organizations 

with the opportunity to link the gap between their capability of offering, and what customers 

demand (Russell & Taylor, 1995). Reliability means that the credit of a firm is considered by 

customers that firms’ processes consistently perform and satisfy’ customers by providing on-

time service (Corbett, 1992). Flexibility is the ability of the organization, and the extent to which 

it adjusts (what it does, how it does, and when it does) and changes in order to respond to 

customers’ requirements (Slack, 1991). Speed concerns service requested by customers and the 

delivery of the service by organizations (Hill, 2000). Moreover, better operational performance is 

viewed as the products or services offered by an organization that should become more attractive 

to customers, and the firm is likely to show better business performance (Naveh & Marcus, 

2005). 
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Therefore, firms which have a higher efficient operational development are likely to gain 

superior competitiveness enhancement.  Hence, the hypothesis is proposed as below: 

 
P6 Superior operational proficiency will have a positive influence on (a) business competitiveness 

and (b) firm success. 

Business Value Creation 

Value creation is the importance of a firm’s awareness of producing through customer 

perceived value, which is based on their trade-off concern with “what they get” (quality, 

perceived benefits, or performance) and “what they give,” as a value through the insight of 

various customers, including product utility (Zeithaml,1988), perceived benefits over costs 

(Christopher,1996), market-perceived quality adjusted for consistency of price (Grale,1994), and 

perceived benefits over sacrifices (Eggert&Ulaga,2002). Especially, in the value-based approach, 

customer satisfaction performance rests on the customer who defines the value of goods or 

services by price, convenience, and quality attributes (Treacy & Wiersema, 1992). Moreover, 

value creation is defined as the offered value that the firm constructs in its market, proposing that 

the customer consumes, judges, and confirms those customers who consider and utilize 

achievement of their consumption goals (Woodruff, 1997).  

Therefore, this sense about customer needs and concerns over customer perceptions of 

benefits is viewed as a crucial role to which that firm should pay more attention. It explores the 

preference features of products and services to create value and necessity to offer all of the value 

that customers seek in the marketplace (Mittal and Sheth, 2001). In addition, delivering superior 

value to customers is vital for business success, including being the source of competitive 

advantage (Guenzi & Troilo, 2007; Nasution & Mavondo, 2008). Accordingly, the organizations 

which have a robust commitment to generating and delivering superior customer value would 

benefit from a supportive corporate culture that concentrates on customers’ expressed and latent 

needs, thus enhancing corporate performance. 

Business value creation is defined as the ability of a firm to respond to customer needs 

with a good product and service, and as a value through the insight of various customers 

(including product utility and perceived benefits over costs derived by improving the potential of 

the human resource). Prior research found empirical support that proposes customer value by a 

firm having been associated with business performance, including profitability, customer 

retention and sales growth (Stanley &Naver, 1994; Mc Dougall & Leveque, 2000; Levenburg, 

2005). Therefore, the hypothesis is proposed as follows: 

 
P7 Business value creation will have a positive influence on (a) business competitiveness and (b) firm 

success. 

Outstanding Organizational Outcome  

Outstanding organizational outcome in this paper refers to the organization’s output 

quality of being able to bring about an effect in its operational objectives. Ussahawanitchakit & 

Pongpearchan (2010) point out that business practice effectiveness refers to the operational 

activity which can carry to the mission and vision of an organization to achieve a goal. The 

outcome of business excellence includes best practice within an organization, responding to 

strategic purposes, affording stakeholders’ satisfaction, and sustaining competitive firms (Ritchie 

& Dale, 2000). Essentially, the notion of talent is associated with ability or intelligence, which is 
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the ability to utilize some occupation or to carry out an activity. Talent is generally embedded 

with innate ability and creativity, but also can be developed by practice and training. It also 

reflects talent brain power or the ability of a person to learn things simply and expertly to 

improve an activity. Consequently, a firm can combine existing knowledge and new creation, 

including diffusion of new knowledge to drive innovation through production and service 

activities, which in turn, leads to economic performance and growth (Wolfe & Bramwell, 2008). 

 A firm’s capability to generate, apply and manage knowledge is important to its 

competitiveness (Coff, 2003; Grant, 1996; Madhok & Phene, 2001; Nonaka & Toyama, 2005). 

These capabilities pertain to the attainment of the fundamental missions of an organization’s 

department and the effectiveness and efficiency of its creative operations, including 

performance, standards, and safeguarding the potential of human resources against loss. 

Generally, when a firm can recognize the handling of outcomes by excellent manners, important 

best-practice efficiency helps to reduce loss, enhance practice performance, and continues task 

improvement that includes the preventions of all mistaken cases (Bhasin, 2001). It is a good 

result of discipline to have professional commitment, and which continues to fulfill employee 

skills in employee roles. Moreover, it can promote the reputation of task and competency 

assumed to be received from operational practice. Consistent with Proctor, Tan & Fuse (2004), a 

firm’s ability to adopt and implement novel skills and innovative strategy doing its work is 

positively related to firm growth and survival.  

Thus, outstanding organizational outcome is likely to affect business competitiveness and 

firm success. Hence, the hypothesis is proposed as: 

 
P8 Outstanding organizational outcome will have a positive influence on (a) business competitiveness 

and (b) firm success. 

Business Competitiveness 

In this paper, business competitiveness is defined as the sustained capacity of a firm to 

gain and develop a new work process and creativity of products, including maintaining a highly 

skilled employee, with advantages that are possessed over other firms in the industry 

(Ussahawanichakit, 2007). Competitiveness is referred to the preference and skills that can retain 

a position in the market, to increase market share and profitability, and eventually to join 

commercially fruitful activities (Filó, 2007). The competitiveness concept of the manufacturing 

sector has been conventionally evaluated both at the regional and firm level (Voulgarisa & 

Lemonakisb, 2014). According to the firm level, competitiveness refers to the ability of a firm to 

design, produce and or market products superior to those offered by competitors (e.g. price and 

non-price qualities) (D’Cruz, 1992). The study of Castellacci (2010) found that innovation-

driven capability raises the market share of firms that are positively related to improvements in 

their efficiency and consistency, according to the report of Hashi & Stojcic (2010). Moreover, 

the findings of the previous studies point to the involved position of firms in the market that 

improves as their efficiency increases (Hay & Liu, 1997; Halpern & Korosi, 2001). Numerous 

studies are in accord with the competitiveness and performance of firms that have concentrated 

around factors affecting the productivity of those firms (Crepon, Duguet&Mairesse, 1998; Lööf 

& Heshmati, 2002; Andersson & Loof, 2009; Castellacci, 2010). 

As to sustaining competitiveness, firms need to increase quality management that focuses 

on a core business process, social relationships, collaboration with competitors, and partners 

(Loch, Chick, & Huchzermeier, 2007) or, on a cooperative network (Álvarez, Marin, & Fonfría, 
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2009). Therefore, firms concentrate on knowledge security (Pearce, 1999).  Firms emphasize the 

adjustment of the business environment within an industry, such as in launching technological 

innovative products to the marketplace. It provides faster product cycles, presaging novel 

product variants and faster product obsolescence related to intensified customers’ needs, and 

increasing sustainable consumption (Sonntag, 2000).  Hence, business competitiveness is likely 

to affect achievement, which leads to firm success. This hypothesis is proposed as below: 

 
P9 Business competitiveness will have a positive influence on firm success. 

Firm Success 

Success is the result of the right formula combination of strategies and the 

implementation of activities to achieve strategic objectives. While firm performance is close to 

the meaning of firm success, it is represented by the growing rates of sales, profit, and market 

share; but with the opposite, decreased rate of potential employee turnover. Moreover, 

Chalatharawat & Ussahawanitchakit (2009) point out a firm’s success as a potential derived from 

the attainment of a firm’s objective, which is the overall performance of four main perspectives: 

finance, customers, internal business processes, learning and growth. Likewise, Cadez & 

Guilding (2008) argue that firm success dimensions are measured from product quality 

improvement, customer satisfaction, sales volume, market share, return on investment and 

profitability. 

Chatman & Barsade (1995) defined that organizational success is linked to strategic 

capabilities which need to be managed for firm performance or survival in extremely competitive 

states, and their study presents that organizational success is connected with its strategies, a 

capability which needs to accomplish firm performance or survival in highly competitive 

situations. Hence, firm success implies the output of implementing strategic talent management 

and consequences. 

CONTRIBUTIONS 

This paper provides a new aspect for the process of strategic talent management by five 

dimensions (employee specialty competency, employee value-searching orientation, employee 

development investment emphasis, competency-motivation congruence awareness and employee 

ability enhancement concentration). These points to the value and importance of workforce, 

especially a high performance employee in a workplace who plays a key role that utilize the 

significance of an organization’s performance between past and future. Moreover, the 

comprehensive conceptual framework can help HR managers to understand and apply it to fit 

into their organizations. The present conceptual paper reflects two aspects of the contribution, 

which both practical and theoretical are. In the near future, many organizations must prepare to 

face shifted workforce from the impact based on the association of member networks of various 

countries (e.g. AEC); they need to use strategic talent management in order to survive and 

continually keep both a profit and talented employees among the volatility in the competitive 

environment of business. On the other hand, the theoretical aspect is regarded by human capital 

theory that helps to clearly understand the importance of humans as an important capital of firms, 

especially a talented person. In addition to, this the skill development of the employees is an 

investment for value-adding, due to competitiveness.  
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CONCLUSION 

This paper presents an avenue of empirical research involved with talent management in 

that it is viewed as a classic human management topic of a practitioner. A conceptual framework 

demonstrates five dimensions are employee specialty competency, employee value-searching 

orientation, employee development investment emphasis, competency-motivation congruence 

awareness and employee ability enhancement concentration that reflect the respective steps of 

strategic talent management and its consequence. Human resource is one important factor of 

current firms that can drive an organization to competitiveness in the business world. The 

organization should concentrate on developing potential employees who are a key success in 

competition.  

Generally, previous study does not clearly focus on the talent management dimension, in 

that it presents a wide aspect of talent management that affects organizational performance. 

Moreover, this paper provides that the consequences are viewed as the outcomes of strategic 

talent management. In the future, this paper should lead to investigate the propositions for 

declaring an empirical result. 
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INTRODUCTION 

 Work environment is composed of many intricate mechanisms potentially influencing 

employee’s attitudes and behaviors. In this regard, leader-member exchange theory’s (LMX) 

impact on job outcomes, presented as an individual dyadic relationship, has been a burgeoning 

subject of interest in the past years and a now well studied alternative path on traditional 

leadership research. Moreover, person-organization fit (P-O fit) literature seems to also have 

considerably focused on the relevance of P-O fit as a predictor of employee’s job outcomes, 

notably potential turnover. However, LMX and P-O fit’s relationships with job satisfaction, 

turnover intention and actual turnover are largely independently studied. Accordingly, few 

scholars have tried to combine both frameworks in order to comprehend the intertwined 

dynamics of those two theories in the workplace. This study presents a review of both theories as 

well as the results and a discussion about the possible mediating influence of LMX quality on P-

O fit- Job satisfaction and turnover relationship.  

RESULTS 

 This comparative and exploratory review of both frameworks leads us to believe that an 

employee’s perceived fit with the organization (P-O fit) influences job outcomes but that the 

effect may be mediated by employee’s relationship with his leader (LMX). We propose that, 

from a follower’s perspective, LMX quality may be associated with perceived organizational fit, 

direct supervisors embodying the organization to the followers. 

DISCUSSION 

 From an academic standpoint, we believe that further research combining LMX and P-O 

fit frameworks should be done. The mediating effect of LMX on the association between P-O fit 

and job outcomes has yet to be empirically tested. Nonetheless, review of both theories suggest 

that these dimensions of employee’s environment may have an interactive role in the workplace. 

From a practitioner’s perspective, our theoretical findings suggest that direct supervisor’s 

relationship with employee’s may have a non-negligible impact on how employees perceive their 

organization. These perceptions may translate into shift of attitudes and behaviors, thus 

potentially being directly related to job outcomes, namely job satisfaction, turnover intention and 

actual turnover. 
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 Direct supervisors are, to an extant, daily representatives of head management. We 

propose that values and behaviors transmitted by direct supervisors are perceived by employees 

as a reflection of organizational values. Our theoretical results suggest that focusing on leader’s 

relationship quality with employees may therefore influence employee’s perceptions of their 

organization, thus influencing job outcomes. Theoretical findings and future possible avenues of 

research will be discussed.  
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ABSTRACT 

Over the past few decades, most organizations have face to strong pressure for an 

intensely change more than ever before. Many businesses are encounter to change, such as in 

new competition, arrival of new technologies, organizational structures, cultural of organization, 

and globalization, which necessitate exploration. Thus, this conceptual paper aims at 

investigating the relationship of strategic management renewal orientation and firm 

performance. The paper presents five new dimensions of strategic management renewal 

orientation, include: organizational change management capability, business adaptation 

enhancement orientation, competitive operation flexibility emphasis, environmental learning 

focus and dynamic management ability awareness. Accordingly, firm outcome is a precise key in 

business excellence, operational productivity, organizational achievement, and firm performance 

that positively affect the relationships of the construct. In future research, the researcher might 

use the suggestions of this paper to extend their study. Finally, the evidence of empirical 

research still needs to continuously investigate. Therefore, the ICT business is expected to study 

for empirical research. 

INTRODUCTION 

In the past decade, many large organizations have felt strong pressure for a dramatically 

change more than ever before. Most industries are powerful forces to change, such as in new 

competition, arrival of new technologies, organizational structures, cultural of organization, and 

globalization, which necessitate exploration (Baden- Fuller, Volberda, & van den Bosch, 2001). 

In order to reply to this situation, firms have adopted a wide variety of approaches, 

including downsizing and rejuvenation. In trying to explain many changing situations, “strategic 

renewal” is one of the several terms that have begun to replace the older phase of “Strategic 

Change” (Huff, Huff, &Tomas, 1992).Prior research mentions that organizational success is the 

fundamental of strategic renewal. It is often used in terms of a motivating example of strategic 

change in order to highlight the process of change (Agarwal & Helfat, 2009).Much research 

broadly defines strategic renewal as an evolution of the firm process that is related to 

accommodating, promoting, and utilizing new innovative behavior and knowledge in order to 

generate firm core competencies of change and/or a change in its product market domain (Floyd 

&Lane, 2000). The success of strategic renewal requires addressing the tension between change 

and stability (Nelson &Winter 1982; Huff, Huff et al., 1992; Volberda, Baden-Fuller et al., 2001) 

and has to overcome the inertial forces embedded in a firm’s prior and existing strategy 

(Hannan& Freeman 1984; Miller &Chen 1994; Burgelman 2002). 
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This paper implements the perception of strategic renewal to a management term; 

namely, strategic management renewal orientation. The reason it applies strategic renewal to a 

management concept is because business operations always change in order to reach the goal of 

an organization (Filler & Volberda, 2003). Therefore, strategic management renewal orientation 

can be defined as the abilities of firm to refresh or replace the qualities of the firm that influence 

theprospective to substantially affect its long-term prospects (De Rond & Thietart, 2007; Garvin, 

1993). 

Hence, strategic management renewal orientation is an important strategy of the firms 

that can respond to change in business operations in many competitive environments. Firms with 

strategic management renewal orientation tend to achieve competitive advantage over rivals in 

environmental dynamism (Hart, 1992). 

Furthermore, based on the literature of management research, most studies in strategic 

management renewal orientation have little empirical research. Moreover, this study also 

investigates new dimensions of strategic management renewal orientation. These issues become 

research gaps in the paper. Hence, the key aim of this paper is to explore the relationship of 

strategic management renewal orientation and firm outcome. Moreover, the precise research 

purposes of this paper are as follows:     

 
1.     To investigate the effects of each dimension of strategic management renewal orientation 

(organizational change management capability, business adaptation enhancement orientation, 

competitive operation flexibility emphasis, environmental learning focus and dynamic management 

ability awareness) on business excellence, operational productivity, organizational achievement, 

organizational competitiveness, and firm performance. 

2. To investigate the relationship between business excellence, operational productivity, organizational     

achievement, and organizational competitiveness. 

3. To investigate the influence of organizational competitiveness on firm performance. 

 

Specifically, the research questions of this study are the following:    

 
1. How does each dimension of strategic management renewal orientation have influence on business 

excellence, operational productivity, operational achievement, organizational competitiveness and firm 

performance?  

2. How do business excellence, operational productivity, and organizational achievement affect 

marketing organizational competitiveness?  

3. How does organizational competitiveness influence firm performance? 

 

Then, it reviews the literature and describes the conceptual model that is presented in the 

next part. Moreover, the explanation of link between the construct of the each variable is 

established, and the related proposition for the study is also developed. Furthermore, on the 

contribution part illustrates a suggestion for future research, and managerial contributions. 

Lastly, the findings of the study are summarized in the conclusion section. 

LITERATURE REVIEW 

In this paper, a conceptual model of strategic management renewal orientation and firm 

performance is obviously discussed and delicately examined. Consequently, the conceptual, 

linkage, and research models are provided in Figure 1. 
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Figure 1 

A CONCEPTUAL MODEL OF STRATEGIC MANAGEMENT RENEWAL ORIENTATION AND FIRM 

PERFORMANCE 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Strategic Management Renewal Orientation 

In order to respond to a competitive climate, firms are required to create new strategies 

that take root in the conditions of changing competitiveness. Certainly, in an increase of the rates 

of change in competitive markets (D’Aveni, 1994), the strategic management field has raised the 

importance for the need of firms to continually renew or recreate their strategies (Huff, Huff, & 

Thomas, 1992; Leonard-Barton, 1993, Hortal, Araújo, & Lobo, 2009).Therefore, strategic 

management renewal orientation is significant for firms to survive in rivalry and gain 

competitive advantage. Strategic renewal is generally defined as the process of evolution related 

to accommodating, promoting, and operating new knowledge and innovative behavior in order to 

bring about change in an organization's main capabilities and in market product domain change 

(Floyd & Lane, 2000).Many researchers describe strategic renewal in several terms as presented 

in Table 1 below. In order to study about strategic renewal, this study will focus on strategic 

management renewal that influences business competitiveness. Strategic management renewal 

orientation is strategic actions in order to support the capabilities of a firm with in the internal 

and external environment, to increase the competitive advantage (Flier, Van Den Bosch & 

Volberda, 2003). 

Strategic management renewal orientation is a key system to firm success. Strategic 

management renewal orientation has several key characteristics. First, strategic management 

renewal orientation relates to the potential that substantially affects the long-term prospects of a 

firm. Second, strategic renewal incorporates the process, content, and outcome of renewal. Third, 

strategic management renewal orientation includes the replacement or refreshment of 

characteristics of the firm. Fourth, such replacement or refreshment purposes to provide a basis 

for development or future growth of firm. Then, strategic management renewal orientation is a 

content, process, and result of replacement or refreshment of characteristics of a firm that have 

the potential to substantially affect its long-term prospects (Benner & Tushman, 2003). This 

description is broadly defined. The main features of this definition communicate to replacement 

and refreshment, rather than to all types of change, and to the long-term visions of a firm without 

requiring the precise nature of the process, content, or result of the renewal of the firm. 

Moreover, strategic management renewal orientation also is defined as a process of important 
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change with respect to the key firm characteristics to sustain long-term visions and viability 

(Agarwal & Helfat, 2009). It can be concluded that strategic management renewal orientation 

has three dimensions, including the content, context, and process of strategic management 

renewal orientation (Flier, Van Den Bosch & Volberda, 2003). 

Based on an integrative prior literature review, this paper defines strategic management 

renewal orientation as the capabilities of an organization that focus on refreshing or replacing 

qualities of a firm that have the potential to substantially affect its long-term prospects 

(Volberda, Baden- Fuller & van den Bosch, 2001).  Furthermore, the conceptual model provides 

five dimensions of strategic management renewal including: organizational change management 

capability, business adaptation enhancement orientation, competitive operation flexibility 

emphasis, environment learning focus, and dynamic management ability awareness.   
 

 

Table 1 

SUMMARY OF STRATEGIC MANAGEMENT RENEWAL ORIENTATION  

 

Author Definition 

Guth and Ginsberg, 

(1990 ) 

Strategic renewal is anevolution of firmover the renewal of the key concepts on 

which they are built. 

Burgelman(1991) Strategic renewal is a process of firm evolutions that related with promoting, 

utilizing new knowledge and innovative behavior and also include 

accommodating to transfer change in a firm’s core competencies andproduct 

market domain changing. 

(Zahra, 1996) Strategic renewal is a firm’s transformation the scope of business or strategic 

approach in terms of changing. 

Leavy (1997) The process of firm renewal in characterized by long phases of progress change 

interspersed with sharp, short and bursts of more revolutionary and disruptive 

transformation. 

Covinand Miles (1999) Strategic renewal is the phenomenon whereby the organization seeks to 

redefine its relationship with its markets or industry competitors by 

fundamentally altering how it competes. 

Sharma and Chrisman 

(1999) 

Strategic renewal involves significant changes to an organization’s business or 

corporate level structure or strategy 

Ravasi and 

Lojacono(2005) 

 

Strategic renewal is a concept of activities that a firmassumes to alter strategic 

course and its resource pattern, in order to improve its overall economic 

performance. 

Yui, Lau, and Bruton 

(2007) 

Strategic renewal is a creation of new knowledge through new combinations of 

resources. It includesa firm’s opportunity of competitive approach, business 

change, building and acquiring new abilities and creatively leveraging them to 

add shareholder value. 

 

Organizational Change Management Capability 

Due to a complex and competitive global business environment, a firm must be 

concerned with to the condition of environmental change by continuously offering changes in 

order to remain profitable and competitive (Mayrhofer, 1997). Organizational change 

management capability refers to the procedure of continually renewing a firm's track, 

capabilities, and structure to attend the needs of ever-changing external and internal customers” 

(Moran & Brightman, 2001). Moreover, organizational change management capability is also 

defined as a comprehensive and dynamic organizational capability that forces firms to adapt old 
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capabilities to new threats and opportunities, as well as changes in new business processes, firm 

structure, or cultural changes which create new capabilities of the firm (Strom, 1996). 

The topic of organizational change management capability is continued to be discussed in 

previous organizational change literature. For example, the themes of renewal capability, 

dynamic capabilities (Kianto, 2008), and the dynamic view (Kianto, 2007) are related to 

organizational change. According to Dharmaraj et al., (2006) organizational change management 

capability is implemented to succeed changes in project scope and examine the influence of 

change in the scope on cost and time. Estrella (2013) posited that projects should change over 

time because business requires new processes of operational productivity. Also, that to be 

successful in business, one needs to include these changes in strategic projects. As a result, 

organizational change management is an instrument that uses an increased level of business 

excellence and firm performance. Another important key of organizational change management 

capability (Worch, 2012) involves firm restructuring and downsizing of the number of 

employees. The main aims of the organizational change were the improvement of operational 

productivity and a better cooperation between departments (Hayes, 2006).   

Base on the literature above, organizational change management capability indicates a 

transformation of the firm between two points in time. The content of the change can be 

analyzed by comparing the firm before and after the transformation to see what it is that has 

changed (Barnett & Carroll, 1995). Thus, organizational change management capability tends to 

increase business excellence, operational productivity, organizational achievement, 

organizational competitiveness, and firm performance. Hence, the first proposition is as follows: 
 

P1 Organizational change management capability will have a positive influence on a) business 

excellence, b) operational productivity, c) organizational achievement, d) organizational 

competitiveness, and e) firm performance. 

Business Adaptation Enhancement Orientation 

The capability of a firm to rapidly adapt a procedure to changing business requirements is 

among the top drivers of an irm to employ business process management. This situation is 

regularly the case that requires new business to transfer into firm over time. Business adaptation 

enchantment orientation refers to the capability of a firm to promote and enable the firm to adapt 

its business to situations that arise (Hallen et al., 1991).   

Business adaptation enhancement orientation can be of critical importance in matching 

operational productivity that helps to increase the competitive advantage of a firm. Opportunities 

of business adaptation enhancement orientation are created by such factors as demographic 

change, new sources of financing, new knowledge, and changes in industry structures that are 

influenced by the external environment (Drucker, 1985). Business adaptation enhancement 

orientation is the one of several processes that enables a firm to reach business success and 

increase the business operations. Firms do survive or failed pending on their fit within strategic 

planning and an ecological niche in the marketplace (Evans & Davis, 2005). The strong survive 

who do not do enough for the adaptation of business, but also it includes those who are best able 

to read and interpret patterns in the environment and adapt over time. 

Based on the literature review above, business adaptation enhancement orientation plays 

important keys to increasing business excellence and the competitive advantage of the firm. 

Hallen et al., (1991) explain the content of adaptation as a central feature of working business 

relationships. Adaptation may imply considerable investment by one party to a relationship, 
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often a non-transferable investment that creates durable economic bonds between the firms 

(Hakansson& Sharma, 1996). Thus, business adaptation enhancement is more likely to 

encourage firms to achieve their business excellence, operational productivity, organizational 

achievement, organizational competitiveness, and firm performance. Hence, the propositions are 

elaborated as follows: 
 

P2 Business adaptation enhancement orientation will have a positive influence on a) business excellence, 

b) operational productivity, c) organizational achievement, d) organizational competitiveness,and e)  

firm performance. 

Competitive Operation Flexibility Emphasis 

Competitive operation flexibility emphasis is the outcome of a firm and the will to 

identify, to analyze, and to respond to firm competitive actions. This involves the construction 

and identification of competitive advantages in terms of specific functionalities or quality; and 

enables the firm to position the new product well (De Meyer et al., 1989). The competitive 

operation flexibility emphasis of a firm is a key to drive an ability that preserves employees 

striving for personal and professional growth. In this study, competitive operation emphasis 

flexibility refers to the ability of a firm that has adopted an aggressive competitive environment 

according to internal and external organizations for providing high benefits to the operation 

(Garvin, 1993). 

Competitive operational emphasis flexibility deals with environmental change, which is a 

driver of greater productivity and enhances organizational achievement.  It is a force to transform 

the industry, and it is a substance in reconstruction through a refocused value system (Lengnick, 

1992; Stumpf & Vermaak, 1996).  In order to enhance the competitive operation, a firm should 

create superior performance which means that the firms provide for the success of operation 

efficiency in which an operation develops excellence.  Then, they ensure distinguished business 

creation from existing/potential competitors (Ng & Gujar, 2010). 

Based on the literature review, competitive operation flexibility emphasis is more likely 

to enhance firms to reach business excellence, operational productivity, organizational 

achievement, organizational competitiveness and firm performance. Thus, the proposition is 

elaborated upon as follows: 

 
P3 Competitive operation flexibility emphasis will have a positive influence a) business excellence, b) 

operational productivity, c) organizational achievement, d) organizational competitiveness, and e) 

firm performance. 

Environmental Learning Focus 

Environment learning focus is able to increase firm capability. According to Satish, 

(2006), environmental learning increases firm information processing capacity, global and 

dynamic business environments, and also enhances both the structure and content of that 

environmental information. Environmental learning focus is described as the competence of a 

firm to learn about the market, competitors, and conditions that allow the firm to enhance the 

highest benefit of that firm. 

Accordingly, environmental learning offers both problems and opportunities of the firm. 

As interpretative systems (Daft & Weick, 1984), organizations can become overwhelmed with 

information. Most researchers and theorists have identified environment learning focus as one of 
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the important parts of firm knowledge. Emery and Trist (1965) were among the first to recognize 

that environmental learning focus is related to marketing position, competitor learning, and the 

condition of the market. Environmental learning focus also increases the need for radical 

adaptations by needing strategic budgetary collaboration. In addition, Palfrey & Rosenthal 

(1985) also suggested that environment learning focus has an effect on business excellence 

because it enables a firm to understand the competitor. Moreover, operational productivity is also 

influenced by environmental learning focus, especially when a firm focuses on the external 

environment (Tolman & Brunswik, 1935; McArthur& Nystrom, 1991; Wiersema & Bantel, 

1993). Furthermore, organizational achievement is also affected by an environmental learning 

focus that will lead to firm performance as well. 

Hence, environmental learning tends to affect business excellence, operational 

productivity and organizational achievement. Thus, the hypotheses are proposed as follows:  
 

P4  Environmental learning focus will have a positive influence on a) business excellence, b) operational 

productivity, c) organizational achievement, d) organizational competitiveness, and e) firm 

performance. 

Dynamic Management Ability Awareness 

Dynamic management ability awareness is the key of several significant research 

questions, such as those that explore managerial contributions to firm performance and executive 

compensation investment, economic effects of corporate ownership, decisions, cross-country 

productivity differences, and corporate governance. The research specifies that manager precise 

types (style, ability, talent, or reputation) affect economic outcomes and also are important for 

business success. This study focuses on dynamic management ability awareness as an upper-

level capability of a firm’s process on criteria, including the following: ability to respond quickly 

to customers’ needs, survival among turbulent competition, and ability to complete an operation. 

Furthermore, productivity of a firm has an effect on the overall performance as well. Dynamic 

management ability awareness refers to the capability of a firm in order to manage various 

situations overtime, with market expectations and changes in the competitive market in the future 

(Kumar & Gulati, 2010). 

Importantly, dynamic management ability of strategic renewal of a firm is always 

business success, operational productivity, and organizational achievement (Bobtchef, 2012). 

Dynamic management ability awareness with best operating performance is considered an 

important factor to competitive advantage (Rampini & Viswanathan, 2008). The prior research 

of strategic management suggests that operation performance has a varied effect on performance 

depending on the way in which firms arrange themselves with their business environment 

(Ambrosini & Bowman, 2009). Many firms are aggressively seeking better ways to operate 

because of the increase of competition in the business world. Dynamic management ability 

awareness with the best operational productivity is considered an important factor to competitive 

advantage in a dynamic environment. Moreover, in order to achieve in an organization, a firm 

has to protect itself from a turbulent environment (Bogner & Thomas, 1994).   

The linkage of literature reviews are drawn by the relationship between dynamic 

management ability awareness on business excellence, operational productivity, organizational 

achievement, organizational competitiveness and firm performance. Thus, the proposition is 

proposed as follows: 

 



Proceedings of the Academy of Strategic Management                                              Volume 14, Number 2 
 

25 
 

P5 Dynamic management ability awareness will have a positive influence on a) business excellence, b) 

operational productivity, c) organizational achievement, d) organizational competitiveness and e) 

firm performance. 

Business excellence 

Business excellence represents a reform for any enterprise, but its achievement requires a 

continuous cycle of evaluations, because only the evaluation of the result will open a potential 

for complex improvement within the entire enterprise (Konthong & Ussahawanitchakit, 2010). 

Business excellence refers to an outcome of a firm that is measured by the satisfaction level of 

the customers, employees and the stakeholders at the same time in the organization, in order to 

gain a comprehensive evaluation of the performance of the organization (Kanji, 2002). 

The perception of business excellence is a very common focus on the discussion of 

management representatives and executive business. Business excellence was establish in 

the1980s within the intensive discussion between scientists, industrialists and American 

government experts for the persistence in completing a competitive advantage for American 

enterprises and products in American domestic and foreign markets (Dobni, 2010).The standards 

of ISO 9000 series sector standards are individual systems of indicators. Six Sigma and TQM 

controls are the assessments of business excellence that can serve as guides and that are called 

Models of Business Excellence. 

Furthermore, Enrique Claver-Cortes et al., (2007) mentioned that business excellence 

was presented as addressing the needs of both internal customers and stakeholders, and 

encourage the business to meet set goals and objectives. Business excellence is also measured to 

be a long-term competitive process, concerned with key strategic issues such as to be the best, 

developing core functional processes, to develop a quality framework and to get people to 

perform better in order to provide an excellent competitive advantage of the firm.  

However, based on the literature review, business excellence might have an effect on 

organizational competitiveness. The firm that reaches the measurement of business excellence 

will increase in organizational competitiveness. Therefore, the proposition is posited as follows: 

 
P6    Business excellence will has a positive influence on organizational competitiveness. 

Operational Productivity 

Presently, many companies face a convergence of several powerful forces and market 

developments. Therefore, a firm has to look for a way to improve its business process in order to 

increase competitive advantage over the competitors. Operational productivity is the one of 

several ways that firms use to increase their efficiency of the business. In this study, operational 

productivity is defined as the outcome of a firm to attain its absolute level of effective goals and 

purposes of activities (Ostroff & Schmitt, 1993; Kumar & Gulati, 2010). 

Operational productivity seems to be the value of all future earnings of a firm; it is not a 

specific of firm outputs, but the process also relates to a firm and its components. Also, it is 

related to the firm's strategy to continuously generate sustainable business competitiveness. 

(Mouzas, 2006; Bolat, & Yılmaz, 2009; Kumar & Gulati, 2010). Lemon & Sahota (2004) state 

that businesses survival directly impacts operational productivity (Kumar & Gulati, 2010). 

Furthermore, operational productivity is the significant key to encourage the competitive 

advantage of a firm in a continuously changing environment. Moreover, operational productivity 

allows the firm to be superior over its competitors, create entry barriers, establish a leadership 
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position to garner new customers, and open up new distribution channels to improve market 

position (Chandy & Tellis, 2000). Furthermore, operational productivity seems as an upper-level 

achievement of a firm’s operation on criteria, including the following: the ability to respond 

quickly to customers’ need, ability to complete an operation, and survival in turbulent 

competition.  

Additionally, operational productivity has an impact on the competitive advantage of a 

firm and the overall performance (Kumar & Gulati, 2010). Thus, the higher the operational 

productivity is, the more likely that firms will gain greater organizational competitiveness. 

Therefore, the proposition is posited as follows: 
 

P7 Operational productivity increase will have a positive influence on organizational competitiveness. 

Organizational Achievement 

 Achievement in organizations needs both sound managers and inspirational leaders. In 

order to reach increased and sustainable results, a firm needs to engage employees and perform 

strategies. Analyzing where the firm is in regards to its goals and its mission is a measurement of 

success (Dunphy, Turner & Crawford, 1997). Organizational achievement refers to the outcome 

of business operations or an obtained result which will enable firms to achieve the objectives set 

by linking to strategies, visions, and missions (Schutjens & Wever, 1996). 

 A firm needs to reflect about the future of the business and search for better ways to 

achieve. The firm views organizational achievement as challenges that influence the outcomes of 

being in competition with others or an opportunity to drive the firm further in order to move one 

step closer to reaching its full potential which is a key to being successful. Organizational 

achievement is also influenced by abilities, both personal and firm. The firm maintains the needs 

to be able to manage both current business to achieve sustainable growth and change, and the 

abilities required for the management of change and current business differ (Turner, 2000; 

Turner & Crawford, 1998). Certainly, the study of Chatman and Barsade (1995) exhibits that 

organizational achievement is related to strategic capabilities which need to manage firm 

performance or survival in a highly competitive situation. 

In order to achieve in the business, firms have to create direction to gain the advantage 

from competition, increase global opportunities, highly complex regulations, and growing of new 

technology intensity. (Mohrman, Finegold & Mohrman, 2003). Therefore, the proposition is 

posited as follows: 

 

P8 operational achievement increase will have a positive influence on organizational competitiveness. 

Organizational Competitiveness 

 Currently, most firms have to deal with competitive crises and world economic 

complexity in global markets and provide an environmental workplace that has highly innovative 

ideas, and encourages, and inspires employees in order to increase the performance of the firm. 

In this paper, organizational competitiveness is defined as an outcome of firm to create a process 

that increases the level of competitive advantage in terms of the capabilities and resources of the 

firm over its competitors (Coo & Auster, 1993). Furthermore, Lall (2001) also defined 

competitiveness as the ability of a product or a firm to compete with others, and the desire to be 

successful over the other competitors. 
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 Due to the description above, organizational competitiveness seem to be the ability of the 

firm to stay competitive which, in turn, reflects the capability of a firm to improve or protect its 

position in relation to competitors which are active in the same market. Therefore, the 

competitiveness of a firm enables to transfer ability over comparable firms in market shares, 

profitability, or sales. 

In order to gain superior competitiveness, firms have to improve profitability outside 

their geographical borders due to the frame of focus that a manager has on stock prices and 

short-term profits rather than sustainability (Deepen, Goldsby, & Knemeyer, 2008). Furthermore, 

this broader global has caused conflicts in social structures within communities that once were 

supported by non-global oriented organizations. To integrate lifelong learning potential for 

employees, and increase the performance of the firm, businesses should recognize that old 

structures supported a very different organizational model, and those must be revamped from 

leadership paradigms and practices. (Zahra & O’Nell, 1998). 

 Therefore, organizational competitiveness is identical with a firm's long-term 

performance, and its ability to reward its employees and provide superior returns to its owners. 

Thus, the higher the organizational competitiveness is, the more likely that firms will gain 

greater firm performance. Therefore, the proposition is posited as follows: 

 
P9 Organizational competitiveness increase will have a positive influence on firm performance.   

Firm Performance 

In this research, firm performance refers to the overall outcome of a firm which achieves 

a goal with effectiveness (Lahiri & others, 2009).  

Strategic management renewal orientation is a part of change. It is related to firm 

performance, profitability, and growth (Zahra, 1993; Covin& Miles, 1999; Lee, Lee, & 

Pennings, 2001 ;). From the previous research, it created the link between entrepreneurial 

orientation (e.g., strategic management renewal orientation) and firm performance that is 

significant and even increases over time (Wiklund 1999). Liberman & Montgomery (1988) state 

that the positive relationship between strategic management renewal orientation and firm 

performance is correlated to first-mover advantages, and that the tendency of firms to take 

advantage of emerging opportunities implied by change. Moreover, strategic management 

renewal orientation also enables firms to force their competitors, gaining a competitive 

advantage that leads to superior performance. Firms can gain first-mover advantages by acting 

earlier than their competitors. Renewal actions, such as developing new technologies, launching 

new products/services, entering new markets, and starting new marketing campaigns often 

generate first-mover advantages. As such, these initiatives often lead to advantageous positions 

that are difficult and costly for competitors to replicate (i.e. expose limits to competition). 

Therefore, in this research, firm performance will be measured by subjective 

performance. Finally, this research expects strategic management renewal orientation to be 

positively related to firm performance.  

CONTRIBUTIONS 

This paper attempts to understand the relationships among strategic management renewal 

orientation and new five dimensions (organizational change management capability, business 

adaptation enhancement orientation, competitive operation flexibility emphasis, environment 
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learning focus, and dynamic management ability awareness) that are valuable for the researcher 

in order to extend their study in the future. 

Moreover, it is also useful for managing directors, general managers, and top manager of 

firms to be concerned about strategic management renewal that has a direct effect on the firm 

performance. Strategic management renewal orientation is of key importance to the performance 

of a firm that is relevant to competitive advantage of firm’s operations system, and firm success. 

Therefore, this paper may encourage the manager to have concern for the development and 

improvement of strategic management renewal orientation in order to increase the sustainability 

of competitive advantage, firm performance, and include business success and sustainability. 

For future research indications, the researcher proposed that Information and 

Communication Technology (ICT) business most suitably show evidence of this conceptual 

model for which there are three reasons: firstly, this business in Thailand has rapid growth and 

makes huge profit for the country. Secondly, due to the ICT business having a high level of 

change and short life cycle, it is necessary to have effective strategic management renewal to 

respond to this situation, especially in the ICT business in Thailand that face the change of new 

technology and a dynamic environment (Liedtka, 2004). Lastly, strategic management renewal 

orientation is useful for firms to face several changes (Miller, 1994). Therefore, future research is 

required to verify, expand, and examine hypotheses with empirical research in ICT businesses 

that have continuous high growth. 

CONCLUSION 

This paper has attempted to understand the relationships between strategic management 

renewal orientation and firm performance. Furthermore, it has concern for five dimensions of 

strategic management renewal orientation; namely, organizational change management 

capability, business adaptation enhancement orientation, competitive operation flexibility 

emphasis, environmental learning focuses, and dynamic management ability awareness. 

Moreover, this paper also has proposed its consequence that will have an effect on firm 

performance.  

Even though, based on the literature review, it seems that all propositions have a positive 

relationship between each dimension of strategic management renewal orientation and its 

consequents, the empirical research still will be required to extend a continuous deep study.  
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ABSTRACT 

 The business environment is changing constantly. The success in business environments, 

such as in results through strategic entrepreneurship, has become particularly important to 

survival and competitive advantage. This addresses issues of interest to search. Therefore, is 

conceptual paper aims at investigating the relationship of  strategic, entrepreneurial capability 

and service success. There are five dimensions of strategic entrepreneurial capability that 

includes: proactive business operation, free enterprise creation, effective risk management, new 

ideas generation, and competitive mindset enhancement. Consequently, the outcome of this 

strategy is that service creativity, service innovation, service excellence, service competitiveness, 

and service success all assume a positive relationship with the construct. In  future investigation, 

research should be based on the recommendations of this paper. Interestingly, as the service 

businessis about evidence, it will be obvious that the investigations of the SEC covers the success 

of service. 

INTRODUCTION 

Now, the business environment has transformed dramatically and the competition has 

become more intensive (Smirnova et al., 2011). In the competitive worldwide economy, firms 

have been challenged by the internet, technology, andglobalization, which lead to a dramatic 

move in strategy toward the entrepreneurial capability to better attend to customer needs (Frels, 

Shervani & Srivastava, 2003). Business corporations in the world face speedy changes in 

complexity, uncertain requirements, high rivalry in, and customer needs both the service sectors 

and manufacturing. The services businessin various nation states makes up the mainstream of the 

economic basis and advance potential (Sundbo & Gallouj, 1998). The service business makes up 

more than 70 percent of the world’s advanced economies’ gross domestic product (GDP). The 

nature of the service businesses is classically intangible, which means that the new service 

analysis is challenging (Mohammed & Easingwood, 1993). Service businesses attempt to change 

them in order to continue competing in today’s market. Another wayto subsist in the market is to 

strategic entrepreneurial capability. In addition, the new way that employs to manage the present 

business is strategic entrepreneurial capability. 

The importance of strategic entrepreneurial capability is a principal role in determining a 

strategic plan, direction, strategic practice, evaluation and control, which produce firm 

performance (Gilson & Shalley, 2004). Previous studies indicated that strategic entrepreneurial 

capability leads to efficiency and effectiveness. The majority of the studies on strategic 

enterprises involve the creation of wealth and growth. (Amit & Zott, 2001; Hitt, Ireland, Camp 

&Sexton 2000; Hitt, Ireland, Camp & Sexton, 2001). Some of these studies have proposed that 
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strategic entrepreneur attention on newness and novelty in the form of new processes, new 

products, and new markets are the drivers of wealth creation (Sharma &Chrisman, 1999; 

Lumpkin &Dess, 1996; Daily, McDougall, Covin& Dalton, 2002; Smith & Di Gregorio, 2002). 

Certainly, the capability to create additional wealth accrues to businesses as well as higher skills 

in sensing and seizing entrepreneurial opportunities (Teece, Pisano & Shuen,  1997). Also, many 

researchers (Hitt & Ireland, 2000) debate that entrepreneur is increasingly viewed as anincentive 

to wealth creation, initially inadvanced economies, as a outcome of the actions of businesses. 

Likewise, strategic entrepreneurial capability is involved in understanding the causes for 

differences  among firms’ wealth creation in several economies (Teece, Pisano & Shuen, 1997). 

The concept of the strategic entrepreneur is combined with that of strategy and entrepreneurial 

capability (Entrialgo, Fernandez & Vazquez,  2001; Ireland & others, 2001).   

 In the review of the literature, previous studies on strategic entrepreneurship have been 

concerned with many aspects, such as, entrepreneurial leadership, entrepreneurial culture, 

entrepreneurial mindset, strategically managing resources, developing innovation  and applying 

creativity (Hitt & others, 2001; Ireland & others, 2001; Ireland, Hitt, & Sirmon, 2003; 

Schumpeter,1934; Smith & Di Gregorio, 2002). More surprisingly, there is only a little empirical 

research on service business strategic entrepreneurial capability. Consequently, the main purpose 

of this paper is to examine the relationship of strategic entrepreneurial capability and service 

success.  Furthermore, the specific research objectives of this paper are as follows:  

1. To examine the effects of each dimension of strategic entrepreneurial capability (proactive 

business operation, free enterprise creation, effective risk management, new ideas generation, and 

competitive mindset enhancement) on service creativity, service innovation, service excellence, 

service competitiveness, and service success, 

2. To investigate the relationships of service creativity among service innovation, service excellence, 

service competitiveness, and service success,  

3. To investigate the influence of service innovation and service excellence on service 

competitiveness and service success, and 

4. To investigate the influence of service competitiveness on service success. 

 

Specifically, the research questions of this study are the following:  

 
1. How does each dimension of strategic entrepreneurial capaility have an influence on service 

creativity, service innovation, service excellence, service competitiveness, and service success ?  

2. How doesservice creativity  affect service innovation, service excellence, service competitiveness, 

and service success?  

3. How does service innovation and service excellencehave an influence on service competitiveness, 

and service success? 

4. How does service competitiveness have an influence on service success? 

 

The next section reviews the literature, and specifies and describes the conceptual model. 

Also, the link between the construct of the each variable is established, and develops the related 

proposition for the study. The sections on contributions describe suggested directions for future 

research, and managerial contributions. Finally, the paper poposes the conclusion section. 

LITERATURE REVIEWS AND CONCEPTUAL FRAMEWORK 

In this study, a conceptual model of strategic entrepreneurial capability and service 

successis obviously discussed and elaborately surveyed. Hence, the conceptual, linkage, and 

research models are provided in Figure 1. 
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 The subsequent conceptual model shown here includes one main construct; namely, 

strategic entrepreneurial capability proposed in five dimensions. These elements of strategic 

entrepreneurial capability are a composite of proactive business operation, free enterprise 

creation, effective risk management, new ideas generation and competitive mindset 

enhancement. Furthermore, the consequent factors of strategic entrepreneurial capability are 

service creativity, service innovation, service excellence and service competitiveness. This 

affects service success. 
 

Figure 1 

CONCEPTUAL MODEL OF STRATEGIC ENTREPRENEURIAL CAPABILITY AND SERVICE 

SUCCESS 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Strategic Entrepreneurial Capability 

 Strategic entrepreneurial capability is an important component of this study. The term 

“capability” highlights the role of strategic management in integrating, appropriately adjusting, 

and reconfiguring external and internal organizational resources and the capability to match the 

requirements of the changing environment (Teece, Pisano & Shuen, 1997). Hence, 

entrepreneurial capability is dependent on the ability of a firm to integrate, search, utilize, and set 

a unique action. In this study, strategic entrepreneurial capability refers to the ability of a firm to 

be successful in a business operation, now and in the future under existing competitiveness.  

Consequently, these reflect that resources and capabilities are main success factors for 

sustainability competitive advantage (Barney, 1991); and strategic entrepreneurial capability 

becomes an increasingly key element of business success (Kroes & Ghosh, 2010). Also 

connected to the literature of strategic management and strategic entrepreneurial capability is an 

important choice to manage that can be explained by the performance of different firms within 

the industry (Easterby-Smith & Prieto, 2008; Zott, 2003). The strategic entrepreneurial capability 

is regarded as an antecedent of organizational innovation(Zott, 2003). 

 This research proposes five dimensions of strategic entrepreneurial capability with in 

the literature. Thisis applied to the entrepreneurial orientation of Lumpkin & Dess (1996). Those 

five distinctive dimensions consist of proactive business operation, free enterprise creation, 

effective risk management, new ideas generation and competitive mindset enhancement. A more 

detailed discussion of these dimensions is provided below.    
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Proactive Business Operation 

 Proactive business operation in an organization is increasingly important to an 

organization’s success. This is a high-leverage concept that is more than just another 

management business that can affect increased organizational effectiveness (Crant, 2000). 

Today, the environment has become more complex and turbulent. In order to guarantee the 

success of the organization in the long term, organizations need to be proactive business 

operations in the ongoing (Dencker & others, 2009). Proactive business operation is managing 

the organization with regard to the situation in the future. It can be defined as the company 

actively seeking to opportunities predicted to develop and introduce new products or product 

improvement, causing a change in the current strategy, and monitoring future developments in 

the market. Hence, acting as a leader not as a follower, proactiveness has the will and foresight to 

seize new opportunities, even if it is not continually the first to do so (Lumkin & Dess, 1996).  

Proactive business operationis usually trying to find an opportunity and exploitation of 

resources that can be a source of innovation, service creativity, service excellence, service 

competitiveness and competitive advantage in the market place (Eggers et al., 2013; Ireland et 

al., 2006). Another way of looking forward is positive thinking that can help organizations use 

technicality or the development of advanced knowledge employed to help overcome the changes 

that are always happening. Proactive business operation is expected to be important in the 

treatment of the superior performance of the firm (Baker & Sinkula, 2009). According to the 

studyof Nieto et al., (2013) it was found that the PBO can be driven to lead innovation to meet 

customer needs. LaPort & Consolini (1991) show that the proactive business operationis better 

than working in areaction, which way affects the response function with different performance. 

Moreover, as to the effects of proactive business operation that were different to the performance 

of the firms, it was found that proactive business operationis becoming increasingly important 

for the successof the firms witha more dynamic working pattern (Lin & Carley, 1993: Crant, 

2000). Itenables firms to respond effectively to the changing environment and to introduce new 

products and services. The firms will enhance the skill sand knowledge of an existing proactive 

business process. They also improve the services creative designthat recognized and expanded 

product and service excellence,which increases their service competitiveness (Chang & Hughes, 

2012). 

Service creativity, service innovation, service excellence and service competitiveness that 

completely rely on the use ofproactive business operationcan be considered through prototyping, 

testing, research and discovery. The service businessas aproactive business operationis likely to 

cause change in new products and services by using new technology and information to improve 

the performance of the firms. For this reason,a service business with such potential can have 

service creativity, service innovation, service excellence and service competitiveness in more 

operations than those lacking proactive business operation. Based on the foregoing, the 

proposition is:  

 
P1a-d  Proactive business operation will have a positive influence on (a) service creativity, (b)                        

service innovation,(c) service excellence, and (d) service competitiveness. 

Free Enterprise Creation 

 Free enterprise creation refers to the capability of organizations to improve management 

operations independently, in order to positively affect the organization. Independence or the 
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freedom of the necessary operations to grow the business is the driving forcein creating strategies 

that work to succeed (Burgelman,2001). Free enterprise creation is an important process of 

leveraging the strengths of existing firms to create operations that are beyond the current 

capabilities of the organization and promote the development innovation and/or improve work to 

achieve competitive advantage (Lumpkin,Cogliser, & Schneider, 2009). Many scholars have 

suggested that free enterprise creation is essential to creativity without causing innovation and is 

considered to be the feature of strategic entrepreneurial capability (Antoncic & Hisrich, 2003). 

 In order to encourage free enterprise creation, business operations will use both “top-

down” and “bottom-up” approaches. The top-down approach includes management support 

functions, providing incentive to encourage the workforce climate, and support for effective 

decision-making (Dess & Lumpkin, 2005).  Dess et al., (2003) suggests that the design features 

of businesses are critical to strategic entrepreneurial capability. To promote the free enterprise 

creation from the bottom-up, one needs to have a special motivation and designed structure to 

develop and support operations. In addition, many businesses have been involved in actions such 

as flathierarchy and decentralized operating units. These moves are intended to promote the free 

enterprise creation (Mumford, Scott, Gaddis & Stange, 2002). Therefore, the relationship 

between the free enterprise creation and firm performanceare positive including innovative 

(Casillas & Marena, 2010) and creative implementation (Gürbüz & Aykol, 2009). Previous 

research (Rauch et al., 2009; Brock, 2003) also supports the view offree enterprise creation that 

encourages innovation, promotes the emergence of new products, and enhances the 

competitiveness and performance of the business. 

 Therefore a service business is operated as free enterprise creation, and the nature is 

likely to support service creativity, service innovation, service excellence and service 

competitiveness.  Based on the foregoing, one thus propositions the following: 

P2a-d  Free enterprise creation will have a positive influence on (a) service creativity, (b) service 

innovation, (c) service excellence, and (d)service competitiveness. 

Effective Risk Management 

 Strategic effective risk management suggests a willingness to agree to greater levels of 

uncertainty about the result of  some action. Effective risk management defined by Dewett 

(2004) is the uncertainty about the scope of the potential signification, and/or to realize the 

deplorable results of the decision. Mullins & Forlani (2005) say that risk characteristics are both 

the potential to perform too rapidly on unsubsantiated opportunity or a potential, or waiting too 

long before taking action. Effective risk managemet will serve to eliminate losses, but it also 

attempts to identify, develop and exploit the opportunities (Andersen, 2006; Slywotzky, 2007). It 

allows the firm to respond to the effects of various environmental risks, and furnish a stream of 

business opportunities that altogether will reduce variability in the profitability of the firm and 

stakeholders who have relied upon the long-term (Smith, 1995). The inclusion of effective risk 

management as a separate managerial function entails many advantages, and is a strategy in 

general, controlling tasks that help to increase value (Suranarayana, 2003). Baird & Thomas 

(1985) suggest three dimensions of strategic effective risk management: venturing into the 

unknown, committing a relatively large portion of assets, and borrowing heavily. Although 

virtually all decisions include uncertain consequences, some decisions involve superior risk  

because a firm’s entrepreneur may not understand what resources are essential to perform a 

decision. Businesses may find it difficult to imitate a competitor because they do not know what 
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aspect of the competition to imitate. To succeed in the future organizations must have effective 

risk management (McGrath & MacMillan,2000).  

 According to the studyof Andersen (2009) one finds thateffective risk management is 

related to performance and has a superior sound, like a positive innovation. Jorion (2001), said 

that the success ofthe organization depends one effective risk management. It can also help 

reduce the volatility of revenues, adding value to shareholders, enhance securityin the workplace, 

and have the financial stability of the organization. As an outcome, operational excellence 

increases competitiveness (Lam, 2001). The firm has features with the ability to have effective 

risk management that is likely to experiment with new technology, is eager to seize market 

opportunities, and is ready to run the risk (Lumpkin & Dess, 1996). The cause of such behavior 

in the creative can make innovation, service excellence, and competitiveness. Thus, several 

researchers agree that effective risk management is critical to the success of the organization 

(Rauch et al., 2009; Wiklund & Shepherd, 2005). Then, effective risk management reflects the 

ability of the firm to seize opportunities that ensure successful consequence. It is about managing 

uncertainty and threat in the activities and resources to the firm related to superior outcomes 

(Hughes & Morgan, 2007). 

 Therefore a service businessis operatedby an effective risk management nature that is 

likely to be supportive in service creativity, service innovation, service excellence and service 

competitiveness.  Based on the foregoing, one thus propositions the following: 

P3a-d  Free enterprise creation will have a positive influence on (a) service creativity, (b) service 

innovation, (c) service excellence, and (d)service competitiveness. 

New Ideas Generation 

 New ideas generation refers to the competency of a firm to create new operational 

processes,  promote staff for new concepts and knowledge increase, and support a financial plan 

for the creation of new ideas to increase the potential, effectiveness, and efficiency of the 

businesses (Grandi & Grimaldi, 2005; Howell & Boies, 2004). Kamm & Nurick (1993) suggest 

that the procedure through which the primary business concept is changed into a service/product 

prepared for commercialization, turnsprimary informal social group into an entrepreneurial 

group. In addition, there is general literature on organizational aspects, supporting successin 

innovative processes in industrial contexts, from the generation of new ideas to their commercial 

exploitation (Roberts & Fusfeld, 1981). The previous study of Foo, Wonga & Ong (2005) 

reveals that business effectiveness is the effect of the quality of a plan and the quality of new 

ideas  generation. McFadzean, O'Loughlin & Shaw, (2005) state that new ideas generation tends 

to support novelty, testing, and the creative method that may result in the outcome of a new 

product/new service, able to meet the market demand, including increased competitiveness. It 

willcontribute to changes in the products and services to a varietyof businesses in the market and 

proved to be a source of significant potential advantage of strategic and competitive advantage 

(Schilling, 2005). 

 Most studies have found a positive relationship between new ideas generation and 

Innovation, creativity, excellence in business performance, competitiveness and growth (Rauch 

et al.,2009; Morena and Casillas,2008; Subramanian & Nilakanta, 1996). As a result, there is 

greater recognition that new ideas generation has become a source of sustainable growth, 

competitiveness and richness (Drejer, 2006). According to Wiklund & Shepherd (2003) confirm 
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that business has new ideas generationcan generate extraordinary results of operations and has 

been described as the engine of economic growth. 

 Therefore service businessis new ideas generation likely to be supportive service 

creativity, service innovation, service excellence and service competitiveness. Based on the 

foregoing, one thus propositions the following: 

P4a-d  New ideas generation will have a positive influence on (a) service creativity, (b) service 

innovation, (c) service excellence, and (d)service competitiveness. 

Competitive Mindset Enhancement  

 Competitive mindset enhancement refers to an attempt of a firm to challenge the 

competitors and compete intensely to develop as superior position over competitors in same 

industry. Competitive mindset enhancementthe intention to reflect the outstanding development 

and operational improvements that can respond to the competitive environment now and in the 

future, which will help respond to compete effectively in all situations (Lumpkin & Dess, 2001). 

Including this, the business is focused on personnel who have studied and understand were the 

competitive environment is going, allows it to determine the direction of better performance, and 

results in competitive advantage. The company has more competitive mindset enhancement 

actions to be a competition barrier, and therefore, createsits own advantage (D 'Aveni, 1994). 

The literature suggests that competitive midset enhancement behavior is related to firm 

performance (e.g., Lumpkin & Dess 2000; Chen & McMillan, 1992). Chen & McMillan (1992) 

show that competitive mindset enhancement behavior is directly associated with performance, as 

evidenced by increases in market share. As a result, scholars argue that competitive mindset 

enhancement typically encapsulates sales orientation (e.g., Lumpkin & Dess,2001), and this is 

highlighted in its emphasis on market share gains for improved performance (Chen & 

Hambrick,1995). Lumpkin & Dess(2001) found that high, competitive mindset enhancement  

levels are positively related to an improvement in market position. 

 Hence, firms with high levels of competitive mindset enhancement should be more 

capable of activating resources to directly attack or overcome competitors to increase 

performance (Morgan & Strong 2003). Therefore, service businessis a competitive mindset 

enhancement, likely to be supportive of service creativity, service innovation, service excellence 

and service competitiveness.  Based on the foregoing, one thus propositions the following: 

P5a-d Competitive mindset enhancement will have a positive influence on a) service creativity, b) service 

innovation, c) service excellence, and d) service competitiveness. 

Service Creativity 

Service creativity refers to the research, trial, initiative, and developing of a service 

model that is unique, stands out superior over the competitors, and is responsive to customer 

requirements (Woodman et al., 1993). Zhou & Shalley(2003) state that service creativity refers 

to both processes of implementation and the results. Service creativity is what customers are 

looking for and need. So, if the firms  have created a service that will lead to service excellence 

which will help bring happiness to customers and a good memory, it can also create innovative 

services such the applying technology for service to achieve operational efficiency. The current 

complexity and changes as well as the intense competition show that firms with service creativity 

can have an important stimulus for operational management efficiency. Lee et al., (2004)  
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surveyed service creativity and service innovation in Korean companies, and they found that the 

generation, communication, and the implementation of services creativity it had a positive effect 

on corporate core competencies and innovation. In addition Guenzi & Troilo (2007) indicated 

that service creativity is important to service success and competitive advantage.  

 However, based on the literature review,  service creativity might be obtained from using 

strategic entrepreneurial capability. A firm’s processes can create service creativity to provide a 

new service model that is different from past service. After that, a firm with high service 

creativity efficiency is likely to have a positive influence on service innovation, service 

excellence, service competitiveness and service success. Based on the foregoing, one thus 

propositions the following: 

  
P6a-d  Service creativity will have a positive influence on (a) service innovation, (b) service 

excellence,(c) service competitiveness, and (d) service success. 

Service Innovation 

Service innovation refers to innovation taking place in the various contexts of service, 

including the introduction of new servces or incremental improvements of existing services 

(Durst, Mention, &Poutanen, 2015). Whilst service innovation is especially important for 

business operations and results in a sustainable competitive advantage (Miller et al., 2007), it 

enables service organizations to be superior over their its competitors (Cainelli et al., 2004), 

increases opportunities to generate quality and efficiency inthe delivery process, and supports the 

idea of providing new services (Van der Aa & Elfring, 2002). Service innovation not only 

involves new services, but also new technologies, new organizational forms, new methods, 

systems, new leaders, and new business models (Edvardsson & Enquist, 2011). 

Service innovation is a key issue in businesses performance as anoutcome of the growth 

of the competitive environment (Wheelwright & Clark, 1992; Newey & Zahra, 2009). The 

significance of service innovation for good long-term firmoutcomes is now widely recognized 

and has been extensively reported in the literature. Consequently, service innovation efficiency is 

considered to have a direct effect on businesses performance (Wheelwright & Clark, 1992; 

Renko, Carsrud, & Brännback, 2009; Baker & Sinkula, 2009). Walker & Ruekert (1987) debated 

that service innovation can generate service competitiveness through the high quality of products 

that are generated by worthy service at premium prices. The businesses havea strong service 

innovation to help ensure the ability to create a competitive advantage. The organization will 

have the ability to develop new services to market to build the capacity of competition in 

services and excellent performance outstanding the competition, how to work and working 

patterns of potential and service equality (Wang et al., 2006).  However, for service innovation to 

increase new customers, the performance is on target as planned, has client acceptance, and 

receives in come from operations that were worth it (Merrilees, Rundle-Thiele & Lye, 2011). 

 Therefore the review of the literature ensures that service innovation is likely to be 

supportive of service competitiveness and service success. Based on the foregoing, one thus 

propositions the following: 

P7a-b  Service innovation will have a positive influence on (a) service competitiveness, and (b) service 

success. 
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Service Excellence 

 Globalizationhas encouragedbusiness services to increase their capacity to provide 

services that can meet the needs of customers through service excellence, which gives them to 

have service competitiveness and established relationships with customers in the long-term 

(Gouthier, Giese & Bartl, 2012). Horwitz & Neville (1996) said that service excellence follows 

when customers have been aided by over-expectation. Service excellence can develop a critical 

achievement factor for businesses. Service excellence refers to presentation of the service model, 

new opportunitiesin business and excellent performance above the expectations of the customer 

(Dobni, 2002; Khan & Matlay, 2009; Edvardsson & Enquist, 2011). Crotts & Ford (2005) 

believe tha firms with policies and have a procedures that are consistent with external systems 

are working well and competitive advantage through excellent service. Firms with explicit 

targets and excellent delivery services support the system, policies and procedures that will 

enhance the success of the firm’s efficiency and profit that grows steadily. Allowing to 

Schneider et al., (2003), the systems, policies, procedures, functions are focused on the same 

goal. They will help reduce the loss of resources for work; and will enhance quality services to 

respond to expectations of customers and customer loyalty, which lead to a competitive 

advantage. 

However, based on the literature review, it is shown that service excellence has a positive 

influence on service competitiveness and service success. Consequently, firms with high  service 

excellence tend to attain greater service competitiveness and service success. Based on the 

foregoing, one thus propositions the following: 

Pa-b8   Service excellencewill have a positive influence on (a) service competitiveness, and (b) service 

success. 

Service Competitiveness 

Service competitiveness is defined as the sustained capability to gain, improve, and 

maintain profitable market share advantages that are possessed by a certain firm over other firms 

in a related industry, and in financial performance (Ussahawanichakit, 2007). Service 

competitivenessis able to understand the business strategies that have led to the process and 

outcome of the process, leading to the business results (Mayer et al., 1999). In sustaining service 

competitiveness, firms must improve quality management, which emphasizes social relationship 

considerations, core business processes, association with partnersand competitors (Loch, Chick, 

& Huchzermeier, 2007), or cooperative networks (Álvarez, Marin, & Fonfría, 2009). On the 

other hand, for useful service competitiveness action, firms focus to change the business 

environment in the industry. For instance, when a firm accelerates launching service innovation  

to the marketplace, it provides a faster product cycle presaging new service variants, increased 

customers’ needs, and increases sustainable consumption (Sonntag, 2000). Similar to Santos, 

Wennersten, Oliva, & Filho (2009), it is suggested that firms can improve their environment by 

improving core internal processes, which focus on information and communication service to 

interface with customers for creating sustainability. 

 Therefore,the review of literature ensures that service competitiveness is likely to be 

supportive of service success.  Based on the foregoing, one thus propositions the following: 

  

 P8    Service competitivenesswill have a positive influence on service success. 
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Service Success 

Service success is the extent  to which the outcome of strategic entrepreneurial capability 

can be included inthe market share, recognized by customersandincreased profits. Turner & 

Crawford (1998) argued that service success is impacted by capabilities, both individual and 

organizational. They further discussed that an organization needs to be intelligent to manage both 

change and current business to succeed sustainable growth; and that capabilities obligatory for 

the management of change and current business, vary (Turner, 2000). Especially, they 

demonstrated that the consequent change in management is illustrious by the capabilities of 

engagement and development; while capabilities in marketing and selling the technology are 

peculiar to the industry, and is important for the management of the present business. Service 

success outcomes depend on effective in organization. Thus, service creativity, service 

innovation, service excellence and service competitiveness affect service success.   

CONTRIBUTIONS 

Theoretical Contribution 

This paper purposes to more clearly understand the relationships between strategic 

entrepreneurial capabilitiy and service creativity, service innovation, service excellence, service 

competitiveness, and service success. Moreover, this paper emphasize five dimensions of 

strategic entrepreneurial capability; specifically, proactive business operation, free enterprise 

creation, effective risk management, new ideas generation, and competitive mindset 

enhancement. Additionally, this paper also has suggested that its consequence that will influence 

service success. 

Managerial Contribution 

This paper provides useful contributions and implications to the researcher, managing 

director managing, partner, general manager and interested parties who should be involved in 

strategic entrepreneurial capabilityin the organization. The strategic entrepreneurial capability is 

relatedwith the operation to be successful under competition, both now and in the future. 

Currently, strategic entrepreneurial capability has received attention as well. Although the 

strategic entrepreneurial capability recognized the trend to have a positive impact on the 

operational outcomes of fims, this association will have to check a wider dimension, and in the 

middle, between strategic entrepreneurial capability and firm performance. Thus, the strategic 

entrepreneurial capability will, as a guide line of operations for organization, improve its 

business growth and will be able to leverage and increase business potential. 

SUGGESTIONS AND FUTURE RESEACH DIRECTIONS 

This paper suggests an obvious understanding of relationships between strategic 

entrepreneurial capability and service success. Nevertheless, while depend on the literature 

review look all are positively associate with each dimension of strategic entrepreneurial 

capability and it consequent. The empirical investigation at the firm level that is one that is 

known of as the unit of analysis which is essential to be obvious. 

A future research idea for proposes that the spa business should be the most appropriate 

to evidence this conceptual model for which there are four reasons: First, the spa business is 
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important to this nation’s is economic development; it can help generate a national economy. 

Second, the spa business is a corporate service, primarily about generating competitive 

advantage and mostly meeting the needs of consumers. Third, the recent environment has 

changed above the years to modify firm business strategies for business survival. Finally, rivals 

arrive on the market with new adaptive services to meet the needs of consumers in the form of a 

diversity of activities. Therefore, future research should involve in verifying and expanding 

astudy hypothesis with empirical research in the spa business. 

CONCLUSION 

 The study of strategic entrepreneurial capability has become an area that is important for 

business success. This is because the strategic entrepreneurial capability relates to the adaptation 

to suit, integrates, and configurates both internaland outside enterprise resources, and the ability 

to respond to a changing environment. Each organization attempts to fulfill the organization's 

ability to achieve competitive advantage. Included is on attempts to create service creativity, 

service innovation, service excellence, and service competitiveness to meet the needs of 

customers and provide customer satisfaction. This will result in service success. The importance 

of the above leads to the presentation of the conceptual framework of the relationships between 

each dimension of strategic entrepreneurial capability and service success. The results of the 

literature review on such relationships expect that when the organization has strategic 

entrepreneurial capability, it is likely to have service creativity, service innovation, service 

excellence, and service competitiveness. All this leads to service success. 
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Research has demonstrated that the use of real options can benefit firms. Real options – 

sometimes known as strategic options – are situations firms create that give them flexibility in 

that they have the possibility of pursuing a certain course of action but not the obligation of 

doing so. The concept of real options is similar to that of financial options, in that in both cases 

the firm has a right to act in a particular way, but is not required to do so. Despite findings that 

the use of real options can benefit firms, few managers actually employ this tactic, in large part 

because they find the concept vague and difficult to apply. The present article seeks to narrow 

the gap between the theoretical benefits to managers and firms of employing real options and 

their limited use in practice by viewing them through the Miles and Snow framework of 

organizational strategy. Types of real options that are likely to be more effective for different 

organizational types are identified. Opportunities for further research are discussed. 
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ABSTRACT 

 Firms with traditional approaches are difficult to compete with under changing and 

intensive competitions. Firms need to emphasize competitive stregies to handle when they 

face those situations. One of several strategies regarding service, which have an effective 

way to enhance customer satisfaction and firm performance is service excellence strategy. 

Hence, this research suggests five new dimensions of service excellence strategy and propose 

the positive relationships between service excellence strategy and firm performance. The five 

new dimensions of service excellence strategy consist of customer learning focus, service 

creativity concern, service diversity concentration, service response orientation, and 

customer relationship awareness. In addition, superior customer satisfaction, outstanding 

customer acceptance, advanced customer involvement, and firm performance are its 

consequences. These relationships are proposed in positive effects. Theoretical, managerial 

contribution and a suggestion for futher study are provided.  

INTRODUCTION 

 In an economic world presently, there are several phenomenon that impact a large 

number of firms such as an economic crisis and changing environment phenomenon (i.e. 

technological evolution and globalization). Also, changing markets directly affect customer 

satisfaction, technology competition and the survival of firms (Zhang & Zhang,  2003). Firms 

with traditional approaches are difficult to compete with under those circumstances. As a 

result, firms have the necessity to adapt themselves, ensuring survival and reaching their 

performance in the future (Danneel, 2002). Furthermore, as goods have become 

commoditized, service is the key point that many firms attempt to seek to differentiate 

themselves from their rivals (Pine & Gilmore, 1998). In other words, firms need to emphasize 

competitive strategies so as to handle when they face those situations.  

 One of several strategies regarding service, which has an effective way to enhance 

customer satisfaction and firm performance is service excellence strategy. Customer service 

excellence and high customer satisfaction have become a main concern for operating 

management in service industries (Alin et al., 2009). Cina (1990) suggests five steps to 

service excellence which consist of 1) knowing a firm’s moments of truth (customer 

contacts), 2) gaining inventory the firm’s moments of truth, 3) assessing importance/ 

performance of each contact, 4) establishing a service management discipline, and 5) 

implementing the firm’s action plan to accomplish service excellence. Likewise, Johnston 

(2004) states that delivering the promise, providing a personal touch, going the extra mile, 

and dealing well with problems and queires are four key elements of service excellence, 

while three elements of service excellence indicated by Radomir (2013) comprise a good 

organization includinging competencies and knowledge, good processes, and good 

management system in place. In other words, providing extra services or supplementary, 
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unpredicted benefits and basic service which positively surprises customers during their use 

of the service can increase customer satisfaction (Crotts & Magnini, 2011). 

 Service excellence can be utilized in a variety of businesses’ types. For example; in 

luxury hotels, Ritz Carton and Four Seasons do habitually prepare each room consistent with 

the specific needs of the guest by listening to and recording customer preferences, 

empowering employees to solve a customer problem and/or surpassing a customer’s 

expectation (Solnet & Kandampully, 2008). In addition to hotel business, Hilton promotes the 

Hilton Club concept to meet the regular international users’ exacting needs and requirements 

(Teare, 1992). In the bank business; high performance banks move a focus from organization 

to process such as how the work is done to satisfy customers’ needs or a target market (Kim 

& Kleiner, 1996). Banks improve their process by effectively using the technology to obtain 

more information on what customers need and when they satisfy those needs subsequent 

banks’ competitive advantages. Furthermore, service excellence can be a result from service 

quality, partnership quality and image quality, while it cause behavioral intention (Wiertz et 

al., 2004).  

 To my knowledge, there are a small number of literature that indicates the dimensions 

of service excellence strategy. For example, service delivery, servicescapes, customer 

participation, and service responsiveness are four key dimension of service excellence 

strategy (Hariandja et al., 2014). Moreover, a prior literature investigating hospital businesses 

point out that service excellence strategy contain three critical service excellence’s 

dimensions, namely employee orientation, patient orientation, and competitor orientation 

(Voon et al., 2014). Most studies focus on the consequences of service excellence strategy 

and its dimensions. Therefore, the aim of this research is to examine the relationship between 

service excellence strategy and firm performance. 

 This research is organized as follows: the first part presents the relevant literature 

reviews and the linkage to propositions that are presented in the conceptual framework. Then, 

the contribution consist of directions for future research and managerial contributions. Lastly, 

the conclusion of this research is presented. 

LITERATURE REVIEW 

 This conceptual paper attempts to link the relationships between each dimension of 

service excellence strategy (customer learning focus, service creativity concern, service 

diversity concentration, service response orientation, and customer relationship awareness) 

and its consequences (superior customer satisfaction, outstanding customer acceptance, 

advance customer involvement, and firm performance). The conceptual framework of service 

excellence strategy and firm performance is discussed and scrutinized obviously. Therefore, a 

developed conceptual framework is shown in Figure 1.  
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Figure 1 

A CONCEPTUAL FRAMEWORK OF SERVICE EXCELLENCE STRATEGY AND FIRM 

PERFORMANCE 

 

 

 

  

Service Excellence Strategy 

 Currently, employing appropriate strategy to compete with competitors in intensive 

competition is extremely important for firm to improve firm performance (Kotey & Meredith, 

1997), especially in service industries relating to various emotion and different perceptions of 

customers. Subsequently, the strategy should be focused. Hart and Banbury (1994) define 

strategy as the rule or practice of firms that suit for internal and external enviorments in order 

to accomplish their objectives. In other words, the strategy is the pattern of resource 

allocation supporting firms to retain or enhance their performance (Barney, 1996). Hence, if 

firms desire to improve their performance, they should emphasize the strategy. The critical 

strategy for the profitability and for the survival of the firms is service excellence. 

 The concept of service excellence has been defined in similar ways. Limpsurapong 

and Ussahawanitchakit (2011) define service excellence as more of the service features 

greatness and superiority than the firms’ competitors and higher customers’ expectations. 

Radomir (2013) defines a firm’s capability to provide best-in class service. In another view, 

service excellence refers to being “easy to do business with” (Johnston, 2004), delivers 

promises and is an expression of very high satisfaction (Hariandja et al., 2014). Gouthier et 

al. (2012) state that service excellence results in not only customer satisfaction, but also 

customer delight and greater customer loyalty. Edvardsson and Enquist (2011) indicate that it 

also causes the long-term profitability.  

According to prior literature, this research defines service excellence strategy as 

anticipating the customers’ needs and surpassing their expectations constantly (Hinds, 2006). 

Additionally, this concept is divided into five dimensions including customer learning focus, 

service creativity concern, service diversity concentration, service response orientation, and 

customer relationship awareness. The consequences of service excellence strategy comprise 

superior customer satisfaction, outstanding customer acceptance, advanced customer 

involvement, and firm performance.  

Customer Learning Focus 

 Learning orientation refers to the activities of the organization to adding and using 

knowledge in order to increase competitiveness (Calantone et al., 2002). Learning orientation 

including commitment to learning, shared vision, and open-mindedness (Nasution et al., 
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2011) seems to be a reflection of the effort increased of employees regards to expanding his 

or her existing collection of technical and social skills, thus learning new and better ways of 

collaboration with customers (Henning-Thurau & Thurau, 2004). In particular, if firms 

emphasize on customer orientation, which refers to the degree to which the hotel gain and 

employ information from customers, develops a strategy that will meet customer needs, and 

implements that strategy by being responsive to customers’ needs and wants (Ruekert, 1992), 

they will concern on customer interests first.  

 Therefore, this research applies frameworks of learning orientation and customer 

orientation from prior research and then defines customer learning focus as continuously 

enhancing actions through greater knowledge and understanding of customer needs 

(Cummings & Worley, 1997). Customer learning focus will be effective, as it depends on 

three critical factors containing management customer orientation or organizational values, 

customer feedback, and employee learning orientation (Bernard et al., 2011). For example, 

Ritz Carlton, a high-end luxury hotels, employs the term “customer customization” to 

communicate the importance focused on personalized service (Solnet & Kandampully, 2008). 

It also utilizes various methods to effectively listen to their customers’ preferences such as 

training their staffs to collect on cues from customers that can later be used to surprise the 

customer as well as empowering employees to solve a customer’s problem and/or exceed 

his/her expectations. Such these practices, service excellence strategy is more likely to  

generate great customer satisfaction, increase the acceptance of customers, stimulate more 

customer involvement, and improve higher firm performance. From the aforementioned 

arguments on customer learning focus, the first hypothesis can be proposed as: 

 
P1  Customer learning focus is positively related to (a) superior customer satisfaction, (b) 

outstanding customer acceptance, (c) advance customer involvement, and (d) firm 

performance. 

Service Creativity Concern 

 In terms of creativitiy, various definitions are provided. Colurcio (2005) defines 

creativity as  a firm’s ability to influence, exploit, and link knowledge with the aim of 

generating new ideas that are unpredicted and made surprising in their originality. 

Corresponding to Chiu and Tu (2014), creativity is the ability of firm to link among concepts 

and to develop original and appropriate ideas. In the service context, customers frequently 

advise or inform what they expect and what their perceptions regarding the service and the 

service process are such as comments to frontline employees or complaints (Gouthier & 

Schmid, 2003). Such circumstances, the customers should be considered as important sources 

for planning and introducing new services as well as improving the services to be better. In 

terms of service creativity concern, it is the generation of a new and meaningful service 

concept or idea (Dahlen, 2008). 

 Generating pioneering services causing from customers’ ideas, advises or comments 

may benefit firms to meet their expectations easily that result in higher customer satisfaction 

as well as customer acceptance. Particularly, if firms focus dramatically on seeking the 

creative services and serve them in excess of customers’ expectations, it is likely to increase 

superior customer satisfaction and the acceptance of customer. Simultaneously, firms may 

gain customers to be as co-development (Anderson & Crocca, 1993) or knowledge co-

creation (Blazevic & Lievens., 2008). This is a result of outstanding customer involvement. 

In addition, when customers are fulfilled as they need or want, it may cause repurchase or 

spread positive word-of-mouth resulting in greater firm performance. From the 

aforementioned arguments on service creativity concern, the second hypothesis can be 

proposed as: 
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P2 Service creativity concern is positively related to (a) superior customer satisfaction, (b) 

outstanding customer acceptance, (c) advance customer involvement, and (d) firm 

performance. 

Service Diversity Concentration 

 Service diversity concentration refers to creating a variety of services, which is 

defined as customization, in order to response the different customers’ needs (Robert, 2008). 

For examples, in the transport industries, a cluster of online self-services comprise services 

such as online ticket booking, online check-in services, online live services updates, and so 

on (Lu et al., 2009).  

Service diversity provides both drawbacks and benefits to firms. In terms of its 

drawbacks, customers have to spend more time making decisions for the best fits their 

preferences. Kuksov and Villas-Boas (2010) state that greater searching effort of customers 

may cause to an avoidance of making a purchase completely. These can be concluded that if 

the service diversity or variety of services of firms rises, total revenue of firms will slightly 

increase due to increasing significantly of total cost (Syam and Bhatnagar, 2015). In other 

words, firms’ profits will decrease due to increasing total cost, but decreasing rate of total 

revenue.  

Nevertheless, service diversity can help transport firms concerning standardization of 

service delivery, if the firms can implement online self-services successfully (Lin & Filieri, 

2015). Furthermore, it provides more benefits such as reducing labor costs and expanding the 

options for service delivery. Firms that have a large variety of service choices can satisfy and 

stimulate customers to join more activities of services (Madera et al., 2013). Lancaster (1990) 

states that a firm with a greater variety can obtain a larger market share as a result of the 

greater possibility of a match arising between customer needs and service assortment of firm. 

From the aforementioned arguments on service diversity concentration, the third hypothesis 

can be proposed as: 

 
P3 Service diversity concentration is positively related to (a) superior customer satisfaction, (b)      

outstanding customer acceptance, (c) advance customer involvement, and (d) firm  

performance. 

Service Response Orientation 

The word “response” or “responsiveness” is viewed as a cumulative capability. 

Gaither and Frazier (2002) state that capabilities include costs, time, quality, and flexibility. 

Customer responsiveness is the performing in response to market intelligence with reference 

to individual needs of target customers (Kohli & Jaworski, 1990). Generally, customers 

expect firms to respond according to their requirements. Ludwiczak (2014) suggests that if 

the firms desire to generate or retain customers, they should firstly know what product 

requirements are established by the customers and how to deliver them. Moreover they 

should examine the requirements related to the product and generate whether they are able to 

fulfil them. Hence, this research defines service response orientation as providing speedy 

services, a variety of services, and the willingness to support customers within service 

delivery processes (Asree et al., 2010).  

 Firms should respond to customers’ requirements appropriately and immediately. 

Davidow (2014) indicates that timeliness is one of six dimensions of organizational response. 

It involves response speed in which Conlon and Murray (1996) found that it results positively 

in response satisfaction and intentions to repurchase. In other words, service takes shorter 

time in responding to customers, it can bring about higher customer satisfaction (Davis & 
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Vollmann, 1990) and also relate to customer switching behavior (Keaveney, 1995). 

Responding customer immediately and appropriately possibly not only cause customer 

satisfaction, but also affect acceptance and involvement of customers. In addition, Asree et al. 

(2010) found that service response affects positively to firms’ revenue. From the 

aforementioned arguments on service response orientation, the fourth hypothesis can be 

proposed as: 

 
P4 Service response orientation is positively related to (a) superior customer satisfaction, ((b) 

outstanding customer acceptance, (c) advance customer involvement, and (d) firm 

performance. 

Customer Relationship Awareness 

  Customer relationship awareness refers to the translation of customer data to customer 

relationships through active use of and learning from the information collected (Brohman et 

al., 2003) in order to retain customers. In other words, customer relationship awareness is 

similar to the concept of customer relationship management (CRM) which refers to 

maintaining present customers and building profitable and long-term relationship with them 

(Kotler et al., 1999).  

 Firms with superior CRM capability are in greater position in gathering and storing 

customer knowledge, which can track customer behavior in order to gain insights into 

customers’ needs, wants, and preferences as well as determining how to profitably satisfy 

those needs (Battor & Battor, 2010). Consequently, firms should focus on developing 

customer relationships, making customers trust in and doing them commit to the firms (Luo 

et al., 2004) because customer trust and commitment provide various benefits to firms such as  

reducing customer transaction uncertainty (e.g. performance unpredictability’s customer 

avoidance) as well as increasing expressive association (e.g. bonding to firm’s brand of 

customers) (Bendapudi & Berry, 1997). 

 Firms that can generate stronger relationship with customer can gain greater 

profitability (Reinartz et al., 2005) as well as shareholder value and superior corporate 

performance (Srivastava et al., 2001). Mullins et al. (2014) state that strong relationship 

perceptions have focused on three elements including commitment, trust, and satisfaction. To 

increase higher performance, firms need to develop closed and trusting relationships in order 

to enhance customer perceived value. When customers perceive value of service, they may 

tend to increase their acceptance and involvement with service firms. Moreover, if firms can 

serve valuable services, which are greater than their expectation or are unexpectation, 

customers perhaps are satisfied. From the aforementioned arguments on customer 

relationship awareness, the fifth hypothesis can be proposed as: 

 
P5 Customer relationship awareness is positively related to (a) superior customer satisfaction, 

(b) outstanding customer acceptance, (c) advance customer involvement, and (d) firm 

performance. 

Superior Customer Satisfaction 

 Superior customer satisfaction refers to the great level of customers’ judgement when 

they compare perceived service performance with their expectation (Anderson & Sullivan, 

1993). In the vein of Ryan and Ramaswamy (1995), customer satisfaction refers to overall 

judgment of customers on variance between expected and perceived service performance. 

Satisfaction equation comes from the difference between perceived performance and 

expectations (Stahl, 1999). Customers feel pleasure or disappointment steming from 

comparing a product/or service’s perceived performance concerning their expectations. If the 
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performance does not meet expectations, the customers are dissatisfied; whereas the 

performance do meet expectation, the customers are satisfied. Futhermore, if the performance 

do greater expectation, the customer are delighted or highly satisfied (Kotler and Keller, 

2006).  

Delight, which is a type of emotion is caused by unpredictably good performance that 

is excellent service (Yu & Dean, 2001). Customer satisfaction is deliberated to be the crucial 

success element for every firm because it leads to superior market share, greater customer 

retention (Ćoćkalo et al., 2011), lower marketing costs and increased revenues (Fung et al., 

2007) . Moreover, if firms can offer excellent service to customers and make them satisfied, 

they are likely to be less price sensitive, less persuaded by rivals, and also stay loyal longer 

(Dimitriades, 2006). Moreover, they tend to provide positive feedbacks or viewpoints for 

optimizing services. In the hospitality and tourism industry, customer satisfaction positively 

affect the firms’ value and profitability, which increase financial performance (Sun & Kim, 

2013). From the aforementioned arguments on superior customer satisfaction, the sixth 

hypothesis can be proposed as: 

 
P6 Superior customer satisfaction is positively related to (a) outstanding customer acceptance 

 and (b) firm performance. 

Outstanding Customer Acceptance 

 Outstanding customer acceptance is defined as the viewpoints or feedbacks of 

customers concerning admirable service in order to provide valuable information 

(Limpsurapong & Ussahawanitchakit, 2011). They state that customer feedbacks reflect 

customer acceptance of new products or service transactions’ history or customer rejeccction 

by former buyers. Importantly, previous customer feedbacks cause market reputation and 

potential customer’s purchase decisions. Chailom and Ussahawanitchakit (2009) found that, 

in a media release and marketing activities, reputation results in e-commerce performance. 

 The acceptance of customer on service presented is regularly correlated to the 

familiarity and the degree of awareness and usage of any given tool (Ahmad & Nadiah, 

2012). Outstanding customer acceptance occurs when customers have a large tendency of 

using service offered. In other words, customer acceptance could be observed when 

customers are willing to take part in anything that are associated to the product or service 

offered (Mansor et al., 2011). The more customers use services, the more valuable services 

develop. In other words, customers with high positive experiences and/or feedbacks tend to 

open mind to accept services of firms easier. Furthermore, customers are likely to involve 

with firms and possibly lead to firm performance. From the aforementioned arguments on 

outstanding customer acceptance, the seventh hypothesis can be proposed as: 

 
P7 Outstanding customer acceptance is positively related to (a) advanced customer involvement 

and (b) firm performance. 

Advanced Customer Involvement 

 Advanced customer involvement refers to a large degree of participation between 

firms and customers in assorted activities for developing more excellent service (Dadfar et 

al., 2013). In the vein of Alam (2006), in service innovation, customer involvement refers to 

the degree of interaction between service producers and current representatives of one or 

more customers at diverse stages of the new service development process.  

 From literature, customer involvement can be seen from different words such as 

customer involvement, customer participation, user involvement, co-development, and co-



Proceedings of the Academy of Strategic Management                                        Volume 14, Number 2 

55 
 

creation. The roles of customer involvement are diverse from low to high, depending on the 

types of services (Lagrosen, 2005). High-involved customers tend to have a positive attitude 

for maintaining long-term relationships rather than taking a risk by starting a new relationship 

(Varki & Wong, 2003). Customers with high involvement are likely to think themselves as a 

part of service firms when they interact with employees in different activities such as 

providing suggestions or feedbacks for improving of service firms’ quality. 

 Customer involvement provides a variety of benefits such as superior and 

differentiated service, reducing the development time, improve market acceptance, and 

establishing a long-term relationship (Prahalad & Ramaswamy, 2002). According to these 

benefits, customer involvement probably affect firm performance. From the aforementioned 

arguments on advance customer involvement, the eighth hypothesis can be proposed as 
   

 P8 Advanced customer involvement is positively related to firm performance. 

CONTRIBUTIONS 

 This research provides both theoretical and managerial contributions. Theoretically, 

this research offers a supplementary insights because it identifies new five dimensions of 

service excellence strategy. According to the strategies previously reviewed, this research 

help top management to omprove service excellence. Kotey and Meredith (1997) state that 

employing appropriate strategy is very significant for firm owing to resulting in firm 

performance. However, top managements need to know that service excellence leading to 

great firm performance requires commitments from every level of the firm including the 

firm’s culture, the senior management, employees, and process (Kim & Kleiner, 1996). 

Importantly, the firm that can generate service excellence affect superior customer 

satisfaction, outstanding customer acceptance, advanced customer involvement, and firm 

performance.  

 The direction for further research is the empirical examination in order to gain more 

intense understanding of the phenomenon. In addition, for this conceptual framework, the 

researchers suggest that hotel businesses in Thailand are appropriated to be investigated for 

two reasons. Firstly, hotel businesses frequently encounter a large number of customers 

which have positive or negative judgement concerning service excellence (Torres & Kline, 

2013). Secondly, the government of Thailand promotes slogan “Amazing Thailand: Always 

Amazes You” to encourage both Thai and international tourists to travel and occupancy at 

hotels in Thailand (Tourism Authority of Thailand, n.d.). However, although hotel businesses 

are investigated, there are a new viewpoint (the new dimensions of service excellence) that 

should concern. 

CONCLUSION 

 Currently, firms with traditional approaches are difficult to compete with under 

intense competitions. As a result, firms have the necessity to adapt themselves, ensuring 

survival and reaching their performance in the future. Subsequently, firms should concern 

and employ appropriate strategy to direct to the way desired. An important strategy is service 

excellence strategy. This research suggests five new diemensions of service excellence 

strategy comprising customer learning focus, service creativity concern, service diversity 

concentration, service response orientation, and customer relationship awareness. 

Furthermore, the consequences are presented including superior customer satisfaction, 

outstanding customer acceptance, advanced customer involvement, and firm performance. 

Their relationships are proposed in positive effect. 
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 Hopefully, this research will encourage other researchers to study the service 

excellence strategy that affect firm performance of hotel businesses in Thailand. Moreover, 

the researcher attempts to fulfill the conceptual framework by appropriately finding the 

antecedents, moderating factor, and control factors in order to test empirical study with 

proper statistics. 
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ABSTRACT 

The paper aims to investigate the relationship between managerial professionalism 

strategy and firm success. This paper provides new dimensions of managerial professionalism 

strategy that include leader-member exchange orientation, employee innovation focus, social 

responsibility emphasis, ethical operation concentration, and business excellence awareness 

implementation. In addition, based on the literature review, propositions predict all positively 

related variable linkages between managerial professionalism strategy and its consequences in 

the conceptual framework. The consequences of managerial professionalism strategy are 

employee satisfaction, organizational citizenship behavior, stakeholder acceptance, 

organizational creativity, business goal achievement, and firm success. This conceptual paper 

can build understanding in managerial professionalism strategy and its consequence 

relationships. Moreover, this paper provides new dimensions of managerial professionalism 

strategy. It is new knowledge that could be verified by empirical research in  future research. 

One contribution can help managers in planning, designing, and setting the operational 

processes in order to create competitive advantage, sustainability, and success for the 

organization. Future research is suggested to seek an appropriate sample to test the hypotheses 

following a literature review. The dynamic contextual business and business concern with 

professionalism in managing the operation to enhance the firm to success should select a  

sample for future research. Thus, the sample should be the hotel business or a dynamic business 

operation in order to use verifier by empirical research. Thus, this conceptual framework will 

explain the managerial professionalism strategy and its consequence relationships. The 

remaining of this paper includes a literature review and proposition development. Moreover, 

contributions, suggestions, directions for future research, and conclusion are included. 

INTRODUCTION 

 Recently, many service businesses are facing serious problems, working under changes 

because of the needs of customers and a highly competitive situation (Raju & Lonial, 2002; Hon, 

2013). This has resulted in the organization adapting its administration to be competitive,                   

to attain a competitive advantage through the development of organizational managerial 

professionals, and to build up firm success and survival (Hamel, 2006;  Roland & Huang, 2012). 

Managerial professionalism strategy refers to a modern administration focusing on creating 
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skills, abilities, experiences, and continuous adaptation regarding the changes in the 

environment, leading to accomplishing the organization’s goals (Burgess, 2011; Ko, 2012; Lee, 

2014). Moreover, new innovations in products and services development are continuously 

created. Besides, managerial professionalism strategy enables the organization to operate in 

sharing information, being responsible for the environment and society, and having ethics in 

operations, leading to create customer satisfaction in products or services that are received from 

the organization (Kang, Lee & Huh, 2010). In the meanwhile, the acceptance of the 

administration of the stakeholders arises from the focus on building up the adaptive 

administration to respond to the continuous changes, to maintain  the ability for gaining profit, 

and to reduce the operational costs of the organization (Schaefer, Lloyd & Stephenson, 2012). 

Employee satisfaction, which helps create inspiration in performing an organizational citizenship 

behavior, drives the organization to reach goal achievement (Rhoade & Eisenberger, 2002).  

Managerial professionalism strategy is the method of an organization showing its  

knowledge, ability, and skill in mastering administration to reduce the failures or mistakes in 

working; and to create excellent problem-solving, planning, and controlling the operation to 

satisfy the stakeholders (Woo & Ennew, 2005; Ooncharoen & Ussahawanitchakit, 2009). As 

mentioned earlier, one can see that managerial professionalism strategy is the key of an 

organization in creating potentiality and advantage in competition, depending on the study of 

customers and competitors, and the participation of the staff in creating professionalism in the 

administration. Besides, this paper is aimed at investigating managerial professionalism strategy 

through the application of dimensions, including leader-member exchange orientation, employee 

innovation focus, social responsibility emphasis, ethical operation concentration, and business 

excellence awareness Bradburn & Staley, (2012); Brown, (2013); Lee, (2014); Pellegrino, 

(2002); Uryuhara, (2014). In the meanwhile, this study also investigates the outcomes of 

managerial professionalism, which includes employee satisfaction, organizational citizenship 

behavior, stakeholder acceptance, organizational creativity, business goal achievement and firm 

success, respectively.  

The remainder of this study is outlined as follows. The first discusses the relationship 

between managerial professionalism strategy and its consequences. The second provides the 

literature review and proposition development. The third section is contributions and future 

research directions. Finally, the fourth provides the conclusion of the paper. 

REVIEWS THE RELEVANT LITERATURE 

This paper examines the relationships among managerial professionalism strategy and 

firm success, through the mediating functions of employee satisfaction, organizational citizenship 

behavior, stakeholder acceptance, organizational creativity, and business goal achievement. 

Therefore, the conceptual, linkage, and research models present the relationships among 

managerial professionalism strategy and firm success as shown in Figure 1.  
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Figure 1 

A CONCEPTUAL MODEL OF RELATIONSHIPS BETWEEN MANAGERIAL 

PROFESSIONALISM STRATEGY AND FIRM SUCCESS 

                                                                                                                                                    

Managerial Professionalism  Strategy 

Modern management needs to depend on managerial professionalism strategy (MPS) 

which is maybe building skills, capability, experience, and adaptation in accordance with 

environmental change, and leads to the goal achievement of the firm (Cardy & Selvarajan, 2006; 

Lee, 2014). In addition, information transformation has an importance to enhance all 

understanding about managerial techniques, operational management, and modern policy 

adjustment (Meyer & Leonard, 2014). Moreover, innovation is one factor that reflects 

managerial professionalism, because it maybe helps the firm to differentiate and attain 

competitive advantage beyond the competitors. Thus, the firm should be careful about 

communities, societies and environments that may affect a firm’s operations. If the firm omitted 

a society and environment, it confronts the problem of a going concern. Next, managerial 

professionalism-building has to include morals and ethics in operational management 

(Pellegrino, 2002). It proposes fair judgment, equality, and equilibrium in the organization. 

Likewise, the firms should be concerned about best operations for rapid response to customer 

needs. Those are the characteristics of managerial professionalism strategy of the firm which can 
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improve competitive advantage, performance, and the success of the organization. Managerial 

professionalism is the operational means of the organization that reflects excellence in operation, 

knowledge, capabilities, and skills that lead to more failure reduction or less errors. This attribute 

can lead the firm to best operations for problem solving, operation planning, policy-setting, and 

operational control; leading to all involvement satisfaction  (Ooncharoen & Ussahawanitchakit, 

2009). Managerial professionalism is a key for success. It can improve organizational citizenship 

behavior by focusing on ethical and social responsibility  (Yoon & Suh, 2003). In addition, 

managerial professionalism can enhance employee satisfaction and organizational creativity 

(Bittner & Heidemeier, 2013). Furthermore, managerial professionalism can lead the firm to 

stakeholder  acceptance because the firm can use ability to better operate (Reynolds, Shoes & 

Jundt, 2015).   

Managerial professionalism strategy can lead the firm to sustainability by depending on 

the build-up of teamwork; supporting new ideas, concepts, and means of operations; drawing 

conform with communities and societies, operation compliance with generally-accepted 

standards, coupled with ethics; and best internal administration. In addition, Bradburn & Staley, 

(2012); Brown, (2013); Lee, (2014); Pellegrino, (2002); Uryuhara, (2014) suggest that the firm 

that needs managerial professionalism should emphasize leader-member exchange orientation, 

employee innovation focus, social responsibility emphasis, ethical operation concentration, and 

business excellence awareness. Thus, managerial professionalism strategy in this paper refers to 

procedures and guidelines for the management of the organization. The cause of managerial 

professionalism strategy is several factors such as leader-member exchange orientation, 

employee innovation focus, social responsibility emphasis, ethical operation concentration, and 

business excellence awareness. Moreover, managerial professionalism strategy affects outcome 

factors such as employee satisfaction, organizational citizenship behavior, stakeholder 

acceptance, organizational creativity, business goal achievement and firm success.  

Leader-Member Exchange Orientation 

The first dimension of managerial professionalism strategy is leader-member exchange. 

It is a relationship between the upper and lower staff of an organization together with the 

interchange of information to encourage job performance and business goal achievement. In 

addition, this leader-member exchange serves organizational commitment, innovation, creativity, 

and customer and employee satisfaction. This is done with an emphasis on communication and 

the exchange of skills, knowledge, capabilities, the means of work success, information 

usefulness, work attitudes, work policy, and the morals of work processes. The characteristic of 

leader-member exchange is interaction between manager level and staff level. The exchange 

technique and strategy is operated both intra-group and inter-group. Wilson, Sin & Conlon 

(2010) state that the leader-member exchange (LMX) can improve member outcomes in areas 

such as employee satisfaction, member attitudes, business goal achievement, and performance. 

In addition, it can build new resources and information that are necessary for professional 

operations by focusing on information and resource exchanges with the members. Moreover, 

Kimura (2013) indicates that political skill and leader-member exchange influences 

organizational politics and affective commitment. It means that if the firm has strong 
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relationships between managers and employees in the firm, can serve organizational citizenship 

behavior and stakeholder acceptance to attain superior firm success (Wong, Wong & Ngo, 2012). 

Crucial leader-member exchange orientation is a factor to improve firm success. In this 

paper, leader-member exchange orientation refers to the ability of a firm to build up the          

teamwork which focuses on direct and indirect sharing of opinions and principles between the 

administrators and staff for the benefit of the organization, to improve organizational citizenship 

behavior, creativity, and better firm success. Leader-member exchange orientation outcomes are 

consistent with several authors’ studies which mention that the leader-member relationships have 

an influence on work satisfaction, organizational commitment, and member performance based 

on the allocation and development of resources. Moreover, it can reduce turnover and the 

turnover intention of employers (Goh & Wasko, 2012; Monahan, 2013; Cheng et al., 2012). 

However, Zhang, Waldman & Wang (2012) found that the leader-member exchange 

orientation as formal leaders and a team shared a vision in jointly supporting the informal leader 

emergence, whereby affecting individual performance and the team effectiveness of the firm. 

Moreover, it is an important factor for enhancing job involvement, job satisfaction, and work 

outcomes (Lawrence & Kacmar, 2012; Loi, Mao & Ngo, 2009; Cheung & Wu, 2012). Zhong, 

Lam & Chen (2011) indicate that leader-member exchange is positively related to organizational 

citizenship behavior. Next, this paper assumes that a higher leader-member exchange orientation 

is a positive influence on employee satisfaction, organizational citizenship behavior, stakeholder 

acceptance, organizational creativity, and business goal achievement. Thus, these ideas lead to 

posit the following proposition:  

 
P1 Leader-member exchange orientation has a  positive influence on (a) employee satisfaction, (b) 

organizational citizenship behavior, (c) stakeholder acceptance, (d) organizational creativity, and 

(e) business goal achievement. 

 Employee Innovation Focus 

The environmental change makes for an organizational need to rapidly adapt for 

survival by building new innovation for the firm, but it is difficult to make it a success. The 

ability of the employee is one factor that helps organizations create new innovation and 

innovation management. The person has useful ideas in the workplace, which is an innovation of 

the employee (Janssen, 2005). Employee innovation is the person's behavior by having  a new 

idea activity, and they can suggest new ideas for using improved new processes of production, 

services, and operation. Innovation is the factor to build opportunity for the firm by a useful               

co-creation story between the old knowledge and new knowledge of employees (Alvarez, Young 

& Woolley, 2015). The indicators of employee innovation are an employee’s creativity, new 

ideas, proactive operational behavior, and opportunity for acquisition of work to improve 

stakeholder acceptance and more firm success (Dodescu & Chirila, 2012; Parker, Williams & 

Turner, 2006).  

In this paper, employee innovation focus refers to the ability of a firm to promote and 

support the staff to continually develop concepts, principles, and methods of the new 

administration. Authors such as Love, Roper & Bryson (2011) show that the firm’s ability is a 
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strong capability to absorb external knowledge for creating innovation linkage to customer 

requirements based on the innovation process. Those are also consistent with Dodescu & Chiril 

(2012) who state that the firm that has more innovation relates to more competitive advantage, 

governance, and success. The firm focus on the support of employee innovation can enhance 

better employee satisfaction and organizational citizenship behavior (Nielsen, Hrivnak & Shaw, 

2009). In addition, the firm has more employee innovation can improve greater stakeholder 

acceptance and organizational creativity. Moreover, the firm emphasis on employee innovation 

can lead the firm to business goal achievement (Janssen, 2005; De Jong & Den Hartog, 2010). 

This paper expects that greater employee innovation focus has a positive effect on its 

consequents. Thus, these reasons lead to posit the following proposition:  
 

P2 Employee innovation focus has a positive influence on (a) employee satisfaction, (b) 

organizational citizenship behavior, (c) stakeholder acceptance, (d) organizational creativity, and 

(e) business goal achievement. 

 Social Responsibility Emphasis 

Social responsibility is the firm awareness of social benefit by developing operational 

policy for avoiding social and environmental effects of the operational processes of the firm. In 

addition, the firm’s moving forward and success is affected by profitability and capabilities of 

the firm in financial operations, but are not enough for performance measurement, both in 

financial performance and non-financial performance. Currently, society is a factor influencing 

the growing concerns of the firm. The social responsibility focuses on resolving problems about 

an operation that affects society and the environment (Low & Ang, 2013). This implies that 

social responsibility can create good business management, labor practices, and ethical decision-

making. These outcomes can enhance organizational and business goal achievement that leads 

the firm to success. In this paper, social responsibility emphasis refers to the ability of a firm in 

the administration, which realizes the impacts of operations on the community, society, and 

environment in both the present and future. This is a firm’s operational concern and effort: to 

manage problems that affect communities and societies, as well as protecting from problems that 

may occur (Vallaster, Lindgreen & Maon, 2012). If the firm obtains trust from society, the firm 

can move forward and have convenience for operations management leading to firm sustains. 

Social responsibility is concerned about violating the environment, society, and managing 

problems with rapid problem solutions. Duarte, Gomes & Das Neves (2014) indicate that social 

responsibility can be used as a source of competitive advantage. This social responsibility can 

enhance stakeholder acceptance, all satisfaction, organizational creativity, and business goal 

achievement. Kemper et al., (2013) indicate that social responsibility is the driver of firm 

performance. If the firm has a higher social responsibility, it can reduce social pressure and the 

enabling of the firm’s success.  

 This paper predicts that greater social responsibility emphasis is a positive influence             

on employee satisfaction, organizational citizenship behavior, stakeholder acceptance, 

organizational creativity, and business goal achievement. Social responsibility, corporate 

citizenship, social performance, and a sustainable, responsible business are correlated (Frolova & 

Lapina, 2014). Thus, these ideas lead to posit the following proposition:  
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P3 Social responsibility emphasis has a positive influence on (a) employee satisfaction, (b) 

organizational citizenship behavior, (c) stakeholder acceptance, (d) organizational creativity, and 

(e) business goal achievement. 

Ethical Operation Concentration 

Ethical operation concentration is the firm management that has truth, honesty, a sense 

of duty, patience, fair play and consideration for others. They are norms in management of the 

firm that is accepted by all groups. In addition, ethical operation concentration is an important 

management strategy of the firm because ethical operation concentration can improve 

organizational image, reputation, and the credibility of the firm; it enhances the customers, 

stakeholders, government, and shareholders. The set of ethical principles of management can 

improve firm governance and management at different levels and it is basic to achieving ethical 

responsibility, sustainability, and organizational creativity (Rossi, 2015). This is the norm of the 

firm, to promote superior operation for enhancing overall satisfaction and involvement behavior. 

In addition, an ethical operation can lead the firm to achieve success, competitive advantage, 

survival, and profitability (Mishra, Dangayach & Mittal, 2011). Those are crucial roles of an 

ethical operation which is a modern operation for creating trust from all shareholders and 

reducing all external pressure. In this paper, ethical operation concentration refers to the ability 

of a firm in operating and reflecting the operation, which is strictly run under laws, ethics, or 

generally accepted standards. 

Zhuang, Herndon & Tsang (2014) state that ethical judgment of the practice is the 

capability of a firm to have a modern operation that responds to all stakeholders such as 

employees, the government, shareholders, and suppliers. Ethical operation concentration causes 

the capability of a firm to rapidly respond to environmental change, strategic flexibility, and 

operational efficiency (Kortmann et al., 2014). Furthermore, Basart, Farrus & Serra (2015) 

demonstrate that morals and ethics are essential to better decision-making  and rational 

arguments,  leading to best operational practices. According to Ormerod & Ulrich (2013), ethical 

operational concentration is the heart of the great governmental and commercial issues of the 

day. It can enhance economic growth and instability. Moreover, it can improve inequality and 

injustice. This outcome can lead to firm success and sustainability. In addition, several authors 

found that the ethical climate has an effect on work engagement, and co-operation can improve 

decision-making and sustainable sourcing. (Yener, Yaldiran & Ergun, 2012; Theys & Kunsch, 

2004; Schwepker, 2001).  

In brief, a higher level of ethical operation concentration enables an effect on employee 

satisfaction, organizational citizenship behavior, stakeholder acceptance, organizational 

creativity, and business goal achievement. Hence, these reasons lead to posit the following 

proposition: 
 

P4 Ethical operation concentration has a positive influence on (a) employee satisfaction, (b) 

organizational citizenship behavior, (c) stakeholder acceptance, (d) organizational creativity, and 

(e) business goal achievement.  
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Business Excellence Awareness 

Business excellence is increasing business competitiveness by focusing on developing 

goods, services, transfer of technologies and know-how, and it may be the key to firm success. 

This is the ability of the firm to respond to customer need over competitors and over the 

expectation of the customer. It is an outstanding management of the firm and achieving a firm’ 

formulation. The firm that needs successful survival must create business excellence (Jankalova, 

2012). Business excellence characteristics are the firms that can use worthy resources in services 

and production activities for improving faster environmental change. Ackroyd et al., (2006) 

propose that business excellence can increase the orientation of the benefits of enhanced resource 

efficiency, and achieve cost and material reduction. Moreover, business excellence is the need 

for change with the benefits of improved practice. Furthermore, the firm finds the best ways to 

operate under managerial governance and a standard that implies that the firm with higher 

business excellence awareness can improve higher employee satisfaction, organizational 

citizenship behavior, stakeholder acceptance, organizational creativity, and business goal 

achievement. In this paper, business excellence awareness is defined as the ability of a firm’s 

internal administration under high competition, leading to the over-expectation of customers.   

Several research studies indicate that the importance of business excellence awareness 

is regarding firm success and its outcomes, such as Cucculelli & Goffi (2015), who propose that 

higher business excellence can help firm success and enhancing tourism destination 

competitiveness. It is the ability of the firm in planning, organizing, and controlling of the 

operational activities such as performance indicator usage, cost prediction, use of worthy 

material, and the control of waste. Moreover, Dragicevi, Klaic & Pisarovic (2014) demonstrate 

that the implementation of business excellence improves the level of quality and safety of 

agricultural tourism products. Furthermore, it can improve business goal achievement, business 

creativity, and firm success. The theoretical linkage and literature reviews draw the relationships 

between business excellence awareness and its consequences, comprising employee satisfaction, 

organizational citizenship behavior, stakeholder acceptance, organizational creativity, and 

business goal achievement. Thus, the propositions are proposed as follows: 
 

 P5 Business excellence awareness has a positive influence on (a) employee satisfaction, (b) 

organizational citizenship behavior, (c) stakeholder acceptance, (d) organizational creativity, and 

(e) business goal achievement. 

Employee Satisfaction 

Employee satisfaction is the level of good perception of employees and their 

mindfulness to work, including personal life (Eskildsen & Nussler, 2000). Moreover, employee 

satisfaction is the way people felt about security, suitable working conditions and fairness. 

Employee satisfaction may be building more of the firm’s revenues and profitability as well as 

firm sustainability (Judge et al., 2001). Most firms need to maintain the expertise and capability 

of employees because they are a valued resource of the firm that can enhance the firm’s long-

term growth, success, and sustainability. Employee satisfaction can build involvement, 

creativity, and goal achievement of the firm. In addition, employee attitudes have an effect on 
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performance (Saari & Judge, 2004). That means employee satisfaction is an important resource 

to build organizational citizenship behavior, organizational creativity, and the business goal 

achievement of the firm. Moreover, if employees believe that they are a valued and important 

part of the firm, they will commit to the firm. This is consistent with Macintosh & Krush (2014) 

who demonstrate that the firm is concerned about building job satisfaction and employee 

satisfaction, which can build the commit to the firm.   

 However, employee satisfaction is often used as an operational indicator of the firm 

and it is the basic factor to measure resources using effectiveness, material allocation efficiency, 

firm performance, and firm success (Cankar & Petkovšek, 2014). This can imply that the firm 

with higher employee satisfaction can improve greater efficiency and motivation leading the firm 

to achieve goals and long-term success. In addition, Belonio (2012) indicates that leadership 

styles positively affects employee job satisfaction, and employee job satisfaction positively 

influences employee job performance. In this paper, employee satisfaction refers to the 

perception of the staff, which affects their satisfaction; and the feeling of a person which affects 

the satisfaction, opinion, and behavior showing the willingness and collaboration in working. 

Furthermore, improving employee satisfaction helps to raise organizational citizenship behavior, 

organizational creativity, and the business goal achievement of the firm, leading to firm success.  

Therefore, the proposition is proposed as follows: 

 
P6 Employee satisfaction has a  positive influence on (a) organizational citizenship behavior, (b) 

organizational creativity, and (c) business goal achievement.  

Stakeholder Acceptance 

Most research that studies about stakeholder acceptance demonstrates that it is the 

recognition of trust, creativity, and achievement of goals. In addition, the important element of 

stakeholder acceptance includes reliability, credibility, and non-bias from the stakeholder. It is 

cognitive with best modern operation to better the firm success, competitive advantage, and 

profitability. This is also consistent with Boschetti et al., (2012) who point out that stakeholder 

acceptance of a model often hinges on data accuracy, credibility, reliability, and problem 

uncertainty. It depends on context, type of problem, the implications of the model, characteristics 

of the participant, and stakeholders. Stakeholder acceptance can improve an image, trust, 

reputation, and acceptance of the firm. Moreover, Château et al., (2012) indicates that 

stakeholder acceptance is important to provide valuable information to actualize feasible 

strategies for the eco-energy technique to meet local expectations. 

In this paper, stakeholder acceptance refers to the perception, confidence, and trust of 

the stakeholders in the operational activities in the organization. Prager & Freese (2009); 

Haatanen et al., (2014) state that stakeholder involvement can enhance the decision-making 

process of the firm to the better success of the firm. Furthermore, if the firm has increased 

acceptance of stakeholders’ influence on the plan and goal achievement of the firm, it can 

enhance engagement behavior and creativity of the firm (Waligo & Hawkins, 2014). Those are 

consistent with the studies and research of Kunseler et al., (2015) who indicate that stakeholder 

acceptance reflects the credibility and legitimacy of the firm. In addition, it can improve firm 
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growth, sustainability, and success (Schaefer, Lloyd & Stephenson, 2012). The above reasons 

can predict  if the firm has satisfaction, trust, credibility, reliability of stakeholders, higher 

organizational citizenship behavior, organizational creativity, and business goal achievement. 

Thus, the following proposition is posited as follows: 

 
P7 Stakeholder acceptance has a  positive influence on (a) organizational citizenship behavior, (b) 

organizational creativity, and (c) business goal achievement.  

Organizational Citizenship Behavior 

Organizational citizenship behavior is positive thinking and practice in helping a 

coworker to work for drives altruism courtesy. The elements of organizational citizenship 

behavior include altruism, conscientiousness, sportsmanship, courtesy, and civic virtue (Organ, 

1988). The staff effort uses capability and concern with the main benefits of the firm. Also, they 

fulfill in helping the firm to work together, for leading the firm to higher organizational creativity 

and business goal achievement. The above organizational citizenship behavior is the 

characteristic of enhancing firm performance. Several research studies, such as that of Tang & 

Tang (2012), indicate that higher organizational citizenship behavior positively affects on high 

performance. Moreover, Zhang, Wan & Jia (2008) demonstrate that high-performance resume 

practices influenced corporate entrepreneurship via organizational citizenship behavior. Those 

are important characteristics of organizational citizenship behavior, which view improves 

organizational creativity, business goal achievement, and firm success. 

However, the organizational citizenship behavior causes organizational creativity. 

Attribution can improve coworker justice perceptions and organizational citizenship behavior 

(Farrell & Finkelstein, 2011). Furthermore, organizational citizenship behavior has a crucial role 

in affecting several outcomes. For example, Barksdale & Werner (2001) indicate that 

organizational citizenship behavior can lead to better performance. According to Kidder  (2002), 

performance of organizational citizenship behavior has a positive effect on firm performance. 

This paper defines organizational citizenship behavior as behavior and cooperation in various 

aspects where employees have to do for the organization more than the organization has 

expected. It includes activities that promote social relationships and cooperation within the 

organization such as altruism, conscientiousness, sportsmanship, courtesy, and civic virtue, 

which contribute to firm success. Those reasons can assume that the firm with greater 

organizational citizenship behavior can improve higher organizational creativity and business 

goal achievement. Thus, these reasons lead to posit the following proposition: 

 
P8 Organizational citizenship behavior has a  positive influence on (a) organizational creativity and 

(b) business goal achievement. 

Organizational Creativity 

Currently, the firm confronts extreme competition, leading to the firm to find high 

organizational creativity for improving goal achievement and firm success. Thus the firm should 

have adjustments, idea change, and process change in accordance with rapid economic, 
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environmental changes for enhancing the competitive advantage and survival of the firm. In 

addition, creativity occurs with persons in cultural organizations that focus on continuous 

learning, useful information exchange, and involvement behavior. This is consistent with Tu 

(2009) who states that creativity is a key resource to enhance goal achievement and new product 

development efficiency. In addition, Bittner & Heidemeier (2013) suggest that creativity can 

improve broad ideas over regulation and the mindsets of the firm, leading to competitive 

advantage and firm success. Moreover, organizational creativity may be crucial in ensuring 

organizational performance (Coelho, Augusto & Lages, 2011). Those are important for 

organizational creativity to provide new ideas, processes, functions, products, and capabilities of 

the firm to enhance better competitive advantage over its competitors. 

Furthermore, organizational creativity occurs from organizational structure (Holagh, 

Noubar & Bahador, 2014). This is consistent with Tang (2014) who suggests that research and 

development, employee creativity occurs by professional virtual forums, team members and 

external persons that it combines with, to enhance goal achievement and firm success. It deserves 

leadership and competitive advantage based on creativity and innovativeness (Muceldili, Turan 

& Erdil, 2013; Gumusluoglu  & Ilsev, 2009). The above reason can expect that the firm with 

higher organizational creativity can improve business goal achievement and firm success. Thus, 

these ideas lead to posit the following proposition: 

 
P9 Organizational creativity has a  positive influence on (a) business goal achievement and (b) firm 

success. 

Business Goal Achievement 

Business goal achievement is desired as best management in that the firm reduces loss 

of resources, time and money. It provides cognitive models that motivate the firm’s appropriate 

policy-setting and achievement. Moreover, the attributes of business goal achievement are 

formed by a combination of different motives, and it can lead to superior performance outcomes. 

This is consistent with Bipp & Van Dam (2014) who point out that achievement goals can 

enhance better performance. These are the reasons why the firm needs to achieve goals, because 

it reflects the managerial professionalism of the firm. Moreover, it can be used as performance 

indicators for firm success measurement. This is consistent with Senko, Hama & Belmonte 

(2013) who demonstrate that performance that approaches goals, relies on continuous learning. 

Business goal achievement is objective success based on administration, practices, and 

operations of the firm such as appropriately allocating resources, increasing strategic success, 

and professionally administrating according to the objectives of the organization (Deepen, 

Goldsby & Knemeyer, 2008; Kumar & Gulati, 2010).  

In this paper, business goal achievement refers to the success in objectivity, resulting 

from the administration, performance, and operation of the organization, leading to the success 

of the objectives, missions, and vision of the organization. Much research on business goal 

achievement such as that of Miron-Spektor & Beenen (2015) demonstrate that performance 

achievement goals may improve product novelty and usefulness. This is a prediction, that 

business goal achievement leads to competitive advantage and firm value. Business goal 
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achievement occurs from best employee engagement, satisfaction, overall acceptance, creativity, 

and innovation. Wirthwein et al., (2013) suggest that the achievement of goals may improve firm 

performance. In addition, it should be connected to the missions, vision, strategies, and 

capabilities of modern operations of the firm. These are crucial attributions of business goal 

achievement that can enhance firm success. Thus, these reasons lead to posit the following 

proposition: 
 

P10 Business goal achievement has a  positive influence on firm success. 

Firm Success 

Firm success is dependent variable and is defined as as the description of the growth 

rate of sales volume, market share, and continual business growth (Naidoo, 2010). This is 

consistent with Maltz, Shenhar & Reilly (2003); Cardez & Guilding (2008) suggestion that firm 

success refers to firms that are to be able to perform to achieve the firm’s goals by both finance 

and the market, including customer satisfaction, stakeholder relationship, sales growth, market 

share, and profitability, to increase corporate sustainability. It is an achievement of the 

organization, contributed by both personal and organizational capabilities (Turner & Crawford, 

1998). Previous research often uses finance measure as an indicator of firm success. However, 

the new idea of success in recent years expands the organizational perspective beyond financial 

and non-financial measures. Thus, this paper, defines firm success as the operation to achieve the 

objectives of the firms in terms of four main perspectives of the performance, such as financial, 

customers, internal business process, and growth (Waranantakul, Ussawanitchakit & Jhundra-

indra, 2013). Moreover, firms have increased success from the market and financial outcomes 

that are positively related to corporate sustainability (Phokha & Ussahawanitchakit, 2011). 

CONTRIBUTIONS AND FUTURE DIRECTIONS FOR RESEARCH 

Contributions 

 This paper will have managerial implications for practitioners and managers, and can  

contribute to managerial professionalism practices. Firstly, it proposes new dimensions of 

managerial professionalism strategy. Lastly, it proposes the consequences, antecedents and 

moderators of managerial professionalism strategy under the empirical approach, thoroughly 

employed in the research, and thoroughly in terms of managerial professionalism strategy. 

Finally, it illustrates the importance of managerial professionalism strategy by helping the 

organization enhance competitive advantage and success, and by creating new strategies which 

managers can apply to manage and support their decision-making. 

Suggestions for Future Research 

The literature review provides evidence and relationships between managerial 

professionalism strategy and firm success. Future research may use the above conceptual model 

to develop propositions for hypotheses. These can verify a model for generalization and testing 
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to affect managerial professionalism strategy in its outcomes. The nature of managerial 

professionalism strategy is a modern administration focusing on creating skills, abilities, 

experiences, and continuous adaptation regarding the changes of the environment, leading to 

accomplishing the organization’s goals. Future research may consider a sample for hypothesis 

testing. The sample should have a dynamic context and have professionalism in managing 

operations to move the firm toward success. Thus, future research may attempt to seek a sample 

in order to represent the story of this paper such as the hotel business, manufacturing business, 

and information technology business. 

CONCLUSION 

This paper highlights a gap in professionalism as a resource of organizations. In 

addition, this paper concerns the crucial elements and steps involved in operational managing 

and using experiences and skill for problem-solution. These can generate more professionalism, 

leading the organization to competitive advantage and firm success. This paper examines the 

relationship between managerial professionalism strategy (leader-member exchange orientation, 

employee innovation focus, social responsibility emphasis, ethical operation concentration, and 

business excellence awareness), employee satisfaction, organizational citizenship behavior, 

stakeholder acceptance, organizational creativity, business goal achievement, and firm success. 

The conceptual framework predicts positive relationships in all concept of the model. The 

contributions of this paper may help managers to manage problems in operational management 

and planning operations to generate firm success. This paper proposes new dimensions of                   

managerial professionalism strategy and proposes the consequences of managerial 

professionalism strategy. In addition, this paper illustrates the crucial of managerial 

professionalism strategy that reflects the ability of the organization to improve competitive 

advantage and firm success. Furthermore, this paper can contribute to developing new strategies 

which managers can utilize to manage and support their planning and decision-making. 

Moreover, this paper can make understanding of the relationships between managerial 

professionalism strategy and firm success. Future research may verify the conceptual model by 

testing it with empirical research for more understanding its effects. The characteristics of 

managerial professionalism strategy were modern operations using past experience for managing 

and adapting to operational environmental change for enhancing firm success. In order to 

generalize, one should test the effect of managerial professionalism strategy on its outcomes by 

considering a suitable sample for hypothesis testing in future research. The sample should have a 

dynamic context, and have professionalism in managing operations in order to move enhance the 

firm toward success. Thus, in the future, this conceptual model may attempt to seek a sample in 

order to empirical examine by using a sample that represents interesting literature such as the 

hotel business or a dynamic business operation. 
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ABSTRACT 

Strategic flexibility is an ability of the organization to allocate its resource deployment 

and to shift the pattern of resource deployment. It has received much interest from both 

researchers and practitioners as a source of competitive advantage because it reflects ability in 

responding and conforming to new or changing unforeseen situations.Therefore, this conceptual 

paper aims to investigate the relationship of strategic organizational flexibility capability and 

business survival. There are four dimension of strategic organizational flexibility capability, 

namely, organizational outsourcing orientation, business alliance capability, inter-

organizational teamwork concern, and strategic linkage concentration. Consequently, strategic 

organizational flexibility capability outcome are organizational adaptation, organizational 

excellence, organizational value creation, business performance, and business survival in that 

all relationships of the construct are positively expected. The contributions of this paper are 

useful for research to develop theory in strategic management, and provide suggestions for 

practitioners to implement for business administration. In future research, outbound tourism 

business in Thailand expects that empirical research will manifest strategic organizational 

flexibility capability, whether or not it will comprehensively accomplish business survival. 

INTRODUCTION 

Changes in the business environment have been evolving, continuous, and intense. Most 

organizations faced with dynamic environments have included both the micro and macro 

business environment. Such macro environments were economic, social, cultural, and 

technological; while the micro environments include the threat of new entrants and established 

competitors, substitute products, and the bargaining power of suppliers and customers (Porter, 

1979). Rapid changes from the external environment could yield possible advantageous or 

disadvantageous outcomes to the firms. Therefore, the firm must achieve its capability by 

managing its people, processes, and structures through organizational strategy to achieve 

competitive advantage and superior performance in complex environments (Mintzberg, Lampel 

& Ahlstrand, 2005). Since the 1970, business environmental changes have been increasing 

because of uncertainty in globalization and information technology. They are important driving 

forces for why customers change their desires more quickly. These preference changes make 

product life cycles shorter and drive market competition that is increasing and severe. The 

increase of environmental dynamism has forced firms to flexible concentrate on defending and 

improving their competitive position (Miller & Shamsie, 1996). 

“Flexibility” has received much interest from business researchers and practitioners as 

the source of competitive advantage because it reflects ability in responding and conforming to 

new or changing situations (Sharma et al., 2010). It also contributes to organizational change and 

adaptability of some organizations when the environment changes. An organization is expected 
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to deploy proper strategy for its successful adjustment. This decision demonstrates the flexibility 

of choices for a strategic plan. The organization has to decide how to adapt in changing 

environmental conditions by allowing flexibility to operate. Moreover, Evans (1991) describes 

strategic flexibility as a tendency in the ability to do something rather than original intention in 

response to changes in external environment. Similarly, strategic flexibility is the way to change 

and adapt quickly through constant and new thinking over the current strategy (Sanchez, 1995). 

It indicates the resources or capability that each organization had, or used, which was not enough 

to maintain a competitive advantage. Thus, the issue of flexibility is of interested by many 

researchers on how to strategic pursue new capabilities in new ways.  

Based on the literature of management research, most research in strategic flexibility has 

focused on two main aspects: (1) organizations internalize structure for allocating their resource 

deployment and competitive advantage, and (2) the diversity and frequency in shifts of the 

patterns of resource deployment (Eisenhardt & Martin, 2000). However, there are a few 

researches which investigate the strategic organizational flexibility capability and its outcome. 

From the literature review, these issues are elucidating on the research gaps. Therefore, the key 

purpose of this paper is to examine the relationship of strategic organizational flexibility 

capability and business survival. Moreover, for theoretical development in management research, 

this paper presents dimensions of strategic organizational flexibility capability that consist of, 

organizational outsourcing orientation, business alliance capability, inter-organizational 

teamwork concern, and strategic linkage concentration. Moreover, the main purpose of this 

research is to examine the effects of strategic organizational flexibility capability on business 

survival.  

The next section is the literature reviews that describe the conceptual model. Therefore, 

the relationships between the construct of the each variable is established, and develops the 

related proposition for study. Next, the sections describe the theoretical contribution, managerial 

contributions, and suggested directions for future research. Finally, the findings of the study are 

summarized in the conclusion section. 

LITERATURE REVIEWS 

In this paper discusses and examines a conceptual model of strategic organizational 

flexibility capability and business survival. Thus, the conceptual, relationship, and research 

models are provided in Figure 1. 
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Figure 1 

A CONCEPTUAL MODEL OF STRATEGIC ORGANIZATIONAL FLEXIBILITY CAPABILITY AND 

BUSINESS SURVIVAL 

 

 

Strategic Organizational Flexibility Capability 

Flexibility has received much interest from both researchers and practitioners as a source 

of competitive advantage (Dreyer & Gronhaug, 2004). In the 1960s and 1970s, the competitive 

environment has been replaced by increasing business environmental uncertainty, customers are 

changing their desires faster, there are shorter product life cycles, and competition has become 

increasingly ferocious. The globalization of economic activity and information technology with 

rapid developments are significant driving forces behind these developments. Moreover, 

increasing environmental dynamism has forced companies to shift their concentration from the 

economies of scale to product manufacturing flexibility to meet customer needs with the aim of 

defending and improving their competitive position (Sharma, Sushil & Jain, 2010). 

The topic of flexibility has comprehensively in several disciplines such as in 

manufacturing management, economics, strategic management, and IT management (Dreyer & 

Gronhaug, 2004). There are a number of reviews of definitions and typologies of flexibility that 

are different. Many researchers view attaining flexibility at the expense of desirable 

characteristics like quality, precision, accuracy, and efficiency (Jha, 2008). An example is Evans 

(1991) who considers flexibility as a means of adaptability for occasional and permanent 

adjustment to change. Flexibility is the organization’s ability to respond to an increasing variety 

of customer expectations without excess cost, time, organizational disruption, and performance 

losses (Zhange, 2006). As, Sharma, Sushil & Jain (2010) suggest, flexibility is defined as the 

quality of responding to change or conforming capability to new situations. Flexibility is a multi-

dimensional concept with demanding agility and ability. It is associated with change, newness, 

and innovation that are linked with robustness and elasticity. Flexibility is implies that 

capabilities may evolve over time (Sharma, Sushil & Jain, 2010). The challenge for 

organizations is to attain flexibility without compromising any desirable characteristics. 

Therefore, it is important to understand how these organizations have developed their 

flexibilities, how they are used for achieving business excellence (Jha, 2008), and how they 

enable firms to achieve competitive advantage in a competitive business environment (Zhou et 
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al., 2005). Specifically, flexibility in the manufacturing management literature is incorporated 

into the strategic processes of any organization, and becomes very important at various levels 

(i.e. strategic, tactical, and operational) in all the perspectives of the organization (Roberts & 

Stockport, 2009). 

In the perspective of strategic flexibility, Evans (1991) describes strategic flexibility as 

probably the closest to an everyday understanding of flexibility. It is the ability to do something 

other than that which had been originally intended. Eppink (1978) explicates strategic flexibility 

as capabilities that relate to the organization’s goals. Flexibility is more qualitative that involves 

changes in the nature of organizational activities. It is necessary when the organization faces 

unfamiliar change that has far-reaching consequences and needs to be responded to quickly. 

Therefore, strategic flexibility is essential to compensate for strategic changes which originate in 

the direct and indirect environment of the organization. All organizations achieve their objectives 

by managing their resources such as people, processes and structures through organizational 

strategy. Thus, to survive in the competitive environment, an organization must use its flexibility 

capability to determine the organizational strategy and to take action to respond to external 

environmental change (Shimizu & Hitt, 2004). A long-term perspective of strategic flexibility 

emphasizes a firm’s managerial capability to identify, generate, and maintain different strategy 

for responding to environmental uncertainties (Li et al., 2011). Strategic flexibility is one 

dynamic capability through which firms confront environmental change (Nadkarri & Narayanan, 

2007). 

In the prior literature review, this paper defines strategic organization flexibility 

capability as the ability to adjust the organizational change promptly according to an 

organization’s administration and management.  It also includes application in administration 

and management to adapt resources and abilities within the organization for the changing 

environment (Evans, 1991; Sanchez, 1995; Burnes, 1992; Lao, 2000). The advantage of strategic 

organization flexibility capability is that it is able to use the organization’s strategy to accomplish 

business survival. Furthermore, this paper exhibits the conceptual model that provides four 

dimensions of strategic organization flexibility capability which are based on strategic 

organizational flexibility capability as one dynamic capability of the firm through which firms 

confront change. The new dynamic capabilities focus on the ability of the firm to orchestrate 

quickly and reconfigure externally-sourced competences (Shuen & Sieber, 2010). It explains 

how organizations integrate, build and reconfigure internal and external talent into new 

capabilities that meet the rapidly changing environment (Teece, Pisano & Schuen, 1997). In 

addition, considers modern organization management that has an organizational structure 

looking like a web, flat, and horizontal. The links connect employees, suppliers, customers, 

partners, and external contractors in numerous forms of coordination for sharing resources and 

having interdependence to enhance competitive environment dynamism. 

Organizational Outsourcing Orientation 

Organizational outsourcing orientation refers to the use of external capability in an 

organization’s operations. Outsourcing enhances the efficiency of cost which increases the 

operation for higher advantages. External capability includes skills, knowledge, and superior 

ability from outside the organization (Varadarajan, 2009; Whitaker, Mithas & Krishnan, 2011). 

Outsourcing has an increasing role in business. It has also been adopted rapidly in strategic areas 

to compete in a global business environment (Kroes & Ghosh, 2010). The concept of outsourcing 

is described as the operation of the firm in shifting a transaction governed from the internal to an 



Proceedings of the Academy of Strategic Management                                          Volume 14, Number 2 

81 

 

external supplier in a long-term contract (Quelin & Duhamel, 2003). Outsourcing is a 

management approach in which a firm allows delegating processes or services from inside to an 

external agent for operational responsibility. Besides, outsourcing refers to the practice of a firm 

to authorize an activity that was performed formerly internally to an external entity (Varadarajan, 

2009). In summary, outsourcing is the firm’s use of external suppliers to provide necessary 

business functions which cannot be performed in-house. 

Originally, outsourcing was a practice or a scientific concept (Busi & McIvor, 2008). 

Many researchers suggest that outsourcing is typical of a make-or-buy decision, because it 

comprises a comparison between various kinds of cost calculations (Leiblein, Reuer & Dalsace, 

2002). Nowadays, the view of outsourcing is changing from a traditional concept to strategy 

(Busi & McIvor, 2008). Outsourcing does not only take form of transaction cost perspective, but 

also the form of transformational perspective. Moreover, outsourcing is a core competence of the 

firm for the acquirement of competitive advantage, business competitiveness, and firm 

performance (McIvor, 2009). Transformational outsourcing focuses on creating value to align 

with the business processes that are changed to align with strategic goals (Mazzawi, 2002). The 

firm should establish cooperation with outsourcing partners by using their ability to create value 

for customers. Outsourcing is an important factor that contributes to the competitiveness of the 

organization's resources and capabilities (Barney, 1991; Varadorajan, 2009). Moreover, firms 

focus towards achieving a high level of competence with a core set of activities that are critical 

to being successful in an industry, and they outsource activities that are not critical for distinctive 

capability (Varadarajan, 2009). 

Accordingly, organizational outsourcing orientation causes the effective resource 

management that provides a source of competitive advantages. It is crucial for enhancing the 

core knowledge base of the firm, innovation, and learning for value creation. The firm not only 

develops strategies based on its core knowledge and capabilities, but also works to restructure, 

rebundle, and leverage its external partnerships to create value in dynamic environments 

(Mukherjee,Gaur & Datta ,2013). Organizational outsourcing orientation can reduce costs, 

improve cost structures, increase the competitiveness of the firm, providing greater capacity of 

flexibility (Nellore & Soderquist, 2000), and spreading and sharing the risks of business (Wu & 

Park, 2009). Therefore, the first proposition is as follows: 

 
P1  Organizational outsourcing orientation will have a positive influence on a) organizational 

adaptation, b) organizational excellence, and c) organizational value creation. 

Business Alliance Capability 

Business alliance capability refers to the ability to seek potential business that has 

desirable qualifications for an organization’s demand to cooperate as a business alliance. Such 

agreement contributes to an organization’s operation and objectives as stated (Parkhe, 1991; 

Varadarajan & Cunningham, 1995). Today one can observe that more and more companies 

decide to establish business alliances in all kinds of relationships with one or few potential 

market partners. The business alliance is an alternative strategy of the business. It is an important 

tool for achieving and maintaining competitiveness in unpredictable business environments 

(Elmuti, Abou-Zaid & Jia, 2012). 

Business alliance is an organizational strategy which is an organization’s capability to 

partnership between organizations, to contribute various types of resources and share in the 

outcome of the created entity (Barney, 2011). The business alliance is interdependence between 
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companies. The relationship between the companies may be a relationship such as coexistence, 

co-operation, competition and coopetition (Kozyea, 2011). Besides, Das & Rahman (2010) 

found that the alliance has three types of equity: joint venture, minority equity alliance, and non-

equity alliance. The key factor in making a business alliance is to choose a partner that promotes 

endurance in the value chain of the company (Hess & Rothaermel, 2011). In particular, long-

term relationships with one’s partners create marketing strategic alliances in three steps, which 

are: (1) the choosing of partners, (2) developing a long-term relationship, and (3) maintaining a 

long-term relationship. The most important step for the success of the organization is to develop 

a long-term relationship (Hsu and Tang, 2010), the ability to communicate with each other 

(Agarwal, Croson & Mahoney, 2010), the process towards cooperation outcome both in finance 

and workflow (Luo, 2008). 

Firms use the business alliance capability consisting of: reducing the cost of research and 

development, accessing complementary technology/ resource, learning know-how and the 

technological advances of the partner, and accessing new markets/customers (Kozyra, 2012). To 

be successful as an alliance partner depends on the partnership's ability to behave by the 

commitments of relationships and adjustments on the part of the collaboration for continued 

value creation and the alliance governance to support the alliance performance (Pittino, Angela 

& Mazzurana, 2012). Included is the role of cooperative work within a team and efficient 

coordination (Zoogah et al., 2011). In turn, this leads the firm to have a competitive advantage 

and superior performance. Hence, the proposition is elaborated as follows: 

 

P2  Business alliance capability will have a positive influence on a) organizational 

adaptation, b) organizational excellence, and c) organizational value creation. 

Inter-Organizational Teamwork Concern 

Inter-organizational teamwork concern refers to the organization’s ability to collaborate 

with other organizations. This concern emphasizes human resources in terms of knowledge, 

capability and attitude. Teamwork enhances the ability to collaborate with other organizations 

for various benefits in maximum yields (Chen, Donahue & Moski, 2004). Teamwork is a group 

of two or more people who interact with each other. Teamwork is mutually accountable for 

achieving common goals that are associated with organizational objectives, and perceive 

themselves as a social identity within an organization. Teamwork is a set of flexible and adaptive 

behavior characteristics, cognitions, and attitudes by members who are willing to work with 

other members (Baker, Day & Salas, 2003).  

The organizations facing a competitive environment are supposed to generate flexible 

organizational structures which become important to organizational adaptation. Thus, many 

organizations give much more precedence to teamwork (Chen, Donahue & Klimoski, 2004). The 

firm must perform not only within organizations but also the relationships between organizations 

should be generated for the current environment. The organizations concerned with collaboration 

with their team members are held together by their interdependence and need for coordination to 

achieve a common goal (Salas, Burke & Bowers, 2000). All teamwork requires some form of 

communication to facilitate development and greater understanding of complex competition 

(Kotabe, Martin & Domoto, 2003). In addition, the critical success of teamwork is trust. It affects 

all relationships between the individuals and the groups or teams (Yang & Maxwell, 2011). The 

firms are more respectful toward others’ capabilities and have a greater commitment to 

teamwork; it seems to be a way of further enriching experience and potential performance. Team 
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members use skill in monitoring each other’s performance, knowledge of themselves and 

teammates, and a positive attitude toward working in a team (Sims, Salas & Burke, 2004). Inter-

organizational teamwork concern exists to fulfill some purpose  such as assembling a product, 

providing a service, designing a new manufacturing facility, making an important decision, and 

thinking together for problem-solving (Edmondson, 2002).  

The benefit of inter-organizational teamwork concern includes increased workplace 

productivity, service quality, a reduced management structure, and organizational effectiveness 

(Bryk & Schneider, 2002). Based on the discussion, inter-organizational teamwork concern 

increases cooperation, interdependence, and maintains added-value between organizations 

(Costa, 2003). Inter-organizational teamwork engenders tactical sharing, information, and 

knowledge that enable an organization to have flexibility, and can become successful in 

competition (Misener & Doherty, 2013). Thus, the proposition is elaborated upon as follows: 

 

P3  Inter-organizational teamwork concern will have a positive influence on a) 

organizational adaptation, b) organizational excellence, and c) organizational 

value creation. 

Strategic Linkage Concentration 

Strategic linkage concentration refers to the ability to incorporate the administrative 

policy into organizational management and the process of strategic formulation. The linkage is 

involved with the consolidation of resources, personal, and operational processes in order to 

achieve a long-term good (Venkatraman, 1989; Grant, 1991). Researchers give attention to the 

significance of building, protecting, and sustaining competitive advantage through analysis, and 

organizational planning in long-term vision (Mayfield & Mayfield, 2008). The companies facing 

environmental conditions need to simultaneously adopt behaviors intended to gain and sustain 

competitive advantage (Barney, 2011; Hitt et al., 2001). Hence, the contributions of strategic 

management’s perspectives are complementary.  

Organizational strategies can be classified into three different levels according to the 

level of strategic decision-making; namely, corporate-level strategy, business-level strategy and 

functional-level strategy (Burnes, 1992). The corporate-level strategy is concerned with domain 

selection, including the vertical, horizontal, diversification, linkage, and level of agglomeration 

among different businesses. Next, business-level strategy is concerned with the navigation 

domain of the firm; that is to describe how the firm competes effectively in an industry. Lastly, 

the functional-level strategies focus on the maximization of resource productivity within each 

specific function. They are generally derived from the business strategy (Yeung et al., 2006; 

Rajendran et al., 2008). In addition, Porter (1980) has distinguished three main generic business-

level strategies that include: cost leadership strategy, differentiation strategy, and focus strategy. 

The cost leadership strategy determines firms that gain market share and improve their cost 

structure. Firms can compete by their costs of production, to preserve higher margins than their 

competitors. Differentiation strategy refers to the firm that may establish a competitive 

advantage by gaining customer loyalty in innovating, upgrading, and offering a valued unique 

image of their products via marketing. Lastly, focus strategy is the firm application of either cost 

leadership or differentiation strategy to targeted customers (Yeung et al., 2006; Rajendran et al., 

2008). The implementation of the strategy of the organization achieves the target. The 

organization should use its capability to improve access development in all aspects. The 
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capability to combine the resources, personnel, and processes; or the ability to use existing 

resources to achieve results, can measure up to efficiency and effectiveness (Grant, 1991). 

Strategic linkage capability can cause a firm's ability to reconfigure resources and 

coordinate processes to face environmental changes (Gibson & Birkinshaw, 2004). The firm has 

a tendency towards the initiation and implementation of different innovations types, such as 

technological, administrative, product and process (Jeong et al., 2006). The firm adopts new and 

advanced technologies to improve customer benefits that are relative to existing products for 

customers in the markets (Zhou et al., 2005). The firm has an ability to deal with shortages in 

inventory, responses to customers in short-term fluctuation demands, and solving problems that 

occur in production by reason of product modification (Rudolf & Anthony, 2004). Therefore, the 

propositions are assigned as follows: 

 
P4  Strategic linkage concentration will have a positive influence on a) organizational adaptation, b) 

organizational excellence, and c) organizational value creation. 

Organizational Adaptation 

Organizational adaptation refers to the application of learning and integration of 

techniques and technology into an organizational operation. Adaptation cause continual 

modification and development in a work process to react with the changing environment. This 

will increase the organization’s efficiency to survive and succeed in the market (Iven, 2005; 

Taylor et al., 2008). The business environment has radically changed in fast-moving, turbulent 

and unpredictable terms. These changes need a firm to adjust it and seek for ways to react 

quickly to changing conditions, and gain an advantage over its competitors (Long, 2001; 

Palanisamy, 2003). Accordingly, the firm has to be fast and proficient in the organization and 

must know how it can react to new challenges, new customer demands, and new technology. 

Usually, adaptation is viewed by a firm as having the ability to respond to the environmental 

change by internal adjustment in the organization with a program and strategy in order to 

succeed and survive in the market (Leonidou, Palihawadana & Chari, 2011).   
The organizations in each adaptive state would have strategic and structural alignments 

which produce certain performance. Moreover, those organizations with an optimal strategy-

structure match would have more superior performance over other organizations in the same 

adaptive state. Organizational adaptation is a core competency and critical factor in success and 

survival (Ivens, 2005). The component of organizational adaptability is the capacity of the 

organization to itself reorient flexible towards the external environment. It reflects the degree to 

which the organization encourages customer focus, risk-taking, learning, and the ability to create 

change. These benefits facilitate organizational adaptation by creating a flexible and dynamic 

working environment, and lead to fitting with environmental changing which it operates (Taylor 

et al., 2008).  

 Organizational adaptation has increasingly received academic attention. It is assumed to 

be the most important major aspect that can be considered as a company-specific skill for 

enhancing firms’ competitiveness (Dreyer & Gronhaug, 2004). Also, it becomes the most 

important factor in achieving competitive advantage that concerns preconditions for successful 

business (Tuominen, Rajala & Moller, 2004). As well, previous studies have supported that 

organizational adaptation affects new product development (Yi, Yuan & Zelong, 2009), a firm’s 

success (Johnson, Lee & Saini, 2003), and firm performance (Dreyer & Gronhaug, 2004). Hence, 

the proposition is assigned as follows: 
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P5  Organizational adaptation will have a positive influence on a) organizational value creation, b) 

business performance, and c) business survival. 

Organizational Excellence  

Organizational excellence refers to the operational process in using resources with an 

economical approach. Excellence makes operations to achieve the determined plan with 

efficiency. The goals of organizational excellence are aimed at achievement and advantage over 

the competitors (Reijers & Manser, 2005; Jirawuttinunt & Ussahawanitchakit, 2011). 

Competition in the business world is increasing more than in the past. Competition causes many 

firms to aggressively seek superior ways. Organizational excellence considers a long-term 

process and is concerned with key strategic-issue operations based on best operational process, 

with the management evidencing superior standards over the competitors (Reijersa & Mansar, 

2005).  

The organization uses managerial technical proficiency to create value for customers and 

stakeholders (Ritchie & Dale, 2000). In addition, the operational process is an organizational 

function such as in strategic management, allocation of people in work, competitive 

improvement, the amount of resources used to transform inputs into outputs, and providing value 

to customers (Jirawuttinunt & Ussahawanitchakit, 2011). They integrate their organizational 

components for the best strategies, which are activities, core processes, and resources to support 

the mission’s accomplishments, and which may be chosen by best operational processes and 

firms. Absolutely, the best operational process helps firms to complete their business goals, and 

increase the firms’ performance (Gordon, Loeb & Tseng, 2009). Management is everything in 

the administration of the organization for achieving goal-setting (Boonmunewai & 

Ussahawanitchakit, 2010). Firms should seek sustainable competitive advantage by focusing on 

improving superior standard management with a willingness for improving products, processes 

and services to achieve performance and to consistently meet or exceed customer expectations 

(Kaynak & Hartley 2005). New ways of managing and organizing is required by the acquisition 

of new skill (Tarafdar & Gordon, 2007). An important issue for firms is that they attempt to 

upgrade their productivity, procedures, competitiveness retaining, and new management 

methods.     

 The excellent process can support the firm to improve production processes. That is, it 

can produce goods rapidly and can organize efficient planning of production (Reijersa & Mansar, 

2005). Absolutely, organizational excellence helps firms to complete their operational goal 

performance (Gordon, Loeb & Tseng, 2009), reduce costs (Sousa & Voss, 2002), reduce waste, 

improve efficiency and profitability (Sila &  Ebrahimpour, 2005), and effectively respond to the 

customer with various innovations of performance (Akgun, Keskin & Aren, 2007). Hence, the 

propositions are proposed as follows: 

 
P6  Organizational excellence will have a positive influence on a) organizational value creation, b) 

business performance, and c) business survival. 

Organizational Value Creation 

Organizational value creation refers to the formulation of an organization’s innovative 

creation in terms of product and operational processes. This enables the organization to respond 

to needs and to create satisfaction among customers and stakeholders (Bourguignen, 2005; 
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Wikstorm, 1996). The term “value creation” refers to the way to achieve and retain a competitive 

advantage with a process consisting of a set of activities starting with the design and 

development of what is going to be produced, and of the interaction between consumer and 

company in creating value (Woodruff & Gordial, 1996).  

Customer value creation includes: (1) the establishment of appropriate market objectives, 

(2) the selection broader industry setting in specific market segment, (3) the value creation of a 

proposition established to position competitive advantage, and (4) the development of 

capabilities being necessary to understand customer demands and delivering the promised value 

(Eggert & Ulaga, 2002). Ravald & Gronroos (1996) view customer value perception as a trade-

off between perceived benefits and perceived sacrifice. The options for creating value are of two 

ways: increasing the benefits to the core product, and reducing customer-perceived sacrifice. In 

addition, the firm stresses creating and delivering customer value. Quality of the product alone is 

not enough to ensure a firm’s survival. Moreover, the most important success factor of a firm is 

the ability to deliver better customer value than the competitors. Product quality and service 

quality are the platforms that support value-based prices (Naumann, 1995). Organizational value 

is defined as the capability of a firm to create customer service, launch a good product, maintain 

a good perception among customers, and respond to the requirement of stakeholders 

(Bourguignon, 2005). From the firm’s perspective, customer value creation is essential in that the 

organization must recognize its own positive economic consequences for the firm (DeSarbo, 

Jedidi & Sinha, 2001). 

Superior value for customers is important for business success. Moreover, it is the source 

of competitive advantage (Nasution & Mavondo, 2008). The previous literature represents that 

firms emphasize creating and delivering a better value to offer to their customers and 

stakeholders  over their competitors, and which should obtain positional advantage, satisfaction 

(Blocker et al., 2011), loyalty, and intention to repurchase, leading to long-term competitive 

advantage (Troilo, Luca & Guenzi, 2009), and firm performance  (Guenzi & Troilo, 2007). 

Therefore, the proposition is posited as follows: 

 
P7  Organizational value creation will have a positive influence on a) business performance, and b) 

business survival. 

Business Performance 

Business performance refers to the overall outcome of corporate performance that 

achieves the goal with efficiency. Performance can be evaluated by both financial performance 

and non-financial performance (Venkatraman & Ramanujam, 1986; Lahiri et al., 2009). 

Measuring firm performance has long been a source of challenge for managers and researchers 

(Mouzas, 2006). This approach is also significant for a researcher, to attract their attention, and 

to have an understanding of the factors that influence a firm’s capability to retain customers and 

achieve goals. Moreover, many researchers expose important insights for the understanding of 

the factors influencing a firm’s success.  

Actually, today’s global economic competitiveness has affected multiple dimensions in 

organizational competencies, including cost, quality, productivity, customer focus, speediness, 

innovation, technical excellence and financial performance (Mohrman, Finegold & Mohrman, 

2003). Previous researchers often used financial and non- financial measures as indicators of 

measures in assessing firm performance (Lahiri et al., 2009). The financial measures consist of 

sales, profits, return on assets (ROA), and return on investment (Choe, 2004). As well, the non-
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financial measures refers to non-monetary and qualitative measures such as customer 

satisfaction, product quality, corporate image, and firm reputation (Lin,Yang & Liou, 2009). 

However, recent years have expanded organizational perspectives beyond financial and non-

financial measures. Measures of assessing firm performance to achieve overall firm objectives, 

focus on four types, namely: finance, customers, internal business processes, and learning and 

growth (Chalathrawat & Ussahawanitchakit, 2009). Gao (2010) proposes that firm performance 

is a firm’s success, comprising an organization’s capability in response to customer demands and 

the adaptation capabilities in environmental change. Murray & Chao (2005) suggest using new 

product development speed, development cost efficiency, and product quality in order to reflect 

the performance, reflecting on profitability, sales growth, and market share.  

Business performance is complicated, with a firm’s emphasis on success, which includes 

organizational capability concerning a variety of activities, providing characteristics that 

correspond with a dynamic environment (Santarelli & Vivarelli, 2007). Therefore, the firms were 

more likely to survive in business environments, such as the growth rate of sales volume, market 

share, and continuous business growth (Eckert & West, 2008; Sapienza et al., 2006). Hence, the 

proposition is proposed as follows: 

 

P8  Business performance will has a positive influence on business survival. 

Business Survival 

Business survival refers to the result of the organization’s performance in managing the 

competitive environment after uncertain conditions for a certain period of time. It yields business 

stability and economic growth to the business in sustainable and long-term periods (Persson, 

2004; Schwartz, 2009). Organizational survival depends on not only a function of economic 

performance but also a firm's own initiation of performance. Firm survival refers to the ability of 

management in an uncertain competitive environment during a period of time of stability 

(Persson, 2004), sustainable economic growth, and long-term business (Schwartz, 2009). 

CONTRIBUTIONS 

Flexibility is important at various levels in all perspective of the organization. It is very 

importance for the organizations to gain competitive advantage leads to better organizational 

performance (Sharma, Sushil & Jain, 2010). In the perspective of the strategic level of the 

organization, many researchers suggest strategic flexibility as an organization’s capability to 

allocate their resources to deploy for creating competitive advantage over competitors (Sanchez, 

1995). In addition, they must have ability to diversity and frequent shifts patterns of resource 

deployment to respond quickly to the business environment (Eisenhardt & Martin, 2000). This 

paper defines strategic organizational flexibility capability as the ability to adjust organizational 

change promptly according to an organization’s administration and management. It also includes 

application in administration and management to adapt resources and abilities within the 

organization for the changing environment (Evan, 1991; Sanchez, 1995; Burnes, 1992; Lao, 

2000). The literature review found a lack of literature on the role of strategic organizational 

flexibility capability and organization performance (Dryer & Gronhaung, 2004). Therefore, the 

main aim of this paper has been to consider the conceptual framework of strategic organizational 

flexibility capability and business survival. 
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This paper provides a useful theoretical contribution in management research by 

determining the relationship between strategic organizational flexibility capability and business 

survival through its consequent constructs; namely, organizational adaptation, organizational 

excellence, organizational value creation, and business performance in that all expect a positive 

relationship from the construct. Furthermore, this conceptual paper develops dimensions of 

strategic organizational flexibility capability that are bases on modern organization management, 

in that the structure of the organization should prefer flatter and horizontal. It is a link that 

connects employees, suppliers, customers, partners, and external contractors in numerous forms 

of coordination for sharing the resources and having interdependence to enhance success and 

obtain superior performance in competitive environment dynamism (Cingoz & Akdogan, 2013). 

The dimensions of strategic organizational flexibility capability consist of: organizational 

outsourcing orientation, business alliance capability, inter-organizational teamwork concern, and 

strategic linkage concentration. Moreover, for managerial implications, this paper provides 

strategic organizational flexibility capability as an alternative organization strategy for 

practitioners which challenge competitive advantage that leads to business survival. 

For future research, the researcher should have proof of this paper’s suggestion. The 

service business sector such as the tourism business should be suitable to show evident of this 

conceptual model which has three reasons. Firstly, the tourism industry creates a high level of 

employment and yields potential impact on economic and social development. Thus, it is a high 

value service business. Secondly, tourism business faces continued, uncontrolled operation in 

society, economy, and politics of each country such as, legal restrictions over the workforce in 

the tourism business. Joining the workforce in tourism personnel would eliminate possible 

barriers of business operations and enhance its proficiency. The tourism business should consider 

outsourcing partners for its business proficiency. Some possible solutions are signing contracts 

with tourism suppliers and tourism attractions. Hence, the tourism business should take strategic 

organizational flexibility capability for its operation. Lastly, the tourism business is limited with 

operational resources. Most businesses are small and medium- size. They need to seek options to 

run a business on such limited resources to make a higher profit and to increase the market share 

over competitors. A small and medium tourism business is better to consolidate with an alliance 

to overcome the limitation of operational resources. Therefore, future research is require to 

confirm, expand, and examine the hypothesis with empirical in the outbound tourism business in 

Thailand. It expects that empirical research will manifest strategic organizational flexibility 

capability, whether or not it will comprehensive accomplishment business survival. 

CONCLUSION 

This paper is intended to provide an obvious understanding of relationships between 

strategic organizational flexibility capability and business survival. Additionally, this paper 

focuses on four dimensions of strategic organizational flexibility capability; namely, 

organizational outsourcing orientation, business alliance capability, inter-organizational 

teamwork concern, and strategic linkage concentration. Moreover, this paper has proposed its 

consequence that will effect business survival. However, although based on the literature review, 

all relationships between each dimension of strategic organizational flexibility capability and its 

consequents look seem positive. The contributions of this paper are useful to expand strategic 

management theory, and implement suggestions for practitioners to business administration. 

Future research, outbound tourism business in Thailand expects that empirical research will 
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manifest strategic organizational flexibility capability comprehensively and that will accomplish 

business survival.  
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ABSTRACT 

Lately, many have observed that organizations of all sizes can and have failed. Although 

these failures are shocking, these failures are predictable. We observe that despite a wealth of 

cautionary tales, organizations make similar mistakes again and again. And these organizations 

making such mistakes are often industry leaders, including companies such as Wal-Mart, 

General Motors, and MacDonald’s, a subject of our discussions. Why do organizations continue 

to make such blunders? 

We review the relevant literature, draw connections between these literature streams. 

Further, we discuss three cases studies conceptually, drawing on data from case analysis by 

senior level management undergraduates. This data is used to support our theoretical 

observations and conceptual model development. We proceed to show how across the three 

cases there are similar issues of each organization, having the wrong balance of entrepreneurial 

and managerial skills, compared to the organization’s needs. Finally we discuss implications of 

these findings for how we understand and explain organizational actions. 

Building upon the insights of the Resource Based View, Dynamic Capabilities Approach, 

and incorporating insights from different bodies of knowledge this paper looks for underlying 

commonalities is less than lack luster performance of Walmart, General Motors and 

McDonald’s. Utilizing focus groups consisting of graduating business students over a period of 

five years, we look at these three – otherwise different companies – and seek evidence of 

commonalities issues and observations. 

This paper seeks existence of major commonalities that can explain why such failures 

happen. We seek to generate greater knowledge by combining knowledge from Resource Based 

View literature (Armstrong & Shimizu, 2007; Barney, Wright, Ketchen, 2001; Kraaijbrink, 

Spender, & Groen, 2010), the organization capabilities literature (Barreto, 2010; Eisenhardt et 

al. 2000;Winters, 2003), an extension of the Competing Values model (Quinn, 1988) by 

Todorovic (2007), and product life cycle theory (Kuratko & Hodgetts, 2004; Leavitt, 1965; Rink 

et al., 1999) to describe how organizations can often make significant blunders due to not 

recognizing changing stages in the lifecycle or organizational needs and abandoning or 

weakening important resources crucial to success. 

To our surprise, we observed a rather consistent failure of management to maintain 

simultaneous balance between entrepreneurial emphasis and managerial emphasis in favor of 

profit maximization. In other words, in our opinion the management of these companies, and by 

extension, possibly many other companies, failed to exercise a BALANCE of entrepreneurial 
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(innovative) emphasis and managerial emphasis in favor of immediate, often short term, rewards 

of profit maximization. We named this phenomenon a “Problem of Executive Diffusion”. 

Problem of Executive Diffusion is defined as a failure of management to maintain simultaneous 

balance between entrepreneurial emphasis and managerial emphasis in favor of profit 

maximization. 

   


	Volume 13, Number 2 ISSN 2150-511X
	start here
	ASM-Harbin-Humphrey-Proc-3185-27.pdf
	J. C. Penny and Ron Johnson:  A Case of Failed Leadership:  Lessons To Be Learned
	James Harbin, Texas A&M University  Patricia Humphrey, Texas A&M University
	Abstract



	ASM-Baños-Ramirez-Proc-3213-27.pdf
	ABSTRACT
	PURPOSE
	DESIGN/METHODOLOGY/APPROACH
	RESEARCH LIMITATIONS/IMPLICATIONS
	PRACTICAL IMPLICATIONS


	ASM-HONG-Proc-3284-29.pdf
	WHEN WILL INTERNATIONAL JOINT VENTURES BE INFLEXIBLE TO EXIT?
	Sungjin J. Hong, Yeungnam University
	Abstract



	ASM-Meeks-Proc-3341-29.pdf
	IMPLEMENTATION UNDERVALUED IN BUSINESS SCHOOL EDUCATION
	Michael D. Meeks, Louisiana State University-Shreveport
	Abstract



	ASM-Meeks-Proc-3342-29.pdf
	Strategic ManagEmENt: coordination of disparate functional disciplines
	Michael D. Meeks, Louisiana State University-Shreveport
	Abstract



	ASM_Meuita_Ismail_Proc_3303_29.pdf
	The Influence of Competitive Pressure
	on Innovative Creativity
	Meutia, Sultan Ageng Tirtayasa University
	Tubagus Ismail, Sultan Ageng Tirtayasa University
	Abstract






