
Open Journal of Business and Management, 2018, 6, 616-631 
http://www.scirp.org/journal/ojbm 

ISSN Online: 2329-3292 
ISSN Print: 2329-3284 

 

DOI: 10.4236/ojbm.2018.63047  Jun. 14, 2018 616 Open Journal of Business and Management 
 

 
 
 

The Impact of Market Orientation on 
Performance of Selected Hotels in Ondo State, 
Nigeria 

Ajayi M. Oluwatoyin1, Adeniji P. Olufunke1, Ighomereho O. Salome2 

1Department of Transport and Tourism Studies, Redeemer’s University, Ede, Osun State, Nigeria 

2Department of Economics and Business Studies, Redeemer’s University, Ede, Osun State, Nigeria 

 
 
 

Abstract 
Market orientation has been identified as a critical success factor for business 
performance. However, this relationship has not been adequately investigated 
in the hotel industry especially in Nigeria. Consequently, the purpose of this 
study is to investigate the impact of market orientation practices on perfor-
mance of selected hotels in Akure, Ondo State, Nigeria. The study further in-
vestigates if the age or size of a hotel influences market orientation practices. 
To achieve the objectives of the study, a cross-sectional research design was 
adopted. Data was collected with the aid of questionnaire from 68 hotels. The 
findings indicate that market orientation has impact on the performance of 
hotels. It was also found that the size of a hotel has no influence on market 
orientation practices but it is influenced by the age of the hotel. Therefore, the 
study provides new insights into the understanding of market orientation 
practices in the hotel industry. 
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1. Introduction 

Most previous studies on market orientation have reported a positive relation-
ship between market orientation and business performance [1] [2] [3] [4]. This 
has been attributed to the view that in contemporary business environment, 
customers prefer companies that can deliver coordinated long-lasting satisfac-
tion and value through the products they offer [5]. As such, there is need for 
businesses to continuously generate information about the current and future 
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customer needs and wants, disseminate this information to all departments and 
respond to changes promptly.  

Moreover, in today’s highly competitive global market, top managers strive to 
improve their organizational effectiveness through execution of organizational 
strategies or capabilities that are linked to better performance. As a result, mar-
ket orientation becomes a crucial strategy or capability of an organization to stay 
competitive in the current uncertain business environment [6].  

Despite the importance of market orientation to business success, systematic 
inquiries to gain a deeper understanding of the construct began, following the 
pioneering work of [7] and [8]. Since then, there have been several researches on 
market orientation and performance. The studies have attempted to assess the 
association of market orientation with different performance measures such as 
profitability [9] [10] [11] [12], market share [13] [14], new product success [15] 
and customer satisfaction [16]. The findings indicated that market orientation is 
positively related to business performance. However, relatively few researches 
have addressed, in the empirical sense, the proposition that the adoption of 
market orientation leads to improved performance in the hotel industry, espe-
cially in the Nigerian context. To fill this gap in the literature, the present study 
attempts to examine the current state of market orientation in the hotel industry. 
The specific objectives are to:  
1) Determine if there is a significant relationship between market orientation 

and performance of hotels in Akure, Ondo State, Nigeria. 
2) Ascertain if the size of a hotel affects market orientation practices in Akure, 

Ondo State, Nigeria. 
3) Examine if the age of a hotel affects market orientation practices in Akure, 

Ondo State, Nigeria. 

2. Literature Review 
2.1. Market Orientation 

Market orientation is a managerial decision-making practice with a commitment 
shared within the organization [17]. Market oriented firms are defined by their 
superior understanding of customers’ current and future needs and by their 
ability to offer solutions to those needs better than competitors [18]. Market 
orientation has been explained by [8] with three dimensions: competitor orien-
tation, customer orientation and inter-functional coordination. However, [7] 
stated that market orientation comprises three components: intelligence gather-
ing, intelligence dissemination and responsiveness.  

Whereas [8] opined that market orientation is an organizational culture based 
on behavior, norms and values, [7] emphasized market orientation as a market-
ing concept. Several researchers [19] [20] [21] mentioned that market orienta-
tion as defined by [8] has strong validity and reliability, as well as being able to 
sufficiently conceptualize the construct to capture the customers’ value. Howev-
er, [22] criticized the market orientation measure on the grounds that it adopts a 
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focused view of markets by emphasizing customers and competition as com-
pared with a view that focuses on these two stakeholders and additional factors 
that drive customer needs and expectation (e.g. technology, regulation). Also, it 
did not tap the speed with which market intelligence is generated and dissemi-
nated within an organization and it includes a number of items that do not tap 
specific activities and behaviors that represent market orientation. 

It has been noted that, the notion of market orientation suggested by both [7] 
and [8] are alike in some ways. In both cases, the scholars viewed market orien-
tation as a continuous variable, focusing on obtaining information from com-
petitors and customers and emphasizing the significance of collective efforts in 
creating value for customers [21].  

Market Orientation has also been defined as the way businesses manage all 
their multiple stakeholders and examine the extent to which businesses behave 
or are inclined to behave, in accordance with the marketing concept [23]. Mar-
ket orientation can also be described as a means to ensure the timely identifica-
tion and satisfaction of customer needs [4] [24]. Firms following the market 
orientation strategy go along with an open system which allows them to have an 
active interaction with the external environment while firms that remain focused 
on their internal systems, try to develop a defensive system against environmen-
tal shocks [8]. Market orientation thus involves the process of integrating activi-
ties with emphasis on delivering superior customer value rather than focusing 
on costs [7] [25]. Different theoretical contributions and various empirical stu-
dies have led to the accepted view that the components and themes of market 
orientation include customer orientation, competitor orientation and in-
ter-functional orientation [26] [27] as depicted in Figure 1. 

2.2. Customer Orientation 

Customer orientation is an organizational culture that considers the present and 
potential customers’ needs and wants, constantly producing value [8] [28]. Cus-
tomer orientation comprises a set of beliefs that the customer should be given 
priority in the organization [4] [13]. Also, all the strategies should be developed 
in such a way that they deliver superior value to customers. This means that 
customer-oriented organizations get information about customers’ needs and 
wants for the present and future to provide superior value-added offerings [29].  
 

 
Figure 1. Market orientation and its dimensions. Source: Designed by the 
researchers based on previous studies (2017). 

Market Orientation

Inter-functional 
Orientation

Competitor Orientation

Customer Orientation
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This will allow the organization to share the information about their customers 
with all the staff, with the aim of continuously getting market intelligence to 
serve their customers better. 

Market intelligence not only pertains to monitoring customer’s needs and 
preferences, but also includes an analysis of how customers might be affected by 
factors such as government regulation, technology, competitors and other envi-
ronmental forces which in turn, deliver superior business performance [7] [30].  

2.3. Competitor Orientation 

Competitor orientation is monitoring the organization’s current and predicted 
future competitors to develop awareness of their information and strategies [31] 
[32]. Competitor orientation refers to the understanding of short term strengths 
and weakness and long term capabilities and strategies of competitors. Compet-
itor-oriented organizations develop a comprehensive evaluation of targeted and 
possible rivals and utilize the substantial awareness to beat the rivals as well as 
achieve sustainable competitive advantage and performance [33]. 

2.4. Inter-Functional Orientation 

This is the behavioral component of market orientation which is based on the 
customer and competitor’s information and comprises the business coordinated 
efforts, typically involving more than marketing department to create superior 
value for the buyers [7]. Hence, it relates to the entire business and not merely a 
single department. Creating value for buyers is more than marketing function. A 
seller’s creation of value for buyers is analogous to a symphony orchestra in 
which the contribution of each subgroup is tailored and integrated by a conduc-
tor with a synergistic effect. The coordinated integration of the organization’s 
resources in creating superior value for buyers obviously is tied closely to cus-
tomer and competitor orientation.  

Given the multidimensional nature of creating superior value for customers, 
marketing interdependence with other business function must be symmetrically 
incorporated in a business marketing strategy. Thus, achieving effective in-
ter-functional coordination requires among other things, an alignment of the 
functional areas incentives and the creation of inter-functional dependency so 
that each area perceives its own advantage in cooperation closely with the others 
[32]. 

2.5. Empirical Review 

[1] conducted a study on the effect of market orientation on organizational per-
formance. Results from a sample of 162 manufacturing and service firms pro-
vided support for a strong positive relationship between market orientation and 
growth in overall revenue, return on capital, success of new products and ser-
vices, ability to retain customers, and success in controlling operating expenses. 
The study found that competitive hostility, suppliers’ power and market turbu-
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lence did not moderate the market orientation and performance relationship. 
[2] examined market orientation and business performance among SMEs in 

Ghana. The results showed that the development of market orientation in SMEs 
rests more on the attitude of owners/managers and that market orientation leads 
to superior performance under ceaseless competitive conditions. 

[34] focused on the internal process through which market orientation influ-
ences performance in export markets and developed a model of market orienta-
tion–marketing capabilities—competitive advantages—performance relation-
ships. It was found that marketing capabilities mediate the market orientation 
and performance relationship, while competitive advantages partially mediate 
the marketing capabilities and performance relationship.  

[35] examined the relationship between market orientation and organizational 
performance with service quality as a moderator in the context of the hotel in-
dustry in Malaysia. The findings suggest that only competitor orientation di-
mension of market orientation was significantly related to organizational per-
formance, whereas customer orientation and inter-functional coordination were 
not related. Also, service quality was found to have moderated the relationship 
between market orientation and performance of the hotels in Malaysia.  

[3] investigated the impact of market orientation on business performance in 
knowledge-intensive companies. The findings showed that market orientation 
has a positive impact on financial and non-financial business performance in 
knowledge-intensive industries. Based on the findings, the authors argued that it 
is important for hi-tech companies to improve their performance by imple-
menting market orientated strategies, putting emphasis in conducting effective 
market research and be strong in customer and competitor orientation. 

[4] investigated the relationship between market orientation and performance 
in the context of small and medium sized enterprises (SMEs). It was found that 
market orientation has significant positive influence on performance. Thus, the 
authors suggested that SMEs owners/ managers should create and maintain the 
market orientation culture in order to attain sustainable superior firm perfor-
mance.  

The previous studies reviewed indicate that the relationship between market 
orientation and performance has been investigated extensively and there is a 
general agreement that market orientation influences performance. However, 
relatively few studies have addressed the relationship between market orienta-
tion and performance in the hotel industry [35]. Most of the studies investigated 
manufacturing and service firms [1]; SMEs [2] [4]; export market [34]; know-
ledge-intensive companies [3]. Moreover, the studies did not investigate the in-
fluence of size and age of a firm on the adoption of market orientation practices. 
The literature reveals that there is need to move beyond the market orientation 
and performance relationship to some of the factors that may distinguish a 
market oriented firm and a non-market oriented firm. Although, there may be 
several factors responsible for the differentiation, this study focused on size and 
age of the hotels.  
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3. Method 
3.1. Population of the Study 

The population of the study comprised of members of staff in the hotels operat-
ing in Akure, Ondo State, Nigeria. Akure was chosen because it is the largest city 
and capital of Ondo State. Also, most of the hotels are located in Akure [36]. The 
study was spread amongst all the four categories of hotels existing in the study 
area using star rating method. 

3.2. Sample Size  

The sampling frame from which the sample of hotels was drawn, was obtained 
from a database maintained in [37]. The database indicates that there are 82 ho-
tels in Akure with star rating categorization ranging from 1 star to 4 stars. The 
four categories of hotels based on star rating are in the following proportions: 1 
Star hotel (39), 2 Star hotel (37), 3 Star hotel (4) and 4 Star hotel (2). 

In order to effectively determine a representative sample of the entire popula-
tion of hotels in Akure metropolis, the sample size was determined using [38] 
formula as follows: 

( )1 ^ 2n N Ne= +  

where 
n = Corrected sample size; 
N = Population size; 
e = Margin of error (MoE) = 0.05.  
This gives 68, thus, the sample size was put at 68.  

3.3. Sampling Technique and Procedure 

The study employed stratified sampling technique to select the 68 hotels from 
the 82 hotels in the study area. To allocate the sample size of 68 to the sample 
groups, Bourley’s proportional allocation formula was employed. It is given as: 

( )nb n n N=  

where; 
nb = Bourley’s formula; 
n = Element within the sample frame, i.e. number allocated to star rating; 
n = Sample or proportion of the universe used for the study (total sample size); 
N = Population of the study. 
Based on the results, the sample selected include1 Star hotel [32], 2 Star hotel 

[30], 3 Star hotel [4] and 4 Star hotel [2]. 

3.4. Instrumentation  

Questionnaire was used to collect data for the study. It comprised of three sec-
tions. Section A is on hotel profile, Section B is on market orientation while Sec-
tion C is on hotel performance. The market orientation practices by the hotels 
were measured using the following: 
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1) Customer’s feedback form—which are dropped in each room for guest to fill 
in order to obtain information on the performance of the hotel and the ex-
pectation of the guest. 

2) Suggestion box—similar to i. above but is positioned at strategic locations 
within the hotel to gather information for improvement purpose. 

3) Use of Social Media—Facebook, Twitter, Skype etc. are other means through 
which guests freely communicate their experiences and expectations to hotels 
that open account on such platforms for the purpose of feedback. 

4) Online booking—many of the hotels make use of web page to reach their 
targeted audience. booking.com, hotel.ng. Jumai, Kayah, wakanow.com are 
some of the media through which some of these hotel sell their products. 

5) Complimentary breakfast. 
6) Free daily Newspaper. 
7) Free Internet Services. 
8) Promotions—such as book four nights get one night free, book 5 rooms at 

discounted rate are some of the marketing strategies used by hotels. 
9) Recognition of outstanding staff/customers to boost their morale for more 

dedication is another strategies used. 
The parameters used in the analysis of the performance of the hotels which 

are based on the rating scale are repeat customer’s patronage, retention of old 
customers, friendliness to customer, enhanced patronage and customer’s satis-
faction. 

4. Data Analysis 

Overall, 581 copies of the questionnaire were administered in the 68 hotels se-
lected. However, 500 copies of the questionnaire were retrieved and used for the 
analyses. 24 copies of the questionnaire administered were eliminated due to in-
complete responses while 57 were not returned. The data obtained were pre-
sented in tables and analyzed by frequency counts and percentages. Percentage 
was used to examine the profile of the hotels, the personal characteristics of res-
pondents and to check the disparity in responses among different group of res-
pondents on effect of market orientation on hotel performance. In addition, 
correlation analysis was used to test the relationship between the variables. 

Table 1 shows that the frequency of hotels below 5 years age of establishment 
is 255% or 51.0% percent, 165 or 33.0 percent were between 5 to 10 years age of 
establishment, 60 or 12.0 percent were between the age of 11 to 20 years and 20 
or 4.0 percent were over 21 years of existence in the industry. These implies that 
almost half of the hotels were over the age of 5 years and thus their maturity lev-
el would richly enhance the validity of the responses for this study. 

Table 2 shows the frequency distribution by size of the hotels in terms of 
number of rooms. 293% or 58.6% percent of the hotels had less than 50 rooms, 
107 or 21.4 percent had between 50 to 100 rooms, 70 or 14.0 percent had be-
tween 101 to 150 rooms, 20% or 4.0% had between 151 - 200 rooms and 10 or  
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Table 1. Year of establishment of hotel. 

Age of Hotel Frequency Percent (%) 

Below 5 years 255 51 

5 - 10 years 165 33 

11 - 20 years 60 12 

21 and above 20 4 

Total 500 100 

Source: Authors’ fieldwork (2017). 
 
Table 2. Size of hotel. 

Size Frequency Percent 

Below 50 293 58.6 

50 - 100 107 21.4 

101 - 150 70 14.0 

151 - 200 20 4.0 

201 and above 10 2.0 

Total 500 100 

Source: Authors’ fieldwork (2017). 

 
2.0 percent had 201 and above rooms. This seems to suggest that majority of the 
hotels had less than 50 rooms. 

Table 3 shows the frequency distribution by gender. Majority of the respon-
dents were female that is 304% or 60.8% while 196% or 39.2% were male. This 
may be attributed to the belief that females find hotel jobs less stressful and 
adaptable to their nature than their male counterpart and so they readily take up 
appointment in hotels. 

Table 4 shows that the frequency of respondents that have served 0 - 5 years 
in the hotels studied was 224 or 44.8 percent, 216 respondents or 43.2 percent 
had served for between 6 - 10 years in hotel while 60 respondents or 12.0 percent 
of the respondents had being in the hotel for 11 years and above. This shows that 
majority of the respondents have spent more than 5 years with their respective 
hotels and as such, they are at vintage position to give unbiased and reliable in-
formation that enriched the findings of this study. 

Table 5 shows the frequency, percentage and mean of the responses on the 
ways market orientation has affected hotel performance in terms of repeat cus-
tomer’s patronage, retention of old customers, friendliness to customers, en-
hanced patronage and customer satisfaction. Majority of the respondents with a 
frequency of 252% or 50.4% responded that market orientation has affected their 
performance in terms of customer satisfaction in a very large extent, follow by 
enhance patronage 215 (43%). The least was Friendliness of customer 99 (19.8%) 
but on the average, the respondents agreed to all statements that market orientation  
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Table 3. Distribution by gender of the respondents. 

Gender Frequency Percent 

Male 196 39.2 

Female 304 60.8 

Total 500 100 

Source: Authors’ fieldwork (2017). 
 
Table 4. Years of work experience in the hotel. 

Work Experience Frequency Percent 

0 - 5 years 224 44.8 

6 - 10 years 216 43.2 

11 years & above 60 12.0 

Total 500 100 

Source: Authors’ fieldwork (2017). 
 
Table 5. Effects of market orientation on performance of hotel in Akure, Ondo State. 

S/N Variables 
1 2 3 4 5 6 

Mean 
f % f % f % F % f % F % 

1 
Repeat  

customer’s Pa-
tronage 

127 25.4 215 43 67 13 43 8.6 25 5 23 4.6 4.61 

2 
Retention of old  

customers 
195 39 192 38 64 13 36 7.2 10 2.0 3 0.6 5.03 

3 
Friendliness to 

customer 
99 19.8 140 28 135 27 83 21 22 4.4 21 4.2 4.30 

4 
Enhanced  
patronage 

215 43 192 38 35 7 16 3.2 28 5.6 14 2.8 5.02 

5 
Customer’s  
satisfaction 

252 50.4 181 36 20 4 18 3.6 17 3.4 12 2.4 5.19 

Source: Authors’ fieldwork (2017). Keys: 1 = To a very large extent; 2 = To a large extent; 3 = Undecided; 4 

= Often; 5 = Rarely; 6 = Never. f = frequency; % = Percentage; x  = Mean. 

 
affect hotel performance in Akure. This is further confirmed by the mean re-
sponse of (4.61, 5.03, 4.30, 5.02, and 5.19). 

According to the results in Table 6, there is a significant positive correlation 
between market orientation and all the performance variables. There is a signifi-
cant correlation between market orientation and customer satisfaction (0.762), 
Correlation of market orientation and retention of old customers (0.703), en-
hanced patronage (0.700) are also significant and positive while the correlation 
between market orientation and repeat customer patronage (0.549) and friend-
liness to customers (0.408) are moderate and positive. 

Table 7 reveals the frequency, percentage and mean distribution of respon-
dents on each of the assertion set out to examine the market orientation practic-
es in selected hotels based on size. The addition of the mean value ( x ) summa-
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ries indicate the strength of the respondents towards the statements, using a de-
cision rule as thus: where (∑ x > 3.0), more respondents tended toward agree-
ment and where (∑ x  < 3.0), more respondents tended towards disagreement. 
The respondents were asked several statements on market orientation practices. 
Based on the size of the hotels, the overall sampled respondents agreed to these 
statements. The implication is that, the selected hotels have been practicing 
market orientation irrespective of the size of hotel. This is further supported by 
the mean of the responses 3.17 which tends towards agreement to the assertion 
that they practice market orientation. 

On the relationship between market orientation and the age of a hotel (Table 
8), out of the total sampled respondents, some of the respondents disagreed to 
the statements. The implication is that market orientation is influenced by the 
age of a hotel. This is further supported by the mean of the responses 1.32 which 
tends towards disagreement to the earlier assertion that they practice market 
orientation.  
 

Table 6. Correlation analysis between market orientation and hotel performance. 

Hotel performance 
Repeat customer’s  

patronage 
Retention of old  

customers 
Friendliness of  

customer 
Enhanced  
patronage 

Customer  
satisfaction 

Market  
orientation 

Repeat customer’s patronage 1 
  

 
  

Retention of old customers 0.362* (0.000) 1 
 

 
  

Friendliness of customer 0.469* (0.000) 0.345* (0.000) 1  
  

Enhanced patronage 0.269* (0.000) 0.370* (0.000) 0.565* (0.000) 1 
  

Customer satisfaction 0.349* (0.000) 0.298* (0.000) 0.507* (0.000) 0.476* (0.000) 1 
 

Market orientation 0.549* (0.000) 0.703* (0.000) 0.408* (0.000) 0.700* (0.000) 0.762* (0.000) 1 

Source: Authors’ fieldwork (2017). *. Correlation is significant at the 0.05 level (2-tailed). 
 

Table 7. Market orientation practices with respect to hotel size. 

Variables 
Below 50 rooms 50 - 100 rooms 101 - 150 rooms 151 - 200 rooms 201 and above 

 
f % f % f % f % f % Mean 

Customer’s feedback form 27 17.4 11 9.6 12 10.1 8 6.6 5 6.8 0.28 

Suggestion box 11 7.2 14 12.3 25 21.0 5 4.1 8 11.1 0.35 

Use of social media 13 8.3 8 7.0 8 6.7 10 8.3 6 8.3 0.25 

Online booking channel 17 10.9 12 10.5 16 13.4 9 7.5 3 4.1 0.28 

Complimentary breakfast buffet 9 5.8 17 14.9 14 11.8 14 11.7 9 12.1 0.37 

Free daily newspaper 18 11.7 8 7.1 12 10.1 17 14.2 8 11.1 0.36 

Free internet services 16 10.4 4 3.5 1 0.8 31 25.8 11 15.1 0.41 

Promotions 17 10.9 12 10.5 6 5.0 5 4.2 8 11.1 0.24 

Recognition 12 7.8 10 8.7 17 14.3 12 10.1 9 12.1 0.35 

Others (specify) 15 9.6 18 15.9 8 6.8 9 7.5 6 8.2 0.28 

Total 155 100 114 100 119 100 120 100 73 100 3.17 

Source: Authors’ fieldwork (2017). 

https://doi.org/10.4236/ojbm.2018.63047


A. M. Oluwatoyin et al. 
 

 

DOI: 10.4236/ojbm.2018.63047 626 Open Journal of Business and Management 
 

Table 8. Market Orientation practices adopted and the age of hotel.  

Statements 
Age of hotel 

 Below 5 years 5 - 10 years 11 - 20 YEARS 21 and above 

Market orientation practices adopted f % f % f % f % Mean 

Customer’s feedback form 26 13.0 25 12.8 17 12.9 15 11.3 0.17 

Suggestion box 32 16.0 21 10.7 18 13.7 12 9.0 0.17 

Use of social media 20 10.0 13 6.6 13 9.9 10 7.6 0.11 

Online booking channel 8 4.0 17 8.7 6 4.6 13 9.7 0.09 

Complimentary breakfast buffet 52 26.0 48 24.6 18 13.7 8 6.0 0.25 

Free daily newspaper 10 5.00 18 9.3 13 9.9 16 12.0 0.11 

Free internet services 11 5.5 14 7.3 12 9.3 18 13.6 0.11 

Promotions 23 11.5 15 7.7 14 10.7 16 12.0 0.14 

Recognition 12 6.0 19 9.7 15 11.5 21 15.8 0.13 

Others (specify) 6 3.0 5 2.6 5 3.8 4 3.0 0.04 

Total 200 100 195 100 131 100 133 100 1.32 

Source: Authors’ fieldwork (2017). 

5. Findings  

The findings from the analyses reveal that there exist significant relationship 
between market orientation practices and the performance of a hotel especially 
with respect to customer satisfaction, retention of old customer and enhanced 
patronage. 

It was also observed that the size of a hotel do not influence the market orien-
tation practices adopted by the hotel. The market orientation practices did not 
differ significantly based on the size of the hotel as the organizational capability 
is put at maximum use. The implication of this finding is that hotels irrespective 
of their size practice some form of market orientation.  

However, it was found that the age of hotel do influence market orientation 
practices. While there are improvements in the market orientation practices 
adopted by hotel as they advanced in age in some of the sample selected, major-
ity showed no significant relationship between the age of hotel and market 
orientation practices adopted. 

The findings of this study validate the long-held belief that market orientation 
is a critical success factor for business performance. This means that hotels can 
improve their performance through the adoption of market orientation. This 
implies that hotels wishing to satisfy their customers better and outperform their 
competitors need to constantly monitor their behavior and internal processes.  

6. Conclusion 

The current research has extended the literature of market orientation and per-
formance of hotels in several ways. First, the result of this research suggested 
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that market orientation practices adopted by hotels have a positive and signifi-
cant effect on hotel performance. This finding is consistent with several prior 
empirical findings that market orientation influences performance. Second, the 
study moved beyond investigating the market orientation and performance rela-
tionship to examine if there are differences between market orientation practices 
and size as well as the age of a hotel. The size of a hotel is critical in the hotel in-
dustry. One of the parameters for hotel rating is the size. In this study, the hotels 
investigated were drawn from 4 hotel rating categorizations available in the 
study area. It was found that size does not influence market orientation. There-
fore, a major contribution of this study is that both small and large hotels can 
practice market orientation. The idea that large businesses may have more re-
sources to practice market orientation is not justified in this study. It was also 
established that the age of a hotel does influence market orientation. This im-
plies that as the hotels get older, they tend to understand their customers better 
and they are able to satisfy them than when they were younger. This study pro-
vides insights to researchers, practitioners and managers in the hotel industry on 
the importance of market orientation. It also indicates that hotel managers 
should create and maintain market orientation practices in order to attain supe-
rior performance. 
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Appendix 

QUESTIONNAIRE 
SECTION A: Hotel Profile 
1) Name of Hotel: …………………………………………………………. 
2) Year of Establishment: Below 5 years [ ] 5 - 10 years [ ] 11 - 20 years [ ] 20 

years and above [ ]  
3) No. of Rooms available for guest in Hotel: Below 50 [ ] 50 - 100 [ ] 101 - 

150 [ ] 151 - 200 [ ] 201 and above [ ] 
4) Gender: Male [ ] Female [ ]  
5) How many years have you been working in the Hotel? 0 - 5 Years [ ] 6 - 10 

[ ]Years [ ] 11 Years & above [ ] 
SECTION B: Market Orientation Practices in the Hotel  
6) Please indicate by ticking the market orientation practice(s) that your 

hotel has adopted: 
a) Customer’s feedback form     [ ]  
b) Suggestion Box       [ ]  
c) Use of Social media      [ ]  
d) Online Booking channel     [ ]  
e) Complimentary Breakfast Buffet    [ ]  
f) Free daily newspaper      [ ]  
g) Free Internet Services     [ ]  
h) Promotions        [ ]  
i) Recognition        [ ]  
j) Others (specify)………………………………….. 
7) How often do customers benefit from these packages?  

Daily Weekends Monthly Yearly 
a) Customer’s feedback form   [ ]  [ ]  [ ]   [ ] 
b) Suggestion Box     [ ]  [ ]  [ ]   [ ] 
c) Use of Social media     [ ]  [ ]  [ ]   [ ] 
d) Online Booking channel   [ ]  [ ]  [ ]   [ ] 
e) Complimentary Breakfast Buffet [ ]  [ ]  [ ]   [ ] 
f) Free daily newspaper    [ ]  [ ]   [ ]   [ ] 
g) Free Internet Services   [ ]  [ ]  [ ]   [ ] 
h) Promotions      [ ]  [ ]  [ ]   [ ] 
i) Recognition      [ ]  [ ]   [ ]   [ ] 
j) Others (specify)………………………………….. 
8) To what extent does your hotel provide the following using the scale be-

low? 
1 = To a very large extent 
2 = To a large extent 
3 = Undecided 
4 = Often 
5 = Rarely 
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6 = Never 
         1 2 3 4 5 6 
a) Customer’s feedback form   [ ] [ ] [ ] [ ] [ ] [ ] 
b) Suggestion Box     [ ] [ ] [ ] [ ] [ ] [ ] 
c) Use of Social media     [ ] [ ] [ ] [ ] [ ] [ ] 
d) Online Booking channel   [ ] [ ] [ ] [ ] [ ] [ ] 
e) Complimentary Breakfast Buffet  [ ] [ ] [ ] [ ] [ ] [ ] 
f) Free daily newspaper    [ ] [ ] [ ] [ ] [ ] [ ] 
g) Free Internet Services   [ ] [ ] [ ] [ ] [ ] [ ] 
h) Promotions      [ ] [ ] [ ] [ ] [ ] [ ] 
i) Recognition      [ ] [ ] [ ] [ ] [ ] [ ] 
j) Others (specify)………………………………….. 
9) Are the views of customers incorporated in these packages?  
a) Yes [ ] b) No [ ]  
10) Do you think these packages are adequate enough to motivate customers re-

visit the hotel?  
a) Yes [ ] b) No [ ]  
SECTION C: Hotel Performance  
11) In what ways do these packages influence Customer?  
(1 = To a very large extent; 2 = To a large extent; 3 = Undecided; 4 = Often; 
5 = Rarely; 6 = Never) 
         1 2 3 4 5 6 
a) Repeat Customer’s patronage    [ ] [ ] [ ] [ ] [ ] [ ] 
b) Retention of old Customers    [ ] [ ] [ ] [ ] [ ] [ ] 
c) Friendliness of customers    [ ] [ ] [ ] [ ] [ ] [ ] 
d) Enhanced patronage     [ ] [ ] [ ] [ ] [ ] [ ] 
e) Customers satisfaction    [ ] [ ] [ ] [ ] [ ] [ ] 
12) What is the effect of these packages on hotel output?  
Excellent [ ] Very High [ ] High [ ] Cannot tell [ ]  
13) Would the hotel be able to achieve the same level of output if these packages 

were not introduced or were withdrawn by management? a) Yes [ ] b) No [ ]  
14) To what extent do you think these packages affect hotel’s performance in the 

following areas: (1 = To a very large extent; 2 = To a large extent; 3 = 
Undecided; 4 = Often; 5 = Rarely; 6 = Never) 

1 2 3 4 5 6 
a) Profitability      [ ] [ ] [ ] [ ] [ ] [ ] 
b) Patronage      [ ] [ ] [ ] [ ] [ ] [ ] 
c) Room usage     [ ] [ ] [ ] [ ] [ ] [ ] 
d) Customers retention    [ ] [ ] [ ] [ ] [ ] [ ] 
e) Staff Strength     [ ] [ ] [ ] [ ] [ ] [ ] 
f) Return on investment   [ ] [ ] [ ] [ ] [ ] [ ] 
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