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Abstract

The purpose of this study is to examine the associations among total quality management, market orientation,
e-marketing, and hotel performance. A survey instrument was used to examine the relationships in the proposed
model. The collected primary data (n=191) from different employees in Agaba hotels located in Jordan is conducted
to test the relationship between exogenous and endogenous construct expressed in the proposed structural model. By
employing SEM analysis, the findings revealed that e-marketing and market orientation have significant impact on
hotel performance, whereas total quality management has not significant impact on it. However, the total quality
management found to impact market orientation. In addition, the research will contribute a better understanding of
hotel performance antecedents' towards hotels in Agaba city.

Keywords: total quality management, market orientation, e-marketing, hotel performance, Agaba, Jordan, SEM
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1. Introduction

With the increasing global tourist traffic and increase the willingness of individuals to move from one place to
another, or move from the atmosphere of the city or the work environment to the coast or the mountains, any tourist
moves from one place to another for more than 24 hours, it certainly needs to be far from the shelter his home, the
place where he provides the service, of course, is the hotel. Hotels have become in the present day social and cultural
centers that meet society's needs and desires and became a presence. Indeed, the world has seen in recent years,
sophisticated and interesting large hotel industry has the hotel industry began to play an active role in the tourism
development of the country concerned, and the hotel industry has become an essential pillar in the tourism industry
(Wang et al. 2012). The hotel industry as well as its importance in terms of tourism and offer state-of-service as an
important source of foreign exchange and the industry task in the elimination of unemployment at the same time they
are of high-profit industries, especially that the state encourages those industries tax and customs exemptions on
most operating requirements and the needs of the hotel. The modern trend of the hotel industry is the tourism
industry itself. If you take some hotels organize tours of the city to another and from one country to another and in
agreement with the global airlines or other companies to own one and that is the accommodation in the same hotel or
in the same chain hotels. Hence, the importance of the role of hotels in the national economy as it considered tourism
organizations independent industry itself. So the hotel industry requires in these days and care for large and support
science and technology and increase the quality of services and performance of care so that they can effectively
perform its role in the national economy and development and to meet the wishes of the customer service.

Tourism is an increasingly globalized sector in which inter-destination competition is becoming greater and greater.
This phenomenon is caused, amongst other things, by the fact that tourism enterprises, among which are hotels, now
find themselves in a better position to compete in international destinations, which in turn results in increased
international competition, not only between destinations but also between hotel establishments. On the other hand,
tourists are increasingly demanding and do not only focus on the price. The hotel enterprise's competitiveness must
focus on improving performance through better service quality and the search for differentiation greater
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competitiveness has made quality become a key factor for hospitality hotels. Total Quality Management (TQM) is
recognized widely management philosophy, and became a major theme as organizations seeking competitive
advantage in the market (Sureshchandar et al. 2001). The focus of total quality management in the process of
continuous improvement within the institutions to provide excellent value to customers and meet customer needs.
Meeting customer needs involves hotel operations that focus on understanding and participation, and responsiveness
to customers through the marketing concept. It is said that the adoption and implementation of the marketing concept
aimed at market orientation Hotels (Lamb et al., 2005). Therefore, the overall quality and market-oriented
management can be a high value of the company's strategy and provide a competitive advantage to respond to the
competitive business environment.

Total Quality Management (TQM) and market orientation (MO) is to focus on customer needs and satisfaction. It
was found that the hotels market-oriented to be successful in maintaining a strong competitive positions with the
passage of time; adopt TQM in obtaining a competitive advantage over hotels that do not support total quality
management, but 1/3 of the hotels that do not support the TQM still have a doubt and lack of full knowledge that the
main factor was the lack of understanding of the topics of marketing and its importance in maintaining the continuity
of the hotel and maintain a competitive advantage and market share at the hotel managers and administrators in
hotels. As a result, the process of globalization that has occurred over the past few decades has become a competition
in the hotel sector. For long-term survival in an increasingly competitive environment depends on the hotels with a
capacity to satisfy customers' demands efficiently and effectively. Adoption of market orientation can help in the
design of the hotel, and a variety of services that are perceived by customers as the core of high quality, and this
helps to make a profit, and build a competitive advantage to the high hotel (Kohli & Jaworski, 1990).

Learning and accumulation of knowledge through the collection of information on an ongoing basis on customers,
competitors use the information to create value for customers, creating a competitive advantage above. Compared
with other commercial services sectors such as banking, insurance, or retail distribution, and the hotel industry has
been slow to adopt marketing discipline (Calantone & Mazanec, 1991). Thus, it is believed that the investigation of
market orientation in the hotel sector can enhance the overall understanding of the concept of market orientation in
the context of service. Narver & Slater (1990) hypothesized that market orientation is one of the dimensions of
constructive it consists of three components: customer orientation, competitor career orientation and coordination.
On the other hand, Ruekert (1992) definition of the level of market orientation in the business unit as the degree to
which the business unit: help in getting the information from customers; develop a strategy that will meet the needs
of customers, and apply this strategy by being responsive to customer needs and desires.

Also, the growing presence of the Internet in everyday life in the Internet has resulted in a fundamental means of
media in communication and marketing. To get a competitive advantage in the tourism market demands, it is
important at the present time for the company hotels have their own website, and promote their products through
social networks and mobile applications, and use e-mail as a communication channel with business partners and
customers its partners, and the application of all available information and communications technology (ICT). It
needs to provide information about potential customers in one place at any time of day, from anywhere in the world.
It can be possible by using innovative ways to communicate and adapt business operations to demand the modern
tourist market requirements. This imposes on the innovation of the practice and application of new technologies in
business processes. Therefore, there is a need to increase awareness about the need for the application of information
and communication technology in the hotel sector (Loncari¢ & Radeti¢, 2015). Indeed, several researchers consider
the information systems and in particular the information technology (IT) and its flexibility as an enabler to achieve
the desired competitive advantages, and as a crucial support to operational and strategic business decisions (Al Azmi
et al., 2012; Alenezi et al., 2015; Alkalha et al., 2012; Almajali & Tarhini, 2016; Altamony et al., 2012; Kateb et al.,
2015; Maqgableh & Karajeh, 2014a, 2014b; Masa’deh, 2012, 2013a, 2013b; Masa’deh et al., 2016; Obeidat et al.,
2013; Shannak et al., 2010, 2012a, 2012b; Tarhini et al., 2016; Vratskikh et al., 2016); thus further research is
required to examine the role of such IT applications in enhancing the managerial decisions. In addition, scholars (e.g.
Masa’deh et al. 2008; Hunaiti et al., 2009; Masa’deh & Kuk, 2009; Alshurideh et al., 2012; Hajir et al., 2015;
Kannan & Gharibeh, 2013; Masa'deh & Shannak, 2012; Masa’deh et al. 2013; Masa’deh et al. 2015a, 2015b, 2015¢;
Masa’deh et al. 2017; Obeidat et al., 2012, 2016; Shannak & Alkour, 2012; Tarhini et al., 2015a, 2015b) emphasize
the need for large firms to integrate their IT systems with their KM strategies and processes in order to survive in
their highly competitive business environments, which in turn could accelerate the managerial decisions as well.

There are many factors which are essential requirements for the use of e-marketing in hotels. For example, indicate
the existence of a clear strategy on the hotel level, the existence of the marketing function in the hotel, and control of
the marketing function in the development, implementation and monitoring of the results of e-marketing, a data base
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and building relationships with customers (Pestek & Ci¢i¢, 2010). When it comes to the implementation of
e-marketing in the field of tourism in hotels can say that the acceptance of e-marketing is determined by many
factors, for example, the owner skills, and resources available for the hotel, and organizational culture of the hotel,
the cost of adoption of e-marketing, and the size of the hotel, and ease of use, and compatibility, competitive
pressures, the influence of the government, and market trends, and the infrastructure of the hotel, the cultural and the
trend towards e-marketing by the clients of the hotel the letters (EI-Gohary, 2012). Also, there are many obstacles to
the adoption of e-marketing. Examination (Dlodlo & Dhurup) related that contribute to the failure to adopt
e-marketing practices by small and medium-sized companies, and found that they include incompatibility technology
with target markets, and lack of knowledge, lack of satisfaction of the stakeholders barriers, and confusion of
technology and cognition technology (Dlodlo & Dhurup, 2010). In their research, which was conducted in hotels
they found that organizational characteristics are the most important factors that determine the adoption and use of
information and communications technology, despite the fact that "environmental context™" hotels are considered the
internet has influence on the hotel environment.

The purpose of the current study is to know the effect of quality management, e-marketing and market-oriented on
the performance of the hotel, and is there a relationship between them and the success of the hotel as to increase
production and increase its share and market competitive advantage. The aim of the study is to identify the overall
quality standards in the performance of the hotel, measure the importance of e-marketing in the performance of the
hotel, indicate the role of market orientation in activating the system performance of the hotel, find a correlation
between market orientation and e-marketing for alternative mechanisms in tourism services, know the relationship
between total quality management and market orientation and e-marketing on the performance of the hotel, to
identify the relationship between total quality management and performance of the hotel, to identify the relationship
between market orientation and performance of hotel, and to identify the relationship between e-marketing and hotel
performance.

2. Hypotheses Development
2.1 Total Quality Management and Market Orientation

Showing that the total quality management encourages competencies adept in knowledge generation and exchange in
the market to enhance customer value and satisfaction for the services provided to them, which is a prerequisite for
success in the long run hotels (Kerin et al., 2006). Wang & Wei (2005) showed that market orientation positively
affects the fixed market share or strengthens the market in total quality management. The overall quality, core
management for the success of the application of the concept of marketing, and is a way to increase the
preponderance of Marketing (Santos-Vijande et al., 2009). Tena et al. (2001) found that Total Quality Management
linked activities to help the development of distinctive competencies which is a mediating variable in the relationship
between TQM and performance. TQM focuses on the internal processes continuous improvement can improve the
implementation of the marketing concept (Mohr-Jackson, 1991). TQM implementation appears to play an important
mediating role in increasing the strength of the association between market orientation and performance (Mehmet &
Lenny, 2006). Clearly even joining TQM and market orientation together, the empirical findings are mixed and no
homogeneous results have been obtained about the existence of their relation. Therefore, by adopting TQM
philosophies offer a systematic approach in order to develop a work environment, help to adoption of market
orientation, and further promotes hotel performance. The following hypothesis is proposed:

H1: Total Quality Management positively affects Market Orientation.
2.2 Total Quality Management and Hotel Performance

Directors design strategies to achieve high performance of hotels, while the total quality management affect
positively the performance of the hotel and positively affects the market of the performance of the hotel where he/she
directed; the market has the effect between total quality management and performance of the hotel total quality
management and market orientation affects positively on the performance of the hotel, where it is necessary to
integrate the total quality management with the market orientation of the performance of the hotel because of
environmental factors affect the performance of hotels. Wang & Chen (2011) adopt the Input Processing Output
(IPO) concept model to construct all variables of their research model. The study concluded that due to some factors
such as the environmental ones, TQM positively affects hotel performance. Market orientation positively affects
hotel performance. Market orientation has the mediating effect between TQM and hotel performance (Grandzol &
Gershon, 1998). The researchers believe that hotels that adopt TQM are focused on customer focus, continuous
improvement, leadership, and internal and external cooperation, in fulfillment of the staff, learning, and process
management. Lazari & Kanellopoulos (2007) study is based on total quality management structures. Total quality
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management found to be largely not applied because executives have not contended with it or consider it
unnecessary in the hotel industry. Through the study, they realized the containment on the competitive performance
and satisfaction of stakeholders. Any organization needs to find funding and support. To maximize corporate
performance over the long term must build and maintain mutually beneficial relationships with buyers (Narver &
Slater, 1990). Montes et al. (2003) definitions do not fully coincide, all those basic factors that make up the total
quality management theoretical framework, without the implementation of the organization on which to base
management system it cannot be called total quality management. The adoption of TQM hotel could lead to
improved performance of the hotels. Therefore, the current research stated the second hypothesis:

H2: Total Quality Management positively affects Hotel Performance.
2.3 E-Marketing and Hotel Performance

According to Coviello et al. (2001), from the list of e-marketing activities on innovative technology and modern, it
has been considered as one of the key aspects of marketing practice that involves the use of the Internet and other
interactive technologies to create and mediate dialogue between hotels and customers. Wu et al. (2003), showed that
inspite of the growing interest in e-marketing, the presence of limited data in the literature arrived in e-marketing in
business performance in the hotels. Until recently, research reports have shown the existence of contradictory results
on the relationship between marketing and e-business performance in hotels. Brodie et al. (2007) said that Internet
resources withstand an impact indirectly on hotel performance-brokered customer orientation. They studied four
types of technology-based industries in the United States reported a positive impact of e-business on the density of
hotel performance as between business efficiency, sales performance, customer satisfaction, and the development of
the relationship between hotels and customers. Recently, it reported that the resources of the Internet hold its indirect
impact on the performance of mediated orientation towards customers. Loncari¢ & Radeti¢ (2015) stated that
information technology has become a key in many areas of life and work whereas the level of implementation of
e-marketing in the hotel industry as hotels that have a level of high in the practice of e-marketing best performance
questions were aimed at collecting data on business performance. The aim of the study was to determine the
technology of information and communication used in hotels where hotels tend to use different techniques to
maintain relationships with customers and meet their needs and help employees do their job as the Internet is part of
a strategy of marketing the hotel, and also the study aimed to identify the causes that led to inadequate the
application of information and communications technology such as lack of financial resources, lack of knowledge
about the importance of information and communication technology, and the lack of experts. Through previous
studies, this research suggested the following hypothesis:

H3: E-Marketing has a direct positively affects Hotel Performance.
2.4 Market Orientation and Hotel Performance

It is important to investigate a relationship between market orientation and performance of hotel. The literature
indicated that the market orientation is positive and significantly associated with marketing performance and
financial performance of the hotel. Since the market orientation has a positive impact on the marketing and financial
performance and the world for the hotel industry in the dome where the advantage achieved through which
competitive sustainable and maintain a high degree of market orientation (Sin et al., 2005). (Kohli & Jaworski 1990)
showed mutual case for TQM and market orientation in hotels. Comprehensive continuous monitoring of market
forces include quality management through the implementation of regulatory processes, and involve all hotel
departments to develop a proper response to the market, all of which lead to reach the desired market. Raju & Lonial
(2002); Sittimalakorn & Hart (2004) stated that the trend towards market orientation mediates the effect of quality on
the competitive edge effect, and competitive edge leads to business performance. Decided to market orientation
should include a focus on customers and prospective customers of the hotel (Anwar, 2008). The concentration of
competitive, environmental scanning and implementation of the strategy, and the development of new services in the
companies are crucial to a better hotel performance. Different hotels depend on different strategies; this study shows
that market orientation is more suitable for data collection, including the generation and dissemination of information,
common interpretation, organization and responsiveness. The following hypothesis is proposed:

H4: Market Orientation positively affects Hotel Performance.
3. Research Methodology

This section provides the methodology applied in the current study. It consists of the research model, operational
definitions of the study’s independent, mediating and dependent variables; research hypotheses, besides data
collection tool and research population and sample.
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3.1 Research Model

The elements of this research are established based on preceding literature, either theoretically or empirically. Indeed,
this study used variables that are common in hotel management literature. Adapted from (Wang et al. 2012), the
current research considers total quality management, market orientation, and hotel performance; which were
measured in the research questionnaire through several dimensions. Indeed, TQM used seven dimensions namely
customer focus, internal/external cooperation, continuous improvements, leadership, employee fulfillment, learning,
and process management. Market orientation was measured by using four dimensions which are information
generation, information dissemination, shared interpretation, and organization responsiveness. Also, hotel
performance was measured through both customer performance, and financial performance. In addition, e-marketing
was adapted from (Loncari¢ & Radeti¢ 2015) and measured through nine items. Figure 1 represents a model for the
study that shows the relationships among the research variables.

Total quality
management

H2

Hotel

H3
performance

H4

Market
orientation

Figure 1. Research Model

3.2 Population and Sampling

Empirical data for this study was collected through paper-based survey in Agaba city in Jordan. Specifically, a
survey questionnaire was used to gather data for hypotheses testing from tourists. Before implementing the surveys,
the instrument was reviewed by four lecturers who are specialized in the hotel management discipline in order to
identify problems with wording, content, and question ambiguity. After some changes were made based on their
suggestions, the modified questionnaire was piloted on four employees who are working in hotels located in Agaba
city. Based on the feedback of this pilot study, minor edits were introduced to the survey questions, and the
questionnaires were distributed to the participants. As per ethics policies, all potential participants were briefed about
the nature of the work and were requested to provide explicit approval. The population of this study consists of all
employees working in hotels located in Agaba, which counts of more than 2384 according to the Jordanian ministry
of tourism, and according to Morgan Table data, 331 employees should be reached as the size of statistical sample of
this research (Sekaran & Bougie, 2013). However, the sample size of this study was determined based on the rules of
thumb for using SEM within AMOS 21 in order to obtain reliable and valid results. Kline (2010) suggested that a
sample of 200 or larger is suitable for a complicated path model. Furthermore, after eliminating the incomplete
surveys, our sample size 191 from employees nearly met the recommended guidelines of (Kline 2010), (Krejcie &
Morgan 1970) and (Pallant 2005). The demographic data of the respondents are reported in Table 1.
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Table 1. Description of the respondents’ demographic profiles

Category Category Frequency Percentage%o
Gender Males 142 74.3
Females 49 25.7
Total 191 100
Age From 18 to less than 25 years 59 30.9
From 25 to less than 35 years 86 45.0
From 35 to less than 45 years 33 17.3
More than 45 years 13 6.8
Total 191 100
Education level High school 25 13.1
Diploma 43 22.5
Bachelor 66 34.6
Master 51 26.7
Doctorate 4 21
Professional degree 2 1.0
Total 191 100
Classification of One stars 11 5.8
hotels Two stars 24 12.6
Three stars 36 18.8
Four stars 31 16.2
Five stars 89 46.6
Total 191 100
Career level Top level management 18 9.4
Middle level management 35 18.3
Supervisor 46 24.1
Back offices 92 48.2
Total 191 100

As indicated in Table 1, the demographic profile of the respondents for this study showed that they are typically
males, most of them 18-35 years old, the majorities hold bachelor and master degrees, 46.6% of them working in 5
star hotels, and the majorities working in the back offices.

4. Data Analysis and Results

In order to explore the associations among total quality management, market orientation, e-marketing, and hotel
performance, in which these variables have been measured using 5-points Likert scale that varies between strongly
disagree =1 and strongly agree =5; reliability and validity analyses were conducted, descriptive analysis was used to
describe the characteristic of sample and the respondent to the questionnaires besides the independent and dependent
variables. Also, SEM analysis was employed to test the research hypotheses. Table 2 shows the measured constructs
and the items measuring each construct.

Table 2. Constructs and measurement items

Construct

Measurement Items

Total Quality Management (TQM)

Customer Focus (CF)

CF1: Our activities are centered on satisfying our customers.
CF2: Satisfying our customers, and meeting their expectations, is the most

important thing we do.
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CF3: Senior executives behave in ways that lessen the importance of
customers.

Internal/External Cooperation
(1C)

IC1: Managers emphasize activities that lead to cooperation between our
hotel lands our suppliers.

IC2: Managers, supervisors, and employees from different departments
work dependently to achieve their own department’s goals.

IC3: In the hotel, teamwork is commonplace—the expected way of doing
business.

IC4: Employees do not hesitant to voice their opinions, make suggestions,
or inquire about any of the actives of the hotel.

IC5: In the hotel, every one participates in improving our products, services,
and processes.

Continuous Improvements (Cl)

CI1: Employees usually get an opportunity to suggest changes or
modifications to existing processes.

CI2: The hotel encourages continual study and improvement of all its
products, services and processes.

CI3: The hotel has received recent compliments and recognition for
improving its products / services / processes.

Leadership (LS)

LS1: Senior executives share similar beliefs about the future direction of
this hotel.

LS2: Activities and investments that have long-term benefits receive
support from management.

LS3: Managers and supervisors allow employees to take necessary action
on their own.

LS4: Senior executives anticipate change and make plans to accommodate.

Employee Fulfillment (EF)

EF1: My work duties and responsibilities contribute to satisfying my need
to create quality products/services.

EF2: 1 like my job because I’'m doing what I want to do.
EF3: Employees in the hotel dictated to their jobs.

Learning (LG)

LG1: Managers and supervisors ensure that all employees receive training
that helps them understand how and why the hotel does what it does.

LG2: Managers and supervisors participate in specialized training on how
to conduct business, whether dealing with employees or external customers.
LG3: Many employees in the hotel possess sufficient knowledge about the
basics of our industry.

LG4: Many employees in the hotel understand the basic processes used to
create our products/services.

Process Management (PM)

PMZ1: Preventing defective products /services from occurring is a strong
attitude in the hotel.

PM2: The processes used in the hotel include in-process measures of
quality.

PM3: The processes for designing new products / service in the hotel ensure
quality.

PM4: Explaining the variation in processes is used as an analysis technique
in the hotel.

PMS5: Senior executives look at the total costs of products and service,
including in direct an overhead costs.

PM6: Managers and supervisors understand how to motivate employees and
encourage them to perform at their highest levels.

Market Orientation (MO)
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Information Generation (IG) IG1: We are fast to detect changes in our customers’ product preferences.

1G2: We are fast to detect fundamental shifts in our industry (e.g.,
competition, technology).

Information Dissemination (D) ID1: When something important happens to major customers, the whole
hotel knows about it shortly.
ID2: When one unit finds out something important about competitors, it is
fast to alert other units.

Shared Interpretation (SI) SI1: We develop a shared understanding in our hotel of the available market
information.
SI2: We develop a shared understanding in our hotel of the implications of a
marketing activity.

Organization Responsiveness ORL1: It takes us a short time to decide how to respond to our competitor’s
(OR) price changes.
OR2: We are fast to respond to changes in our customer’s product or
service needs.
OR3: If a major competitor launched a campaign to our customers, we
implement a response immediately.

E-Marketing (EM) EM1: We collect and exchange market information through online dialogue
with customers.

EM2: Our marketing communication involves using technology to
communicate with and among many individuals.

EM3: We communicate electronically with our clients continuously and
interactively.

EM4: When customers buy our products, we believe they expect to interact
through technology.

EM5: Communication with customers is personalized with the use of
interactive technology.

EMG6: Our marketing activities are intended to create IT-enabled dialogue.
EM7: Our marketing planning is focused on issues related to managing
IT-enabled relationships between the firm and individuals.

EM8: Our marketing resources (e.g. people, time, money) are invested in
the creation of 1T-enabled dialogue.

EMQ: In this hotel, marketing activities are carried out by marketing
specialists in collaboration with technology experts.

Hotel Performance (HP)

Customer Performance (CP) CP1: Our customers are loyal.
CP2: Our customers are satisfied.
CP3: Our products/service bring for customer life time value.
CP4: Our customers are willing to retain.

Financial Performance (FP) FP1: Our market share is growing.
FP2: Our sales are growing.
FP3: Our selling cost is reducing.
FP4: Our (Return on Investment) is growing.

4.1 Descriptive Analysis

In order to describe the responses and thus the attitude of the respondents toward each question they were asked in
the survey, the mean and the standard deviation were estimated. While the mean shows the central tendency of the
data, the standard deviation measures the dispersion which offers an index of the spread or variability in the data
(Pallant, 2005; Sekaran & Bougie, 2013). In other words, a small standard deviation for a set of values reveals that
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these values are clustered closely about the mean or located close to it; a large standard deviation indicates the
opposite. The level of each item was determined by the following formula: (highest point in Likert scale - lowest
point in Likert scale) / the number of the levels used = (5-1) / 5 = 0.80, where 1-1.80 reflected by “very low”,
1.81-2.60 reflected by “low”, 2.61-3.40 reflected by “moderate”, 3.41-4.20 reflected by “high”, and 4.21-5 reflected
by “very high”. Then the items were being ordered based on their means. Tables 3 and 4 show the results.

Table 3. Overall mean and standard deviation of the study’s variables

\-/rgrpize;\lglfe Variables Mean Standard Deviation Level Order

Irl?:ﬁzr;clig:t Total Quality Management 3.49 0.41 High
Customer Focus 3.81 0.57 Moderate 4
Internal/External Cooperation 3.34 0.62 Moderate 5
Continuous Improvements 3.60 0.72 High 1
Leadership 3.32 0.63 Moderate 7
Employee Fulfillment 3.54 0.63 High 2
Learning 3.34 0.72 Moderate 5
Process Management 3.47 0.58 High 3
E-Marketing 3.54 0.94 High

I\\/I/Zdrligglneg Market Orientation 3.68 0.76 High
Information Generation 3.70 0.91 High 2
Information Dissemination 3.87 0.93 High 1
Shared Interpretation 3.48 1.00 High 4
Organization Responsiveness 3.69 0.89 High 3

D\igﬁgﬁgt Hotel Performance 3.74 0.82 High
Customer Performance 3.88 0.90 High 1
Financial Performance 3.61 0.87 High 2

As presented in Table 3, data analysis results have shown that market orientation, e-marketing, and total quality
management in Agaba hotels do exist highly and respectively. Also, hotel performance is applied to a greater extent.

Table 4 demonstrates the mean, standard deviations, level, and order scores for items to each variable.

Table 4. Mean and standard deviation of the study’s variables

Customer Focus Mean SD Level Order
CF1 4.39 0.76 Very high 2
CF2 441 0.78 Very high 1
CF3 2.63 1.41 Moderate 3
Internal/External Cooperation Mean SD Level Order
IC1 3.24 1.20 Moderate 3
IC2 2.72 1.11 Moderate 5
IC3 3.92 0.95 High 1
IC4 3.02 1.19 Moderate 4
IC5 3.83 0.95 High 2
Continuous Improvements Mean SD Level Order
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Cl1 3.18 1.20 Moderate 3
Cl2 4.04 0.81 High 1
CI3 3.59 1.05 High 2
Leadership Mean SD Level Order
LS1 3.68 1.00 High 2
LS2 2.82 1.09 Moderate 4
LS3 2.90 111 Moderate 3
LS4 3.90 0.93 High 1
Employee Fulfillment Mean SD Level Order
EF1 2.87 1.12 Moderate 3
EF2 3.86 0.88 High 2
EF3 3.92 0.89 High 1
Learning Mean SD Level Order
LG1 3.74 1.04 High 1
LG2 3.68 0.98 High 2
LG3 2.97 1.11 Moderate 3
LG4 297 1.22 Moderate 3
Process Management Mean SD Level Order
PM1 3.64 0.98 High 2
PM2 3.41 1.21 High

PM3 3.67 1.13 High 1
PM4 2.96 1.10 Moderate 6
PM5 3.58 0.98 High 4
PM6 3.61 1.01 High 3
E-Marketing Mean SD Level Order
EM1 3.74 0.94 High 4
EM2 3.66 1.02 High 5
EM3 3.88 0.98 High 1
EM4 3.87 1.01 High 2
EM5 3.51 1.06 High 7
EM6 3.46 1.08 High 8
EM7 3.66 1.04 High 5
EMS8 3.80 1.00 High 3
EM9 3.62 0.98 High 6
Information Generation Mean SD Level Order
IG1 3.52 1.09 High 2
1G2 3.61 1.07 High 1
Information Dissemination Mean SD Level Order
ID1 3.60 1.07 High 1
ID2 3.59 111 High 2
Shared Interpretation Mean SD Level Order
sSi1 3.55 1.07 High 1
SI2 3.48 111 High 2
Organization Responsiveness Mean SD Level Order
OR1 3.60 1.08 High 1
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OR2 3.43 1.08 High 3
OR3 3.51 1.12 High 2
Customer Performance Mean SD Level Order
CP1 3.87 1.00 High 2
CP2 3.86 0.99 High 3
CP3 3.82 1.02 High 4
CP4 3.98 0.96 High 1
Financial Performance Mean SD Level Order
FP1 3.64 0.99 High 3
FP2 3.75 1.03 High 1
FP3 3.37 1.23 Moderate 4
FP4 3.70 1.09 High 2

4.2 Measurement Model

Confirmatory factor analysis (CFA) was conducted to check the properties of the instrument items. Indeed, the
measurement model indicates how latent variables or hypothetical constructs are assessed in terms of observed
variables; and embodies the validity and reliability of the observed variables responses for the latent variables
(Bagozzi & Yi, 1988; Hair et al., 2006). Table 5 shows different types of goodness of fit indices in assessing this
study initial specified model. Because the initial CFA model did not provide an acceptable fit, thirteen items (CF3,
IC2, IC3, IC5, CI3, LS2, EF1, LG3, LG4, PM1, PM2, PM4, and FP3) were eliminated to obtain a better fitting
measurement model. The results of the revised CFA indicated that the chi-square (x5 value of the model was
1296.344, with 688 degrees of freedom (p < 0.05), which implies that the measurement did fit the data well. The
other model fit indices used for this study were the xZdf (1296.344/688 = 1.884; threshold less 3 for a serious
viewpoint or less 5 for acceptable criteria), the Incremental Fit Index (IFI) of 0.89, Tucker- Lewis Index (TLI) of
0.87, Comparative Fit Index (CFI) of 0.89, the Goodness-of-Fit Index (GFI) of 0.90, the Adjusted Goodness-of-Fit
Index (AGFI) of 0.91, the Normed Fit Index (NFI) of 0.92, the Root Mean Square Error of Approximation (RMSEA)
of 0.068, and the Standardized Root Mean Square Residual (SRMR) of 0.056. Based on these fit indices, the
measurement model appeared to fit the sample data well (Hair et al., 2010).

Table 5. Measurement model fit indices

Model X2 df xZdf IFI TLI CFl GFI AGFI RMSEA
Initial 2884.79 1286 2.243 0.77 0.74 0.77 0.79 0.80 0.081
Model

Final 1296.34 688 1.884 0.89 0.87 0.89 0.90 0.91 0.068
Model

Table 6 shows the factor loadings, Cronbach alpha, composite reliability, and Average Variance Extracted (AVE) for
the variables. All of the indicators of the factor loadings exceeded 0.50, thus constitute evidence of convergent
validity (Bagozzi & Yi, 1988; Creswell, 2009). Indeed, while the measurement reached convergent validity at the
item level because all of the factor loadings went above 0.50, all of the composite reliability values exceeded 0.60,
demonstrating a high level of internal consistency for the latent variables. In addition, since each value of AVE
exceeded 0.50 (Bagozzi & Yi, 1988; Hair et al., 2006), the convergent validity was proved.
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Table 6. Properties of the final measurement model

Constructs and Factor Std. Square Error Cronbach Composite AVE

Indicators Loadings Error Multiple Variance Alpha Reliability* **
Correlation

Customer Focus 0.845 0.90 0.80

CF1 0.864 falaied 0.747 0.148

CF2 0.863 0.111 0.745 0.155

Internal/Extern 0.771 0.87 0.77

al Cooperation

IC1 0.589 falaied 0.945 0.116

IC4 0.678 0.163 0.766 0.114

Continuous 0.797 0.77 0.62

Improvements

Cl1 0.515 falaied 0.265 0.151

Cl2 0.505 0.084 0.133 0.163

Leadership 0.724 0.89 0.73

LSs1 0.741 falaied 0.548 0.175

LS3 0.505 0.124 0.133 0.114

LS4 0.656 0.111 0.431 0.166

Employee 0.717 0.87 0.78

Fulfillment

EF2 0.720 falaied 0.518 0.155

EF3 0.776 0.133 0.602 0.157

Learning 0.778 0.86 0.76

LG1 0.880 faleie 0.480 0.159

LG2 0.586 0.081 0.343 0.177

Process 0.741 0.90 0.74

Management

PM3 0.692 faleie 0.480 0.179

PM5 0.672 0.098 0.452 0.167

PM6 0.754 0.103 0.568 0.157

Information 0.849 0.91 0.84

Generation

IG1 0.852 falaied 0.727 0.134

1G2 0.869 0.073 0.756 0.138

Information 0.861 0.91 0.84

Dissemination

ID1 0.908 Fkx 0.825 0.140

ID2 0.833 0.066 0.694 0.145

Shared 0.854 0.90 0.81

Interpretation

Si1 0.889 Fkx 0.791 0.164

SI2 0.838 0.083 0.702 0.166

Organization 0.896 0.93 0.82

Responsiveness

OR1 0.853 faladed 0.728 0.142

OR2 0.825 0.067 0.680 0.141
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OR3 0.815 0.066 0.664 0.142

E-Marketing 0.958 0.97 0.83
EM1 0.809 il 0.655 0.146

EM?2 0.840 0.073 0.705 0.138

EM3 0.887 0.071 0.786 0.142

EM4 0.838 0.076 0.702 0.132

EM5 0.875 0.072 0.765 0.140

EM6 0.849 0.076 0.720 0.138

EM7 0.847 0.074 0.718 0.134

EMS8 0.853 0.074 0.727 0.137

EM9 0.829 0.077 0.687 0.144

Customer 0.925 0.95 0.80
Performance

CP1 0.843 il 0.711 0.135

CP2 0.840 0.068 0.706 0.135

CP3 0.892 0.067 0.796 0.129

CP4 0.901 0.063 0.812 0.125

Financial 0.883 0.93 0.83
Performance

FP1 0.906 il 0.821 0.131

FP2 0.855 0.060 0.731 0.139

FP4 0.782 0.069 0.611 0.155

* Employing Fronell & Larcker’s (1981) formula, the composite reliability calculation is expressed by the following
equation:

Composite Reliability = (Z Li) & ((Z Li) =+ X Var (Ei))

where Li is the standardized factor loadings for each indicator, and Var (Ei) is the error variance associated with
the individual indicator variables.

** The formula for the variance extracted is:

Average Variance Extracted = X Li & (X Li =2+ X Var (Ei))

where Li is the standardized factor loadings for each indicator, and Var (Ei) is the error variance associated with
the individual indicator variables.

4.3 Structural Model

The SEM analysis revealed that the total quality management directly, positively, and significantly affected market
orientation (f = 0.462, t = 4.675, p = 0.000); thus, H1 was accepted. Also, e-marketing and market orientation found
to be directly and positively impacted hotel performance; consequently, H3 and H4 were accepted (see Table 7).
However, H2 was rejected as (B = 0.091, t = 1.300, p = 0.193); that total quality management did not impact hotel
performance. Furthermore, the coefficient of determination (R3 for the research endogenous variables for market
orientation, and hotel performance were 0.10, and 0.55 respectively, which indicates that the model does moderately
account for the variation of the proposed model.
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Table 7. Summary of proposed results for the theoretical model

Research Proposed Paths Coefficient t-value p-value Empirical
Value Evidence

H1: TQM — MO 0.462 4.675 0.000 Supported

H2: TQM — HP 0.091 1.300 0.193 Not supported

H3: EM — HP 0.396 10.553 0.000 Supported

H4: MO — HP 0.525 10.743 0.000 Supported

TQM: Total Quality Management; MO: Market Orientation; EM: E-Marketing; and HP: Hotel Performance.

5. Discussion and Conclusions

This study shows that TQM and market orientation positively affects hotel performance. The hotel should consider
TQM or market orientation as a facilitating management tool for improving organizational performance. These
results are consistent with those obtained by Claver-Cortés et al. (2008), Langer (1997), and Sin et al. (2005) in hotel
industry studies. These may be that hotels implementing TQM or market orientation, which strengthen service,
teamwork, and reward systems, and help in modifying business operating speed of responsive to changes in internal
and external customer needs (Youssef et al., 1996), thus reducing uncertainty in business management (Van Zyl &
Mathur-Helm, 2007) as to get more improvements and development in hotel performance. Literature review revealed
a lack of academic research on the links between TOM and market orientation in the hotel most important for hotel
TQM practice. Hoteliers more effectively reinforce these elements in ways such as supplying customized products or
focus importance of interdepartmental or external (that is, customers or suppliers) connectedness via networks or
through information or communication technology systems.

Market orientation enhances hotel performance. Hoteliers are aware that changes in consumer perception and
competitor activities are important for hotels. Hoteliers must also continuously educate and train employees to detect
and understand such changes. Furthermore, sharing customer and competitor information within the hotel fulfills
customer needs and with new solutions. TQM identifiably affects market orientation. Market orientation has a
mediating effect on the relationship between TQM and hotel performance, showing that TQM offers of tools that
organization can transform to achieve a market orientation (Yam et al., 2005). Market orientation helps in the design
of the hotel and offers a service mix that customers perceive as superior quality in turn enhancing hotel performance.
Hotels request close co-ordination between their marketing and departments, and do not only use TQM strategies.
But also strengthen marketing strategies to meet and satisfy customer needs in hotel management systems the
external environment is constantly changing. Adopting TOM and market orientation as a business strategy is
important especially as external environmental factor.

Factors challenge the ability of hotels to understand competitor actives, strive to improve products, services and
processes, speed improve responses to competitor actions and follow up the most profitable customers using new
technologies such as email, websites or online communities. Consequently, hoteliers adopt TOM and market.
Orientation as a save for rainy days method, or as a breadth of resource and more flexible forms to meet changing
market needs. Total quality management provides a systematic comprehensive for developing a work environment to
build an organization engaged in market orientation behavior, and creating a market orientation atmosphere and
environment (Yam et al., 2005). Marketing helps in strategic planning (Piercy, 1998) which leads to improve hotel
performance. The analytical results also indicate that the value criterion hotels provide for customers also required.
Close coordination between the marketing and quality departments as (Lai, 2003) suggested, which helps promote
customer satisfaction and financial performance (Yam et al.,, 2005). The hotel integrates TQM with market
orientation is essential for hotel performance that’s to say, the hotel shall call for close coordination ordination
between marketing and quality departments.

Total quality management does not affect the performance of the hotel so that these hotels do not implement total
quality management because it did not focus on activities that satisfy customers and emphasis on teamwork between
departments on these hotels as should be allowed for all to participate in the improvement of products and services,
and work to train workers, and to allow workers to take actions of his own even though it did not correspond with
another study where total quality management affect positively on the performance of the hotel TQM positively
affects hotel performance through improvements in customer focus, internal/external cooperation, leadership,
continuous improvement, process management, employee training, empowerment, and rewards. Hoteliers are the
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ones who determine the areas of total quality management in which they invest, and the areas requiring
improvements. However, the degree of implementation of the basic elements of TQM influences business
performance (Powell, 1995). In this study, elements of TQM such as customer focus (factor loading = 0.75) and
internal/external cooperation (factor loading = 0.72) very important for hotel TQM practice. Hoteliers more
effectively reinforce these elements in ways such as supplying customized products or services or focus the
importance of interdepartmental or external connectedness via networks or through information or communication
technology systems. The researches of e-marketing in the hotel industry in Agaba confirm the assumption that Agaba
hotels have accepted and implemented e-marketing in their businesses. The researches results show that most of the
hotel companies surveyed achieved a high level of e-marketing. In their daily operations, the hotel companies use a
range of different ICT in communication in the hotel. By creating online dialogue using interactive technology with
customers electronically and communicate with clients consistently and interactively, and focused planning and
marketing, we have focused on several issues related to the management of information technology to enable
relations between the company and individuals. Also, our resources are invested marketing (such as people, time,
and money) to create a dialogue on information technology, and implementation of marketing activities by marketing
specialists in cooperation with technology experts.

In general, there is a positive attitude towards the use of ICT and the Internet in the hotel business. The respondents
are aware of the importance of ICT for success in the highly competitive market. This finding is similar to that in
(Lon¢ari¢ & Radeti¢ 2015) study that has proved, by conducting research of e-marketing in the hotel industry of
Istria County, the research results show that most of the hotel companies surveyed achieved a medium or high level
of e-marketing. In their daily operations, the hotel companies use a range of different ICT in communication in the
hotel or with the market. Almost all companies use the Internet, Wi-Fi, digital satellite, and TV. The companies that
apply e-marketing achieved better hotel performance. That is consistent with previous research (Brodie et al. 2007);
(Shuai & Wu, 2011) despite the constraints that impede the use of ICT and e-marketing in the hotel business; it is
evident that using ICT and e-marketing is a necessity. Hotels need to improve the quality of their websites and
update content continually, use mobile applications and online booking to a greater extent, use e-mail marketing,
foster a personalized relationship and adjust supply to customer requirements, apply social networks, and yes the
implementation of e-marketing practice in the hotel industry deserve further attention.

In our study we show that market orientation helps in generating information about changes in the product for our
customers and preferences of rapid detection of fundamental shifts in our industry (for example, competition, and
technology). The findings indicated that market orientation constitutes a significant determinant of hotel performance.
By being market oriented, hotel performance will not only increase their “customer focus and become more
customer-oriented” but they will need to gather information about their competitors and respond to their actions
while they will try to coordinate and communicate all of their resources within their hotel units. Attracting customers
is considerably more difficult and costly than retaining them, particularly during difficult economic conditions, and
travel services that are consistently market oriented should be in a better position to maintain their profitability. In
sum, if hotels firms wish to increase their performance, they need to adopt first a certain degree of market orientation.
The study shows that market orientation constitutes a necessary element for hotels performance, the impact
positively on the performance of the hotel that's compatible with the study (Tsiaotso & Flahibl, 2011) and constitutes
the first attempt of this study to investigate the relationship of relations between market orientation, e-marketing, and
performance. The results confirm that the market determines the performance of the service orientation. However,
this is a double mechanism, directly or indirectly effect mediated by marketing resources such as e-marketing list.
This paper integrates points of view of e-marketing and market-oriented in order to clarify the mechanisms by which
the performance effects of marketing orientation. This research leaves from previous attempts that have achieved
either a direct effect of market orientation on performance or the direct impact of e-marketing performance, suggests
that the market orientation of both a direct impact on the performance. Some studies strongly advocate that firms
adopt a market orientation to achieve competitive advantage and market orientation may represent an important
capability that can transform firm assets into superior performance (Zhou et al., 2005). Therefore, building
market-orientated environment will strengthen competitive advantages of enterprise (Barney, 1991). Finally, the
hotels that take consideration of quality management, market orientation and e-marketing will lead to improving the
performance of the hotel and increase profits and market share.

This study suffers from a number or shortcomings that should be taken into consideration, and perhaps be addressed
in future research, as this research aims to hotel industry with distinctive differences in degrees of classification and
the degree of turbulence in the market, and the intensity of competition. Questionnaire in this study comprised 54
items that were answered by hotel employees. It was used ways to spend on the road of common variation, including
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the anonymity of the defendant, and that means not to be identified because the terms of the scale, and through the
questionnaire show that quality management has been applied loosely in Agaba hotels so the hotels should seek in
the future to achieve quality management by focusing on customer satisfaction and meet their needs; hotel managers
should cooperate with the staff to express their views and make suggestions and seek collective action inside the
hotel; hotel managers should invest in long-term activities and the ability to keep pace with changes and good
planning to perform the services that the administration allows employees to make decisions on their own; hotels
should be taking overall quality standards in its services, such as: 1SO, and that the services and products offered in
designer hotels are well on the basis of quality standards; managers at hotels should be given training programs to
improve the level of performance of staff; management should speed capacity in responding to changes available to
competitors in the market in the shortest possible time; and the administration must increase the advertising
campaigns that help marketing of the hotel and increase its market share.
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