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The Effect of Market Orientation on the Marking Performance: Applied
Study on Travel and Tourism Agencies Operating in Amman

Humam S. Malki, Hani H. Dmour

ABSTRACT

This study aimed to investigate the impact of the market orientation level on the marketing performance for

the tourism and travel agencies operating in Amman. The importance of this study stems from studying the

components of market orientation (both individually and collective) and their relationships with the marketing

performance. To achieve this objective, a questionnaire was designed and distributed to a sample of (152)

tourism agencies and (148) were received, with a return ratio of 94.4%. The data were analyzed via the SPSS

package.

The following results were reached from this study:

—  There is an effect of all the market orientation's components on the overall marketing performance of the
tourism agencies. But, there is no effect of both "generating and disseminating information" and
"competitive orientation" on the marketing performance individually and collectively.

—  There is an effect of the components of all the market orientation and some marketing performance
measure, as the agency market share, sales growth ratio and profitability (individually). But there is no
effect on the return of investment criteria if we take it individually.

— There is a difference in the extent of some market orientation components effect on the marketing
performance criteria.

In light of the above mentioned results, the appropriate recommendations were given for travel agencies such

as taking into consideration the importance of each component of market orientation when determining

marketing goals.

KEYWORDS: Market orientation, Marketing performance, Customer orientation, Competition
orientation
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