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Abstract: This study seeks to evaluate the market orientation literature within the scope of the
hotel industry. It uses bibliometric methods, particularly a co-citation analysis combined with a
literature review. Data were obtained from the Web of Science database and 136 unique documents
were used in the analysis. The results show that market orientation literature using data from
the hotel industry has been focused on assessing the relationship with hotel business performance
and involves three background subjects: methodological aspects regarding the statistical analysis,
market orientation theoretical framework and measurement scales, and innovation-related issues,
particularly concerning the provided service, including incremental and radical innovations, which
are critical over periods of market turmoil. A proposal for future research is presented.
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1. Introduction

The tourism industry plays a relevant role in sustaining places’ and countries’ economies.
Its effects in generating wealth are seen, for instance, through maintaining the employment
level. According to the World Travel and Tourism Council (World Travel and Tourism Council
2020), the travel and tourism industry accounted for 330 million jobs around the world in
2019 and 10.3% of the global economy, contributing to 3.5% of the GDP growth.

The COVID-19 pandemic caused severe harm to the hospitality industry and to the
tourism sector as a whole. Entire economic sectors were shut down, particularly hotels,
restaurants, and related companies, as well as public transportation and particularly inter-
national commercial and travel services, which tumbled in 2020 due to travel restrictions
related to the COVID-19 pandemic (World Trade Organization 2021), which ultimately
led international tourism to a halt (Gössling et al. 2021). Hotels were among those who
suffered most because of the measures to tackle the pandemic. Due to their characteristics,
which include a wide range of operations, such as production and sales (usually combined
in the service provided to clients, happening mostly simultaneously and oftentimes in
closed and crowded spaces), hotel companies became among the first ones to suffer the
consequences of the pandemic. Hotel companies have several common characteristics,
namely, they: are spread worldwide; operate 24 h, seven days a week; are a production
and service industry; provide services directly to customer in the same premises where the
staff may live; have a high turnover of staff joining and leaving the industry; and have high
fixed costs and a fixed rate, but a fluctuating seasonal and often unpredictable demand
(Mullins 1993), which make them particularly targeted by the effects of disruptive events
such as economic crises, pandemics, terrorism, crime, or war, as tourists’ risk perception
is a main source of tourism demand variability (Cohen 2012; Smeral 2009; Farmaki 2021;
Aliperti and Cruz 2019).
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Market orientation is defined as the business culture that most effectively and effi-
ciently enables the creation of superior value to clients (Narver and Slater 1990) or monitor-
ing factors influencing customers’ needs and preferences, disseminating and responding
to it, targeting customer satisfaction (Kohli and Jaworski 1990); it is centered in providing
superior value to clients. Market-oriented companies pursue an objective of satisfying
customers’ current and future needs (Narver and Slater 1990), involving a concerted effort
from the overall firm departments with this goal (Shapiro 1988) targeting business perfor-
mance. Empirical evidence has shown that market orientation is positively related with
business performance (Agarwal et al. 2003; Nwokah 2008; Wang et al. 2012) and, due to
its characteristics involving a high degree of interactions between staff and customers, it
seems appropriate for fostering business performance in the hotel industry, particularly
in periods of high uncertainty when customer risk perception fosters demand variability
when deciding for a destination or making a reservation.

This study’s main objective is to perform an analysis of market orientation literature
on hotel companies using bibliometric methods, specifically, a co-citation analysis and a
literature review. Despite the continuous challenges faced by hospitality companies and
hotel companies specifically, the reported positive effect of market orientation in business
performance in the literature, and several studies focused on analysing the course and
nature of the market orientation literature (e.g., Gheysari et al. 2012; Kirca et al. 2005;
Langerak 2003; Lee and Chang 2014; Liao et al. 2011), to the authors’ knowledge, a study of
this kind is yet to be produced. Moreover, the COVID-19 pandemic and the constraints
faced by the hotel companies has created a gap in the literature that needs to be filled,
specifically to provide a framework about the assessment of the relationship between
market orientation and business performance in hotel industry to guide and plan the path
for the future of the research stream.

The remainder of this document has the following framework: The next section
provides a literature review. Section 3 describes data and methods, Section 4 presents
the study results, and Section 5 presents the results discussion, future research lines, and
main conclusions.

2. Literature Review

Market orientation allows for a unifying objective between individuals and depart-
ments from a company in targeting the satisfaction of the present and latent customer
needs, further making customer satisfaction an ongoing job (Slater and Narver 1994b).
It also produces a sense of belonging to the organization in the workforce, in which the
central goal is to satisfy the costumer, leading to a compromise with the efforts of clients
satisfaction (Kohli and Jaworski 1990) and, consequently, improving business performance.
Furthermore, the link between market orientation and business performance seems to
be robust, even in the context of market turbulence (Jaworski and Kohli 1993) such as
the COVID-19 pandemic or the current international turmoil characterized by general-
ized higher prices as a consequence of disruption in supply chains caused by COVID 19
pandemic and the current war in Ukraine.

The conceptual structure of market orientation construct was developed by Narver
and Slater (Narver and Slater 1990) and Kohli and Jaworski (Kohli and Jaworski 1990),
which settled the foundation for the overall development of the research stream. However,
the market orientation concept has its roots in previous research related to the development
of the concept of marketing (Drucker 1954; Smith 1958; McKitterick 1957; Levitt 1960;
Alderson 1957; Kotler 1972), which was rediscovered as a tool to surpass the constraints
and fierce competition faced by US companies (Webster 1988) during the 1980s, and led
scholars and managers to put market orientation at the top of their agendas (Shapiro 1988).

Despite the emergence of several definitions and proposals, market orientation de-
pends on companies’ ability to obtain information about their customers, competition,
and markets, as well as how they understand it and respond accordingly (Narver and
Slater 1990; Kohli and Jaworski 1990; Shapiro 1988) to create superior value to customers,
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targeting business performance (Narver and Slater 1990). One of the main goals of a firm is
customer satisfaction, which is usually seen as a determinant of repeated sales, positive
word-of-mouth, and consumer loyalty (Bearden and Teel 1983). Furthermore, consumer
loyalty is found to positively affect business performance (Williams and Naumann 2011;
Morgan and Rego 2006; Sampaio et al. 2020), and positive word-of-mouth significantly
affects future market share (Morgan and Rego 2006).

Therefore, departing from a framework where the customer is the one who determines
what the business is (Drucker 1954), market-oriented firms seem better prepared to satisfy
clients and attain higher business performance. Empirical research shows that market
orientation positively affects service quality (Chang and Chen 1998) as well as business
performance (Haugland et al. 2007; Lee et al. 2015; Vega-Vázquez et al. 2016; Sampaio et al.
2021; Wang et al. 2012; Nwokah 2008) and if implemented by hotel firms, it is specifically
suited to solve constraints faced by hotel companies targeting business performance.

Customers usually adopt behaviours according to the environmental context, and
recent years have shown that the disruption in worldwide markets, specifically in the
hotel industry, led companies to implement tighter measures due to sanitary constraints,
including innovations to face the pandemic, and they obtained positive abnormal returns
immediately (Sharma et al. 2021). Therefore, service quality can be a powerful tool in build-
ing customer confidence and consequently, customer satisfaction, and it can occur within
multiple levels of an organization (Sureshchandar et al. 2002). On the other hand, several
determinants of customer satisfaction like cleanliness, aesthetics, integrity, functionality,
reliability, and security are among the main customer dissatisfiers and are also associated
to other tangible aspects of service (Johnston 1997), are among the top priorities in the hotel
industry during the COVID-19 pandemic, and are expected to affect customer behaviours
when deciding to which hotel to book.

Consequently, temporary disruptions such as COVID-19, economic turmoil, and war
pressure customers to adopt more or less temporary behaviours to adjust their needs to the
ongoing constraints. However, it is expected that some of these behaviours perdure over
time, at least partially. This is the case of some determinants of customer satisfaction that
market orientation seems to positively affect.

3. Data and Methods
3.1. Data

Data used in the analysis was retrieved from the Web-of-Science (WoS) database. This
database is among the largest sources of published scientific literature, it is the oldest, and
its coverage includes both bibliographic data and citation (Li et al. 2010; Ellegaard and
Wallin 2015). Furthermore, the conducted analysis requires a standardized source of data,
which the use of the WoS database enables (van Eck and Waltman 2020). Consequently,
a search in the main collection of the WoS database was conducted in July 2021, seeking
the document type “article” published in all the available years, in the “English” language.
A query was computed in the database webpage searching for documents including the
terms ‘market orientation’ and ‘hotel’ in the fields ‘title’, ‘abstract’, ‘keyword plus’, and
‘author keywords’. The search returned 136 unique documents. Later, the articles’ abstracts
were analysed to assess if they fit within the scope of the study’s objective. During this
process, all the obtained documents were retained for the analysis.

3.2. Methods

This study used a mixed approach to conduct the literature analysis about market
orientation in hotel companies. We used bibliometric methods, such as co-citation analysis,
backed by an analysis of the relevant literature.

Co-citation analysis seeks to interconnect the known elements of the corpus of knowl-
edge embodied in scientific and academic literature. It is based on the frequency with
which pairs of earlier documents are cited together by later literature, and the num-
ber of identical cited items defines the strength of co-citation between two cited papers
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(Marshakova-Shaikevich 1973; Small 1973; Morris and der Veer Martens 2008; Small 1999).
The co-citation is displayed in a map representing the most relevant documents, forming
clusters of points representing aspects such as “subject areas, research specialties, schools of
thought, shared intellectual styles, or temporal or geographic ties” (McCain 1990, p. 433).

To address the study’s objective and conduct the bibliometric analysis, the bibliometrix
package (Aria and Cuccurullo 2017) for R software (R Core Team 2020) was used to compute
data and extract bibliometric data, including the publish timeline, main sources, and the
co-citation map. This procedure is followed by a literature review to the most relevant
studies portrayed in the co-citation network to provide a picture of the evolution of the
research stream.

4. Results

This section is divided by subheadings. It should provide a concise and precise
description of the experimental results, their interpretation, as well as the experimental
conclusions that can be drawn.

4.1. Descriptive Analysis

As mentioned in the data and methods section, the search conducted in the WoS
database returned 136 articles. Results showed that the 136 documents composing the
dataset were published in 67 different journals over a timespan from 1999 to 2022 and
present 7893 references. Figure 1 represents the publishing timeline. To portray a coherent
image of the publishing timeframe, data from 2022 were removed from the graph, although
at the time of the search in the WoS database (July 2022), there were eight documents
published in 2022.
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Although the early developments of the marketing concept were in the 1950s and
early 1960s by authors such as (Alderson 1957), (Drucker 1954), (McKitterick 1957), or
(Levitt 1960), market orientation literature production increased in the 1990s. Studies
such as (Narver and Slater 1990), (Slater and Narver 1994b), (Kohli and Jaworski 1990),
Kohli et al. (1993), and (Jaworski and Kohli 1993) settled the theoretical foundations for
the present state-of-the-art market orientation literature, further developing the most used
market orientation measurement scales, namely, the MARKOR scale (Kohli et al. 1993) and
the MKTOR scale (Narver and Slater 1990). Moreover, additional developments occurred
in the 1990s, and supplementary market orientation measurement scales were proposed
(e.g., Deshpandé and Farley 1998; Deshpande et al. 1993; Gray et al. 1998; Ruekert 1992),
mostly targeting the industrial and consumer goods sectors (Gray et al. 2002; Sin et al. 2005;
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Tajeddini 2010). Thus, as shown in Figure 1, despite the developments in the market
orientation literature in the early 1990s, overall, studies focused on hotel industry were
scarce until the 2010s. Departing from the year 2010, the research line became much more
relevant with a steady increase of published documents.

Regarding the main sources of published papers on market orientation and hotel firms,
the top ten most relevant journals, according to the number of citations, are portrayed in
Table 1.

Table 1. Most relevant sources.

Sources Articles

International Journal of Hospitality Management 27
International Journal of Contemporary Hospitality Management 16

Journal of Business Research 6
Journal of Hospitality and Tourism Management 5

Services Industries Journal 4
European Journal of Marketing 3

Journal of Hospitality & Tourism Research 3
Service Business 3

Cornell Hospitality Quarterly 2
Current Issues in Tourism 2

Results (Table 1) further show that the scientific literature about market orientation
in the hotel industry has been published mostly in tourism- and hospitality management-
related journals or service marketing journals.

4.2. Co-Citation Analysis

Regarding the co-citation analysis, the goal was to map the literature and reveal the
structure and theoretical foundations of the market orientation research stream concerning
hotel companies. The co-citation analysis is based on counting the number of times two
documents are cited together by later literature (Zupic and Čater 2015; McCain 1991;
Small 1973) to link literature and their authors.

Following the methodologic procedures, a threshold of the 50 most co-cited papers
was established to limit the number of papers to a manageable size and to assure that only
relevant documents, based on the number of citations, were retained for further analysis
(Zupic and Čater 2015). The results returned a co-citation map of 50 documents split into
three clusters, as shown in Figure 2.

Figure 2 shows that there are three main clusters: the red cluster (cluster 1) with 17
articles, the blue cluster (cluster 2) with 18 documents, and the green cluster (cluster 3) with
15 items. Following this outcome, the articles in each cluster were evaluated to identify the
main underlying subjects. Table 2 provides results from cluster 1.

Table 2. Short descriptions of the cluster 1 articles.

Nr. Document Short Description

1 (Agarwal et al. 2003)
Examines the relationship between market orientation and performance in hotel

companies and its association with measures of service quality, customer satisfaction,
and employee satisfaction.

2 (Chin 1998)
Provides an introduction to the Partial Least Squares (PLS) approach for structural
equation modelling and contrasts it with the covariance-based approach. Provides

further insights about the conditions in which the PLS technique is appropriate.

3 (Day and Wensley 1988)
Evaluates the organizing framework that clarifies the nature of competitive advantage
and uses it to distinguish the sources of advantage from their consequences for relative

competitive position and performance superiority.
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Table 2. Cont.

Nr. Document Short Description

4 (Deshpande et al. 1993)
Examines the impact of culture, customer orientation (market orientation), and

innovativeness on business performances, further proposing a construct to measure
market orientation, labelled as “customer orientation”, based on a cultural perspective.

5 (Jaworski and Kohli 1993)

Examines three main questions: “Why are some organizations more market-oriented
than others?”, “What effect does a market orientation have on employees and business

performance?”, and “Does the linkage between a market orientation and business
performance depend on the environmental context?”. Uses the Kohli and Jaworski

(Kohli and Jaworski 1990) framework and proposes a new market orientation
measurement scale.

6 (Kirca et al. 2005) Conducts a meta-analysis on market orientation literature which aggregates the
empirical findings from the research stream.

7 (Kohli and Jaworski 1990) Synthesizes the extant knowledge about market orientation, clarifies the construct’s
domain, and provides the foundation for future research about market orientation.

8 (Kohli et al. 1993) Departs from previous studies (i.e., Kohli and Jaworski 1990; Jaworski and Kohli 1993),
defines market orientation, and develops the MARKOR measurement scale.

9 (Narver and Slater 1990) The authors provide a report on the development of a measure of market orientation
(MKTOR scale) and assesses its effect on business’ profitability.

10 (Preacher and Hayes 2008)
Delivers a summary of simple and multiple mediation and explores approaches that can
be used to investigate indirect mediator effects, as well as methods for contrasting two

or more mediators within a single model.

11 (Ruekert 1992)

Examines the variation in market orientation across strategic business units, the
relationship between market orientation and the business unit’s organizational systems,
and the relationship between market orientation, individual job attitudes, and business

unit performance.

12 (Sandvik and Sandvik 2003)
Studies the impact of market orientation on business performance in the Norwegian
hotel industry, testing if product innovativeness acts as mediator in the relationship

between market orientation and business performance.

13 (Sargeant and Mohamad 1999)
Assesses the implementation of market orientation in the United Kingdom (UK) hotel

industry. Finds that many organizations need to achieve a higher degree of market
orientation and to focus on competitors.

14 (Sin et al. 2005)
Investigates the link between market orientation and business performance in the hotel

industry. Finds a positive relationship between market orientation and marketing
performance, as well as with financial performance.

15 (Slater and Narver 1994a)

Evaluates how a competitive environment affects the strength of the relationship
between market orientation and business performance and if it produces a greater

emphasis on customer analysis relative to competitor analysis, or vice versa,
considering a given magnitude of market orientation.

16 (Wang et al. 2012)

This study incorporates factors such as market and technological turbulence, and
competitive intensity in a model to examine how total quality management (TQM) and

market orientation affect hotel performance and if market orientation mediates
relationship between TQM and hotel performance.

17 (Zhou et al. 2009) Evaluates how customer value affects a firm’s market orientation, competitive
advantage, and organizational performance in the hotel industry.
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Results from the analysis of the articles in cluster 1 show a focus on the backbone of
market orientation literature. Particularly, the conceptualization of the market orientation
construct, its measurement, and its relationship with business performance (Deshpande
et al. 1993; Jaworski and Kohli 1993; Kohli and Jaworski 1990; Kohli et al. 1993; Narver
and Slater 1990; Ruekert 1992; Kirca et al. 2005). Moreover, among the main ideas, clus-
ter 1 includes studies evaluating how the relationship between market orientation and
business performance behaves in the presence of contextual and environmental factors
(Sin et al. 2005), changes in the emphasis on customer analysis relative to competitor anal-
ysis (Slater and Narver 1994a), innovation (Sandvik and Sandvik 2003), service quality,
customer satisfaction, employee satisfaction (Agarwal et al. 2003), competitive advantage,
competitive position, and performance superiority (Day and Wensley 1988; Sargeant and
Mohamad 1999; Wang et al. 2012; Zhou et al. 2009). Furthermore, the results from clus-
ter 1 involve further studies about methodological aspects, such as the use of structural
equation models (SEM) (Chin 1998) and mediating effects (Preacher and Hayes 2008).

Table 3 shows the documents included in cluster 2 and a short description of each to
form the underlying idea involved in this cluster.

The most co-cited documents included in cluster 2 show two main underlying themes:
on the one hand, methodologic procedures regarding the assessment of the relationship
between market orientation and business performance, such as SEM models (Anderson and
Gerbing 1988; Bagozzi and Yi 2012; Fornell and Larker 1981), moderating and mediating
effects (Baron and Kenny 1986), nonresponse bias estimation (Armstrong and Overton
1977) and common method variance (Podsakoff and Organ 1986; Podsakoff et al. 2003),
criteria to evaluate a model fit (Hu and Bentler 1999) and, in general, issues regarding
the development of questionnaires and statistical analysis (Nunnaly 1978). On the other
hand, there are also themes concerning learning orientation (Baker and Sinkula 1999; Hult
and Ketchen 2001; Slater and Narver 1995), competitive advantage (Barney 1991; Day and
Nedungadi 1994), environmental hostility (Covin and Slevin 1989), and its effects in the
strength of the relationship between market orientation and business performance.
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Table 3. Short descriptions of the cluster 2 articles.

Nr. Document Short Description

1 (Anderson and Gerbing 1988) Provides guidelines for the use of structural equation models (SEM) for theory testing
and development.

2 (Armstrong and Overton 1977) Examines methods for nonresponse bias estimation, predictions of the direction of
nonresponse bias, and estimation of the magnitude of the bias.

3 (Bagozzi and Yi 2012) Provides guidelines and standards to use and an interpretation of SEM by researchers.

4 (Baker and Sinkula 1999) Focuses on the study of the relationship between learning orientation, market
orientation, and organizational performance.

5 (Barney 1991) Examines the relationship between firm resources and sustained competitive advantage.

6 (Baron and Kenny 1986)
Provides a set of guidelines, namely analytics procedures on how to evaluate moderator

and mediator effects, separately and in wider models including moderators and
mediators.

7 (Covin and Slevin 1989)

Assesses what are the most effective strategic responses to environmental hostility
among small manufacturing firms and shows that business performance in hostile

environments is positively correlated with companies’ organic structure,
entrepreneurial strategic posture based in a long-term orientation, high product prices,

and a concern for predicting industry trends.

8 (Day and Nedungadi 1994)
Focuses on the study of the different types of mental models or representations of
competitive advantages according to the emphasis on customer or management

judgements about where and how competitors differ.

9 (Fornell and Larker 1981)
Examines the statistical tests used in the analysis of SEM with unobservable variables
and measurement errors and develops a system based on measures of shared variance

within the structural model, measurement model, and overall models.

10 (Hu and Bentler 1999) Examines the adequacy of the conventional rule-of-thumb cut-off criteria for various fit
indexes used to evaluate model fit.

11 (Hult and Ketchen 2001)
Based on the resource-based view of the firm, the authors suggest that market

orientation, entrepreneurship, innovativeness, and organizational learning contribute to
the creation of positional advantages for some firms.

12 (Jogaratnam and Tse 2006) Evaluates the link between entrepreneurial orientation organization structure and
performance in the context of the Asian hotel industry.

13 (Lumpkin and Dess 1996)
Evaluates the nature of the entrepreneurial orientation (EO) construct and proposes a

contingency framework to investigate the relationship between EO and
firm performance.

14 (Lumpkin and Dess 2001)
Assesses how proactiveness and competitive approaches are related to each other, how
they are linked to business performance, and if they differ according to the environment

in which companies settle these approaches in strategy-making.

15 (Nunnaly 1978)
Provides a comprehensive text and guidelines to help researchers in measurement,
particularly to be used in graduate courses in psychology, education, and areas of

business such as management and marketing.

16 (Podsakoff and Organ 1986)

Discusses the problems related with self-report questionnaires, particularly common
method variance, the consistency motif, and social desirability, further providing
guidance for post hoc remedies and further procedural methods for dealing with

artefactual bias.

17 (Podsakoff et al. 2003)
Examines the extent to which method bias influences behavioural research results and
evaluates several procedural and statistic methods to control method bias, proposing

statistical remedies for different types of research settings.

18 (Slater and Narver 1995)
Focuses on the process in which organizations develop and use new knowledge, further

providing a set of organizational elements, including the learning organization to
improve performance.
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Table 4 provides results from the analysis of the underlying themes present in cluster
3 from Figure 2.

Table 4. Short descriptions of the cluster 3 articles.

Nr. Document Short Description

1 (Chang et al. 2011)
Evaluates how hospitality companies can promote incremental and radical
innovation using human resource management practices such as selection

and training.

2 (Grissemann et al. 2013) Assesses the relationship between customer orientation, innovation, and
business performance in hotel companies.

3 (Han et al. 1998) The study presents a framework for the chain relationship market
orientation–innovation–performance.

4 (Hjalager 2010) Settles an analysis of research contributions, specifically, innovation in the
tourism industry and its implications for destinations and national economies.

5 (Hult et al. 2004)

Evaluates why some firms are more innovative than others, what effect
innovativeness has on business performance, and if the link between

innovativeness and business performance depends on the environmental
context, proposing that market orientation, entrepreneurial orientation, and

learning orientation are key antecedents to innovativeness, as well as a direct
relationship between innovativeness and business performance.

6 (Hurley and Hult 1998) The study presents a conceptual framework for incorporating innovation in
market orientation research.

7 (Martínez-Ros and Orfila-Sintes 2009) Explores the influence of firms and market characteristics on radical and
incremental innovations.

8 (Nicolau and Santa-María 2013)

Evaluates the effect of hotel innovations on firm value. The authors examine
this effect through market value, distinguishing the potentially different

impacts of distinct innovation types: product, process, organization,
and marketing.

9 (Orfila-Sintes et al. 2005) Settles empirical evidence on technological activity in the Spanish service
sector, specifically, the tourist accommodation in the Balearics Islands (Spain).

10 (Orfila-Sintes and Mattsson 2009)

Develops and tests models of innovation behaviour in the hotel industry,
specifically, relating four types of innovation, namely: management, external
communication, service scope, and back-office to key determinants such as

service provider characteristics, customer competences, and the
market drivers.

11 (Ottenbacher and Gnoth 2005) Seeks to identify factors that promote successful service innovations and
examines the link between success and performance dimensions.

12 (Ottenbacher 2007)

Evaluates innovation in the hospitality industry to find success factors in
hospitality firms, further investigating how success factors relate themselves

with market performance, financial performance, and employee and customer
relationship enhancement.

13 (Tajeddini 2010) Examines the relationship between customer orientation, entrepreneurship,
and innovativeness with business performance in the hotel industry.

14 (Tajeddini 2011)
Examines the influence of customer orientation and learning orientation in

new service development and their subsequent effect on performance
(financial and perceptual) in the hotel industry.

15 (Tajeddini and Trueman 2012) Evaluates the relationship between corporate culture, indicators of
innovativeness, and business performance in the Swiss hotel industry.

Regarding cluster 3, results (Table 4) show an overwhelming focus on innovation
(Chang et al. 2011; Grissemann et al. 2013; Han et al. 1998; Hjalager 2010; Hurley and Hult
1998; Martínez-Ros and Orfila-Sintes 2009; Nicolau and Santa-María 2013; Ottenbacher and
Gnoth 2005; Tajeddini 2010, 2011; Tajeddini and Trueman 2012). Overall, these studies deal
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with several aspects regarding the service industry, particularly the hotel and hospitality
industries, including their relationship with market orientation/customer orientation and
business performance (Grissemann et al. 2013; Han et al. 1998; Hurley and Hult 1998;
Martínez-Ros and Orfila-Sintes 2009; Tajeddini 2010, 2011; Hult et al. 2004; Tajeddini and
Trueman 2012).

5. Discussion, Future Research, and Conclusions
5.1. Discussion

The analysed papers were retrieved from the WoS database, and data from 136 doc-
uments were computed. The results showed that the first document was published in
1999, which is in line with previous research showing that the development of the market
orientation research stream was mainly focused on industrial and consumer goods sectors
(Gray et al. 2002; Sin et al. 2005). However, since 2010, it has become increasingly relevant,
presenting a steady growth of available papers, mainly published in tourism, hospitality,
and services marketing journals. The co-citation analysis, which portrays the 50 most
co-cited documents, shows three main clusters, each one portraying an overall set of un-
derlying themes concerning the research stream. Cluster 1 includes the most prominent
studies about market orientation, mostly settled in the early 1990s. This cluster involves
the main ideas regarding the development of the market orientation concept, the construct,
and measurement scales (e.g., Jaworski and Kohli 1993; Kohli et al. 1993; Narver and Slater
1990; Ruekert 1992), further representing the theoretical framework of market orientation
and its relationship with business performance. Furthermore, several references are made
to mediators and moderators of the relationship between market orientation and business
performance, both from a methodological perspective (Preacher and Hayes 2008) and from
an empirical perspective, such as competitive intensity or contextual turbulence (Wang
et al. 2012).

Cluster 2 emphasizes a focus on methodological aspects involving studies using
quantitative methods, particularly those using Likert-type questionnaires, including SEM
analysis. This cluster further addresses moderating and mediating effects, non-response
bias, and common method variance. This finding was unsurprising; the use of SEM analysis
in research about market orientation in the hospitality industry is common and is one of the
most relevant research methods in several disciplines, including hospitality management
(Ali et al. 2018). Furthermore, the use of self-reported questionnaires to collect data at the
same time from the same respondents is widespread, which is usually seen as a main source
of common methods variance and can cause systematic measurement errors (Bagozzi and
Yi 1991; Fuller et al. 2016; Kock 2015; Podsakoff et al. 2003) that can either inflate or deflate
the observed relationships between constructs (Chang et al. 2010). In addition, it shows
why common method bias and non-response bias are among the most relevant background
topics regarding the research stream (e.g., Podsakoff et al. 2003; Podsakoff and Organ 1986).
Moreover, topics related with the model fit (Hu and Bentler 1999) and procedures to build
questionnaires and handle statistical data (Nunnaly 1978) are also present. Further rel-
evant themes emerge from cluster 2, namely topics involving learning orientation and
competitive advantage.

Cluster 3 is particularly relevant. The analysis of the cluster’s articles shows the
preferred topics studied in the context of the market orientation literature on hotel com-
panies and gives further insights about the focus of the research stream. Innovation-
related issues appear to be fully within the scope of the relationship between market
orientation and business performance in the hotel industry, further involving aspects
such as learning orientation (Tajeddini 2011), entrepreneurship (Tajeddini 2010), service
(Ottenbacher and Gnoth 2005; Orfila-Sintes and Mattsson 2009; Orfila-Sintes et al. 2005;
Martínez-Ros and Orfila-Sintes 2009), corporate culture (Tajeddini and Trueman 2012), or
the contrast between incremental and radical innovation (Martínez-Ros and Orfila-Sintes
2009; Chang et al. 2011).
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Given the obtained results, the analysis of the co-citation map, particularly of the
background literature portrayed in the cluster analysis, shows three major topics, each one
within the scope of each cluster: cluster 1, market orientation background literature and its
measurement; cluster 2, methodological aspects; and cluster 3, innovation-related issues,
particularly service innovation.

5.2. Future Research Proposals

Empirical evidence show a positive relationship between market orientation and
business performance (Liu et al. 2013; Jogaratnam 2017; Kasim et al. 2018; Agarwal et al.
2003; Sampaio et al. 2021). Moreover, the link between market orientation and business
performance appears robust even in periods of market turmoil (Jaworski and Kohli 1993),
such as the current period that needs a way out of a global pandemic; disruption of global
supply chains, including disruptions in airports worldwide, causing flight cancellations
(Kelleher 2022; Pawlyk 2022); high inflation; economic turmoil; and war. Therefore, consid-
ering the role of risk perception in the flow of tourist demand (Cohen 2012; Smeral 2009;
Farmaki 2021; Aliperti and Cruz 2019), this set of events occurring together presents heavy
constraints on hotels. On the one hand, the COVID-19 pandemic implied a halt in the
overall operations of hotels worldwide. On the other hand, hotels implemented several
tighter measures due to sanitary constrains, including innovations to face the pandemic,
which presented immediate positive abnormal returns (Sharma et al. 2021). Contrasting
this subject with the obtained results, the role of hotel service innovation emerges as a
major topic for future research, specifically, services innovation in the relationship between
market orientation and business performance and how the effect of the COVID-19 affected
this relationship, and the interrelationships between market orientation, service innovation,
and business performance.

Furthermore, hotel companies are imminently service firms. However, they present
several particular traits, including being a production and service industry; providing
services directly to customers in the same premises; high staff rotation; fixed costs; and a
fixed rate but fluctuating seasonal and often unpredictable demand (Mullins 1993). These
characteristics emphasize the role of the determinants of service quality in this industry.
Previous research showed that customers diverge in determining satisfiers and dissatisfiers,
i.e., it seems that some determinants of customer satisfaction such as cleanliness, aesthetics,
integrity, functionality, reliability, and security are among the main customer dissatisfiers
and are also associated with tangible aspects of service (Johnston 1997). Furthermore,
these determinants of customer satisfaction are also among the issues involved in the risk
awareness during periods of turmoil, be it a pandemic risk, war, terrorism, or crime. Some
of these risks are out of hotels’ control. However, the effect of tourists’ risk assessment
in tourist demand variability and its role in the decision of where to book a hotel make
it among the most relevant research topics, particularly in assessing the role of market
orientation in the determinants of service quality and their effect on the relationship
between market orientation and business performance in periods of market turmoil.

Results from the co-citation analysis showed that previous literature about market
orientation in the hotel industry present an overwhelming focus on quantitative meth-
ods, particularly SEM analysis. These types of methods are very popular in business
management, marketing, hospitality, and tourism research and have been the backbone
of a relevant part of the overall literature about market orientation in the hotel industry.
However, other methods, such as case studies or qualitative data analysis using unstruc-
tured questionnaires, appear to be increasingly relevant for assessing the best practices
when implementing market orientation in hotel companies, particularly over periods of
market turbulence.

5.3. Conclusions

This study delivers a relevant analysis to the underlying literature regarding the
market orientation research line in hotel firms. It further seeks to highlight the relevance
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of implementing market orientation in hotels to foster business performance and expand
the knowledge on how to build a market-orientated organization, which could be a tool
to improve business performance and deliver a roadmap for a set of future research lines,
including methods.

From a theoretical perspective, three main ideas have been carried out from the ob-
tained results. First, several definitions of market orientation were proposed in the early
1990s and continue to be the most relevant, particularly the definitions settled by (Narver
and Slater 1990) and (Kohli and Jaworski 1990). The former defines market orientation as
the business culture that most effectively and efficiently enables the creation of superior
value to clients, and the latter defines it as the monitoring of factors influencing customers’
needs and preferences, disseminating and responding to them, targeting customer satisfac-
tion. Second, the literature on the analysed research stream is based mostly on methods
involving the use of SEM analysis, both PLS-SEM and covariance-based SEM. Third, the
learning organization, particularly in what concerns service-related innovation, radical or
incremental, as well as the moderators and mediators of the relationship between market
orientation and business performance are among the most relevant in published litera-
ture and are the theoretical foundations of most studies about market orientation in the
hotel industry.

From a practical perspective, this study also provides critical results that can guide the
overall hospitality management and particularly, hotel management. The overall tourism
industry suffered a halt in recent years due to the COVID-19 pandemic and companies,
particularly hotels, are compelled to evolve several measures targeting customers’ confi-
dence. For instance, the main recommendations for hotels during the COVID-19 pandemics
are physical distance, cleaning, hygiene, and better food control. According to the World
Health Organization (2020), accommodation establishments were to develop a compre-
hensive strategy to adapt to the COVID-19 pandemic, including reducing occupancy rates
where physical distancing cannot easily be achieved, increasing staff, providing sufficient
information and regularly updating it, and making physical adaptations to spaces, among
other aspects, to offer minimum risk for hosts, employees, and staff, the latter playing
a critical role in hotel companies (Arnedo et al. 2021). Previous research showed that
the tighter measures, including innovations, to face the pandemic presented immediate
positive abnormal returns for hotels (Sharma et al. 2021), which shows that hotel managers
should focus their agendas on what measures should or should not be maintained, taking
lessons from recent events for ongoing or future turbulence in markets. Therefore, the
present context surrounding the industry suggests a high degree of innovation, incremental
or radical, and an optimal assessment of the market conditions, including turbulence,
competition, as well as an assessment of the customers perceptions about the provided
service. Market orientation characteristics provide the tools to address these issues, increase
customers’ confidence, and retain them, targeting business performance.

Despite the insights, this study presents limitations. First, coupling a co-citation
analysis with a co-word analysis could provide further insights about the theoretical
foundations of the research stream. Second, this study uses data retrieved from a unique
database. Adding data from several databases, such as Scopus and Google Scholar, could
add further documents to the dataset. Nevertheless, it would jeopardize the reliability
of the obtained results, which the use of an unique database, such as the WoS, enables
(van Eck and Waltman 2020). Readers must be aware of this shortcoming.
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