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Attention-based View (ABV) has been a neglected strean? oxhought in performance measurement

system. This research synthesizes and integrates the frag %
advantages of performance measurements, and applies ormance measurements as platform for

attention that drives resource investment and appropri2t& behaviors to meet performance expectations. The
research exploits empirical data obtained from star- . hotels in Myanmar, with the assistance of the
Ministry of Hotels and Tourism. The model, accompan»d by three hypotheses, was validated by the use
of structural equation modelling (SEM). Th sQon leads to share the concepts of many important
theories pertaining to the disciplines of @@ measurements, such as theories of stimulus-response
(S-R) and JD-R (Job Demand-Resourg %ive theory of behavioral control, and institutional theory and
logics of performance measuremens (PMS). As such, this research provides a theoretical and
practical base for performance/sasurement systems to be aligned to human resource management (HRM)
through the JD-R concept, and—based costing which is illustrated by the model itself. The S-R model
of performance measurem ~llows the performance measurement systems to exploit organizational

behaviors to stmul behawors needed.
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Introduction

Uncertainty Principle is the foundation of
quantum mechanics (Das, 2013), which advocates
that observers to an experiment can clearly
influence the outcomes of the experiment (Tan,
2002). This empirical reality can apply to the
usage of performance measurements as the
invisible observer in influencing the outcomes of
the implementation of a business or functional
strategy, such as service innovation. Taking
on this contemporary scientific position, Tan
(2006a, b, ¢), and in other occasions (Tan, 2016),
exploits the mantra of “what gets measured
gets managed” to various management studies,
i.e. strategic and service management, branding,
social entrepreneurship and corporate social
responsibility. From a psychological perspective,
taking measurement of performance may not

be a motivator, but it is certainly an enabling or

processes at its command that a lo

don’t have to be. While the frog mlr

meters. If we want to to&
can see when the heat is 5
is becoming brighter. W, t mave to take the

e Attention-based View (ABV)
h ~ghlights the attention allocated

contribute to

(Stuart-Kotze, 20069
Towards t this research aims to
Wédsb

of firm

to perfld \ce measurements in influencing
grs, and thus extends the theme of

ﬁrm ,
io (I997) in ABV. There are some obvious

@geﬁt% of ABV, and in particular, its psychological
fo

s which is an attempt to build a behavioral

attention-inducing platform for sense making and @heory of strategy (Gavetti, 2012) by centralizing

behavioral changes. Taking measurement

organizational performances and what ¢ ownd
puts things on the radar chart, wLps to
prevent undesired phenomena to iLently
to influence organization negawhite at the
same time builds phenome -,- intelligence
(Tan, 20173,b).

a catalyst or |ngred| \ i
and employees rly this can prevent

repeating the “

“measurement is

fthe Frog” when things
important for n become unnoticed:
adistic enough to put a frog in

water and then s ovvly heat the
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on the theme of “what gets measured gets
managed” (Tan, 2006 a,b,c). The attention-based
performance measurement construct is given a
special design in the “Research Method” section.
Through the attention allocated to measurement
of performance and monitoring of the trends both
within and outside, it can help to limit the cost of
failure while at the same time make productive
use of the lessons learned (Stuart-Kotze, 2006).
The attention eventually leads to develop a
(Habermas, 1984),

which according to Foucault (1979), states that

“communicative competence”

before something can be governed or managed, it

must first be known, or paid attention to. Attention



Attention-based View Approach to the Use of Performance Measurements to Drive Organizational Performance

through connecting to new knowledge, according
to Kim, Kim and Foss (2016), can better develop
firm’s absorptive capacity which demonstrates
the ability of firm to “recognize the value of
new information, assimilate it, and apply it to
commercial ends” (Cohen and Levinthal, 1990, p.
128). Accordingly, the purpose of this research is:
to propose and validate a model, rooted
in attention-based view, that explains the
interrelationships between service performance
measurements and the resources, service
innovation behaviors and hotel performance.
The accomplishment of this research objective
would provide a theoretical and practical base
for performance measurement systems to be
aligned to human resource management (HRM)

through the JD-R concept, and activity-based

the validation of the driver role of res in

service innovation behavior.
Literature Review @9 @j
As Yang (2012) illustrated, h iersyyeed not

offe

MW\ to” consciously

only to constantly in search 0
values to customers@
keep up with the compe

and trends, and thej

g unique

ness requirement

‘.
icd'mneans are presented in the

S

that aims t o hotel performances and

success. %

it important organizations have clear
(l

ance status quo.

literature t petitiveness expectation

<ection in order to prevent from being

the middle,” which puts performance

&s ement at the center of organizational
costing which is illustrated by the model itsmc s (Tan, 2006a,b,c). Second, organizations can

The S-R model of performance measurements

ke appropriate attention or sense making of

allows the performance measurement system&® the structure of industrial forces so that they can

ate

m this
research objective, a hotel ind se, which
can be conveniently accessedudied by
the author, through availantacts with the
Myanmar Ministry of Hotels & ourism, is taken
as the empirical valida "tform. In particular,
service innovatio er is emphasized, which

can, practically, e

to exploit organizational behaviors to((sti

effective behaviors needed. To a

enced in the new service

techniques a ods implemented, creative

ideas, an

improvement of workable
r developing new ideas (Hussain,
i, 2016). In addition, the derivative

—

in addressing the research objective is

shape the threats and turn them into opportunities
through strategy initiation and investments -
essentially a structuralist approach to strategy
development (Porter, 2006). Third, as an approach
in service innovation, Kim and Mauborgne (2005)
introduce a re-constructionist paradigm to the
theory of competition, which serves to prevent
organizations from falling into the structuralist
traps of the normative rationing. Specifically, the
“Six-Paths Framework” concept is introduced
which facilitates the organizations to sense
beyond the current industry boundary, including
time and space constraints, for innovative ideas
and thus generation of values for the customers
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and the organizations. Instead of demarcating the in decisions making and behavioral execution,

structuralist and re-constructionist approaches  only applicable to human beings and organizatid

to strategy development, Figure 1 shows the but at machines, automation systemssand »2

harmonious interceptions of them, which opens  organism levels. For instance, Sriv

up the future research opportunities to intercept and Singh (2012) use measureme

resource-based view (RBV), behavioral theory and  control mechanisms as soft comp

market positioning theory of firms. system to help patients w ‘
Model given in Figure 1 serves as the the that “diabetes is a medics

context of attention which embraces the six by varying or persistent sod sugar level,

paths of attention (see also the measurement caused by either lac Qr resistance to insulin”

instrument), to influence resource commitment, (p.22). The rol ‘

service innovation behaviors and firm performance.  not only to adj ions from expectation or
Adapted from Ocasio (1997), Ocasio and Joseph ideal conditioe focal system, but it also
(2005) and Cho and Hambrick (2006), who follow  possesses
the behavioral theory of firm originated in Simon  of a sy{(e
(1947) and March and Olsen (1967), attention of nec
firm, as the theme of this research highlights, is t ecative dissipation of energy towards disorders
accomplished and shaped not by organ'zationat@lz Tan and Arsirapongpisit, 2002) — That

goals but by the firm’s service innovation issues and ~ is,¥0 enable the hotels to sustain performance.

he“3y-called “negentropy property”
¥ systems science) to generate the

pIsitive energy in order to counteract

initiatives. The use of performance measurements, ©

i )
— Behaviors — mk

etand Performance — Behaviors e

AN |
The Original Industry ~
@ Alternative Industry
hdin of Buyers @

Fungctional| Emotjonal
peall App#gal

T
|

Resources
|
v
Resources

©)

21 1. Look across alternative industries to reconstruct market boundaries, to @
create new market space: | search risk. .

2. Look across strategic groups within industries. —> Time

3. Look across the chain buyers. Look across time

4. Look across complementary product and service offerings. O From the value a market

5. Look across functional or emotional appeal to buyers. delivers today to the value

6. Look across time. it might deliver tomorrow.
. . O lLe. Green Movement.

Reconstr
Boundaries
coocoo

: Merging Structuralist and Re-Constructionist Approaches to Strategy Formulation

(Source: Developed for this Research)
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Hotels use performance measurements and
feedbacks to help them organize their experiences,
in terms of cognitive model (Tan, 2016), which
aligns with Hambrick’s notion of the Upper
Echelons Theory aimed in changing manager
perceptions for the benefits of the organizations
through influencing their values, cognitive models,
cognitive styles and personality, and observable
experiences of managers. Similar arguments can
also be found elsewhere, for instance, in Coveys
(1990), Garratt (1995), Tan (2017a,b), and Wells
(1998). There are other theories which can be
used to explain the benefits and functions of
performance measurements, such as, agency
theory, goal-setting theory, neo-institutionalism
theory, in affecting people’s motivation towards the

achievement of strategic objectives (Papalexandris,

coordination and control (Cruz, Scapens, and
Major, 2011), both within the organization and®

beyond the organization (Franco-Santos, ((4C] %,
and Bourne, 2012), people’s strat owSs, of

attention (Kim et al. 2016), citi behavior
(Burney, Henle, and Widener, 2009 tal model

building (Hall, 2010), organL learning (Tan,
2006a,b,c), and strateg communication
processes (Kaplan and % 2001).

Seeing from s science perspective
of the Uncert [\e\\\}rmaples of Quantum
oned that while measures

Mechanics,

induce beh f the participants, the behaviors

of the pants equally induce and mold reality
Z Nezes the measures (Tan, 2002). The tight

’

ion between measures (or observations)

ON

loannou, and Prastacos, 2004), and in inﬂuencm

[ lted with positive
energy and capabilihlzsa create corporate up-lifting
sensation fe/ ‘-' and high performance.

cture of Figure 1 and based

ussions, the conceptual model

ped, as shown in Figure 2, being

fod with the following hypotheses:
ypothesis H1: Service performance
measurement can significantly explain the
variance in service innovation resource.
Hypothesis H2: Service innovation resource
and service performance measurement will
both significantly explain the variance in
service innovation behavior.

« Hypothesis H3: Service innovation behavior
and service performance measurement will
both significantly explain the variance in
hotel performance.

In other words, H1 defines the span of the
influence of attention enabled by performance
measurements and provides the S-R model of
performance measurements which allows the
performance measurement systems to exploit
organizational behaviors to stimulate effective
behaviors needed. As lengthily discussed in Stuart-
Kotze (2006), behaviors are the major determinant
auun 39 MUgBU 2560
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of firm performance; that is, organizations need to
demonstrate the ability to adapt their behaviors
to changed circumstances in order to deliver
performance. The changed circumstances are
subsequently translated into job demand i.e. in
terms of service innovation, which is matched with
the job resources attributable to develop service
innovation — a theme of the Job Demands-Resource
(JD-R) model (Demerouti, Bakker, Nachreiner, and
Schaufeli, 2001). In other words, hypothesis H2
indicates that job resources that support service
innovation would significantly influence employee
innovation behaviors. H2 provides a theoretical
and practical base for performance measurement
systems to be aligned to human resource
management (HRM) through the JD-R concept,
and activity-based costing which is illustrated by
the model itself.

Figure 2 is a logical extension of the notion

that “what gets measured gets managed.” In

Professor Robert Sternberg’s (2010) lates{(bo
College Admissions for the 21°" Century, & r

(>

)

Service
Innovation
Behaviors

Service
Performance
Measurement

.

aligned with what really matters — namely, se

cautioned that what is measurable must b
2N

innovation. Service innovation is

as its behavioral acts, known to

contexts of services (Durst
2015). Adapting Witell ‘oA

whatever reso 3
supported as jolp es in alignment with the
service innova demanded.

e performance measurement —

In ad m
being o
by S and 2 - is contextually sensitive,

model in coverage, as suggested

(RKS
ﬁacording to the Triarchic Theory of
vfellﬁnce (Sternberg, 1985), would infer that the
%ﬁizations can competitively adapt, shape and
Qelect the context or business environment that

best suits their competitive advantage. Thus, Figure

2 indicates the systems advantage of performance

Hotel
Performance

Figure 2: Attention-based View Model of Service Performance Measurement

64  915d18381BWOTYT

UR 13 aUUA 39 AUEIBU 2560



Attention-based View Approach to the Use of Performance Measurements to Drive Organizational Performance

measurement towards stimulating the structural
changes of behaviors, which acknowledges the
themes of ABV. As such, performance measurements
can thus be recognized as attention-directing (i.e.
directing to the right innovation resources) and
action-generating capability (i.e. service innovation

behaviors) for performance purpose.

Research Method
Population and Sampling

Myanmar is considered as a fast and accelerating
emerging destination market, forecasted to grow
from slightly over 1 million visitors in 2012 to about
7.5 million visitors in 2020 (Business Innovation
Facility, 2017). The latest update to August 6,
2017 (Trading Economics, 2017) shows a monthly
300,159 tourist arrivals, which is at the high end

Z* (p(1-p)N)

According to Myanmar Tourism Master Pla
2020 (Ministry of Hotels and Toyrism
2012, there were 787 hotels, Wit@
rooms across different star-categ

13.1% of all hotels are one sta

10.5% three-star, 2.3% % N\
as international stand .6%'

of the hotels in 2012 cowsidered as non-star.

rooms in M
2017). Base%l.l% of the 787 (= N) hotels, a

@zeN 140, shown in the formula below
Darker, 2005, p. 148) with 20% (=p)

d equally across each star-classification,

&p esentative, to +5% margin of error:

m(ms)z (0.2)(0.8) 787 x 0.414

= 140

Sample size =

The sample is drawn from the ated

in various places in Myanmar, ocated in

Yangon, Bagan, Mandalay and TachileK (near Mae
Sai border, Thailand), Whichll supervised by
the Ministry of Hotels anA ism in Myanmar.
Sampling is non-ra n nature, and is
accomplished wi tlp of the Ministry of
Hotels and Tou;@ yanmar.
Measurem@ument
Thstionnaire-based survey has three
ly (1) demographic variables, (2)

constructs, shown in Table 1, and

72 (p(1-p)) + (N-1) (@ O(Q%f (0.2)(0.8) + (787 x 0.414-1) x 0.05

(3) the typical areas of service innovation. To
minimize the measurement error, the instrument
is designed reliably according to the adequacy
of the operational definition of the construct -
that is, the questionnaire items actually reflect
the theoretical meaning of the variables, given
inTable 1, which conforms the construct validity
requirement. In addition, the questionnaire
items are reliably designed to capture the
needed content validity which addresses the
full content of the operational definition of the
construct. Attention-based view (ABV) is applied to
operationalize performance measurements, based

UR 13 QUUA 39 NUIEU 2560  91sANSIBABWINYS 65
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on a definition given by Ocasio (1997, p. 189), as
“noticing, encoding, interpreting, and focusing
of time and effort by organizational decision
makers on issues and answers”. The issues of this
research are related to service innovation, such
as pertaining to new service ideas, or feedback
to identify possible improvement opportunities as
shown in Table 1. To create positive effect on the
development of innovations, Rodriguez, Doloreux
and Shearmur (2017) show a need for variety in
the use of resources. A suitable operationalization
of service innovation resource commitment
is based on adapting the Job Resources-
Demand (JR-D) concept - that is, to succeed,
organizations should increase job’s demand (for
service innovation), while simultaneously provide
the relevant resources (Urien, Osca, and Garcia-
Salmones, 2017). In this research, the job of service
innovation expects resources such as information
sharing, brainstorming and employee participation,

training and teamworking, working enviro

manpower, leadership role and resour@ d
= 1. Within

to develop new services, as shown in

Table 1 Questionnaire Design

the context of this research, service irmov

behaviors, i.e. new production or s

ervice
to signify novelty, which is facilitat

shifts in capabilities and service idj

underpins on the notion
newness (Rogers, 1983),
manifested in, for insta / ways of doing
things (Schumpeter, new and marketable
products and
1996), new p

roLving idea (Kanter, 1983),
and new ope technique (Hurly and Hult,

1998). Caylist

»delman and Maidique,

with the market-led theory of

otel performance is operationalized

differentiation and meeting of new
me demands, which is associated with
wth”and market expansion (Shaw, 2012).
@The questionnaire design and its reliability
Qvidences are summarized in Table 1, which

matches the requirement as stated in Nunnally
(1978).

%ts Reliability Evidence

o if item
Ques e Construct and Items Mean
deleted
(&)
Attention-based Perfo surement:
Adapted from the attentionybased view (ABV) of the firm (Ocasio, 1997) which is
merged with the b model theme in hospitality (Aung and Tan, 2016).
The hotel monjifo w requirements that emerge to continuously develop new 4.07 0.81 0.809
services.
effort to monitor by looking within the hotel industry for new 3.97 0.89 0.824
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Table 1 Questionnaire Design and Its Reliability Evidence (Cont.)

Questionnaire Construct and ltems Mean

The hotel makes an effort to monitor by looking at other industry for new service 391 Q4.
ideas. Qc >>

We monitor customer preferences and attend to them. 4.07 87 0.820
Our hotel analyzes customer complaints or any unsatisfactory feedback to identify& .78 0.833
possible improvement opportunities.

Our frontline employees actively provide prompt feedback for continuous &1 0.83 0.798
improvements.

Service Innovation Resource Commitment: %

Our hotel actively supports knowledge and technical information sharip4. 3.98 0.82 0.893

Our hotel actively supports brainstorming participation of employefg\ 3.85 0.83 0.891
Our hotel’s recruitment policy puts priority in recruiting service-2santed 3.79 0.95 0.891
employees.
Our hotel provides training to foster service innovation. 3.88 0.92 0.892
Our hotel provides training to foster continuous servicmement. 4 1 0.887
Our hotel actively supports team working to prom@ementation on new 3.93 0.81 0.886
services.

Qo
Our hotel actively supports team working t ke @pntinuous service a4 0.77 0.887
improvement.
Our hotel provides a suitable working mﬁent for developing new services. a4 0.81 0.887

All departments and units interact develop new services. 4.05 0.8 0.893
All departments and units intesact well to make continuous service improvement. 4.12 0.67 0.89

Our hotel dedicates some resto developing new services. 3.98 0.86 0.894
The hotels current manposufﬁcient for the new services to be developed. 3.52 1.09 0.898

Out hotel act’vetyeadership role in each department and unit. 4.05 0.84 0.890

Service Innovation

<,

New service cof\ceposs gradually being introduced in our hotel. 3.69 0.87 0.913
Our hotel &ted radical new service concepts on gradual basis. 3.52 0.83 0.924
Our serncept adapts also to local culture theme. 3.84 0.90 0.920
’ @ service concept is implemented with full commitment. 3.95 0.84 0.915

U 13 a0uf 39 nuggu 2560  91sa1SIBITWONYS 67
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Table 1 Questionnaire Design and Its Reliability Evidence (Cont.)

Questionnaire Construct and ltems Mean
The success of new service always involves an integrative effort from different 3.69
stakeholders.
Our hotel makes continuous improvement on service perspectives. 0914
Occasionally our hotel implements some radically new service concepts. 0913
Our hotel usually generates new service ideas. 3D .84 0.91
Our hotel usually implements new service ideas. (lm 0.79 0.911
Our hotel usually finds new ways to better serve our customers. 5 0.78 0.912
Our hotel usually creates better service procedures. 7 4.14 0.77 0.912

We are always working to improve the service we give to customers. % 4.39 0.72 0.915
us

We have specific ideas about how to improve the service we give t (Ners. 4.24 0.68 0.912
We often make suggestions about how to improve customer servifes r hotel. 4.38 0.74 0.919
Hotel Performance: %

Our hotel has shown rapid growth in the past few years. (\ 3.79 0.85 0.777
Our hotel is on track in our long-term growth plan. m a.17 0.75 0.764
Our new service concepts have helped to create new customer demands. 4.10 0.76 0.778
Our hotel has earned favorable brand recogniti OO 383  0.75 0.766
New service concept improves significantly e@ of our services. 3.88 0.74 0.772

Our hotel performs relatively well in the-miarket: 4.05 0.77 0.770
Customer satisfaction is in favor of ou Q 4.24 0.68 0.743
Our hotel has shown satisfactor tomer feedback and return to use of services. 3.85 0.74 0.784

Our hotel has been able to ta% market needs and expand customer base. 4.41 0.61 0.758

"
The Method l@ in assessing a fit of the SEM model. Statistical
tion Modeling (SEM)

The Structur
method is use@w statistical analysis, in which ~ the null hypothesis has been correctly rejected,
the differenc
estimated iance matrices are the key driver  0.05 level.

conclusion error, which reflects the probability that

ween the Observed and the is established by Alpha, the significant value, at
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Findings and Discussion
Sampling Characteristics

The surveys were conducted during September—
October, 2015. Although the sample size of 140
is calculated to be representative of the 41.4%
of the total 787 hotels listed (which is about 325
star-ranked hotels), the valid data are contributable
to only a total of 116 hotels. The participation
is on voluntary basis. Out of 300 questionnaires
distributed, only 116 hotels returned to the
coordinator at the Ministry of Hotels and Tourism
in Myanmar, at 38% participation rate. Thus, the
empirical conclusion of this research has to be
cautioned in the aspect that the non-response rate
was not studied. Among the hotels participated,
6.9% was star 1, 12.1% in star 2, 53.4% in star
3, 20.7% in star 4, and 6.9% in star 5. The non-
star hotels were excluded in the survey. T

participants were consisted of 72.4% of male

Statistical Validation of the Model &

Figure 3 is the structural equation modt

confirms the theoretical model illugtrategs
2, which leads to supporting the
posited:

« The value of 0.71, repres

standardized P wei

)
service performance (S ents, on resource

commitment. These WN {d to R* = 0.50, which
enl=af the variance in resource
outed by performance

measuremenzm'cates that 71 percent of the

indicates 50 perc

commitme

contributioNcajm)be predicted. Thus, hypothesis

t cant standardized P weights, are the
t

outions of resource commitment and

%’
service performance measurements, respectively,

n hotel performance. These weights lead to

and 27.6% of female. Age wise, 8.6% was in thd) R”=0.62, which indicates 62 percent of the variance

age of 18-24, 27.6% between 25 and @%/o
in between 35 and 44, 10.3% in n 66
and 64, and 5.2% with age or %4. The
participants all held manageri:@ion which
represented the hotel in rvey: 25.9% as
general managers (GM), wxresponsible human
resource management 12.1% in F&B (food

oom division manager,

and beverages), °
5.2% as finance atyr, and others (un-specified,

but manageri§ itfon) was 41.4%.

(S

in hotel performance is contributed by both
resource commitment and hotel performance. This
indicates that 62 percent of the contribution can
be predicted. Thus, hypothesis H2 is supported.

e The values of 0.81 and 0.06, representing
the significant standardized f weights, are the
contributions of resource commitment and
service performance measurements, respectively,
on service innovation behaviors. These weights
lead to R*=0.74, which indicates 74 percent of
the variance in the service innovation behavior is

contributed by both resource commitment and

UR 13 QUUA 39 AUIU 2560  915A1STTIBWONYS 69
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[Service Performance Measurement]

Figure 3: Structural Equation Model for Attention-based Advantao mance Measurements

performance measurement. This indicates that
74 percent of the contribution can be predicted.
Thus, hypothesis H3 is supported.

Table 2 provides the model fit summary,
which shows an excellent model fit, with P not

significant, at 0.448, and CMIN/DF below the upper

»

soand the standardized root mean
~MR), calculated to be 0.0065, which

doeiﬁo ceed the recommended |4| (Hair
7, 2005, p. 748), as well as in the Good-of-Fit

FI), which indicates how well a specified

(RMSEA), a

residua

el reproduces the covariance matrix among

threshold of 5. In terms of absolute model fit, which (She indicator variables, is determined at 0.998,
assesses how well the model specified repr@o greater than the recommended 0.95 value
),

the observed data (Kenny and !\/\(:Coafx§L
Table 2 indicates a 7’ statistics = (Ms 1) (5%-Z))
=0, indicating no differences n the

estimated covariance matrix ( and the actual

observed covariance matrix (S), the overall

sample size. The absolute @also evidenced

in the root mean sr of approximation
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(Hoelter, 1983). The incremental fit indices, which
“assesses how well a specified model fits relative
to some alternative baseline model” (Hair et al.
2006, p. 749), such as NFI (Normed Fit Index), CFl
(Comparative Fit Index), TFI (Tucker Lewis Index)

all indicate good fit.
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Table 2 Model Fit Summary
CMIN N
Model NPAR CMIN DF B &_@}
Default model 9 575 1 ag  © LS
Saturated model 10 .000 0 @
Independence model 4 345.918 6 000§ 57.653
RMR, GFI y
Model RMR GFI AGFI A f\\?\G
Default model .002 .998 N }%)
Saturated model .000 1.000 7
Independence model .188 .394 m
Baseline Comparisons /-\\/Q\()
Model NFI Deltal RFI rho1 }@&QZ TLI rho2 CFI
Default model .998 .990 L(@01 1.007 1.000
Saturated model 1.000 000 % 1.000
Independence model .000 ﬁﬁ@ .000 .000 .000
Parsimony-Adjusted Measures «Q\O
Model PRATIO PCFI
Default model @%66 167
Saturated model .000 .000 .000
Independence model @ .000 .000
NCP A
Model NP LO 90 HI 90
Default model % 000 000 5.739
Saturated model © 000 000 000
Independence m/& 339.918 282.657 404.590
FMIN &/@
FMIN FO LO 90 HI 90
el .005 .000 .000 .050
odel .000 .000 .000 .000
dence model 3.008 2.956 2.458 3.518

UR 13 a
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Table 2 Model Fit Summary (cont.) &
RMSEA

Model RMSEA LO 90 HI 90 PCLOSE a @J

Independence model 702 .640 166 .000 i
ei:

Default model .000 .000 223 510

For visual purpose, the 3D density plots of shown in the upper top er depicts how
the relationships of the SEM model constructs service performance m

are shown in Figure 4, which indicate the positive  related to resource c itment.

influence of one variable on another, such as ?{\

e

nt is positively

P 5 5 o

ﬂo'.q._-, ?‘r 3 a &

Q : $.
é Figure 4: 3D Density Plots of the Constructs
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In addition, to enrich the understanding of
the validated SEM model in Figure 3, the different
areas of service innovation in the hotel industry
in Myanmar are shown in Table 3, presented
in descending order, in five Likert scale range,
with 1 = “strongly disagree” to 4 = “agreed” and
5= “strongly agreed.” Thus, most respondents
agree that some extent of service innovations are

targeted in the areas shown in Table 3, with the

communication strategy with customer
system, and appealing archite OGS

b

ey bythe various

Business center has shown to be t,

service innovation, followed tig
service methods, such@
and meeting services, nrél %

N

activities and new

services.

Table 3 Descriptive Profile of the Typical Areas of Service Inno%

Descriptive Statistics &\

(o)
Maximum

N Minimu Mean Std. Deviation

Room Comfort 116 2 5.00 4.4138 12314
Booking System 116 S 5.00 4.2759 1860
Food and Beverages 116 1.6¢ 5.00 4.2414 91955
Communication Strategy with Customers 1@.00 5.00 4.2414 .88092
New Ideas 116 3.00 5.00 4.2241 14701
Checkout System 1]80 3.00 5.00 4.2069 716348
Technology 16 1.00 5.00 4.2069 .90906
Appealing Architectural Design & 116 1.00 5.00 4.1724 .85746
Indoor Recreational Facilities 116 1.00 5.00 4.0517 .99429
New Service Methods or Pr ses 116 3.00 5.00 3.9828 .80198
Relaxation Activities 116 1.00 5.00 3.9483 92167
Conferences and Meetin es 116 1.00 5.00 3.8276 1.07360

@ 116 1.00 5.00 3.4138 1.18004

Business Center
Valid N (listwise) 116

&
S

UR 13 QUUR 39 AUENYU 2560
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Both correlation analysis (Table 4) and
boxplots (Figure 5) are used to highlight the
positive relationship between star classifications
of hotels and the variables of the attention-based
view model of performance measurements:

e The higher the class ranking of the hotel,
the higher the service innovation behaviors, shown
by the bivariate coefficient of 0.241, significant to
p at 0.01 level (2-tailed), in Table 4. Nevertheless,
the boxplot shows a drop of service innovation

in the five-star hotel category, which is a further

Table 4 Correlation Analysis

research area to explain, partly could be d

complacency or the relatively quality invest

already put in place. With the lowerL of £arVied

innovation behavior, the boxplot als
SEM finding in that resource commi
reduced.

» Shown in the upwa
in Figure 5, the higher tie

the classification syste

Correlations

DR

Service Lf@%erwce
Hotel .
Performance Innovation Star Rating
Performance
Measurement Behavior
Service Pearson Correlation 1 ** .642%* 133%* 172
Performance Sig. (2-tailed) 000 .000 .000 .066
Measurement N 116 O 116 116 116 116
@
Resource Pearson Correlation T2 1 .858%* .648%* 187*
Commitment Sig. (2-tailed) & .000 .000 .044
N 116 116 116 116 116
Service Pearson Correlation @ .858%* 1 .686%* 201%*
Innovation S|g (2-tailed) .000 .000 .009
Behavior 116 116 116 116
Hotel Pearson Corr 733 .648** .686%* 1 .298**
Performance S|g 2ta| .000 .000 .000 .001
116 116 116 116 116
Star Rating Pealso rrelation 172 .187% 201%* .298** 1
iled) .066 .044 .009 .001
116 116 116 116 116

—

% Correlationiﬁcant at the 0.01 level (2-tailed).
* Cor 9 gnificant at the 0.05 level (2-tailed).
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5.00+

4 507

-
B
1

350

Resource Commitment

3.007

2507

2.007

T T
Star 1 S 2 Star 3 Stard Staw §
Star Rating

<l ik

4 50

.00

T

Service Performance Measurement

~ :
- (% i
O

Service Innovation Behavior

rmance

250

Star 1 Star 2 Star 3 Star 4 .
Star Rating @
Figure 5: Model Constr@#%rmances across Different Hotel Star Rating Levels

tested to stand
entes (2016), in

around the world,

perception score has be
valid, for instance by Mz
14,000 hotels in 100 ie

extent literature in the

)

taken the sampleéfr oking and TripAdvisor
websites, none t
Elsevier data as presented the positive
relationshj een star-rating of hotel and

hotel mance. Nevertheless, a caution is

needed in this perspective. As indicated in Rhee
and Yang (2015), guests to hotels of different star-
rating usually show different level and types of
expectations, for instance, while guests to star-2
hotel expects to enjoy good quality room, for a
good sleep, they do not impose unreasonable
expectations and demands on, for instance, extra

amenities.
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Conclusion in these performance measurements ar%

This research contributes towards the indicative (i.e. monitor customer complai

Attention-based View (ABV) of firm which highlights,  prescriptive (i.e. monitor customer g
in particular the role of performance measurements and predictive nature of meas

in the attention of firm in influencing firm monitoring (i.e. new requirements)
behaviors, and thus extends the theme of Ocasio  the resource commitment the
(1997) in ABV. There are some obvious benefits  this research is broad-b

of ABV, and in particular, its psychological focus embraces the investment:

which is an attempt to build a behavioral theory the needed cognitive, be

of strategy (Gavetti, 2012) by centralizing on the relational (i.e. knowle

theme of “what gets measured gets managed” competencies -

(Tan, 2006a,b,c). tasks at hand ang'to e
This research, in particular, exploits the systems  frontiers of pe ces. Thus, creative resource

worldview approach in examining the role played investmenptly hotel is recommended, and can

by performance measurement in business model be priojftize<yon areas that enable the hotel to
implementation by the hotel industry. The systems gain ive advantage.
approach underpins on a business model concept he dttention-based view (ABV) model can

that merges the two most important theories of 3sily “extend to embrace various theoretical

competition, namely structuralist market positioningigurations. For instance, first, the model

and re-constructionist of blue ocean strategy, @hdicates a dual stimulus-response (S-R) theory

which stress on the role of resource advipia © and cognitive theory of behavioral control, in

and service innovation for hotel perfo@ in  which performance measurements serve as the

the markets. The business modea5|s of  cognitive stimulus of sufficient strengths to draw
de

performance measurement is evi ey in the upon the attention of the people to produce
scopes and contents of the naire—based response (Toates, 1998). Second, performance
instrument, for instance, by ask hether “the  measurements are seen to provide the context
hotel monitors new req 'ts that emerge and platform for firm’s attention, which thus
to continuously de o services; monitor extends the ABV of the firm (Ocasio, 1997).
by looking within el industry or at the Third, the model demonstrates also as a systems
other industry; m @stomer preferences and  approach to implement service orientation that
attend to the@yzes customer complaints or  treats it as a job to be accomplished, which
any unsatiry feedback to identify possible stresses on service innovation behavior as the

opportunities; and the prompt enactment bridge between the “job resources”

continuous improvements.” Inherent  and “job demands” (Demerouti et al. 2001). While
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the former involves the resources, i.e., information
sharing, knowledge, training, recruitment policy,
team supports, manpower sufficiency, working
environment and leadership role needed to
enable service innovation to be functional in
achieving the job goals and strategic objectives,
the latter — job demands - signifies the behavioral
and performance demands to sustain physical or
mental efforts needed. As such, on the fourth, the
model serves as the “institutional logics” which
prescribe the bases for firm’s attention towards
each of the functional and strategic requirements.
As the model treats each KPI (Key Performance
Indictor) as the attention base which supports
resource commitment, the relevant behaviors and
business performance, it can become an effective

tactical pattern to operationalize firm-level

Limitation

a broad-based business model structure
research thus has not particutaréo

tasks-oriented systems levels, suck
(1997) demonstrates that an effe
measurement empha
simultaneously focus on&;

tactical management

easéﬁement in meeting the increasingly stringent

performance measurement systems which oftmxpectations of customers (Dean and Bown,

seem to stand on multiple competing logics I.e.

994), the further research should explore how

market-orientation versus production orientatiod® performance measurements also influence the

(Carlsson-Wall, Kraus and Messner, 201@%5
performance measurement is linke tegically
and operationally to resource ment, the
model can be used as an assessrhert platform

for firm attention in the budgating process, which
shares the theoretical ¢o »t advocated in
C@o’ Villeseque-Dubus

an infer the significant

(2015). Sixth, th o
value of pheno fcal intelligence facilitation

m
(Tan, 2017a,b)§@entralizes on the awareness

Amans, Mazars-Chapelo

arising thr erformance measurements to

enable ¥ otels to structure their experiences

focuses systematically.

beliefs and energies of mass of people in the
organization. This is a logical extension of the
notion that “what gets measured gets managed.”
In Professor Robert Sternberg’s (2010) latest book,
College Admissions for the 21°" Century, it is further
cautioned that what is measurable must best be
aligned with what really matters — This coincides
with the business model coverage of performance
measurements in this research. Besides, if this is so,
it would provide a practical means to activate the
working of the “Theory of Tipping Points” which
“hinges on the insight that, when the beliefs and

energies of a mass of people create an epidemic
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movement towards an idea, fundamental change
can happen” (Chidiac, 2013, p. 467).

Second, having extended the performance
measurements from within to beyond the boundary,
as delineated in the “Six-Path Framework” of blue
ocean innovation (Kim and Mauborgne, 2005), the
further research can study how such performance
measurement and its competencies or states of
maturity, influence how an organization like hotel
learns from outside its current knowledge domain
or involves in refining or extending the hotel’s
existing knowledge stocks - That is, to study
how performance measurement can enable the
ambidextrous learning of an organization (March,
1991; Diaz-Fernandez, Pasamar-Reyes, and Valle-
Cabrera, 2016).

Third, further research can exploit the
existing communication theories to illuminate
how performance measurements are used to

communicate and motivate the entire organization

(@)
to respond cooperatively to a viable perfo@
plan. Different communicative co nedes

and their associated theoreticalounds
could be studied. For instance, Habermas (1984)
advocates on different facets

i cacommunicative
competence as human --o ation system

ional potentials

language in leveraging or
and performances. /\@

Fourth, the syst rldview and attention-

based view appro erformance measurement

shares the t
Behavior inthe commitment of resources and
the r w==pehaviors of service innovation are

g/ by attitude towards the teleological

of the Theory of Planned

78 91sa1sdv1dwlrys  UN 13 aUUR 39 AUggU 2560

Thus, what gets measured that pertains to

o

strategic focus, gets managed.
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