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Abstract

The extremely dynamic and competitive environment of the tourism industry leads to the search
for new methods and strategies to distinguish itself from its competitors. One of the primary
trends in this sphere is environmental marketing strategy that can exploit all organizations'
resources and capabilities. It can also use as a good strategy and an essential pillar for the
development and sustainability of travel agencies, restaurants, catering firms, hotels and so on.
The purpose of this study is to investigate the organizational resources and capabilities effect on
sustainable competitive advantage through the mediating role of environmental marketing
strategy within Egyptian travel agencies and hotels.
The present study is based on quantitative method to reach its aim. Data collection technique for
the study is a structured questionnaire to collect data from 297 managers of five-star hotels and
travel agencies (Category A) in Cairo which counted 33 hotels (Egyptian Hotel Guide, 2017) and
1267 travel agents (The Egyptian Travel Agents Association, 2017 and Egyptian Chamber of
Tourism Establishments, 2017) to perceive their opinions on these resources and capabilities that
lead to adopt an environmentally friendly strategic, and how this strategy affect competitive
advantage. Statistical analyses were performed using the Statistical Package for Social Sciences
(SPSS version 22) software. Results of study have been considered significant at p < 0.05.
Systematic random sampling was used since the subjects were chosen due to their convenient
accessibility and proximity. Data collection was carried out during the period from November—
December 2019. The study has revealed very valuable results in the way it investigated the
perceptions of managers on the role of organizational resources and capabilities which lead to
build EMS. Meanwhile, this mediator factor of environmental marketing strategy showed a
significant positive effect on agencies’ and hotels’ sustainable competitive advantage.
Keywords: Organizational Resources and Capabilities, Environmental Marketing Strategy,
Competitive Advantage, Managers, Travel Agencies, Hotels, Egypt.
Introduction
According to Qoura and Ali, (2015) mentioned that tourism and hospitality industry became a
distinct instrument for Egyptian national economic growth, because touristic activity generates
incomes; it plays a pivotal role for other national branches, being a factor that attracts
investments, increases job opportunities, and transforms local communities for the better
(Botezat and Benea, 2012; Cheraghalizadeh and Tumer, 2017). But the heavy dependence on
tourism has inevitably resulted in negative consequence on the natural environment, which led to
air pollution, sea contamination, and uncontrollable regulation lack of ecosystems (Kousis, 2000;
and Singjai et al., 2018). Therefore, many touristic organizations appear higher levels of
environmentally proactive strategies and generally aim to reduce environmental aspects arising
from their business and to enhance market-share; however, hotels and travel agencies can obtain
additional benefits, for example, the improvement of their competitive advantages, image and
reputation (Ottenbacher, 2007; Hall et al., 2010; and Fraj et al., 2015).
Tsai et al., (2009) cleared that there are highly significant changes are currently taking place in
tourism field, with a notable increase in competition among tourism and hospitality
establishments. Aragén-Correa and Rubio-Lopez, (2007) assured that the first result of this
competitive environment is the need for these organizations to reconsider the distinct role of
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organizational resources and capabilities in promoting a good environmental marketing strategy,
as well as the effect of this strategy on sustainable competitive advantage, which leads to
increase the market-share of these organizations (Olavarrieta and Friedmann, 2008; Yasuo et al.,
2010; Leonidou et al., 2013b; and Farias et al., 2014). In other words, these organizations must
expand their perspectives beyond just an internal vision that aims to enhance their competitive
position over other touristic organizations to include an external view where building and
Consolidating relations with all stakeholders play a pivotal and important role in maintaining
levels of attraction and profitability (Buysse and Verbeke, 2003; Menguc et al., 2010; McDonagh
and Prothero, 2014; and Dzhangazova et al., 2015). Moreover, Consumers’ preferences have
switched toward more environmentally friendly goods and services (Kotler & Lee, 2008; Fraj et
al., 2015). Singjai et al., (2018) explained that this mission involves exploring, developing and
maintaining organizational resources and capabilities along with some environmental factors
enable companies to create a sustainable competitive advantage that will support its superior
competitive position (Yu, 2011; and Camison and Fores, 2015). Creating this competitive
advantage requires efficient management of the way these resources and capabilities are
combined and the development of green strategies (Chiou et al., 2011; Bae, 2017; and Horng et
al., 2017).

Day, (2014) showed that since the late 1980s, strategic issues related to the resource-based view
and enterprise capabilities have attracted increasing attention in the marketing strategy literature
(Kaleka, 2002; Gulati, 2010; and Yin-Hsi, 2012). So, the purpose of this research is to investigate
the effect of organizational resources and capabilities on sustainable competitive advantage
through the mediating role of environmental marketing strategy within Egyptian travel agencies
and hotels.

Literature review

Competitiveness and environmental issues: a theoretical perspective

Papadas et al., (2019) asserted that environmental issues are increasingly recognized as a major
concern for tourism industries worldwide (Robin et al., 2017). Singjai et al, (2018) agreed with
Chiou et al., (2011) that there are many studies stress the importance of implementing an
environmental strategy that could also lead to sustainable competitive advantage and profitability
in the longer term (e.g. Leonidou et al., 2015a; Fraj et al., 2015; and Papadas et al., 2017). There
is still a perceived but unresolved tension between green marketing and competitive advantage
(El-Dief and Font, 2010; Leonidou et al., 2013a; Hsiao et al., 2014). Failure to follow a green
marketing trend undermines global engagement with sustainable business practices, and
exacerbates corporate risks and losses (Ottenbacher, 2007; Horng et al., 2017). According to
Banerjee, (2017) and Papadas et al, (2019) despite the possibility costs involved, the harmful and
costly environmental consequences of traditional linear production and consumption are driving
more innovative solutions for firms to shift their focus to clean production, environmental design
and eco-efficiency.

Ramanathan et al, (2016) indicated that some firms perform better than others by looking clearly
at internal resources and capabilities as sources of sustainable competitive advantage. Some
studies have used the firm’s resource-based-view as an effective tool can create sustainable
competitive advantage by environmental marketing strategy adoption (Tan et al., 2007; Aragon-
Correa et al., 2008; Leonidou et al., 2013a).
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Green Dimensions in the tourism and hospitality industry

Leonidou et al, (2013b) agreed with Kasim, (2009) stated that green dimensions in the hotels and
travel agencies have taken different directions; some of these organizations look at
environmental issues based on their environmental knowledge, attitudes and behavior “KAP
model” that can be categorized into unconvinced minor participants, anti-green pragmatists, or
committed actors to green practices (Dewhurst and Thomas, 2003; Tzschentke et al., 2008).
While some other hotels and agencies canters on the factors driving the adoption of eco-friendly
behavior that grouped in (more sales, profits, competitive advantages, market-share and ethical
motives to green practices) or the factors preventing the adoption of eco-friendly behavior, which
may be represented in a lack of infrastructural, the additional costs associated with taking
environmental measures, lack of internal resources and operational barriers to green practices
(Doody, 2010; Lopez-Gamero et al., 2011a; Chan, 2011, Garay and Font, 2012). Other group of
firms deal with green issues through planning such as environmentalists use, or operation
processes like water conservation, energy savings, air pollution control, and waste management
(Erdogan and Baris, 2007; Bohdanowicz et al., 2011; Ball and Taleb, 2011). Furthermore, El
Dief and Font, (2010) declared that many other hotels and agencies turned to environmental
issues through green marketing. In addition, Hudson and Miller, (2005) identified four potential
strategic situations towards environmental marketing concerns represented into inactive situation
that finds no benefit in allocating resources to eco-friendly activities; or reactive situation that is
finding engagement in environmental issues beneficial but failing to communicate this effort; and
exploitative situation that exploits consumer interest in eco-friendly products without considering
resource characteristics, environmental ethics, or long term perspectives; finally proactive
situation which is adopting a strong commitment toward protecting the environment and actively
communicating eco-friendly behavior (Hsieh, 2012; and Leonidou et al., 2013a).

To investigate the effect of organizational resources and capabilities on sustainable competitive
advantage through the mediating role of environmental marketing strategy within Egyptian travel
agencies and hotels, we develop a conceptual framework consisting of two sets of constructs.
The first one depends on the impact of organizational resources (i.e., physical, financial, and
experiential) and capabilities (i.e., shared vision, relationship building, and technology
sensing/response) on green marketing strategy adoption. The second set represented in the impact
of green marketing strategy adoption that comprising product/service, price, distribution,
promotion, people, atmosphere, and processes on the creation of a sustainable competitive
advantage.

Organizational Resources and Capabilities

Lopez-Gamero et al., (2011b) mentioned that organizational resources and capabilities should to
be source of sustainable competitive advantage, which relies on the deployment of valuable, rare,
and costly resources and capabilities to imitate (Ray et al., 2004; Wang and Ahmed, 2007).
However, a sustainable competitive advantage may not last forever, because unexpected changes
in the economic structure of the service industry (e.g., entry of new competitors) may minimize
the value of a particular resource and capability and thus reduce its contribution as a source of
competitive advantage (Kaleka, 2002; Leonidou et al., 2013b). To reach the full competitive
potential of its resources and capabilities, the firm must develop environmental marketing
strategies that implement a long-term vision using its business processes effectively and
efficiently (Clarkson et al., 2011; Buysse and Verbeke, 2003; Darnall, and Edwards, 2006).

Hart and Dowell, (2011) determined that resources include tangible and intangible assets that are
permanently associated with the firm, such as physical, financial, and experiential. Regardless of
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their nature, resources are not produced alone, but must be assembled, integrated, and managed
so that they form organizational capabilities (Newbert, 2008). Capabilities, in contrast, refer to
the ability to achieve specific tasks with added value by using supportive resources to address
external environments and meet changing market requirements and demands (e.g., technology
sensing, shared vision, and relationship building) (Clarkson et al., 2011; Wang and Ahmed,
2007; Eisenhardt and Martin, 2000). In this highly competitive global market, these resources
and capabilities are important to enable businesses to obtain and sustain their competitive
advantage (Hart and Dowell, 2011; Garay and Font 2012).

Mol and Wijnberg, (2011) identified that there are three types of resources in the relevant
literature that play a critical role in formulating eco-friendly marketing strategies (Nieves and
Haller, 2014). Ferreira et al., (2018) agreed with Camisén and Forés, (2015) that the first type of
resources is an experiential nature such as knowledge gained from the agencies’ and hotel’s
operational experience, which helps identify and match customers’ wants, needs and anticipate
new market trends (Leonidou et al., 2015b; del Rosario et al., 2019). In contrast to tangible
assets, experiential knowledge is an intangible resource that requires time to develop and
accumulates through exposure to environmental practices of other hotels and agencies, internal
environmental reviews, audits, information provided by advisory boards in the tourism and
hospitality field, and other sources (Darnall & Edwards, 2006; Shah, 2011; Camisén and Fores,
2015; Sanchez-Medina et al., 2016). Through the adoption of internal procedures and the
accumulation of knowledge related to environmental issues, the firm Broadens and its
experiential knowledge, which serves as a facilitator towards building eco-friendly marketing
strategies (Kaleka, 2002; Galbreath, 2005; Dodd, 2016; Morgan et al., 2004). Leonidou et al.,
(2015b) indicated that the value of this experience will depend on the amount of time the hotels
and agencies engage in environmental activities, the participation of managers in eco-friendly
practices in their previous employment, and the involvement of the firm in a wider chain of
hotels and agencies (Newbert, 2008; ElI Dief and Font, 2010; Guo et al., 2018). So, the
researchers propose the following hypothesis:

HI: Travel agencies’ and Hotels’ experiential resources have a significant positive impact on
developing an environmental marketing strategy.

Ramanathan et al., (2016) stated that the second type of organizational resources is financial
resource, such as the agencies’ and hotels’ liquidity, working and other operational capital, and
borrowing power, which are pivotal in achieving stability and success in eco-friendly marketing
strategies (Bohdanowicz et al., 2011; Kasim et al., 2014; Horng et al., 2017). Dikova et al.,
(2017) found that investment in green issues and clean technologies include large amounts of
expenses that require enough time before a satisfactory ratio of return is achieved, in addition to
high risks associated with designing and supporting green strategies especially in high-growth
industries such as tourism and hospitality sector, furthermore excessive operating costs resulting
from supporting prices for some green products and services, setting up a reverse logistics
mechanism, designing special green advertising campaigns, etc. (Kasim, 2009; Chan, 2011; and
Ramanathan and Ramanathan, 2013). Indeed, financial resource restrictions are one of the main
obstacles for hotels and travel agencies, especially smaller ones, to adopt environmental
measures (Tzschentke et al., 2008; and Botezat and Benea, 2012). According to Evans, (2016)
and Del Rosario et al, (2019) latest evidence also shows that travel agencies and hotels with a
well financial position are more appropriate to be environmentally responsible than those that are
financially sickly (Shah, 2011). Adequate financial resources are essential, not only in adopting
the necessary green infrastructure in the organization but also in supporting a sustainable green
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marketing strategy (Greco et al, 2013; and Morgan et al, 2019). So, the researchers propose the
following hypothesis:

H2: Travel agencies’ and Hotels’ financial resources have a significant positive impact on
developing an environmental marketing strategy.

The third one is physical resources, that refers to use of recent technology equipment, tools and
the accessibility of operating capacity or other infrastructure needed to ease product or service
efficiency and effectiveness (Hall, 2006; Beleska-Spasova et al., 2012). Gil-Padilla and Espino-
Rodriguez, (2008) emphasized that If agencies and hotels completely deployed their resources
can help them enrich and make better utility of its internal strategies concerned to environmental
issues, such as waste reduction, energy conservation, environmentally friendly sources of supply,
and pollution prevention (Cheraghalizadeh and Tumer, 2017). Bae, (2017) cleared that physical
resources are also essential to support and sustain an eco-friendly marketing strategy as they help
in building appropriate green products and services, processes, and infrastructure in the
organization (Darnall and Edwards, 2006; Hart and Dowell, 2011; Leonidou et al., 2013b). So,
the researchers propose the following hypothesis:

H3: Travel agencies’ and Hotels’ physical resources have a significant positive impact on
developing an environmental marketing strategy.

Rodriguez-Diaz and Espino-Rodriguez, (2006) mentioned that there are three types of
capabilities that affect an environmental marketing strategy. Ortega, (2010) showed that the first
type of capabilities is technology sensing and sharing, which indicates the firm’s ability to sense
and quickly respond to new technologies (Rodriguez-Diaz & Espino-Rodriguez, 2006; Wang et
al., 2019). Gambardella and Giarratana, (2013) agreed with Leonidou et al., (2013b) that
technology has the power to affect and transform business processes, products, and services, as
well as assist environmental actions and form environmental marketing strategies (Gu and Jung,
2013; Welter et al., 2013). Neill et al., (2014) stated that with green technologies, we should
consider their viability may be largely unknown, as well as the economic consequences of their
use. In addition to these green technologies may cost a lot and suffer from low quality, especially
when they are at the advanced stage (Leonidou et al., 2015a). However, hotels and agencies that
can sense and respond to technological changes and advancements are more likely to be among
the first to acknowledge the advantages of adopting green technologies such as energy savings,
water conservation, waste management and product recycling and reuse (El Dief and Font, 2010;
Wang et al., 2020). So, the researchers propose the following hypothesis:

H4: Travel agencies’ and Hotels’ technology sensing/response capability have a significant
positive impact on developing an environmental marketing strategy.

The second type of organizational capabilities is shared vision, which is the presence of common
ideas, commitment, and dedication among the hotel’s and agency’s employees toward the
achievement of green organizational goals (Eisenhardt and Martin, 2000; and Camisén and
Monfort 2012). Sharma et al., (2007) asserted that travel agencies and hotels with a shared vision
are able to gather and organize the resources necessary to develop sustainable business practices,
compared to firms that lack this capability (Bohdanowicz et al., 2011; Alt et al., 2014; Evans,
2015). So, the researchers propose the following hypothesis:

H5: Travel agencies’ and Hotels’ shared vision capability have a significant positive impact on
developing an environmental marketing strategy.

Morgan et al., (2004) said that the third capability is relationship building that is, firms’ ability to
form fundamental and good relationships with their Stakeholders (Rodriguez-Diaz & Espino-
Rodriguez, 2006; Leonidou et al., 2013b). Wang et al., (2019) emphasized that firms gain a better
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understanding and can respond better to their needs and wants and discover profitable market
trends and opportunities through cooperation building (Singjai et al., 2018). Agencies and hotel
customers, suppliers and other stakeholders concerning environmental issues is growing stronger
and represents a critical force affecting firms to become environmentally behavior (Verreynne et
al.,2016; Banerjee, 2017). As a result, firms with relationship-building capabilities are more able
to recognize the attractiveness of environmentally friendly segments and understand the
environmental requirements of different stakeholders in certain markets well in advance of the
competition (Weerawardena and Mavondo, 2011). Solidifying links with various partners and
responding to their ecological requests are particularly pivotal in the tourism and hospitality
sector because they directly affect the level and nature of demand (Shaalan, 2005; Leonidou et
al., 2015a). So, the researchers propose the following hypothesis:

HG6: Travel agencies’ and Hotels’ relationship-building capability have a significant positive
impact on developing an environmental marketing strategy.

Environmental marketing strategy and competitive advantage

Ong and Musa, (2012) and Kollmuss and Agyeman’s (2002) defined environmentally-friendly
behavior as ‘‘behavior consciously seeking to reduce the negative effect of one’s actions on
natural and build world’’. So, environmentally-friendly behavior refers to salespeople’s act of
recommending green agencies and hotels to their customers, such as supporting customers to stay
at green hotels when traveling (Nisbet et al. 2009). According to Papadas et al., (2019) and
Hudson and Miller, (2005) defined environmental marketing strategy as “the holistic
management process responsible for determining, predicting and meeting the requirements of
customers and local society, in a profitable and sustainable way”.Leonido et al., (2013) informed
that an environmental marketing strategy adoption should include product and service, price,
distribution, promotion, people, atmosphere, and processes on the forming of a sustainable
competitive advantage. Papadas et al., (2017) cleared that product and Service refer to use of
eco-friendly supplies and gives priority to offering ecological products and services (Greco et al.,
2013). Royne et al., (2011) indicated that price is represented in building environmental
compliance costs in the service price, to offer better and competitive prices as a result of the
environmentally friendly practices implemented (Ren et al., 2015). Lopez-Gamero et al., (2011a)
showed that distribution refers to show priority for suppliers and strategic partners which
embrace environmental responsibility (Vorhies and Morgan, 2005; O'Cass and Weerawardena,
2010). El Dief and Font, (2010) declared that promotion should highlight firm’s commitment to
environmental preservation in its advertisements, sponsorships, and campaigns. Morgan et al.,
(2019) agreed with Ramanathan et al., (2016) that employees should be encouraged to actively
participate in environmental awareness programs and activities organized for the community.
Agencies and hotels seek to use renewable sources of energy and water saving practices in public
areas and guests’ rooms, in addition to waste management practices (Sanchez-Medina et al.,
2016; and Papadas et al., 2019). Travel agencies and hotels should cooperate with customers,
local communities, and governmental agencies to enhance environmental standards and practices
through their various processes (Kasim, 2009; Hsiao et al., 2014; Shah, 2011).

McDonagh and Prothero, (2014) emphasized that spreading knowledge and setting an
environmental culture throughout the organization encourages employees to develop skills and
abilities to implement successful environmental strategies (Ramanathan et al, 2016). Morgan et
al., (2012) indicated that organizations should align their green marketing strategy with the
behavior of their employees who are expected to serve and implement it (Papadas et al, 2017).
Leonidou et al., (2013b) asserted that these green marketing strategies can help organizations to
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reduce long run costs and determine their offerings from those of their competition, as a result of
cheaper recyclable materials use, energy-saving processes, waste-minimization solutions, and
operating process improvements (Ramaswami et al, 2009; Weerawardena and Mavondo, 2011).
According to Menguc et al., (2010) and Royne et al., (2011) that customers are willing to pay
higher prices for environmentally friendly products and services. In addition, organizations can
improve their current processes, product, and services quality by making them greener (Singjai et
al., 2018; and Guo et al., 2018). These whole benefits make hotels and agencies more attractive,
likable, favourable and acceptable offering to customers than that of the competition (Chiou et
al., 2011; Delmas et al., 2011, Fraj et al., 2015). In other words, Banerjee, (2017) agreed with El
Dief and Font, (2010) that adopting environmentally friendly strategies in hotels lead to create a
sustainable competitive advantage (Papadas et al., 2017). So, the researchers propose the
following hypothesis:

H7: The adoption of an environmental marketing strategy has a significant positive impact on
the hotel and travel agency competitive advantage.

Research method

Conceptual Framework and Hypotheses Development

The research framework aims to explain the study variables (see Figure 1), by illustrating that the
organizational resources and capabilities play a pivotal role in implementing environmental
marketing strategy, and how this strategy affects Egyptian hotels’ and travel agencies’
competitive advantage. Therefore, organizational resources and capabilities have a significant
positive effect on Egyptian hotels’ and travel agencies’ competitive advantage. The
aforementioned explanations serve as a literature base, much needed in order to complete this
research and test the following seven hypotheses:

HI: Travel agencies’ and Hotels’ experiential resources have a significant positive impact on
developing an environmental marketing strategy.

H2: Travel agencies’ and Hotels’ financial resources have a significant positive impact on
developing an environmental marketing strategy.

H3: Travel agencies’ and Hotels’ physical resources have a significant positive impact on
developing an environmental marketing strategy.

H4: Travel agencies’ and Hotels’ technology sensing/response capability have a significant
positive impact on developing an environmental marketing strategy.

H5: Travel agencies’ and Hotels’ shared vision capability have a significant positive impact on
developing an environmental marketing strategy.

H6: Travel agencies’ and Hotels’ relationship-building capability have a significant positive
impact on developing an environmental marketing strategy.

H7: The adoption of an environmental marketing strategy has a significant positive impact on
the hotel and travel agency competitive advantage.
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Fig.1: Conceptual framework of organizational resources and capabilities impact on competitive advantage through
the mediating role of environmental marketing strategy
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This study is based on a quantitative approach to achieve its aim. The primary data was collected
through a structured questionnaire from 297 managers of five-star hotels and travel agencies
(Category A) in Cairo which counted 33 hotels (Egyptian Hotel Guide, 2017) and 1267 travel
agents (The Egyptian Travel Agents Association, 2017 and Egyptian Chamber of Tourism
Establishments, 2017). Statistical analyses were performed using Statistical Package for Social
Sciences (SPSS version 22) software. Results of study have been considered significant at p <
0.05. Systematic random sampling was employed to collect data from hotels’ and travel
agencies’ managers located in Cairo who counted 1300. So, sample size was calculated
according to the following formula:

N = Study Population= 1300

7=0.95= 1.96 N N> pl—p)
d=0.05 |IN—1x(d? = 2%)|+ p- p)]
p = 0.50

n=297

The sample size formula revealed a number of 297 mangers as a sample size. The questionnaire
forms were distributed and collected from the investigated sample during period from November
— December 2019. The study has tested seven hypotheses of how organizational resources and
capabilities affecting the mediating variable (environmental marketing strategy) and how this
strategy affects Egyptian hotels’ and travel agencies’ competitive advantage.

The Questionnaire

Data for this study were gathered using a structured questionnaire with a 5-point Likert-style
scale (“l=strongly disagree” to “S=strongly agree”). Questionnaire items were adapted from
previous studies (i.e., Leonidou et al., 2013; Kasim et al., 2014; Leonidou et al., 2015;
Ramanathan et al., 2016; Cheraghalizadeh and Tumer, 2017; Ferreira et al., 2018; and del
Rosario et al., 2019 scales for financial, experiential, and physical resources), while the scales for
technology sharing, relationship building, and shared vision were extracted from the studies of
Ortega, 2010; Alt et al.,, 2014; Evans, 2015; Banerjee, 2017; Wang et al., 2020. Whereas
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elements of environmental marketing strategy whose scales came from (Ong and Musa, 2012;
Ren et al., 2015; Papadas et al., 2019). Finally, the competitive advantage scale derived from
(Fraj et al., 2015; Singjai et al., 2018; Guo et al., 2018).

45 items were used to measure the eight constructs of the hypothesized model: ‘physical’
(measured by 3 items), ‘financial’ (3 items), ‘experiential’ (3 items), ‘technology sensing’ (3
items), ‘relationship building’ (3 items), ‘shared vision’ (3items), ‘elements of environmental
marketing strategy’ (21 items), and ‘hotels’ and agencies’ competitive advantage’ (6 items).
Personal data were also included in the form (i.e., gender, Age, education level, and Nationality).
Frequencies, means, standard deviation, regression and percentages were calculated. Then,
Multiple Linear Regression was used to determine how groups differed significantly from each
other.

The questionnaire was pre-tested with 15 hotels’ and agencies’ managers, and six academic
experts in the field, resulting in minor adjustments regarding vocabulary and design to improve
flow, clarity, and validity. Reliability of constructs was tested by running Cronbach’s alpha
coefficient. 1t was computed and exceeded 0.70 for all constructs reflecting reliable results (Hair
etal., 2010).

Table 1: Cronbach’s alpha of organizational resources and capabilities, environmental marketing strategy
and agencies’ and hotels’ competitive advantage

Variables Question numbers | No. of Items selected | Cronbach’s Alpha
Experiential Resources 1-3 3 710
Financial Resources 4-6 3 J74
Physical Resources 7-9 3 .783
Technology Sensing Capability 10-12 3 .801
Shared Vision Capability 13-15 3 .822
Relationship building Capability 16-18 3 751
Environmental Marketing Strategy 19-39 21 741
Competitive Advantages 40-45 6 .825

The table above shows that Experiential Resources had the least value (o = 0.710), followed by
Financial Resources with a reliability value of (a = 0.774), then Physical Resources had the
reliability value of (o = 0.783), Technology Sensing Capability had a reliability value of (a =
0.801), Shared Vision Capability had a reliability value of (o = 0.822), Relationship building
Capability had a reliability value of (a0 = 0.751), while Environmental Marketing Strategy had a
reliability value of (a = 0.741). Competitive Advantages of travel agencies and five-star hotels
the highest reliability value of (o = 0.825).

Results and discussion

Questionnaire Response Rate

The current study targeted managers of travel agencies “category A” and five-star hotels in Cairo
as the structured questionnaire was sent to a convenient sample of 297 managers. A total of 263
usable were obtained with an average of 88.5% response rate.

Descriptive Statistics of the Respondents

The descriptive statistics showed that 96.5% of the respondents are males while 3.5% of them are
females. 11% of the respondents are under 15years' experience, 73.4 % of them are between 15-
20 years' experience, 15.6% are more than 20 years' experience. 80% had university level of
education, 20% were Post-graduate study.
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Table 2: Descriptive statistics of the respondents (n=263)

Description Frequency %
Gender- Male 254 96.5
Female 9 3.5
Under 15 years 29 11
Experience: 15 to 20 years 193 73.4
More than 20 years 41 15.6
. . Post-graduate study 52 20
Education level: University education 211 80

Table 3 Descriptive Statists of Organizational Resources and Capabilities, Environmental Marketing

Strategy and Agencies’ and Hotels’ competitive advantage.

Factor/ Variable Mean Std. Deviation Attitude
Experiential Resources 4.01 831 Agree
Financial Resources 4.63 .984 Strongly agree
Physical Resources 4.74 621 Strongly agree
Technology Sensing Capability 4.24 747 Strongly agree
Shared Vision Capability 4.82 941 Strongly agree
Relationship building Capability 4.81 .808 Strongly agree
Environmental Marketing Strategy 4.17 535 Agree
Competitive Advantages 4.53 691 Strongly agree

The lowest mean of the independent variables was recorded in experiential resources which is
4.01, which indicates almost an “agree”. Highest mean of 4.82 was recorded by relationship
building Capability, which is almost a “Strongly Agree” level. This indicates how mangers rated
all organizational resources and capabilities affecting the mediating variable (environmental
marketing strategy adoption) and how this strategy affects Egyptian hotels’ and travel agencies’
competitive advantage.

Table 4: Spearman's correlation matrix among research variables

Independent Variables Correlation Coefficient

N Spearman's Correlation 419**

Experiential Resources Sig. (2-tailed) 0.003
] ] Spearman'’s Correlation 728**

Financial Resources Sig. (2-tailed) 0.001
_ Spearman's Correlation .263**

Physical Resources Sig. (2-tailed) 0.007
[ H *x

Technology Sensing Capability gf)ge a(r;rj ;rzlségorrelatlon 64384
1 H **

Shared Vision Capability ;p; a(rgj ;rglse;orrelatlon 63834
1 H **

Relationship building Capability gf’gea(rgfa':,sedc)orrelat'on o
[ H **

Environmental Marketing Strategy gFge a(rg—] ;rzlz(%orrelatlon 67382
1 H **x

Competitive Advantages gf)ge a(r;rj ;rglse;orrelatlon bzgge

** Correlation is significant at the 0.01 level (2-tailed). * Correlation is significant at the 0.05 level (2-tailed)

Correlation frequently measures the relationship among research variables. The objective of the
study is to investigate the effect of organizational resources and capabilities on Competitive
Advantage through the mediating role of environmental marketing strategy within Egyptian
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Travel Agencies and Hotels. In this study the level of significance is less than 1% (99%
confidence). Therefore, HO is rejected. According to above Table 4 indicates that there is a
significant relationship among research variables. Coefficient of correlation of Experiential,
Financial, Physical, Technology Sensing, Shared Vision, Relationship building, Environmental
Marketing Strategy and Agencies’ and Hotels’ competitive advantage have recorded
0.419, .728, .263, .410, .392, .317, 739, and .296, respectively. Researchers could see there is a
positive association among organizational resources and capabilities, impact on adoption of
environmental marketing strategy and improving and increasing agencies’ and hotels’
competitive advantage.

Table 5: Organizational resources and capabilities, environmental marketing strategy and agencies’ and

hotels’ competitive advantage: regression analysis

Unstandardized

Model Coefficients t Sig. R? | Dependent Variable
B Std. Error
(Constant) 1.234 235 4.629 | .000
Experiential Resources 107 112 2.121 | .007
Financial Resources 282 .084 4.081 | .001
Physical Resources 744 .012 2.016 | .003 Environmental
1 Technc_)l_ogy Sensing 137 .035 3.380 | .009 |0.701 Marketing Strategy
Capability
Shared Vision Capability 351 .064 4.095 | .004
Relationship building 122 016 | 2031 .001
capability
(Constant) 2.101 1.012 3.062 | .003 travel agencies’ and
1 | Environmental Marketing 0.513 | hotels’ Competitive
Strategy .088 .079 2.702 | .031 Advantages

The study results as shown in the table (5) and figure (1) revealed that organizational resources
and capabilities play a pivotal role in implementing environmental marketing strategy, and how
this this strategy affects Egyptian hotels’ and travel agencies’ competitive advantage. Therefore,
organizational resources and capabilities have a significant positive effect on Egyptian hotels’
and travel agencies’ competitive advantage. This agreed with that mentioned by Singjai et al,
(2018) and Papadas et al., (2019) who emphasised that organizations can improve their current
processes, product and services quality by making them greener, and these motives make travel
agencies and hotels to be more attractive, likable, favourable and acceptable offering to
customers than that of the competition. In other words Leonidou et al., (2013b) agreed with Fraj
et al., (2015) that adopting an environmentally friendly strategic in firms lead to create a
competitive advantage by reduce long run costs and determine their offerings from those of their
competition, as a result of cheaper recyclable materials use, energy-saving processes, waste-
minimization solutions, and operating process improvements. Adopting (EMS) in firms generally
depends on exploring, developing, and maintaining organizational resources and capabilities
together (Yu, 2011; Camison and Fores, 2015).

In general, travel agencies’ and hotels’ competitive advantage (as a dependent variable) in Cairo
is determined by environmental marketing strategy adoption (as a moderator Variable). This
environmental marketing strategy is also determined by organizational resources and capabilities
(as independent variables). Study respondents perceive the six constructs of elements have a
significant effect on environmental marketing strategy adoption according to the coefficient
table. Experiential Resources has a significant positive impact on environmental marketing
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strategy (=0.107 and p<0.01) (H1). Furthermore, Financial Resources is found positively impact
on environmental marketing strategy (f=0.282 and p<0.01) (H2), while Physical Resources is
recorded (B=0.744 and p<0.01) (H3). Technology Sensing Capability (f=.137 and p<0.01) (H4).
Shared Vision Capability (f=0.351 and p<0.01) (H5). Relationship building capability (=0.122
and p<0.01) (H6). On the other hand, Environmental Marketing Strategy was perceived as a
significant positive effect on travel agencies’ and hotels’ Competitive Advantages (p=-0.088 and
p<0.05) (H7). Therefore, the seven hypotheses are statistically supported, and factors are
significantly affecting travel agencies’ and hotels’ Competitive Advantages. These factors
explain 70.1% of the variance in the effectiveness of environmental marketing strategy (R2=
0.701).

Conclusion and limitations

The purpose of this study is to investigate the effect of organizational resources and capabilities
on competitive advantage through the mediating role of environmental marketing strategy within
Egyptian travel agencies category “A” and five-star hotels in Cairo. The study has tested seven
hypotheses of how these organizational resources and capabilities (experiential, financial, and
physical resources; technology sensing/response, shared vision, and relationship-building
capabilities) affect the mediating variable (environmental marketing strategy) and how this
strategy adapted affects Egyptian hotels’ and travel agencies’ competitive advantage by growing
trend in the tourism and hospitality market of environmentally conscious customers who
appreciate agencies and hotels that care about the environment.

This study has used a quantitative approach as a method to test the study hypotheses. The
procedure for collecting data for this study used a questionnaire to collect data from 297 travel
agents and five-star hotel managers in Cairo, and to perceive their opinions on these resources
and capabilities that lead to adopt an environmentally friendly strategic, and how this strategy
affect competitive advantage. Statistical analyses were performed using software of SPSS
version 22. Results of study have been considered significant at p < 0.05. Systematic random
sampling was used since the subjects were selected because of their convenient accessibility and
proximity. Data collection was carried out during period from November—December 2019. The
study has revealed very valuable results in the way it investigated the perceptions of managers on
the role of organizational resources and capabilities which lead to build EMS. Meanwhile, this
mediator factor of environmental marketing strategy showed a significant positive effect on
agencies’ and hotels’ competitive advantage approved with (Hudson and Miller, 2005; El Dief
and Font, 2010; Lopez-Gamero et al., 2011b; Leonidou et al.,, 2013; Fraj et al., 2015;
Ramanathan et al., 2016; Del Rosario et al., 2019; Morgan et al., 2019; Wang et al., 2020;
Papadas et al., 2019).

Directions for further research should include conducting qualitative interviews to easily
understand how organizational resources and capabilities influence environmental marketing
strategy, and how this strategy affects agencies’ and hotels’ competitive advantage in Cairo. It
would also be useful to study the effect of additional organizational resources and capabilities on
building EMS such as human resources and new products development. Finally, there is a need
to apply research model in other tourism and hospitality sectors such as restaurants, and catering
firms or low-rated and smaller travel agencies and hotels.
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