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Measuring the effect of Strategic Fit between Adaptive Competitive
Strategy and Business Intelligence in achieving Organizational
Excellence

An Empirical Study on Jordanian Insurance Companies

Prepared by
Esra Omar Shadid

Supervisor

Prof. Mohammad AL- Nuiami

Abstract

The main objective of this study is to Measure the effect of Strategic Fit
between Adaptive Competitive Strategy and Business Intelligence in achieving
Organizational Excellence in Jordanian Insurance Companies.

This study was applied on Jordanian Insurance Companies in Amman capital
that is (26). The study sample consists of (78) general managers, executive and
head of section. After distributing (78) questionnaires of the study sample, a total of
(68) answered questionnaires were retrieved, of which (7) were invalid; Therefore,
(68) answered questionnaires were valid for study.

In order to achieve the objectives of the study, the researcher designed a
questionnaire consisting of (39) paragraphs to gather the primary information from
the study sample. The Statistical Package for Social Sciences (SPSS) program

was used and Statistica to analyze and examine the hypothesis.
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1. There is a positive significant relationship between Independent variables “Adaptive
competitive strategy (Prospector; Defender and Reactor), business Intelligence (Insight;
Consistency and transformation)” and dependent variable “Organizational Excellence” in
Jordanian Insurance Companies at level (o < 0.05).
2. There is a positive significant effect of Adaptive competitive strategy (Prospector;
Defender and Reactor) on Organizational Excellence in Jordanian Insurance Companies
at level (a0 < 0.05).
3. There is a positive significant effect of Business Intelligence (Insight; Consistency and
transformation) on Organizational Excellence in Jordanian Insurance Companies at level
(a0 <0.05).
4. There is a positive significant effect of strategic fit between Competitive Strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight; Consistency and
transformation) on Organizational Excellence in Jordanian Insurance Companies at level
(a0 <0.05).

Finally, the study set the following recommendations:
1. Jordanian Insurance Companies should build an integrated model to maximize net
profit by using Adaptive competitive strategy, Also it operates the proposed model based
on the outcomes of demand forecasting model, the data of actual fact, estimated data for
several alternative scenarios, to reach appropriate net profit in light of business
processes and Business Intelligence relationships.
2. Jordanian Insurance Companies must apply the Business Intelligence process,

including: instructions for planning, forecasting and cooperation.
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(1-1): Introduction

One of the most widely shared and enduring assumptions in the
strategy formulation literature is that the appropriateness of a firm's strategy
can be defined in terms of its fit, match, or congruence with the environmental
or organizational contingencies facing the firm (Hofer & Schendel, 1978).

Strategic fit is a core concept in normative models of strategy
formulation, and the pursuit of strategic fit has traditionally been viewed as
having desirable performance implications (Miles and Snow, 1994). Yet despite
the concept’s historical centrality and intuitive appeal, one finds relatively little
explicit attention to strategic fit in the most recent strategy literature.

The concept of strategic fit is based on the contingency perspective,
facilitated by strategic management pioneers. Chandler (1962) and Ansoff
(1965). It reflects the open systems approach, which sees organizations as a
set of interdependent parts that form a whole, which in turn is interdependent
with larger environments (Zeithaml, et..al, 1988).

The theoretical framework postulates that fit, match or congruence between
a firm’s strategy and environmental or organizational contingencies leads to
enhanced business performance (Zajac, et,,al, 2000).

The strategic fit has been established as a superior conceptualization of a

framework under which various bivariate relationships of different strategic fit
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categories and their impact on third variable, usually performance
(contingency), has been researched (Venkatraman & Camillus, 1984).

The fit has been defined as an internal consistency or alignment (Ensign,
2001), but has been difficult to conceptualize and measure empirically. Despite
these methodological and conceptual challenges, strategic fit has been an
important building block in the development of strategic management theory
(Drazin & de Ven, 1985).

During the last years, companies have understood the importance of
enforcing achievement of the goals defined by their strategy through metrics-
driven management and using business Intelligence system.

From above, the purpose of this study is to Measure the effect of strategic fit
between Adaptive competitive strategy and business Intelligence in achieving
organizational excellence at Jordanian Insurance Companies.

Business Intelligence (Bl) systems provide a proposal that faces needs of
contemporary organizations. Main tasks that are to be faced by the Bl systems
include intelligent exploration, integration, aggregation and a multidimensional
analysis of data originating from various information resources. Systems of a Bl
standard combine data from internal information systems of an organization
and they integrate data coming from the particular environment e.g. statistics,
financial and investment portals and miscellaneous databases. Such systems
are meant to provide adequate and reliable up-to-date information on different

aspects of enterprise activities (Olszak & Ziemba, 2007).



(1-2): Study Problem and Questions

Nowadays, on business market, data analysis is a fundamental request for
taking decisions in order to obtain excellence. Gross information, which in many
cases presumes a large volume of data, is not very useful because of the
impossibility to make detailed and efficient analyses. Things can change when
we talk about synthesized and grouped information that offer a better support
for data analyses and decision, an essential condition for performing an
efficient management.

Usually, to make decisions, organizations such as Jordanian Insurance
Companies must access at the right moment exact and complete information,
from various domains of activity, in the right format for the specific purpose, but
the operational systems in the Jordanian Insurance Companies are not the
adequate environment for obtaining all this information.

Based on the above, one may demonstrate the study’s problem via stirring
up the questions below:

Question One: |s there a relationship between Independent variables
Adaptive competitive strategy (Prospector; Defender and Reactor), business
Intelligence (Insight; Consistency and transformation) and Organizational

Excellence at Jordanian Insurance Companies?
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Question Two: To what extent does Adaptive competitive strategy
(Prospector; Defender and Reactor) affect Organizational Excellence at
Jordanian Insurance Companies?

Question Three: To what extent does Business Intelligence (Insight;
Consistency and transformation) affect Organizational Excellence at Jordanian
Insurance Companies?

Question Four: To what extent does strategic fit between Adaptive
competitive strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) affect Organizational

Excellence at Jordanian Insurance Companies?

(1-3): Significance of the Study

The significance of the study is to develop the service industry and
Jordanian Insurance Companies Excellence. The study is a preliminary step to
encourage researchers to undertake further studies, which show the
importance of strategic fit concept. The results of the current study lead to
subsequent studies useful to development Jordanian Insurance Companies

performance after the image has been well demonstrated.



(1-4): Objectives of the Study

The main objective of this study is to measure the effect of strategic fit
between Adaptive competitive strategy and business Intelligence in achieving
organizational excellence at Jordanian Insurance Companies, through
achieving following objectives:

1. Investigate the relationship between Independent variables “Adaptive
competitive strategy (Prospector; Defender and Reactor), business Intelligence
(Insight; Consistency and transformation)” and dependent variable
“Organizational Excellence” at Jordanian Insurance Companies.

2. Determine the effect of Adaptive competitive strategy (Prospector; Defender
and Reactor) on Organizational Excellence at Jordanian Insurance Companies.
3. Explore the effect of Business Intelligence (Insight; Consistency and
transformation) on Organizational Excellence at Jordanian Insurance
Companies.

4. Test the strategic fit effect between Adaptive competitive strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Organizational Excellence at Jordanian

Insurance Companies.



(1-5): Study Hypotheses

Based on the study problems and the literature review, the following

research hypotheses will be examined:

HO:: There is a positive significant relationship between Independent variables
‘Adaptive competitive strategy (Prospector; Defender and Reactor), business
Intelligence (Insight; Consistency and transformation)” and dependent variable
“Organizational Excellence” at Jordanian Insurance at level (o < 0.05).

HO2: There is a positive significant effect of Adaptive competitive strategy
(Prospector; Defender and Reactor) on Organizational Excellence in Jordanian
Insurance Companies at level (a0 < 0.05).

HO2.1. There is a positive significant effect of Prospector competitive
strategy on Organizational Excellence in Jordanian Insurance Companies at
level (o < 0.05).

HO2.1. There is a positive significant effect of Defender competitive
strategy on Organizational Excellence in Jordanian Insurance Companies at
level (o0 <0.09).

HO23. There is a positive significant effect of Reactor competitive
strategy on Organizational Excellence in Jordanian Insurance Companies at

level (o0 <0.09).



HOs: There is a positive significant effect of Business Intelligence (Insight;
Consistency and transformation) on Organizational Excellence in Jordanian
Insurance Companies at level (a0 < 0.05).

HOs.1. There is a positive significant effect of Insight on Organizational
Excellence in Jordanian Insurance Companies at level (o < 0.05).

HOs.. There is a positive significant effect of Consistency on
Organizational Excellence in Jordanian Insurance Companies at level (a0 <
0.05).

HOs.3. There is a positive significant effect of transformation on

Organizational Excellence in Jordanian Insurance Companies at level (a0 <
0.05).
HO4: There is a positive significant effect of strategic fit between Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence
(Insight; Consistency and transformation) on Organizational Excellence in
Jordanian Insurance Companies at level (o < 0.05).

HO4.1. There is a positive significant effect of strategic fit between
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Knowledge

Excellence in Jordanian Insurance Companies at level (o < 0.05).



Competitive Strategy (Prospector; Defender and Reactor) and Business

Intelligence (Insight; Consistency and transformation) on Process Excellence in

HO4.2. There is a positive significant effect of strategic fit between

Jordanian Insurance Companies at level (o < 0.05).

(1-6): Study Model

T
o

Competitive Strategy

Prospector Strategy
Defender Strategy

Reactor Strategy

Ho,

9
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%\rateglc p,},

Business Intelligence
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Figure (1-1)
Study Model

Knowledge Excellence
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(1-7): Study Limitations

The study scope deals with the following:

Human Limitations: the managers working in the Jordanian
Insurance Companies (Amman) who occupied these positions (General,
Executive and Head of section).

Place Limitations: Jordanian Insurance Companies in Amman.

Time Limitations: the time absorbed to study accomplishment in year
2012.

Scientific Limitations: The researcher depends on Competitive
Strategy (Prospector; Defender and Reactor) suggested by Miles & Snow
(1978), However, in the Business Intelligence (Insight; Consistency and
transformation) the researcher depends on Ramakrishnan, et..al, (2012: 486-
496). Finally, in the Organizational Excellence the researcher depends on Pinar

& Girard (2008:29 — 45).

(1-8): Study Delimitations

1. Implementing the study on the Jordanian Insurance Companies in Amman.
2. The study is limited to the General, Executive, department and Head of

section in Jordanian Insurance Companies.
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(1-9): Study Terminologies

Adaptive Competitive Strategy: Long-term action plan that is devised to
help a company gain a competitive advantage over its rival. This type of
strategy is often used in advertising campaigns by somehow discrediting the
competition's service. Competitive strategies are essential to companies
competing in markets that are heavily saturated with alternatives for consumers
(Malik & Naeem, 2011: 806).

Prospector: perceive a dynamic, uncertain environment and maintain
flexibility to combat environmental change (Malik & Naeem, 2011: 807).

Defender: perceive the environment to be stable and certain, and
thus seek stability and control their operations to achieve maximum
efficiency (Malik & Naeem, 2011: 808).

Reactor: a residual strategy that the company lack consistency in
strategic choice and performs poorly (Malik & Naeem, 2011: 808).
Business Intelligence: is a broad category of applications and

technologies for gathering, storing, analyzing, and providing access to data to
help enterprise users make better business decisions (Ramakrishnan, et..al,

2012; 487).
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Insight: an understanding of cause and effect based on identification
of relationships and behaviors within a model, context, or scenario
(Ramakrishnan, et..al, 2012: 488).

Consistency: The achievement of a level of Excellence that does not
vary greatly in quality over time (Ramakrishnan, et..al, 2012: 489).

Transformation: a process of profound and radical change that
orients an organization in a new direction and takes it to an entirely different
level of effectiveness (Ramakrishnan, et..al, 2012: 490).

Organizational Excellence: is one that has successfully worked out its
integrated portfolio of Needs, Results, Work and Competence (Pinar & Girard,

2008:30).
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CHAPTER TWO
Theoretical Framework & Previous Studies

(2-1): Introduction

(2-2): Strategic Fit

(2-3): Adaptive Competitive Strategies

(2-4): Business Intelligence

(2-5): Organizational Excellence

(2-6): Previous Studies

(2-7): Study contribution to knowledge
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(2-1): Introduction

The nature of Fit is best revealed by the concepts of businesses seeking
competitive advantage and sustainability in their chosen markets. A company
can outperform rivals only if it can establish a difference that it can preserve
(Porter, 1996). Fit drives both competitive advantage and sustainability by
creating a chain that is as strong as the strongest link (Porter, 1996). It is easy
for competitors to replicate strategic elements of a single function, but
extremely difficult for them to replicate multiple functions fit together and
reinforcing each other in pursuit of a common goal.

Business intelligence (BI) is the top priority for many organizations and
the promises of Bl are rapidly attracting many others (Evelson, et..al, 2007).
Gartner Group’s Bl user survey reports suggest that Bl is also a top priority for
many chief information officers (ClOs) (Sommer, 2008).

Organizations today collect enormous amounts of data from numerous
sources, and using Bl to collect, organize, and analyze this data can add great
value to a business (Gile et al., 2006). Bl can also provide executives with real
time data and allow them to make informed decisions to put them ahead of their

competitors (Gile et al., 2006).
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This chapter is divided into the following six sections: Strategic Fit;
Adaptive Competitive Strategies; Business Intelligence; Organizational

Excellence; Previous Studies and Study Contribution to knowledge.

(2-2): Strategic Fit

The concept of strategic fit has been the central theme of the structural
contingency theory. Within the contingency theory perspective, Drazine & Van
de Ven (1985. 514 - 539) have examined fit through three different
approaches: Selection, Interaction and Systems. In the selection approach, fit is
interpreted as an assumed premise underlying congruence between context
and structure without looking into the impact of context — structure relationship
on performance. In the interaction approach, fit is understood as an interaction
effect of organizational context and structure factors on performance. Finally, in
the systems approach, fit is defined as the internal consistency of multiple
contingencies and multiple structural characteristics that have performance
effects.

Strategic fit expresses the degree to which an organization is matching
its resources and capabilities with the opportunities in the external environment.
The matching takes place through strategy and it is therefore vital that the
company have the actual resources and capabilities to execute and support the

strategy. Strategic fit can be used actively to evaluate the current strategic
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situation of a company as well as opportunities and divestitures of
organizational divisions. Strategic fit is related to the Resource-based view of
the firm which suggests that the key to profitability is not only through
positioning and industry selection but rather through an internal focus which
seeks to utilize the unique characteristics of the company’s portfolio of
resources and capabilities (Grant, 2007).

Venkatraman & Camillus (1984) have provided a basis for
operationlization of fit by classifying the different perspectives of the use of the
fit in strategic management by employing two dimensions: the
conceptualization of fit and the domain of fit. Their efforts produce six different
strategic fit concepts:

1. Strategy formulation school is primarily interested in the fit between strategy
and environmental condition (External Elements).

2. Strategy implementation school focuses on the alignment between strategy
and structure (Internal Elements).

3. Integrating formulation — implementation school is integrating the first and
second fit perspectives.

4. Interorganizational (strategy) network school explores not only the pattern of
interactions between a single organization and its environment, but also
interorganizational relations.

5. Strategic choices school examines the pattern of coordination or integration

among strategy and structural units (Internal Elements).
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6. Overarching “gestalt” school is mainly interested in an interaction effect of
organizational environment and structure on organizational survival or
effectiveness.

Porter (2006) defines three types of fit:

First order fit. Simple consistency fit between each function and the
business strategy.

Second order fit. Activities or functions are reinforcing each other to
entrench competitive advantage and sustainability.

Third order fit. Optimization of effort to achieve high levels of business
unit capability.

Pintelon, Pinjala and Vereecke (2005) present a slightly different but
related view. They explain fit in terms of internal and external consistency
between functions, strategic elements and the business environment.
Maintenance strategy should therefore demonstrate:

1. Internal consistency with the overall business strategy and other functional
strategies, e.g. manufacturing.

2. Strategy elements should be internally consistent with each other. It can be
inferred that this can only be achieved if they are either complimentary or
reinforcing.

3. Maintenance strategy should be externally consistent with the business
environment. This calls for fit to government statutory requirements, technology

environment and availability of services and infrastructure.
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According to Nath and Sudharshan (2004), a good measure of fit must
be replicable, feasible and consistent for different scales and levels of
complexity, and must have interjudge reliability. A good measure can be
verified using the correlation of fit and business performance. This analysis is
based on the assumption that fit results in improved business performance for
all business strategy types, an assertion which is generally accepted based on

prior researches.

(2-3): Adaptive Competitive Strategy

Strategy is a term that comes from the Greek strategia, meaning
"generalship." In the military, strategy often refers to maneuvering troops into
position before the enemy is actually engaged. In this sense, strategy refers to
the deployment of troops. Once the enemy has been engaged, attention shifts
to tactics. Here, the employment of troops is central. Substitute "resources” for
troops and the transfer of the concept to the business world begins to take form
(Ronda-Pupo, et..al, 2012: 162)

According to (Mintzberg, 1987: 11-21) people use "strategy" in several
different ways, the most common being these four:

1. Strategy is a plan, a "how," a means of getting from here to there.
2. Strategy is a pattern in actions over time; for example, a company that

regularly markets very expensive products is using a "high end" strategy.
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3. Strategy is position; that is, it reflects decisions to offer particular products
or services in particular markets.

4. Strategy is perspective, that is, vision and direction.

Porter (1996: 62) argues that competitive strategy is "about being
different." He adds, "It means deliberately choosing a different set of activities
to deliver a unique mix of value." In short, Porter argues that strategy is about
competitive position, about differentiating organization in the eyes of the
customer, about adding value through a mix of activities different from those
used by competitors. In his earlier book, Porter defines competitive strategy as
"a combination of the ends (goals) for which the firm is striving and the means
(policies) by which it is seeking to get there." Thus, Porter seems to embrace
strategy as both plan and position. (It should be noted that Porter writes about
competitive strategy, not about strategy in general.)

Overall, there are three traditional approaches to defining competitive
strategy: Miles and Snow's adaptive strategies, Abell's business definition
framework, and Mintzberg's competitive strategies.

In this research, the researcher depends on Miles and Snow's adaptive
strategies approach.

Miles and Snow's theoretical framework (1978) has undergone
extensive empirical investigation (DeSarbo, et..al., 2006) to improve
understanding on business strategic orientations within a given industry for the

last 32 years or more.



20 —
The typology considers an organization as comprehensive and
integrated system having dynamic fit with the environment. It was postulated
that organizations competing in a particular industry demonstrate behavioral
patterns which are representative of four basic strategic types such as
prospectors, analyzers, defenders and reactors (Miles & Snow, 1978).

Miles and Snow’s classification of the strategy is as the following:
Defenders: aiming at stability and defending a narrow range of products within
a narrow market segment; Prospectors: searching for new product and market
opportunities; analyzers: seeking to minimize risk while seizing opportunities, a
balanced approach and Reactors: inconsistent and unstable, simply reacting to
the environment (Sadler, 2003: 24).

The Defender competitive strategy is a strategy characterised by the
search for market stability and producing only a limited product line directed at
a narrow segment of the total potential market. It is concerned with stability,
namely how to ‘seal off a portion of the market in order to create a stable
domain ... a limited set of products [is] directed into a narrow segment of the
total market’. There, to keep out competitors, the defender prices competitively
or concentrates on quality. Technological efficiency is important, as is strict
control of the organization. Defender competitive strategy enables the
organizations to produce products or services with the objective of obtaining
market leadership. They may achieve their objectives by concentrating on a

market niche through specialization and cost reductions. The market may be
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mature and stable. The organization is able to cope with sudden strategic
change but would be more comfortable with steady strategic change (Lynch,
2006: 256).

Defender competitive strategy is characterized by narrow and relatively
stable product - market domains, often dominating a specific niche in its
industry and sealing off competition by offering high quality and low prices on
standard products. Emphasis is placed on achieving operational efficiency and
building economies of scale. Its organizational structure is usually mechanistic.
It has greater fixedlasset intensity than the other strategic types, with
investments in highly costlefficient but few core technologies. However, the
Defender does not tend to search outside its domain for new opportunities, and
rarely makes major adjustments in its structure or technology. Primary attention
is devoted to improving efficiencies in existing operations using existing core
technologies (Miles & Snow, 1984).

Finally, Organizations having defender orientations are mechanistic and
use integration devices and formal procedures to improve coordination (Vorhies
& Morgan, 2003).

The Prospector competitive strategy is a strategy in which an
organization continually innovates by finding and exploiting new product and
market opportunities. They're constantly "prospecting” for new directions to
pursue. The prospector, in contrast, actively searches out innovative new

product and market opportunities (sometimes even at the expense of
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profitability). The key here is to maintain flexibility, in both technology and
administrative arrangements. Prospector organizations are involved in growing
markets where they actively seek new opportunities through innovation. They
are typically flexible and decentralized in their approach to the market and able
to respond quickly to change. Their objectives are to seek new opportunities.
Strategic change is no problem for such companies (Lynch, 2006: 256).

Prospectors differ greatly from analyzers and are characterized by a
continuous search for new products and market opportunities, thereby creating
change in the market. Emphasizing innovativeness, the Prospector invests
heavily in product research and development, experimentation and
environmental scanning. Their productimarket domain is a broad and dynamic
domain, and to function in such an environment, they seek flexibility in
technology (as reflected in low fixedlasset intensity) and use an organic
organization structure. However, the concern with flexibility and innovativeness
often leads to a lack of controls and low operational efficiency (Miles & Snow,
1978).

Prospectors follow the strategy of leading change in their industry. They
are oriented externally and compete by finding out the latent customer needs,
quickly transformation ability in changing environment and by launching new
products to satisfy their customer base while taking in to the consideration of

other marketing mix (Slater, et..al., 2010).
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The Analyzer competitive strategy is a strategy in which organizations
compete by analysing and imitating the successes of other organizations. The
analyzer sits between the defenders and the prospectors, seeking to ‘minimize
risk while maximizing the opportunity for profit’, so that the approach is best
described as ‘balanced’. Analyzer organizations seek to expand but also to
protect what they already have. They may wait for others to innovate and delay
while others prove new market opportunities before they enter. Large and small
organizations can take this route, using mass production to reduce costs but
also relying on some areas such as marketing to be more responsive and
provide flexibility where required. Strategic change would need careful analysis
and evaluation before it could be adopted (Lynch, 2006: 256).

The Reactor competitive strategy is a strategy characterised by the
lack of a coherent strategic plan or apparent means of competing. It's almost a
"no strategy" type position because obviously it's not a preferred or
recommended competitive strategy for developing a sustainable competitive
advantage. The reactor, unlike the other three, reacts to its environment. This is
a failure; ‘inconsistent and unstable’. In other words, here we have a ‘residual’
strategy, arising when one of the other three strategies is inappropriately
pursued. Reactor organizations are those that respond inappropriately to
competitors and to the more general environment. They rarely, if ever, take the

initiative and, in a sense, may have no strategy: they always react to other
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strategies. Even if they have a strategy, it is entirely inappropriate to the
environment and hence the resulting reactor organization is bound to be
inadequate. Strategic change will therefore be a problem (Lynch, 2006: 256).
Miles and Snow (1978) argue that reactors adapt to their environment
only when environmental pressures force them to do so. They lack congruence
of its strategy with the external environment and organizational structure,
culture and processes. Such organizations do not have forward looking and
high performance strategy. They do not bother either to sustaining their
competitive position in well acquired product/market domain, or to take risks to
exploit feasible opportunities in the external environment (Garrigos-Simén,

et.al., 2009).

(2-4): Business Intelligence

Business Intelligence as an “active, model-based, and prospective
approach to discover and explain hidden, decision-relevant aspects in large
amounts of business data to better inform business decision processes”.
Business intelligence is the process of gathering high-quality and meaningful
information about the subject matter being researched that will help the
individual(s) analyzing the information, draws conclusions or make
assumptions.” Business intelligence refers to the use of technology to collect
and effectively use information to improve business effectiveness. An ideal Bl

system gives an organization's employees, partners, and supplier's easy
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access to the information they need to effectively do their jobs, and the ability
to analyze and easily share this information with others (KMBI, 2005).

Various definitions of Bl have emerged in the academic and practitioner
literature. While some broadly define Bl as a holistic and sophisticated
approach to cross-organizational decision support (Alter, 2004),

Ghoshal & Kim (1986: 49) considered Business Intelligence an activity
within which information about competitors, customers, markets, new
technologies, and broad social trends is gathered and analyzed. Around the
same time, Tyson (1986: 9). |dentified the Business Intelligence concept as
an analytical process by which raw data are converted into relevant, usable,
and strategic knowledge and intelligence. Collins (1997: 4) recognizes
Business Intelligence as a process by which information about competitors,
customers, and markets is systematically gathered by legal means and
analyzed to support decision-making.

Mendell (1997:115-118) remarks that Business Intelligence has always
been an important part of the competing business world, and thus the core
activities of Business Intelligence are far from new.

Miller (2000b: 13) defines Business Intelligence as including the
monitoring of developments in the external business environment.

Olszak and Ziemba (2003) define Business Intelligence as A set of
concepts, methods and processes that aim at not only improving business

decisions but also at supporting realization of an enterprise’s strategy.
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Betts (2004) believes that Business Intelligence will mean more people
viewing more data in more detail. Betts feels that more companies will be
putting Business Intelligence tools into the hands of the typical employee, not
just the marketing or financial analyst. Additionally, unstructured data,
predictive analytics, and integration will be key trends that will exist in the
Business Intelligence domain.

Chung, et..al, (2004) define Business Intelligence as Results obtained
from collecting, analyzing, evaluating and utilizing information in the business
domain. Burton & Hostmann (2005) believe that Business Intelligence is the
use and analysis of information that enable organizations to achieve
efficiency and profit through better decisions, management, measurement
and optimization.

Lonnqvist & Pirttimaki (2006) define Business Intelligence as A
managerial philosophy and tool that helps organizations manage and refine
information with the objective of making more effective decisions.

Williams & Williams (2007) extracted that the Business Intelligence is a
combination of products, technology and methods to organize key information
that management needs to improve profit and performance.

Jourdan, et..al. (2008) pointed that Business Intelligence is both a process
and a product that is used to develop useful information to help organizations
survive in the global economy and predict the behavior of the general

business environment
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Aronson, Liang and Turban (2005) also divide Bl tools into reporting,
OLAP and data mining. Collins (1997: 19) categorizes the main objectives of
Business Intelligence into three groups. First, a company can avoid surprises
and identify opportunities and threats. Second, Business Intelligence
establishes a baseline for performance evaluation. Third, Business Intelligence
provides more time in which to react. One of the goals of Bl is to support
management activities. Computer based systems that support management
activities and provide functionality to summarize and analyze business
information are called management support systems (MSS) (Gelderman, 2002;
Clark, et..al., 2007; Hartono, et..al, 2007).

Bl can also be included in the MSS set (Clark et al., 2007). First, B
supports decision making for managerial activities (Burton and Hostmann,
2005). Second, Bl uses a data repository (usually a data warehouse) to store
past and present data and to run data analyses (6. Anderson-Lehman, et.. al.,
2004).

Bl is also aimed at improving individual user performance through helping
individual users manage enormous amounts of data while making decisions
(Burton, et..al, 2006). Thus, Bl can be classified as an MSS (Baars and
Kemper, 2008). Examining Bl in the light of research based on other types of
MSS may lead to better decision support and a higher quality of Bl systems

(Clark, et al., 2007).
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Bl success is the positive value an organization obtains from its Bl
investment (Wells, 2003). The organizations that have Bl also have a
competitive advantage, but how an organization defines Bl success depends
on what benefits that organization needs from its Bl initiative (Miller, 2007). BI
success may represent attainment of benefits such as improved profitability
(Eckerson, 2003), reduced costs (Pirttimaki, et..al., 2006), and improved
efficiency (Wells, 2003).

Most organizations struggle to measure Bl success. Some of them want to
see tangible benefits, so they use explicit measures such as return on
investment (ROI) (Howson, 2006). Bl success can also be measured with the
improvement in the operational efficiency or profitability of the organization (Vitt,
et.al, 2002). If the “costs are reasonable in relation to the benefits accruing”
(Pirttimaki, et..al., 2006: 83), then organizations may conclude that their Bl is
successful. Other companies are interested in measuring intangible benefits;
these include whether users perceive the Bl as mission critical, how much
stakeholders support Bl and the percentage of active users (Howson, 2006).
Specific Bl success measures differ across organizations and even across Bl
instances within an organization.

Research, however, does consistently point to at least one high level
commonality among successful Bl implementations. Organizations that have
achieved success with their Bl implementations have created a strategic

approach to Bl to help ensure that their Bl is consistent with corporate business
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objectives (McMurchy, 2008). How Continental Airlines improved its processes
and profitability through successful implementation and use of Bl is a good
example of aligning BI with business needs (Watson, et.. al., 2006).

Research provides valuable insight into how to align Bl with business
objectives and offer explanations for failures to do so (Eckerson, 2003). Other
research provides a solid theoretical foundation for examining Bl success, yet
provides limited empirical evidence (Gessner and Volonino, 2005). Research
that provides a sound theoretical background as well as empirical evidence
focuses on specific technologies of Bl, such as data warehousing (Nelson,

et..al., 2005) or web Bl (Chung, et..al., 2004), rather than a more holistic model.

(2-5): Organizational Excellence

Different meanings in management literature such as: excellence meaning
quality (Peters and Waterman, 1982), proportionality for use (Juran and Gryna,
1988), parallelism in specification (Gilmore, 1974), confidence for facilities
(Crosby, 1979), satisfying or preceding customer expectations (Parasuraman,

et..al, 1985). These concepts show various aspects of excellence.
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Among the other definitions of organizational excellence we can refer to
the following cases:

Excellence means ascending, transcending and becoming superior
(Amid,1992).

Organizational excellence could be considered as growth and
enhancement of level of an organization in all its various dimensions so that
probability of success of the organization will be increased in long term by
obtaining favorable satisfaction of all beneficiaries and creating balance among
them (Farahi, 2010).

Organizational excellence is intentional and reasonable introduction,
creating, strengthening and dissemination of change in order to improve
effectiveness of the organization (Loutans, 2000).

Organizational excellence is a holistic method to improve performance
of the organization (Harrington, 2005).

On the other hand, excellence means perfectness, accuracy and
absoluteness. Perfection of one person in his work is an excellent action
(Sharma & Talwar, 2007). Therefore, whenever an organization resists in the
correct way and tries not to fall in error in his growth path it is said this
organization is growing (Mehrdad, 2002).

The term organizational excellence refers to something about
organizations and makes them better too. From one viewpoint organizational

excellence could be considered as "transformation along with evolution". An
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excellent organization is always in the growth and excellence path. Increasing
changes and the existing competitive pressures in the environment of
organizations have intensified the necessity of focusing on innovation,
enhancement of quality, improvement of services to customers, increasing the
speed and decreasing of cost. Incapability of traditional structures and models
governing business in satisfying expectations and demands of beneficiaries has
led to propagation of the new organizational approach which tries to respond
justly to demands of beneficiaries through designing and creating organization
HPO (High Performance Organization) (Eisakhani,2002).

Wall (2005) defines excellent organizations as below with a
comprehensive viewpoint: "an excellent organization is the one that obtains
better results than the coordinate organizations during a long-term period
through appropriate adaptation with changes and rapid reaction to such
changes, creating a coherent and purposeful management structure,
permanent improvement of key capabilities and suitable behavior with
employees".

In this regard, various clear-sighted refer to diverse characteristics for
excellent organizations, for example Tussi (2004) asserts that excellent
organizations like excellent human beings have characteristics that the most
important of them are: openness and clarification of the system, confidence in
others, feedback from inside and outside, participation with others, training and

selecting and superficiality of organizational structure.
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Moghadami (2005) believes that excellent organizations have the
following characteristics:
1. Customers: superior organizations attract and maintain customers.
2. Employees: superior organizations attract and maintain customers and enjoy
their high performance.
3. Capital owners: superior organizations obtain great financial resources.
4. Future generations: superior organizations establish future values.
9. Suppliers and strategic partners: superior organizations enhance such
relations.
6. Globalization: superior organizations that are thinking about globalization
behave in a way to increase their benefits and local benefits simultaneously.
7. Change or transformation: superior organizations are always thinking about
improvement and innovation.
8. Learning: superior organizations optimize knowledge acquisition and spread
it to all levels of the organization.
9. Leadership: superior organizations can have access to their required
leadership competences rapidly; their decisions optimize their current
performance and prepare the ground for the future.
According to Eisakhani (2002) excellent organizations have seven
characteristics such as perspective and mission of the organization, ambitious
purposes, strategic thinking, leadership, organization planning, technology and

processes.
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Also, Riahi (2005) mentions twelve cases about characteristics of
excellent organizations including being flexible and responsive, paying attention
to beneficiaries' needs, using short-term, medium-term and long-term programs
simultaneously, creating desirable values of customers, foreseeing and inspired
leadership, focusing on potential demands of customers, using effective
management system, paying attention to processes, employees' participation,
innovation and learning, development and preserving cooperation, clarification
and responsiveness.

Given the stated characteristics for excellent organizations we can infer
that all clear-sighted have consensus upon a group of characteristics.

Abzari and Dalvi (2010) have classified these characteristics into four
groups:

Group one: 1) being pioneer, 2) harmonization, 3) integration, 4)
leadership.

Group two: 1) learning, 2) discipline and order, 3) time management, 4)
changeability.

Group three: 1) customer orientation, 2) foresight, 3) truthfulness, 4)
communications

Group four: 1) balanced growth, 2) monitoring and prevention, 3)

empowerment, 4) cooperation
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According to Hillman (1994), assessment of excellence is the process
of evaluating an organization against a model for continuous improvement in
order to highlight what has been achieved and what needs improving.

European Foundation for Quality Management (EFQM guidelines, 1999)
defines excellence as “outstanding practice in managing the organization and
achieving results — all based on a set of nine fundamental concepts, via, result
orientation, customer focus, leadership and constancy of purpose,
management by process and facts, people development and involvement,
continuous learning, innovation and improvement, partnership development
and public responsibility.”

Finally, Harrington (2005) suggests five Pillars of Organizational
Excellence defines the five management functions of an organization that need
to be managed simultaneously in an effective way in order for the organization
to excel. The five management functions are processes, projects, change,

knowledge, and assets/resource management.
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(2-6): Previous Studies

Yarrow, et.al, (2000) under title “Organizational Excellence®.presents
findings from 21 Colleges of Further Education, which have participated in
surveys of both staff and learner satisfaction and which (as part of a larger survey
of colleges) have taken part in a diagnostic benchmarking exercise using the
'Learning PROBE' methodology. Learning PROBE was developed from the
established 'Service PROBE' to support UK Further Education Colleges in their
pursuit of excellence. More than 2500 staff of these 21 colleges have participated
in the satisfaction survey relating to their job, considering 38 aspects of their
working life. Separately, more than 16,000 students undertook a learner
satisfaction survey in which 28 aspects of their college life were assessed. Only
four of the aspects of the staff's working life displayed an overall positive
response from the participating staff, whilst most measures had more staff
displaying dissatisfaction than satisfaction with the extent to which their
expectations are being met. With respect to the satisfaction of learners, a key
stakeholder group for the colleges, a majority of respondents displayed
satisfaction for all but two of the attributes considered. It would be reasonable to
assume that if a college has effectively implemented good practices, which are
delivering strong results, then the benefits will be felt by both of these stakeholder

groups, staff and learners, leading in turn to associated levels of satisfaction with
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the organization. Analysis reported within this paper would suggest that only
negligible association exists between levels of implementation of individual
practices (as measured by PROBE) and levels of either staff or learner
satisfaction with the organization, as defined by various pairs of comparable
measures. In contrast, when PROBE scores are aggregated to form higher-level
'enabler' and 'results’ indices, then the levels of association between the indices
and related measures of staff and learner satisfaction display greater levels of

significance.

Zajac, et..al, (2000) under title “Modeling the Dynamics of Strategic Fit: A
normative Approach to Strategic change®. aimed to develop and tests a dynamic
perspective on strategic fit. Drawing from contingency and resource-based
arguments in the strategy and organizational theory literatures, they propose a
distinctive analytical approach to identify environmental and organizational
contingencies that should predict changes in a firm's strategy and the
performance implications of such changes. They test our model using extensive
longitudinal data from over 4000 U.S. savings and loan institutions during a
period when many S&Ls considered changing strategic direction. The findings
support our model of dynamic strategic fit. Specifically, they find that (1) the
timing, direction, and magnitude of strategic changes can be logically predicted
based on differences in specifically environmental forces and organizational

resources, and (2) organizations that deviated from our model's prediction of
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dynamic strategic fit (i.e., changed more or changed less than our model

prescribed) experienced negative performance consequences.

Negash (2004) under title “Business Intelligence’. showed that business
intelligence systems combine operational data with analytical tools to present
complex and competitive information to planners and decision makers. The
objective is to improve the timeliness and quality of inputs to the decision
process. Business Intelligence is used to understand the capabilities available in
the firm; the state of the art, trends, and future directions in the markets, the
technologies, and the regulatory environment in which the firm competes; and the

actions of competitors and the implications of these actions.

Fries (2006) under title “The Contribution of Business Intelligence to
Strategic Management'.aimed to investigate the contribution of Bl to strategic
management. It showed that Bl is not only contributing to the strategic level of an
organization, but also to the tactical and even operational level. Moreover, it
conducted that producing or providing intelligence for the first category of
strategic decisions and issues was relatively easy because internally related data
are processed. Data about the company and its main competition and customers

is relatively easy to retrieve and to process.

Olszak & Ziemba (2007) under title “Approach to Building and
Implementing Business Intelligence Systems‘. aims to describing processes of

building Business Intelligence (Bl) systems. The considerations are focused on
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objectives and functional areas of the Bl in organizations. Hence, the approach to
be used while building and implementing the Bl involves two major stages that
are of interactive nature, i.e. Bl creation and Bl consumption. A large part of the
article is devoted to presenting objectives and tasks that are realized while

building and implementing BI.

Lupu, et.al, (2007) under title “The Impact Of Organization Changes On
Business Intelligence Projects®. presents the subject approaches of business
intelligence in the context of ERP projects, and the experience of a real industry
project, its development and the problems it faced. It offers an insight into the
main three phases of the project and analyses the impact of technical problems
and of company changes on the Bl project, revealing the strengths and the
weaknesses of the proposed solutions. The conclusions of the article can be
useful for all of those who are involved in building business intelligence solutions
to reveal some of success factors, to prevent or to solve some of the inherent

problems related to this type of projects.

Pirttimaki (2007) under title “Business Intelligence as a managerial tool in
large Finnish companies®, aimed at examing Bl as a tool for managing business
information in large Finnish Companies. The results presented the role of Bl in
Finland has expanded since the 1990s. The use at Bl increased in the top (50)
Finnish companies in the time span under examination, and Bl is likely to

become an integral part of these companies' activities.
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Wang & Shyu (2008) under title “Will the strategic fit between business and
HRM strategy influence HRM effectiveness and organizational performance?”,
aimed to examine how the fit between the strategy of business and HRM would
affect HRM effectiveness and organizational performance. The literature was
reviewed from both the theoretical and empirical perspectives. Top 1,000
manufacturing companies in Taiwan were sampled, yielding valid questionnaire
data and objective performance indexes from 181 firms. Multiple regressions and
LISREL was employed to test the four hypotheses empirically. The main findings
were: the strategy fit between a firm's business and HRM strategy has a positive
and direct impact on HRM effectiveness and labor productivity after analyzing by
hierarchical multiple regression. HRM effectiveness could directly increase labor
productivity while strategy fit strengthened the relationship between HRM

effectiveness and labor productivity.

Pinar & Girard (2008) under title “Investigating the Impact of Organizational
Excellence and Leadership on Business Performance: An Exploratory Study of

Turkish Firm?“, focuses on the impact of organizational excellence and
leadership on the performance of firms in Turkey. It cites the three key factors
that are critical for business performances including customer oriented, quality of
personnel, innovation and four key leadership techniques. Furthermore, the
seven factors, personal interviews and surveys with 200 firms were folded up in

three major cities in the western part of the country and the outcome for each
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factor was examined carefully to help managers weigh the value of various

approaches and strategies.

Ooncharoen & Ussahawanitchakit (2008) under title “Building
Organizational Excellence and Business Performance of Hotel Business in
Thailand: Effect of Service Culture and Organizational Characteristic’. Aimed to
examine and investigates the relationships between five dimensions of service
culture (high-quality service, communicate openly and honestly, service
responsiveness, service failure prevention, and service recovery) that influence
organizational excellence and business performance through external
environment as moderator of the relationships between organizational excellence
and business performance and organizational support, technology orientation
and employee competency as an antecedent of service culture. The model is
tested using data collected from mail survey of 278 hotel businesses in Thailand.
The results indicate partial support for the hypotheses derived from the

conceptual model.

Rus & Toader (2008) under title “Business Intelligence for Hotels
Management Performance”, aimed to present the advantages of using Business
Intelligence Systems in hotel's decision making activities. After a short literature
review they analyze the main components of a Business Intelligence System and
identify the Bl solutions for hospitality industry available on the global market and

on the Romanian market. It offers important tools for analyzing and presenting
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data to managers so they can make more informed decisions. Hotels store large
quantities of operational data, generated by daily transactions, in operational
databases. These databases contain detailed information whereas managers
need aggregate, summary information in decision making process. Using
Business Intelligence the data from separate source systems is loaded into a
data warehouse through a process of extraction, transformation, and loading and

data is transformed in useful information and knowledge.

Alnoukari (2009) under title “Using Business Intelligence Solutions for
Achieving Organization’s Strategy: Arab International University Case Study’,
aimed to explain the role Bl which providing organizations with a way to plan and
achieve their business strategy. We will experiment this role using a case study
in the field of high education, especially helping one of the new private university
in Syria (Arab International University) planning and achieving their business

strategy.

Tabatabaei (2009) under title “Evaluation of Business Intelligence maturity
level in Iranian banking industry, aimed to examine the maturity level of
Business Intelligence activiies as well the outlook concerning Business
Intelligence in the Iranian banking. The study showed that Bl is a managerial

concept which helps managers in the organizations to manage information and
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make factual decisions. The study conducted that the maturity level of Bl as a

whole process in Iranian banking industry is at level three of capability.

Kursan & Mirela (2010) under title “Business Intelligence: the Role of the
Internet in Marketing Research and business Decision - Making “, aimed to point
out the determinants of the business intelligence discipline, as applied in
marketing practice. The paper examines the role of the Internet in marketing
research and its implications on the business decision—-making processes. the
paper aims to stress the importance of Web opportunities in conducting the Web
segmentation and collecting customer data. Due to the existence of different
perceptions concerning the role of the Internet, this paper tries to emphasize its
effort of an interactive channel that serves the function of not only an
informational nature, but as a powerful research tool as well. Several data
collection and analysis methods techniques are discussed that would help

companies to take advantage of a Web as a significant corporate resource

Ahmad & Shiratuddin (2010) under title “Business Intelligence for
Sustainable Competitive Advantage: Field Study of Telecommunications

Industry”, attempts to highlight these issues in the context of Telecommunication
Industry. A qualitative field study in Malaysia is undertaken in this research,
where all of four telecommunication services providers, in various levels of Bl
deployments, are studied. The study is conducted via interviews with key

personnel, who are involved in decision-making tasks in their organizations.
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Contents analysis is then performed to extract the factors and variables and a
comprehensive model of Bl for Sustainable Competitive Advantage is developed.
The results of the interviews identify nine major variables affecting successful Bl
deployment as: Quality Information, Quality Users, Quality Systems, BI
Governance, Business Strategy, Use of Bl Tools, and Organization Culture. Bl is
believed to be the main source for acquiring knowledge in sustaining competitive

advantage.

Popovic & Jaklic (2010) under title “Benefits of business intelligence
system implementation: an empirical analysis of the impact of business

intelligence system maturity on information quality”, aimed to empirically confirm
the contribution of business intelligence systems to providing quality information,
and to analyzing in detail how much implementation of these systems actually
contributes to solving the major issues regarding information quality. The results
of the analysis show that business intelligence systems actually have a positive
impact on information quality. The results showed that the quality of information
content is important for making better business decisions and providing higher
value of business intelligence systems. The results thus suggest there is still a

gap between available information quality and knowledge workers’ needs.
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Antony & Bhattacharyya (2010) under title “Measuring organizational
performance and organizational excellence of SMEs - Part 2: an empirical study

on SMEs in India“, aimed to empirically establish an indigenously developed
model for measuring organizational performance and organizational excellence,
and to examine the relationship between organizational performance and
organizational excellence. The paper presents a model based on seven
variables, at the overall and work unit level, for measuring organizational
performance and organizational excellence - tested by using a large sample. A
structured questionnaire is developed for collecting data from 407 respondents
from 230 organizations. Summated scale average method is used for calculation
of organizational performance and a total correlation method is used for the
calculation of organizational excellence. It is established that organizational
performance and organizational excellence could be measured by consolidating
performance variables, using two different methods: performance can be
measured by averaging the performance variable scores, and excellence can be
measured by averaging the correlations of performance variable scores. Based
on the study, a new general definition for organizational excellence is proposed,
as "the outstanding measure of relationship of all performance variables

influencing an organization's functioning".
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Soni & Kodali (2011) under title “The strategic fit between ‘competitive
strategy’ and 'supply chain strategy' in Indian manufacturing industry: an

empirical approach‘, aims to explore the state of strategic fit between
‘competitive strategy' (CS) and ' 'supply chain strategy' (SCS) in the Indian
manufacturing industry by investigating the mediating role of supply chain
strategy between competitive strategy and performance of company/supply
chain. The aim is accomplished by using a survey questionnaire that was
answered by 185 respondents from various sectors of Indian manufacturing
industry. These sectors included automobile, electrical and electronics, process,
machinery, textile, food, aviation and footwear sectors. The state of strategic fit is
explored, based on research framework of 'matrix of strategic fit'. The major
findings revealed existence of a causal relationship between CS and SCS with
CS as independent variable and SCS as dependent variable. It was also found
that choice of CS and SCS affects business and supply chain performance. The
other finding was establishment of the existence of strategic fit in Indian
manufacturing industry, which was explained by analyzing the interaction effect
between CS and SCS. It was also found that a major hurdle in implementing
SCM practices in Indian manufacturing industry is 'overcoming traditional

practices'.
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Riabacke, et.al, (2011) under title “Business Intelligence as Decision
Support in Business Processes: An Empirical Investigation®, aimed to investigate
the role of business intelligence systems and the perceived business value of
implemented systems and their contribution to facilitating the fulfillment of
organizational goals. The study builds upon a survey answered by 43
respondents from different large companies in Scandinavia. The survey used
questions on how visions, objectives, strategies are supported by Bl systems, on
how business values are derived from such systems, and on how design and
implementation issues affect the solutions. The overall conclusion of the study is
that there are markedly different levels of problems in the areas, most problems
being found in integration of Bl information and decision processes, and that
there is room for large improvements and further work within everything from
implementation to requirements engineering for business intelligence decision

support systems.

Malik & Naeem (2011) under title “Miles and Snow Strategy Typology: A Critical
Commentary”, aimed to enrich the understanding by presenting critical overview
on Miles and Snows strategy. In the realm of strategic management over last
three decades, Miles and Snow strategy typology received wide spread general
acceptance, yet mixed empirical findings about whether or not prospectors,

analyzers and defenders register significantly different business performance.
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Ramakrishnan, et.al (2012) under title “Factors influencing business
intelligence (BI) data collection strategies: An empirical investigation®, examines
external pressures that influence the relationship between an organization's
business intelligence (Bl) data collection strategy and the purpose for which Bl is
implemented. A model is proposed and tested that is grounded in institutional
theory, research about competitive pressure, and research about the purpose of
Bl. Two data collection strategies (comprehensive and problem driven) and three
Bl purposes (insight, consistency, and transformation) are examined. Findings
provide a theoretical lens to better understand the motivators and the success
factors related to collecting the huge amounts of data required for Bl. This study
also provides managers with a mental model on which to base decisions about

the data required to accomplish their goals for BI.

(2-7): Study Contribution to knowledge

To clarify what distinguishes the current study from previous studies, some
comparisons have been made, which are presented as follows:
1. Concerning the environment, all studies have been mainly conducted in
American, European and Asian countries. In contrast, the current study was
carried in an Arab country, namely in Jordan.
2. Most of the previous studies have been mainly focusing on service industry

areas, while this one is all about a Jordanian Insurance Companies environment.
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3. In terms of objectives, previous studies have aimed to clarify the effect and
the relationship, while the current study is concerned with verifying the effect of
Strategic Fit between Adaptive Competitive Strategy and Business Intelligence in

achieving Organizational Excellence in Jordanian Insurance Companies.
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(3-1): Introduction

In this chapter the researcher will describe in detail the methodology used in
this study, and the study population and its sample .Next, the researcher will
design the study model and explain the study tools and the way of data
collections. After that, the researcher will discuss the statistical treatment that is
used in the analysis of the collected data. In the final section the validation of the

questionnaire and the reliability analysis that is applied will be clearly stated.

(3-2): Study Methodology

Descriptive research involves collecting data in order to test hypotheses or
to answer questions related to the current status of the subject of the study.
Typical descriptive studies are concerned with the assessment of attitudes,
opinions, demographic information, conditions, and procedures. The research
design chosen for the study is the survey research. The survey is an attempt to
collect data from members of a population in order to determine the current
status of that population with respect to one or more variables .The survey
research of knowledge at its best can provide very valuable data. It involves a
careful design and execution of each of the components of the research process.

The researcher designed a survey instrument that could be administrated to

selected subjects. The purpose of the survey instrument was to collect data
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about the respondents on Adaptive Competitive Strategy, Business Intelligence

and Organizational Excellence.

(3-3): Study Population and Sample

To increase credibility, it is important to choose the sample that will
represent the population under investigation. The populations of the study are the
Jordanian Insurance Companies in Amman capital that is (26). On the other
hand, the study sample consists of (78) general mangers, executive and head of
section.

After distributing (78) questionnaires of the study sample, a total of (75)
answered questionnaires were retrieved, of which (7) were invalid, Therefore,

(68) answered questionnaires were valid for study.

(3-4): Demographic Variables to Study Sample

Table (3-1) shows the demographic variables of the study sample (Age;
Gender; Educational level; Experience; Years of Service in Insurance Sector and

Job Title).
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Table (3-1)

Descriptive sample of the demographic variables of the study

No. Variables Categorization Frequency Percent
30 years or less 7 10
From 31 — 40 Years 28 41
1 Age
From 41 — 50 years 24 35
51 Years More 9 13
Total 68 100%
9 Gender Male 51 75
Female 17 25
Total 68 100%
RS 48 71
3 Educational High Diploma 2 3
Level Master 15 22
PhD 3 4
Total 68 100%
5 Years or Less 12 18
. From 6 - 10 Years 28 41
4 Experience
From 11 - 15 years 17 25
16 Years More 11 16
Total 68 100%
_ 5 Years or Less 7 10
Ygars of Service From 6 - 10 Years 34 50
S in Insurance
Sector From 11 - 15 years 18 26
16 Years Mare 9 14
Total 68 100%
Leneral Manager 8 12
6 Job Title Executive Manager 12 18
Head of Section 48 70
Total 68 100%




Table (3-1) the results of descriptive analysis of demographic variables of
responding members of the study sample. The table shows that the (87%) of the
sample ranged below (41) years.

On the other hand the (75%) of the study sample is male and (25%) is
female.

The educational level; all members of the study sample have a scientific
qualification which is a good sign in adopting the high educational qualifications
to accomplish the work in the insurance Sector.

Descriptive analysis for the experience of the member’s respondent from the
study sample. The table shows that the experience of 5 years or less is (18%),
and the experience from 6 -10 years is (41%), from 11-15 years (25%), finally
above 16 more (16%). At the same time years of Service in Insurance Sector of
the respondent members from the study sample Indicates that the 5 years or less
(10%), and the experience from 6 -10 years (50%), from 11-15 years (26%),
finally 16 years more (13%). Finally, the analysis of the job title represents that
the (12%) from the sample of the study is General Manager, (18%) Executive

Manager and (70%) from Head of Section.
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(3-5): Study Tools and Data Collection

The current study is of two folds, theoretical and practical. In the theoretical
aspect, the researcher relied on the scientific studies that are related to the
current study. Whereas in the practical aspect, the researcher relied on
descriptive and analytical methods using the practical manner to collect, analyze
data and test hypotheses.

The data collection, manners of analysis and programs used in the current
study are based on two sources:

1. Secondary sources: books, journals, and theses to write the theoretical
framework of the study.
2. Primary source: a questionnaire that was designed to reflect the study

objectives and questions.

In this study, both primary and secondary data were used. The data
collected for the model were through questionnaire. After conducting a thorough
review of the literature pertaining to Adaptive Competitive Strategy, Business
Intelligence and Organizational Excellence, the researcher formulated the
questionnaire instrument for this study.

The questionnaire instrumental sections are as follows:
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Section One: Demographic variables. The demographic information was
collected with closed-ended questions, through (6) factors (Age; Gender;
Education level; Experience; Years of Service in Insurance Sector and Job Title)

Section Two: Adaptive Strategies. This section was measured through (3)
strategies (Prospector Strategy, Defender Strategy & Reactor Strategy) to
measure the Adaptive Strategies through (15) items (5) for each strategy on a

Likert-type scale as follows:

, Strongly
Strongly Agree | Agree Neutral Dl Disagree
5 4 3 2 !

Section Three: Business Intelligence. This section was measured through
(3) strategies (Insight, Consistency & Transformation) to measure the Business
Intelligence through (15) items (5) for Insight, (4) for Consistency and (5) for

Transformation on a Likert-type scale as follows:

. Strongly
Strongly Agree Agree Neutral Disagree Disagree
5 4 3 2 1

Section Four: Organizational Excellence. This section was measured
through (2) dimensions (Knowledge Excellence & Process Excellence) to
measure the Organizational Excellence through (10) items (5) for each dimension

on a Likert-type scale as follows:
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, Strongly
Strongly Agree Agree Neutral Disagree Disagree
5 4 3 2 1

(3-6): Statistical Treatment

The data collected from the responses of the study questionnaire were used
through Statistical Package for Social Sciences (SPSé) & Statictica for analysis
and conclusions. Finally, the researcher used the suitable statistical methods that
consist of:
= Percentage and Frequency.
= Cronbach Alpha reliability (o) to measure strength of the correlation and
coherence between questionnaire items.
= Arithmetic Mean to identify the level of response of study sample individuals
to the study variables.

» Standard Deviation to Measure the responses spacing degree about
Arithmetic Mean.

= Pearson correlations Analysis.

= Simple Regression analysis to Measure the impact of study variables on
testing the direct effects.

= Canonical correlations Analysis to testing the Collective effect.

= Relative importance, assigned due to:
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Maximum Class — Minimum Class

Class Interval=
Number of Level

Class Interval= = = 1.33

The Low degree from 1- less than 2.33
The Medium degree from 2.33 — 3.66

The High degree from 3.67 and above.

(3-7): Validity and Reliability

(3-7-1): Validation

To test the questionnaire for clarity and to provide a coherent
research questionnaire, a macro review that covers all the research
constructs was thoroughly performed by academic reviewers from Middle
East University specialized in faculty and practitioners Business
Administration, Marketing, and information system. Some items were added,
while others were dropped based on their valuable recommendations. Some
others were reformulated to become more accurate to enhance the
research instrument. The academic reviewers are (5) and the overall

percentage of respond is (100%), (see appendix “2").



(3-7-2)- Study Tool Reliability

The reliability analysis applied to the level of Cronbach Alpha (a) is the
criteria of internal consistency which was at a minimum acceptable level (Alpha =
0.60) suggested by (Sekaran, 2003). The overall Cronbach Alpha (a) = (0.975).
Whereas the High level of Cronbach Alpha (a) is to Adaptive Strategies =
(0.942). The lowest level of Cronbach Alpha (a) is to Organizational Excellence =

(0.905). These results are the acceptable levels as suggested by (Sekaran,

2003). The results were shown in Table (3-2).

Table (3-2)

Reliability of Questionnaire Dimensions
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No Dimensions Alpha Value (a)
1 Adaptive Strategies 0.942
1-1 Prospector Strategy 0.884
1-2 Defender Strategy 0.846
1-3 Reactor Strategy 0.829
2 Business Intelligence 0.938
2-1 Insight 0.873
2-2 Consistency 0.819
2-3 Transformation 0.859
3 Organizational Excellence 0.905
3-1 Knowledge Excellence 0.848
3-2 Process Excellence 0.833
Total 0.975




CHAPTER FOUR
Analysis Results & Hypotheses Test

(4-1): Introduction

(4-2): Descriptive analysis of study variables

(4-3): Study Hypotheses Test
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(4-1): Introduction

According to the purpose of the research and the research framework
presented in the previous chapter, this chapter describes the results of the
statistical analysis for the data collected according to the research questions
and research hypotheses. The data analysis includes a description of the
Means and Standard Deviations for the questions of the study; Pearson
correlation; Multi and Simple Linear Regression analysis and canonical

correlation used.

(4-2): Descriptive analysis of study variables

(4-2-1): Adaptive Strategies (Prospector Strategy)

The researcher used the arithmetic mean, standard deviation, t-value,
item importance and importance level as shown in Table (4-1).

Table (4-1) clarifies the importance level of Prospector Strategy, where the
arithmetic means range between (4.34 - 4.59) compared with General Arithmetic
mean amount of (4.45). We observe that the highest mean for the item "My
company has an image in the marketplace as one which has a reputation
for being innovative and creative" with arithmetic mean (4.59), Standard

deviation (0.50). The lowest arithmetic mean was for the item "The services that
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we provide to our customers are best characterized as more innovative;
continually changing; and broader in scope” With Average (4.34) and
Standard deviation (0.48). In general, it appears that the Importance level of
Prospector Strategy in Jordanian Insurance Companies in Amman capital under
study from the study sample viewpoint was high.

Table (4-1)

Arithmetic mean, SD, item importance and importance level of Prospector Strategy

No.

t- value . Item Importance
Prospector Strategy Mean StD Calculate Sig importance level

The services that we provide to our

customers are best characterized as :
more innovative; continually changing; 4.34 0.48 57.76 0.000 5 High

and broader in scope

My company has an image in the

marketplace as one which has a :
reputation for being innovative and 4.59 0.50 59.68 | 0.000 1 High

creative.

My company spends amount of time on
monitoring changes and trends in the
marketplace can best be described as | 4.47 0.50 56.91 | 0.000 2 High
lengthy ~ which  We  continuously
monitoring the marketplace

The increase or losses in demand that

we have experienced are due most .
probably to our practice of responding to 4.40 0.49 56.83 0.000 4 High

the immediate needs of the marketplace

My company prepares for the future by
Identifying trends and opportunities in the
marketplace which can result in the :
creation of product or service offerings 4.44 0.50 56.73 1 0.000 3 High
which are new to the marketplace or
which reach new markets

General Arithmetic mean and standard

deviation 4.45 049

t- Value Tabulate at level (o0 < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)
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(4-2-2): Adaptive Strategies (Defender Strategy)

The researcher used the arithmetic mean, standard deviation, t-value,
item importance and importance level as shown in Table (4-2).

Table (4-2) clarifies the importance level of Defender Strategy, where the
arithmetic means range between (4.37 - 4.50) compared with General Arithmetic
mean amount of (4.43). We observe that the highest mean for the item "my
company prepares for the future by Identifying those problems that, if
solved, will maintain and then improve our current product and service
offerings and market position" with arithmetic mean (4.50), Standard deviation
(0.50). The lowest arithmetic mean was for the item "My company has an image
in the marketplace as one which offers fewer, selective products and
services that are high in quality” With Average (4.37) and Standard deviation
(0.49). In general, it appears that the Importance level of Defender Strategy in
Jordanian Insurance Companies in Amman capital under study from the study

sample viewpoint was high.
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Table (4-2)

Arithmetic mean, SD, item importance and importance level of Defender Strategy

t- value . Item Importance
No. Defender Strategy Mean StD Calculate Sig e level

The services that we provide to our
customers are best characterized as Well
6 | focused; relatively  stable; and | 4.44 0.50 56.73  0.000 3 High
consistently  defined throughout the
marketplace

My company has an image in the
7 marketplace as one which Offers fewer,

selective products and services that are
high in quality

4.37 0.49 5717  0.000 ) High

My company spent amount of time on
monitoring changes and trends in the
8 | marketplace can best be described as | 4.38 0.49 56.97  0.000 4 High
Minimum time monitoring the
marketplace

The increase or losses in demand that
we have experienced are due most
9 | probably to our practice of concentrating | 4.46 0.50 56.80  0.000 2 High
on more fully developing those markets
that we currently serve

my company prepares for the future by
Identifying those problems that, if solved,
10 | will maintain and then improve our | 4.50 0.50 57.30 | 0.000 1 High
current product and service offerings and
market position

General Arithmetic mean and standard

deviation 4.43 0.50

t- Value Tabulate at level (o < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)

(4-2-3): Adaptive Strategies (Reactor Strategy)

The researcher used the arithmetic mean, standard deviation, t-value,

item importance and importance level as shown in Table (4-3).
Table (4-3) clarifies the importance level of Reactor Strategy, where the
arithmetic means range between (4.35 - 4.54) compared with General Arithmetic

mean amount of (4.45). We observe that the highest mean for the item "The
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increase or losses in demand that we have experienced are due most

probably to our practice of responding to the immediate needs of the

marketplace" with arithmetic mean (4.54), Standard deviation (0.50). The lowest

arithmetic mean was for the item "My company prepares for the future by

identifying the best possible solutions to those problems or challenges that

require immediate attention” With Average (4.35) and Standard deviation

(0.48). In general, it appears that the Importance level of Defender Strategy in

Jordanian Insurance Companies in Amman capital under study from the study

sample viewpoint was high.

Table (4-3)

Arithmetic mean, SD, item importance and importance level of Reactor Strategy

No.

Reactor Strategy

Mean

StD

t- value
Calculate

Sig

Item
importance

Importance
level

11

The services that we provide to our customers
are best characterized as In a state of
transition, and largely based on responding to
opportunities or threats from the marketplace
or environment

4.46

0.50

56.80

0.000

High

12

my company has an image in the marketplace
as one which reacts to opportunities or threats
in the marketplace to maintain or enhance our
position

4.46

0.50

56.80

0.000

High

13

My company spends amount of time on
monitoring changes and trends in the
marketplace can best be described as
Sporadic: We sometimes spend a great deal
of time and at other times spend little time
monitoring the marketplace

4.44

0.50

56.73

0.000

High

14

The increase or losses in demand that we
have experienced are due most probably to
our practice of responding to the immediate
needs of the marketplace

4.54

0.50

58.25

0.000

High

112

My company prepares for the future by
Identifying the best possible solutions to those
problems or challenges that require

immediate attention

4.35

0.48

57.43

0.000

High

General Arithmetic mean and standard

deviation

4.45

0.50

t- Value Tabulate at level (o0 < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)




65 —

(4-2-4): Business Intelligence (Insight)

The researcher used the arithmetic mean, standard deviation, t-value,
item importance and importance level as shown in Table (4-4).

Table (4-4) clarifies the importance level of Insight, where the arithmetic
means range between (4.35 - 4.57) compared with General Arithmetic mean
amount of (4.45). We observe that the highest mean for the item "Our company
is a renewed sense of strategic issues impact on their future" with arithmetic
mean (4.57), Standard deviation (0.50). The lowest arithmetic mean was for the
item "Our company is waiting for the changes and then re-think about the
impact on its competitive position” With Average (4.35) and Standard
deviation (0.48). In general, it appears that the Importance level of Insight in
Jordanian Insurance Companies in Amman capital under study from the study

sample viewpoint was high.
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Table (4-4)
Arithmetic mean, SD, item importance and importance level of Insight
. t- value . Item Importance
No. el ean il Calculate Sig importance level
Our company diagnosed opportunities .
16 before the other to Capture it 4.41 0.50 56.74 | 0.000 4 High
17 Our company are in the form of a 450 0.50 5730 0.000 2 High
coherent and consistent system parts ' ' ' ' g
Our company induction the future to .
18 strategies for long-term 443 0.50 56.71 0.000 3 High
Our company is a renewed sense of .
19 strategic issues impact on their future 4.57 0.50 59.14 1 0.000 1 High
Our company is waiting for the changes
20 | and then re-think about the impact on its | 4.35 0.48 57.43  0.000 5 High
competitive position
General Arithmetic mean and standard 4.45 0.50

deviation

t- Value Tabulate at level (o < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)

(4-2-5): Business Intelligence (Consistency)

The researcher used the arithmetic mean, standard deviation, t-value,

item importance and importance level as shown in Table (4-5).

Table (4-5) clarifies the importance level of Consistency, where the

arithmetic means range between (4.38 - 4.47) compared with General Arithmetic

mean amount of (4.43). We observe that the highest mean for the item "Our

management uses advanced information technology in decision-making"

with arithmetic mean (4.47), Standard deviation (0.50). The lowest arithmetic

mean was for the item "Our company management uses information
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technology tools only for the incoming mail’ With Average (4.38) and

Standard deviation (0.49). In general, it appears that the Importance level of

Consistency in Jordanian Insurance Companies in Amman capital under study

from the study sample viewpoint was high.

Table (4-5)

Arithmetic mean, SD, item importance and importance level of Consistency

. t- value . Item Importance

No. Consistency Mean St.D Calculate Sig importance level
Our management uses advanced

21 |information technology in decision- | 4.47 0.50 56.91  0.000 1 High
making
Our company management act gradually

22 | and systematically in dealing with the | 4.41 0.50 56.74 | 0.000 3 High
challenges of the twenty-first century
Our company management uses

23 | information technology tools only for the | 4.38 0.49 56.97  0.000 4 High
incoming mail
Our company takes time to study all

24 | aspects of its work before making any | 4.46 0.50 56.80 | 0.000 2 High
decision

General Arithmetic mean and standard 443 0.50

deviation

t- Value Tabulate at level (o < 0.05) (1.996)

t- Value Tabulate was calculated based on Assumption mean to item that (3)

(4-2-6): Business Intelligence (Transformation)

The researcher used the arithmetic mean, standard deviation, t-value,

item importance and importance level as shown in Table (4-6).

Table (4-6) clarifies the importance level of Transformation, where the

arithmetic means range between (3.79 - 4.46) compared with General Arithmetic

mean amount of (4.29). We observe that the highest mean for the item "Our

company examining strategic influences, values and options; negotiating
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strategic issues and priorities" with arithmetic mean (4.46), Standard deviation

(0.50). The lowest arithmetic mean was for the item "Our Company chooses

options, including specific goals and objectives” With Average (3.79) and

Standard deviation (0.76). In general, it appears that the Importance level of

Transformation in Jordanian Insurance Companies in Amman capital under study

from the study sample viewpoint was high.

Table (4-6)

Arithmetic mean, SD, item importance and importance level of Transformation

. t- value . Item Importance
No. Transformation Mean St.D Calculate Sig importance level
Our company diagnosis opportunities, .
25 threats and risks in the marketplace 444 0.50 56.73 | 0.000 2 High
Our company exploration of mission and
26 | possible futures; and thinking “out of the | 4.40 0.49 56.83 | 0.000 3 High
box” about options for the future
Our company examining strategic
27 | influences, values and  options; | 4.46 0.50 56.80  0.000 1 High
negotiating strategic issues and priorities
Our company developing strategies to
28 | mitigate potential risks for the | 4.38 0.49 56.97  0.000 4 High
organization
Our company chooses options, including .
29 specific goals and objectives 3.79 0.76 30.15 | 0.000 5 High
General Arithmetic mean and standard 4.9 0.55

deviation

t- Value Tabulate at level (o < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)
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(4-2-7): Organizational Excellence (Knowledge Excellence)

The researcher used the arithmetic mean, standard deviation, t-value,
item importance and importance level as shown in Table (4-7).

Table (4-7) clarifies the importance level of Knowledge Excellence, where
the arithmetic means range between (3.65 - 4.09) compared with General
Arithmetic mean amount of (3.92). We observe that the highest mean for the item
"Our company converts the data and information into scientific ways to
take advantage its in access to knowledge" with arithmetic mean (4.09),
Standard deviation (0.97). The lowest arithmetic mean was for the item "Our
company uses thinking and innovation information technology to find
cognitive solutions” With Average (3.65) and Standard deviation (1.05). In
general, it appears that the Importance level of Knowledge Excellence in
Jordanian Insurance Companies in Amman capital under study from the study

sample viewpoint was high.
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Table (4-7)
Arithmetic mean, SD, item importance and importance level of Knowledge
Excellence
t- value . Item Importance
No. Knowledge Excellence Mean St.D Calculate Sig importance level
Our company converts the data and
30 | information into scientific ways to take | 4.09 0.97 9.22  0.000 1 High
advantage its in access to knowledge
Our company has individuals having
ability to solve problems associated with .
31 their work due to their experience and 3.99 0.95 8.52 0.000 2 High
competencies
Our company has sufficient knowledge of
the type of external and internal
32 | communications necessary for the | 3.90 0.96 7.67  0.000 4 High
coordination of the tasks associated with
their work
Our company uses thinking and
33 | innovation information technology to find | 3.65 1.05 5.09 0.000 5 Median
cognitive solutions
Our company encourage to set up
seminars  among  employees to .
34 encourage their intellectual ability in the 3.99 0.84 9.70 0.000 2 High
areas of knowledge
General Anthmetlc_ mean and standard 3.0 0.96
deviation

t- Value Tabulate at level (o0 < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)

(4-2-8): Organizational Excellence (Process Excellence)

The researcher used the arithmetic mean, standard deviation, t-value,

item importance and importance level as shown in Table (4-8).
Table (4-8) clarifies the importance level of Process Excellence, where the
arithmetic means range between (3.63 - 4.00) compared with General Arithmetic
mean amount of (3.85). We observe that the highest mean for the item "Our

company continuously controls its facilities to improve the mechanisms of
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services provided" with arithmetic mean (4.00), Standard deviation (0.73). The
lowest arithmetic mean was for the item "Procedures to provide our company
services are quickly and comfort’ With Average (3.63) and Standard deviation
(0.93). In general, it appears that the Importance level of Process Excellence in
Jordanian Insurance Companies in Amman capital under study from the study

sample viewpoint was high.

Table (4-8)
Arithmetic mean, SD, item importance and importance level of Process Excellence
t- value . Item Importance
No. Knowledge Excellence Mean St.D Calculate Sig importance level
Our company conduct surveys to
35 |identify the needs of diverse| 3.84  0.91 761 0.000 4 High
customers
Delivery of various services in our
36 | company is subject to improvement | 3.90 0.79 9.31  0.000 2 High
and control operations
Our company depends on modern
37 | technology means in the providing of | 3.87 0.84 847  0.000 3 High
services
3g | Procedures to provide our company | 365 g3 561 0000 5 Median
services are quickly and comfort
Our company continuously control its
39 | facilities to improve the mechanisms | 4.00 = 0.73 11.25  0.000 1 High
of services provided
General Arlthmetlc. mean and standard 385 0.84
deviation

t- Value Tabulate at level (o < 0.05) (1.996)
t- Value Tabulate was calculated based on Assumption mean to item that (3)




(4-3): Study Hypotheses Test

HO:: There is a positive significant relationship between Independent
variables “Adaptive competitive strategy (Prospector; Defender and Reactor),
business Intelligence (Insight; Consistency and transformation)” and dependent
variable “Organizational Excellence” at Jordanian Insurance at level (o < 0.05).

To test this hypothesis, the researcher used the Pearson Correlation to test
the relationship between Independent variables “Adaptive competitive strategy
(Prospector; Defender and Reactor), business Intelligence (Insight; Consistency
and transformation)” and dependent variable “Organizational Excellence” at

Jordanian Insurance, as shown in Table (4-9).

Table (4-9)
Matrix of Correlation coefficients between Independent variables “Adaptive
competitive strategy, business Intelligence and dependent variable

“Organizational Excellence” at Jordanian Insurance

) Organizational Excellence
Variables -
dependent variable

Prospector Pofg %00

= :

o 0.493*

%: Defender P = 0.000

= 0.527**

§ Reactor P = 0.000

== ; 0.373*

S Insight P =0.002

D - 0.345™

% Consistency P = 0.004

Transformation Pofg %01
Significant at P < 0.05

Significant at P < 0.01
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Table (4-9) clarifies the correlation coefficients between Independent
variables “Adaptive competitive strategy, business Intelligence and dependent
variable “Organizational Excellence” at Jordanian Insurance. Where it is clear
that there is a significant six correlation varied in intensity they relate. It has
been shown that the highest values correlated were among Reactor strategy
and Organizational Excellence value of (0.527**), at level (o < 0.05) or less,
with the lowest values correlated between Consistency and Organizational
Excellence value of (0.345**), at level (o < 0.05) or less. Overall, based on the
results presented it is clear that the variables examined, interconnected moral
relations which indicate that the increase or decrease in one of them would pull
a result, an increase or decrease on other variables. That confirms valid first
hypotheses, and accepted hypothesis:

There is a positive significant relationship between Independent
variables “Adaptive competitive strategy (Prospector; Defender and
Reactor),  business Intelligence (Insight;  Consistency  and
transformation)” and dependent variable “Organizational Excellence” at

Jordanian Insurance at level (o <0.05).

HO2: There is a positive significant effect of Adaptive competitive strategy
(Prospector; Defender and Reactor) on Organizational Excellence in Jordanian

Insurance Companies at level (o0 < 0.05).
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To test this hypothesis, the researcher used the multiple regression analysis

to ensure the effect of Adaptive competitive strategy (Prospector; Defender and

Reactor) on Organizational Excellence in Jordanian Insurance Companies, as

shown in Table (4-10).

Table (4-10)

Multiple regression analysis test results of the effect of Adaptive competitive

strategy on Organizational Excellence in Jordanian Insurance Companies

F . T .

2 * *

R) | (R Calculate DF | Sig B Calculate Sig

0 ational 3 Prospector 0.343  8.521  0.000

rganizationa

0.849  0.720 109.051 0.000

Excellence 64 Defender | 0.586  9.855  0.000

67 Reactor 0442  6.017  0.000

* the impact is significant at level (ot < 0.05)

From table (4-10) we observe that there is a significant effect of Adaptive

competitive strategy on Organizational Excellence in Jordanian Insurance

Companies. The R value was (0.849) at level (o < 0.05), whereas the R? value

was (0.720). This means the (0.720) of Organizational Excellence in Jordanian

Insurance Companies changeability’s results from the changeability in Adaptive

competitive strategy variables. As B value was (Prospector strategy = 0.343;

Defender strategy = 0.586 and Reactor strategy = 0.442). This means the

increase of one unit in Organizational Excellence in Jordanian Insurance

Companies concerned will increase Adaptive competitive strategy variables
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value (Prospector strategy = 0.343; Defender strategy = 0.586 and Reactor
strategy = 0.442). Confirms significant impact F value calculate was (109.051)
and its significance at level (<0.05) and that confirms valid Second main
hypothesis, and accepted hypothesis:

There is a positive significant effect of Adaptive competitive strategy
(Prospector; Defender and Reactor) on Organizational Excellence in
Jordanian Insurance Companies at level (o <0.05).

To ensure the impact of Adaptive competitive strategy variables
(Prospector; Defender and Reactor) on Organizational Excellence in Jordanian
Insurance Companies the researcher divides the main hypothesis into three
sub hypotheses, and uses the simple regression analysis to test each sub-

hypotheses, as follows:

HO2.1. There is a positive significant effect of Prospector competitive
strategy on Organizational Excellence in Jordanian Insurance Companies at
level (o0 <0.09).

To test this hypothesis, the researcher used the simple regression analysis
to ensure the effect of Prospector competitive strategy on Organizational

Excellence in Jordanian Insurance Companies, as shown in Table (4-11).
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Table (4-11)
Simple Regression Analysis test results of the effect of Prospector competitive

strategy on Organizational Excellence in Jordanian Insurance Companies

F , T .
2 ¥ *
R) (R) Calculate DF Sig B Calculate Sig
1
Organizational f o 63 0214 16088 65 0000 0485 4011 0000
Excellence

67

* the impact is significant at level (a0 < 0.05)

From table (4-11) the researcher observes that there is a significant effect of
Prospector competitive strategy on Organizational Excellence in Jordanian
Insurance Companies. The R value was (0.463) at level (o < 0.05), whereas the
R? value was (0.214). This means the (0.214) of Organizational Excellence in
Jordanian Insurance Companies changeability’s results from the changeability
in Prospector competitive strategy. As B value was (0.485) this means the
increase of one unit in Prospector competitive strategy concerned will increase
Organizational Excellence in Jordanian Insurance Companies value (0.485).
Confirms significant effect F value Calculate was (16.088) and it's significance
at level (o < 0.05), and that confirms valid first sub-hypotheses, and accepted

hypothesis:
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There is a positive significant effect of Prospector competitive
strategy on Organizational Excellence in Jordanian Insurance Companies

at level (a <0.05).

HO22: There is a positive significant effect of Defender competitive
strategy on Organizational Excellence in Jordanian Insurance Companies at
level (o < 0.05).

To test this hypothesis, the researcher used the simple regression analysis
to ensure the effect of Defender competitive strategy on Organizational
Excellence in Jordanian Insurance Companies, as shown in Table (4-12).

Table (4-12)
Simple Regression Analysis test results of the effect of Defender competitive

strategy on Organizational Excellence in Jordanian Insurance Companies

F T

R) (R OF 89 P Calulate

Calculate Sig

1

Organizational

0.809 0654 121.096 66 0.000  0.688 11.004 0.000
Excellence

67

* the impact is significant at level (o0 < 0.05)

From table (4-12) the researcher observes that there is a significant effect of
Defender competitive strategy on Organizational Excellence in Jordanian

Insurance Companies. The R value was (0.809) at level (o < 0.05), whereas the
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R? value was (0.654). This means the (0.654) of Organizational Excellence in
Jordanian Insurance Companies changeability’s results from the changeability
in Defender competitive strategy. As B value was (0.688) this means the
increase of one unit in Defender competitive strategy concerned will increase
Organizational Excellence in Jordanian Insurance Companies value (0.688).
Confirms significant effect F value Calculate was (121.096) and its significance
at level (o < 0.05), and that confirms valid second sub-hypotheses, and
accepted hypothesis:

There is a positive significant effect of Defender competitive
strategy on Organizational Excellence in Jordanian Insurance Companies

at level (o <0.05).

HO23: There is a positive significant effect of Reactor competitive
strategy on Organizational Excellence in Jordanian Insurance Companies at
level (o0 <0.09).

To test this hypothesis, the researcher used the simple regression analysis
to ensure the effect of Reactor competitive strategy on Organizational

Excellence in Jordanian Insurance Companies, as shown in Table (4-13).
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Table (4-13)
Simple Regression Analysis test results of the effect of Reactor competitive

strategy on Organizational Excellence in Jordanian Insurance Companies

F : T .
2 * *
Ry (RY) Calculate DF Sig B Calculate Sig
1
Organizational | 17 oges 128788 | 66 0000 0520 11348 | 0000
Excellence

67

* the impact is significant at level (a0 < 0.05)

From table (4-13) the researcher observes that there is a significant effect of
Reactor competitive strategy on Organizational Excellence in Jordanian
Insurance Companies. The R value was (0.817) at level (a0 < 0.05), whereas the
R? value was (0.668). This means the (0.668) of Organizational Excellence in
Jordanian Insurance Companies changeability’s results from the changeability
in Reactor competitive strategy. As B value was (0.520) this means the
increase of one unit in Reactor competitive strategy concerned will increase
Organizational Excellence in Jordanian Insurance Companies value (0.520).
Confirms significant effect F value Calculate was (128.788) and it's significance
at level (a0 < 0.05), and that confirms valid third sub-hypotheses, and accepted

hypothesis:



80

There is a positive significant effect of Reactor competitive

strategy on Organizational Excellence in Jordanian Insurance Companies

at level (o <0.05).

HOs: There is a positive significant effect of Business Intelligence (Insight;

Consistency and transformation) on Organizational Excellence in Jordanian

Insurance Companies at level (o < 0.05).

To test this hypothesis, the researcher used the multiple regression analysis

to ensure the effect of Business Intelligence (Insight; Consistency and

transformation) on Organizational Excellence in Jordanian Insurance Companies,

as shown in Table (4-14).

Table (4-14)

Multiple regression analysis test results of the effect of Business Intelligence on

Organizational Excellence in Jordanian Insurance Companies

F

T

2 in* Sy
R) | (R) Calculate DF| Sig B Calculate Sig
0 ati | 3 Insight 0.695 4537 0.000
rganizationa
0.762 0.581 31.945 0.000 j
Excellence 64 Consistency = 0.720  3.668  0.000
67 transformation | (.528 6.973 0.000

* the impact is significant at level (o0 < 0.05)

From table (4-14) we observe that there is a significant effect of Business

Intelligence on Organizational Excellence in Jordanian Insurance Companies.

The R value was (0.762) at level (o < 0.05), whereas the R? value was (0.581).
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This means the (0.581) of Organizational Excellence in Jordanian Insurance
Companies changeability’s results from the changeability in Business
Intelligence variables. As B value was (Insight = 0.695; Consistency = 0.720
and transformation = 0.528) this means the increase of one unit in
Organizational Excellence in Jordanian Insurance Companies concerned will
increase Business Intelligence variables value (Insight = 0.695; Consistency =
0.720 and transformation = 0.528). Confirms significant effect F value Calculate
was (31.945) and its significance at level (c<0.05) and that confirms valid third
main hypothesis, and accepted hypothesis:

There is a positive significant effect of Business Intelligence (Insight;
Consistency and transformation) on Organizational Excellence in
Jordanian Insurance Companies at level (o <0.05).

To ensure the impact of Business Intelligence (Insight; Consistency and
transformation) on Organizational Excellence in Jordanian Insurance
Companies the researcher divides the main hypothesis into three sub
hypotheses, and uses the simple regression analysis to test each sub-

hypotheses, as follows:
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HOs.1. There is a positive significant effect of Insight on Organizational

Excellence in Jordanian Insurance Companies at level (o < 0.05).

To test this hypothesis, the researcher used the simple regression analysis
to ensure the effect of Insight on Organizational Excellence in Jordanian
Insurance Companies, as shown in Table (4-15).

Table (4-15)
Simple Regression Analysis test results of the effect of Insight on

Organizational Excellence in Jordanian Insurance Companies

F . T .
2 * *
R) | (R) Calculate DF | Sig B Calculate Sig

1

Organizational

0.486 : 0.236 : 19.781 66 : 0.000 0.522 4.448 0.000
Excellence

67

* the impact is significant at level (a0 < 0.05)

From table (4-15) the researcher observes that there is a significant effect of
Insight on Organizational Excellence in Jordanian Insurance Companies. The R
value was (0.486) at level (o < 0.05), whereas the R? value was (0.236). This
means the (0.236) of Organizational Excellence in Jordanian Insurance
Companies changeability’s results from the changeability in Insight. As B value
was (0.522). This means the increase of one unit in Insight concerned will

increase Organizational Excellence in Jordanian Insurance Companies value
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(0.522). Confirms significant effect F value Calculate was (19.781) and its
significance at level (a0 < 0.05), and that confirms valid first sub-hypotheses,

and accepted hypothesis:

There is a positive significant effect of Insight on Organizational

Excellence in Jordanian Insurance Companies at level (o <0.05).

HOs.. There is a positive significant effect of Consistency on

Organizational Excellence in Jordanian Insurance Companies at level (a0 <
0.05).

To test this hypothesis, the researcher used the simple regression analysis
to ensure the effect of Consistency on Organizational Excellence in Jordanian
Insurance Companies, as shown in Table (4-16).

Table (4-16)
Simple Regression Analysis test results of the effect of Consistency on

Organizational Excellence in Jordanian Insurance Companies

F T

R) - (R OF 89 P Calulate

Calculate Sig

1

Organizational

0.534 1 0.285 | 25.486 66  0.000 0.679 5.048 0.000
Excellence

67

* the impact is significant at level (o0 < 0.05)
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From table (4-16) the researcher observes that there is a significant effect of
Consistency on Organizational Excellence in Jordanian Insurance Companies.
The R value was (0.534) at level (o < 0.05), whereas the R? value was (0.285).
This means the (0.285) of Organizational Excellence in Jordanian Insurance
Companies changeability’s results from the changeability in Consistency. As B
value was (0.679) this means the increase of one unit in Consistency
concerned will increase Organizational Excellence in Jordanian Insurance
Companies value (0.679). Confirms significant effect F value Calculate was
(25.486) and it's significance at level (ow < 0.05), and that confirms valid second
sub-hypotheses, and accepted hypothesis:

There is a positive significant effect of Consistency on

Organizational Excellence in Jordanian Insurance Companies at level (o

<0.05).

HOs.3. There is a positive significant effect of transformation on

Organizational Excellence in Jordanian Insurance Companies at level (o <
0.05).

To test this hypothesis, the researcher used the simple regression analysis
to ensure the effect of Transformation on Organizational Excellence in

Jordanian Insurance Companies, as shown in Table (4-17).
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Table (4-17)
Simple Regression Analysis test results of the effect of Transformation on

Organizational Excellence in Jordanian Insurance Companies

F T

2 ia*
R) | (R) DF | Sig B Calculate

Calculate Sig

1

Organizational

0.723 1 0.523 . 70.131 66 : 0.000 0.836 8.374 0.000
Excellence

67

* the impact is significant at level (a0 < 0.05)

From table (4-16) the researcher observes that there is a significant effect of
Transformation on Organizational Excellence in Jordanian Insurance
Companies. The R value was (0.723) at level (o < 0.05). Whereas the R? value
was (0.523). This means the (0.523) of Organizational Excellence in Jordanian
Insurance Companies changeability’s results from the changeability in
Transformation. As B value was (0.836) this means the increase of one unit in
Transformation concerned will increase Organizational Excellence in Jordanian
Insurance Companies value (0.836). Confirms significant effect F value
Calculate was (70.131) and its significance at level (o« < 0.05), and that

confirms valid second sub-hypotheses, and accepted hypothesis:
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There is a positive significant effect of Transformation on

Organizational Excellence in Jordanian Insurance Companies at level (o

<0.05).

HO4: There is a positive significant effect of strategic fit between Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence
(Insight; Consistency and transformation) on Organizational Excellence in
Jordanian Insurance Companies at level (o < 0.05).

To test this hypothesis, the researcher used the canonical analysis to
ensure the effect of strategic fit between Adaptive Competitive Strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Organizational Excellence in Jordanian

Insurance Companies, as shown in Table (4-18).



Table (4-18)
Simple Regression Analysis test results of the effect of strategic fit between
Adaptive Competitive and Business Intelligence on Organizational Excellence

in Jordanian Insurance Companies

Independent Variables D\e/g ;ng:t R Canoncial R? Canoncial
Prospector
Adaptive
Competitive Defender L
Strategy Organizational
Reactor Excellence in
Jordanian 0.564 0.318
Insight Insurance
Business . Companies
Intelligence Consistency
transformation
Contrast ratio  Contrast ratio Chi? Sig*
interpreter of the %84.811 mt«zrg rz;eg:':’tthe %18.389
independent variables VZ riable 29 160 0.000

The table shows (4-18) combined effect of the strategic fit between Adaptive
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Organizational
Excellence in Jordanian Insurance Companies. Where the results showed no
effect common with statistically significant strategic fit between Adaptive
Competitive Strategy (Prospector; Defender and Reactor) and Business

Intelligence (Insight; Consistency and transformation) on Organizational
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Excellence in Jordanian Insurance Companies. It shows that both the Adaptive
Competitive Strategy and Business Intelligence (independent variables) has
been interpreted as a rate (84.811%) of the variance in the Organizational
Excellence in Jordanian Insurance Companies. it turns out that the proportion
of variance unexplained of the dependent variable (Organizational Excellence)
about the relationship between (independent variables) (18.389%). Which
indicates the complementary relationship between Adaptive Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence
(Insight; Consistency and transformation) has reached Canoncial correlation
coefficient (Canoncial R) (0.564), as was the coefficient of determination
Canoncial correlation coefficient (Canoncial R?) (0.318), and this means that
the value of (0.318) of the changes in the Organizational Excellence in
Jordanian Insurance Companies resulting from the change in the level of
strategic fit between Adaptive Competitive Strategy (Prospector; Defender and
Reactor) and Business Intelligence (Insight; Consistency and transformation).
The results also show that there is a proportion of the variance unknown as well
as Adaptive Competitive Strategy and Business Intelligence for the prediction
by the Organizational Excellence in Jordanian Insurance Companies, where the
percentage of variation is information (18.437%).This confirms that there is
strategic fit between Adaptive Competitive Strategy (Prospector; Defender and

Reactor) and Business Intelligence (Insight; Consistency and transformation)
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on Organizational Excellence in Jordanian Insurance Companies. This confirms
valid main four hypotheses, and accepted hypothesis:

There is a positive significant effect of strategic fit between
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Organizational

Excellence in Jordanian Insurance Companies at level (o <0.05).

HO4.1. There is a positive significant effect of strategic fit between
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Knowledge
Excellence in Jordanian Insurance Companies at level (o < 0.05).

To test this hypothesis, the researcher uses the canonical analysis to
ensure the effect of strategic fit between Adaptive Competitive Strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Knowledge Excellence in Jordanian

Insurance Companies, as shown in Table (4-19).



Table (4-19)
Simple Regression Analysis test results of the effect of strategic fit between
Adaptive Competitive and Business Intelligence on Knowledge Excellence in

Jordanian Insurance Companies

Independent Variables D\e/g ;ng:t R Canoncial R? Canoncial
. Prospector
Adaptive
Competitive Defender
Strategy Knowledge
Reactor Excellence in
Jordanian 0.408 0.166
Insight Insurance
Business Consist Companies
Intelligence onsistency
transformation
Contrast ratio . (ttontratst r a;':; Chi? Sig*
interpreter of the | %77.110 | " ‘ijg:;:g:m ® | %16.695
independent variables variable 11.783 0.000

The table shows (4-19) combined effect of the strategic fit between Adaptive
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Knowledge
Excellence in Jordanian Insurance Companies. The results showed no effect
common with statistically significant strategic fit between Adaptive Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence

(Insight; Consistency and transformation) on Knowledge Excellence in
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Jordanian Insurance Companies. It shows that both the Adaptive Competitive
Strategy and Business Intelligence (independent variables) have been
interpreted as a rate (77.110%) of the variance in the Knowledge Excellence in
Jordanian Insurance Companies. it turns out that the proportion of variance
unexplained of the dependent variable (Knowledge Excellence) about the
relationship between (independent variables) (16.695%). This indicates the
complementary relationship  between Adaptive Competitive  Strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) has reached Canoncial correlation coefficient
(Canoncial R) (0.408), as was the coefficient of determination Canoncial
correlation coefficient (Canoncial R2) (0.166), and this means that the value of
(0.166) of the changes in the Knowledge Excellence in Jordanian Insurance
Companies results from the change in the level of strategic fit between
Adaptive Competitive Strategy (Prospector; Defender and Reactor) and
Business Intelligence (Insight; Consistency and transformation). The results
also show that there is a proportion of the variance unknown as well as
Adaptive Competitive Strategy and Business Intelligence for the prediction by
the Knowledge Excellence in Jordanian Insurance Companies, where the
percentage of variation is information (12.873%).This confirms that there is
strategic fit between Adaptive Competitive Strategy (Prospector; Defender and

Reactor) and Business Intelligence (Insight; Consistency and transformation)
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on Knowledge Excellence in Jordanian Insurance Companies. This confirms
valid main four hypotheses, and accepted hypothesis:

There is a positive significant effect of strategic fit between
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Knowledge

Excellence in Jordanian Insurance Companies at level (o <0.05).

HO4.2. There is a positive significant effect of strategic fit between
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Process Excellence in
Jordanian Insurance Companies at level (o < 0.05).

To test this hypothesis, the researcher uses the canonical analysis to
ensure the effect of strategic fit between Adaptive Competitive Strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Process Excellence in Jordanian Insurance

Companies, as shown in Table (4-20).



Table (4-20)
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Simple Regression Analysis test results of the effect of strategic fit between

Adaptive Competitive and Business Intelligence on Process Excellence in

Jordanian Insurance Companies

Independent Variables D‘e/’; figz;e:t R Canoncial R? Canoncial
Prospector
Adaptive
Competitive Defender
Strategy Process
Reactor Excellence in
Jordanian 0.339 0.114
Insight Insurance
Business . Companies
Intelligence Consistency
transformation
Contrast ratio  Contrast ratio Chi? Sig*
interpreter of the | %483.741 | "MePreter ofthe 1o/.44 579
independent variables VZ riable 0.327 0.009

The table shows (4-20) combined effect of the strategic fit between Adaptive
Competitive Strategy (Prospector; Defender and Reactor) and Business
Intelligence (Insight; Consistency and transformation) on Process Excellence in
Jordanian Insurance Companies. The results showed no effect common with
statistically significant strategic fit between Adaptive Competitive Strategy
(Prospector; Defender and Reactor) and Business Intelligence (Insight;

Consistency and transformation) on Process Excellence in Jordanian Insurance
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Companies. It shows that both the Adaptive Competitive Strategy and Business
Intelligence (independent variables) have been interpreted as a rate (83.741%)
of the variance in the Process Excellence in Jordanian Insurance Companies.
As it turns out that the proportion of variance unexplained of the dependent
variable (Process Excellence) about the relationship between (independent
variables) (11.270%). This indicates the complementary relationship between
Adaptive Competitive Strategy (Prospector; Defender and Reactor) and
Business Intelligence (Insight; Consistency and transformation) has reached
Canoncial correlation coefficient (Canoncial R) (0.339), as was the coefficient of
determination Canoncial correlation coefficient (Canoncial R?) (0.114), and this
means that the value of (0.114) of the changes in the Process Excellence in
Jordanian Insurance Companies results from the change in the level of
strategic fit between Adaptive Competitive Strategy (Prospector; Defender and
Reactor) and Business Intelligence (Insight; Consistency and transformation).
The results also show that there is a proportion of the variance unknown as well
as Adaptive Competitive Strategy and Business Intelligence for the prediction
by the Process Excellence in Jordanian Insurance Companies, where the
percentage of variation is information (9.4384%).This confirms that there is
strategic fit between Adaptive Competitive Strategy (Prospector; Defender and
Reactor) and Business Intelligence (Insight; Consistency and transformation)
on Process Excellence in Jordanian Insurance Companies. This confirms valid

main four hypotheses, and accepted hypothesis:
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There is a positive significant effect of strategic fit between
Competitive Strategy (Prospector; Defender and Reactor) and Business

Intelligence (Insight; Consistency and transformation) on Process

Excellence in Jordanian Insurance Companies at level (o <0.05).
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CHAPTER FIVE
Results, Conclusions and Recommendations

(5 -1): Results

(5-2): Conclusions

(5-3): Recommendations
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(5-1): Results

1. The Importance level of Prospector Strategy in Jordanian Insurance
Companies in Amman capital in question from the study sample viewpoint was
high

2. The Importance level of Defender Strategy in Jordanian Insurance
Companies in Amman capital in question from the study sample viewpoint was
high

3. The Importance level of Defender Strategy in Jordanian Insurance
Companies in Amman capital in question from the study sample viewpoint was
high

4. The Importance level of Insight in Jordanian Insurance Companies in Amman
capital in question from the study sample viewpoint was high.

5. The Importance level of Consistency in Jordanian Insurance Companies in
Amman capital in question from the study sample viewpoint was high

6. The Importance level of Transformation in Jordanian Insurance Companies in
Amman capital in question from the study sample viewpoint was high

7. The Importance level of Knowledge Excellence in Jordanian Insurance
Companies in Amman capital in question from the study sample viewpoint was

high
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8. The Importance level of Process Excellence in Jordanian Insurance
Companies in Amman capital in question from the study sample viewpoint was
high

9. There is a positive significant relationship between Adaptive competitive
strategy (Prospector; Defender and Reactor) and business Intelligence (Insight;
Consistency and transformation) in Jordanian Insurance Companies at level (o <
0.05).

10. There is a positive significant effect of Adaptive competitive strategy
(Prospector; Defender and Reactor) on Organizational Excellence in Jordanian
Insurance Companies at level (o < 0.05).

11. There is a positive significant effect of Prospector competitive strategy on
Organizational Excellence in Jordanian Insurance Companies at level (o < 0.05).
12. There is a positive significant effect of Defender competitive strategy on
Organizational Excellence in Jordanian Insurance Companies at level (o < 0.05).
13. There is a positive significant effect of Reactor competitive strategy on
Organizational Excellence in Jordanian Insurance Companies at level (o < 0.05).
14. There is a positive significant effect of Business Intelligence (Insight;
Consistency and transformation) on Organizational Excellence in Jordanian
Insurance Companies at level (o < 0.05).

15. There is a positive significant effect of Insight on Organizational Excellence in

Jordanian Insurance Companies at level (o < 0.09).



29 —

16. There is a positive significant effect of Consistency on Organizational
Excellence in Jordanian Insurance Companies at level (o < 0.05).

17. There is a positive significant effect of Transformation on Organizational
Excellence in Jordanian Insurance Companies at level (o < 0.09).

18. There is a positive significant effect of strategic fit between Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Organizational Excellence in Jordanian
Insurance Companies at level (o < 0.05).

19. There is a positive significant effect of strategic fit between Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Knowledge Excellence in Jordanian
Insurance Companies at level (o < 0.05).

20.There is a positive significant effect of strategic fit between Competitive
Strategy (Prospector; Defender and Reactor) and Business Intelligence (Insight;
Consistency and transformation) on Process Excellence in Jordanian Insurance

Companies at level (o0 <0.05).
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(5-2): Conclusions

1. Strategy is about competitive position, about differentiating organization in the
eyes of the customer, about adding value through a mix of activities different from
those used by competitors.

2. Defender competitive strategy gives the organizations produce products or
services with the objective of obtaining market leadership. They may achieve
their objectives by concentrating on a market niche through specialization and
cost reductions.

3. Prospector's competitive strategy oriented externally and competes by findind
out the latent customer needs, quickly transformation ability in changing
environment and by launching new products to satisfy their customer base while
taking in to the consideration of other marketing mix.

4. Reactor competitive strategy is characterized by the lack of a coherent
strategic plan or apparent means of competing

5. Organizations today collect enormous amounts of data from numerous
sources. The use of Bl to collect, organize, and analyze this data can add great
value to a business.

6. Business Intelligence has always been an important part of the competing
business world, and thus the core activities of Business Intelligence are far from

new.
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7. There are two perspectives of Business Intelligence: Technological &
Organizational. Technological means a system that takes data and transforms it
into various information products, while Organizational means an umbrella term

for decision support.
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(5-3): Recommendations

Based on the study results and research conclusions, the researcher
suggests the following recommendations to meet the study objectives:
1. Jordanian Insurance Companies must build an integrated model to
maximize net profit by using Adaptive competitive strategy; Also it operates the
proposed model based on the outcomes of demand forecasting model, the data
of actual fact, estimated data for several alternative scenarios, to reach
appropriate net profit in light of business processes and Business Intelligence
relationships.
2. Jordanian Insurance Companies must establish cooperative and / or
strategic alliances with main customers and suppliers, on the basis of trust and
cooperation to maximize the utilization of resources, and sharing of benefits
arising among themselves and with beneficiaries of the services provided.
3. Jordanian Insurance Companies must apply the Business Intelligence
process, including: instructions for planning, forecasting and cooperation.
4. The researcher recommends conducting case studies, each of them
building a model to maximize the benefit of Business Intelligence process for

Jordanian Insurance Companies.
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5. The researcher recommends conducting research about the impact of
Business Intelligence Capabilites and competitive strategy in achieving

competitive performance.



104 —

References

1. Abzari, M. Dalvi, M.(2010), “Gaining excellence (pioneership) through reinforcing of
organizational culture” , Journal of Applied Sociology, No.33.

2. Ahmad, Azizah & Shiratuddin, Norshuhada, (2010), “Business Intelligence for
Sustainable Competitive Advantage: Field Study of Telecommunications Industry”,
Annual International Academic Conference on Business Intelligence and Data
Warehousing, Singapore (BIDW 2010): 96 - 102

3. Alnoukari, M. (2009). Using Business Intelligence Solutions for Achieving
Organization’s Strategy: Arab International University Case Study, internetworking
Indonesia journal, Vol.1, No.2: 11- 15.

4. Alter, A. (2004), “A work system view of DSS in its forth decade’, Decision
Support Systems, 38 (3), 319-327.

5. Amid, H. (1992), Dictionary, first edition, Amir Kabir publications, Tehran

6. Anderson-Lehman, R., Watson, H. J., Wixom, B. H., and Hoffer, J. A. (2004),
“‘Continental Airlines flies high with real-time business intelligence”, MIS Quarterly
Executive, Vol.3, N0.4:163-176.

7. Antony, J & Bhattacharyya, S, (2010), “Measuring organizational performance and
organizational excellence of SMEs”, Journal of Measuring Business Excellence, Vol.
14 No. 2

8. Aronson J. E., Liang T-P, Turban E. (2005), “Decision Support Systems and

Intelligent Systems”, Pearson Education International.



105 —
9. Baars, H. and Kemper, H.G. (2008), “Management support with structured and
unstructured data-an integrated business intelligence framework”, Information
Systems Management, 45 (2), 132-148.

10. Betts, M. (2004), “The Future of Business Intelligence”, Computerworld,

http://www.computerworld.com

11. Burton, B. and Hostmann, B. (2005), “Findings from Sydney symposium”,
Perceptions of business intelligence. Retrieved from Gartner database.

12. Burton, B., Geishecker, L., Schelegel, K., Hostmann, B., Austin, T., Herschel, G.,
Soejarto, A., and Rayner, N. (2006), “Business intelligence focus shifts from tactical to

strategic”, http://www.umsl.edu/~sauterv/DSS/pdf/Bl/business_intelligence focus 139

352.pdf.
13. Chung W., Zhang, Y., Huang, Z., Wang, G., Ong, T. and Chen H. (2004). Internet

searching and browsing in a multilingual world: An experiment on the Chinese business
intelligence portal (CbizPort). Journal of the American Society for Information
Science and Technology, 55 (9), 818-831.

14. Clark T. D., Jones, M. C., and Armstrong, C.P. (2007). The dynamic structure of
management support systems: Theory development, research focus and direction. MIS
Quarterly, 31 (3), 579-615.

15. Collins, B, (1997), “Better Business Intelligence: How to Learn More about Your
Company Astron On-Line”, Letchworth.

16. Crosby, P.B, (1979), “Quality is Free”, John Wiley & Sons, New York.



106 —

17. DeSarbo, W. S., Di Benedetto, C. A., Jedidi, K., & Song, M. (2006), “A constrained
latent structure multivariate regression methodology for empirically deriving strategic
types”, Management Science, Vol.52, No.6: 909-924.

18. Drazine, Robert & Van de Ven, Andrew H., (1985), “Alternative Forms of fit in
Contingency Theory”, Administrative Science Quarterly, \ol.30: 514 — 539

19. Eckerson, W. (2003). Smart companies in the 21st century: The secrets of creating
successful business intelligence solutions. TDWI The Data Warehousing Institute

Report Series, 1- 35. Retrieved from http://www.tdwi.org.

20. EFQM - European Foundation for Quality Management, (1999), “The Excellence
Model”, EFQM, Brussels.

21. Eisakhani, A. (2002), “Organizations with superior performance”, Tadbir Monthly
Magazine, N0.192.

22. Ensign, P.C. (2001), “Concept of fit in organizational research”, International
Journal of Organization Theory and Behavior, Vol. 4, No. 3-4: 287-306.

23. Evelson, B., McNabb, K., Karel, R., and Barnett, J. (2007). It's time to reinvent your

Bl strategy. http://www.information-management.com/bnews/10000649-1.html

24. Farahi Yazdi, F.(2010), “excellence model: a tool to measure the organization”,
Discovery and Production Monthly Magazine, N0.66 .

25. Fries, J. (2006). The Contribution of Business Intelligence to Strategic
Management, Unpublished master thesis, Vrije University Brussel.

26. Garrigds-Simén, F. J., Marqués, D. P., & Narangajavana, Y, (2005), “Competitive
strategies and performance in Spanish hospitality firms”, International Journal of

Contemporary Hospitality Management, \/|.17, No.1: 22-38.



107 —
27. Gelderman, M. (2002). Task difficulty, task variability and satisfaction with
management support systems. Information & Management, 39 (7), 593-604.

28. Gessner, G.H., and Volonino, L. (2005). Quick response improves on business
intelligence investments. Information Systems Management, 22 (3), 66-74.

29. Ghoshal, S. and Kim, S. (1986), Building effective intelligence systems for
competitive advantage. Sloan Management Review, 28(1):49-58.

30. Gile, K., Kirby, J. P., Karel, R., Teubner, C., Driver, E. and Murphy, B. (2006). Topic
overview: business intelligence.

http://www.forrester.com/Topic+Overview+Business+Intelligence/fulltext/-/E-RES39218

31. Harrington, D. (2005), The five pillars of organizational excellence, Handbook of
Business Strategy.

32. Hartono, E., Santhanam, R. and Holsapple, C.W. (2007). Factors that contribute to
management support system success: An analysis of field studies. Decision Support
Systems, 43 (1), 256-268.

33. Hillman, G.P. (1994), “Making self assessment successful’, The TQM Magazine,
Vol. 6 No. 3: 29-31.

34. Hofer, C.W. and Schendel, D.E. (1978), “Strategy Formulation: Analytical
Concepts”, West Publishing, New York, NY.

35. Howson, C. (2006). The seven pillars of Bl success. Intelligent Enterprise.

http://www.intelligententerprise.com/showArticle.jhtml?articlelD=191902420.

36. Jourdan, Z., Rainer, R. K. and Marshall, T. E. (2008). Business intelligence: An

analysis of the literature. Information Systems Management, 25 (2), 121-131.



108 —

37. Knowledge Management and Business Intelligence (KMBI) workshop, (2005),

http://wm2005.iese.fraunhofer.de, Germany, April.

38. Kursan, Ivana & Mirela, Mihi¢, (2010), “Business Intelligence: The Role of the
Internet in Marketing Research and Business Decision Making”, Management, \ol. 15,
No.1: 69 - 86.

39. Lonnqvist, A., and Pirttimaki, V. (2006). The measurement of business intelligence.
Business Intelligence, 23 (1), 32-40.

40. Loutans, F. Richard, H. (2000), International Management Culture, Strategy and
Behavior, McGraw-Hill, New York.

41. Lupu, A.; Bologa, R; Lungu, I. & Bara, A. (2007). The Impact of Organization
Changes on Business Intelligence Projects. Paper presented at the 7t WSEAS
International Conference on Simulation, Modelling and Optimization, Beijing,
China.

42. Malik, Muhammad Ehsan & Naeem, Basharat, (2011), “Miles and Snow Strategy
Typology: A Critical Commentary”, Interdisciplinary Journal of Contemporary
Research in Business, \V/ol.3, No.4: 805 - 812.

43. McMurchy, N. (2008). Take these steps to develop successful Bl business cases.

http://www.umsl.edu/~sauterv/DSS4BI/links/pdf/Bl/gartner_businesscase.pdf

44. Mendell, R. (1997), “Using intelligence wisely”, Security Management 9:115-118.
45. Mehrdad, H. (2002),"Organizational excellence and education”’, management
Journal, No.48.

46. Miles, R., & Snow, C. (1978), “Organizational strategy, structure and process’,

London: McGraw Hill.



109 —

47. Miller, J. P. (2000b), “The Intelligence Process — What It Is, Its Benefits, and
Current Status”, Miller, J. P. (Ed.). Millennium Intelligence: Understanding and
Conducting Competitive Intelligence in the Digital Age. Medford, NJ: 9-30.

48. Miller, D. (2007). Measuring Bl success: business goals and business

requirements. DM Review. http://www.dmreview.com/news/10000100-1.html.

49. Mintzberg, H, (1978), “Patterns in Strategy Formulation’, Management Science,
Vol.24, No.9: 934-948.

50. Moghadami, S. (2005), “Mysteries of organizational excellence”, Tadbir Monthly

Magazine, N0.144.

51. Nath, D & Sudharshan, D, (1994), “Measuring strategy coherence through patterns
of strategic choices”, Strategic Management Journal, \Vol.15:; 43-61.

52. Negash, S. (2004). Business Intelligence, Communications of the Association

for Information Systems. Vol. 13: 177-195.

53. Nelson, R. R., Todd, P. A., and Wixom, B. H. (2005). Antecedents of information

and system quality: Within the context of data warehousing. Journal of Management

Information Systems, 21 (4), 199-235.

54. Olszak, C & Ziemba, E (2007). Approach to Building and Implementing Business

Intelligence Systems, Interdisciplinary Journal of Information, Knowledge, and

Management, Vol. 2: 135-147.

55. Olszak, C. M., & Ziemba, E. (2003). Business intelligence as a key to management

of an enterprise. Proceedings of Informing Science and IT Education Conference.

56. Ooncharoen, Nantana & Ussahawanitchakit, Phapruke, (2008), “Building

organizational excellence and business performance of hotel business in Thailand:



110 —

effects of service culture and organizational characteristic’, International Journal of
Business Research, VVol. 8, No. 3.

57. Peters, TJ & Waterman, RH, (1982), In Search of Excellence — Lessons from
Americ’s Best — run Companies, Harper Collins Publishers, London .

58. Pinar, Musa & Girard, Tulay, (2008), “Investigating the Impact of Organizational
Excellence and Leadership on Business Performance: An Exploratory Study of Turkish
Firms”, SAM Advanced Management Journal, Vol. 73, No.1: 29-45.

59. Pintelon, L; Pinjala K.S and Vereecke, A. (2005),"An empirical investigation on the
relationship between business and maintenance strategies”, International Journal of
Production Economics, 104, 214-229.

60. Pirttimaki, V. (2007). Business Intelligence as a managerial tool in large Finnish
companies, Unpublished doctoral dissertations, Tampereen Tekillinen Yliopisto.

61. Pirttimaki, V., Lonnqvist, A., and Karjaluoto, A. (2006). Measurement of business
intelligence in a Finnish telecommunications company. Electronic Journal of
Knowledge Management, 4 (1), 83-90.

62. Popovic, A. & Jaklic, J. (2010) Benefits of business intelligence system
implementation: an empirical analysis of the impact of business intelligence system
maturity on information quality, Paper presented at European, Mediterranean &
Middle Eastern Conference on Information Systems, Abu Dhabi, UAE.

63. Porter, M.E. (1996), “What is strategy?”, Harvard Business Review, Nov — Dec:

59-78.



M —
64. Ramakrishnan, Thiagarajan; Jones, Mary C & Sidorova, Anna, (2012), “Factors
influencing business intelligence (Bl) data collection strategies: An empirical
investigation”, Decision Support Systems, Vol. 52, No.2: 486-496,

65. Riabacke, Ari; Larsson, Aron & Danielson, Mats, (2011), “Business Intelligence as
Decision Support in Business Processes: An Empirical Investigation”, Proceedings of
the European Conference on Information Management & Evaluation: 384-392.

66. Riahi, B. (2005), “Evaluation of the organization performance based on EFQM
organizational excellence model”, Journal of Administrative change, No.47.

67. Ronda-Pupo, Guillermo, Armando, Guerras-Martin & Luis Angel, (2012), “Dynamics
of the evolution of the strategy concept 1962-2008: A co-word analysis”, Strategic
Management Journal, Vol 33, No.2:162-188

68. Rus, Veronica Rozalia & Toader, Valentin, (2008), “Business Intelligence for Hotels
Management Performance”, International Academy of Business and Economics,
Vol.8, No.4.

69. Sekaran, Uma, (2003), "Research Methods for Business", U.S.A: Wiley & Sons.
70. Sharma, AK & Talwar, B, (2007), “Evolution of “universal business excellence
model incorporating Vedic philosoph”, Journal of Measuring Business
Excellence,Vol. 11 No. 3.

71. Slater, S.F, Hult, G.T.M & Olson, E.M. (2010), “Factors influencing the relative
importance of marketing strategy creativity and marketing strategy implementation
effectiveness”, Industrial Marketing Management, \/ol.39: 551-559

72. Sommer, D. (2008). Report highlight for market trends: Business intelligence,

worldwide, http://www.gartner.com/id=1717120




112 —
73. Soni, Gunjan & Kodali, Rambabu, (2011) "The strategic fit between “competitive
strategy” and “supply chain strategy” in Indian manufacturing industry: an empirical
approach", Measuring Business Excellence, Vol. 15 No. 2: 70 - 89

74. Tabatabaei, S. (2009). Evaluation of Business Intelligence maturity level in Iranian
banking industry, unpublished master thesis, Lulea University of technology.

75. Tussi, M, (2004), “Organizational excellence’, first edition, publications of
management and planning education institute, Tehran.

76. Tyson, KW.M. (1986), “Business intelligence: putting it all together’, Lombard:
Leading Edge Publications.

77. Venkatraman, N & Camillus, John, C, (1984), “Exploring the concept of fit in
Strategic Management”, Academy of Management Review, Vol.9, No.3: 513 — 525.
78. Vitt, E., Luckevich, M, and Misner, S. (2002). Business intelligence: Making
better decisions faster, Redmond, WA: Microsoft Corporation.

79. Vorhies, Douglas & Morgan, Neil, (2003), “A configuration theory assessment of
marketing organization fit with business strategy and its relationship with market
performance”, Journal of Marketing, VVol.67, No.1:100-115.

80. Wang, Dan-Shang & Shyu, Chi-Lih, (2008), "Will the strategic fit between business
and HRM strategy influence HRM effectiveness and organizational performance?”,
International Journal of Manpower, Vol. 29 No. 2: 92 - 110

81. Watson, H.J., Wixom, B.H., Hoffer, J.A., Anderson-Lehman, R., and Reynolds, A.
M. (2006). Real time business intelligence: Best practices in Continental Airlines.

Business Intelligence, 23 (1), 7-18.



113 —
82. Wells, D. (2003). Ten best practices in business intelligence and data warehousing.

TDWI FlashPoint https://www.tdwi.org/Publications/display.aspx?id=6638&i=y.

83. Williams, S. and Williams, N. (2007). The profit impact of business intelligence,
San Francisco, CA: Morgan Kaufmann.

84. Zajac, E.J., Kraatz, M.S. & Bresser, RK.F. (2000), “Modeling the dynamics of
strategic fit.: a normative approach to strategic change®, Strategic Management
Journal, Vol. 21 No. 4: 429-53.

85. Zeithaml, V.A., Varadarajan, P.R. and Zeithaml, C.P. (1988), “The contingency
approach: its foundations and relevance to theory building and research in marketing”,

European Journal of Marketing, Vol. 22 No. 7: 37-64.



114 —

Appendices



Appendix (1)
Names of arbitrators

115 —

No. Name Specialization University
1 | Prof.Dr. Kamel AL-Moghrabi Business Administration MEU
2 | Dr. Laith AL-Rubaie Marketing MEU
3 | Hamza khraim Marketing MEU
4 | Hamid Shaibi Business Administration MEU
9 | Amjad Twagat Business Administration MEU
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Appendix (2)
Questionnaire

MIMIS ..o Greeting

The researcher purposed to explore the “Measuring the effect
of strategic fit between competitive strategy and business Intelligence
in achieving organizational excellence: An Empirical Study on
Jordanian Insurance Companies”

This Questionnaire is designed to collect information about
your Company. | would be very grateful if you could answer ALL

questions as completely and accurately as possible.

Thanks for answer all the items in the Questionnaire

Esra Omar Shadid



First Section: Demographics Information
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48 ) ailadll - J Y1 ¢ all

(1) Age: > (1)
30yearsorless O From 31-40 Years L.40-31 0« O Jala 45 30
From41-50Years O 51 Years More st 4 51 | Lu50-41
(2) Gender: ol (2)
Male O Female =l O K3
(3) Educate Level: =l s sl (3)
BSc O High Diploma Je a sl O s SIS
Master O PhD ol 5iSa O PTVENDY
(4) Experience: dleall s 2l (4)
5 years or less O -10Years From6 4.10-6 e O Jild &l 55
From11-15Years 0O 16 Years More )S'Siémm O Lu15-11 (e

(5) Years of Service in Insurance Sector:

Ol glad 4 daadl)l &l gin 2ae (5)

5 years or less O -10Years From6 4.10-6 e O Jild &l 55
From11-15Years 0O 16 Years More )S'Siémm O w1511 (e
(6) Job Title: e =©)
General Manager [0  Executive Manager PRI ERTAN O ple e
Head of Section O O pnld )




Second Section: Adaptive Strategies
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No

Dimension / ltem

Answer alternatives

Strongly
disagree

Strongly

Disagree Neutral Agree Agree

Prospector Strategy

The services that we provide to our customers are best characterized
as more innovative; continually changing; and broader in scope

My company has an image in the marketplace as one which has a
reputation for being innovative and creative.

My company spends amount of time on monitoring changes and trends
in the marketplace can best be described as lengthy which We
continuously monitoring the marketplace

The increase or losses in demand that we have experienced are due
most probably to our practice of responding to the immediate needs of
the marketplace

My company prepares for the future by Identifying trends and
opportunities in the marketplace which can result in the creation of
product or service offerings which are new to the marketplace or which
reach new markets

Defender Strategy

The services that we provide to our customers are best characterized
as Well focused; relatively stable; and consistently defined throughout
the marketplace

My company has an image in the marketplace as one which Offers
fewer, selective products and services that are high in quality

My company spent amount of time on monitoring changes and trends
in the marketplace can best be described as Minimum time monitoring
the marketplace

The increase or losses in demand that we have experienced are due
most probably to our practice of concentrating on more fully developing
those markets that we currently serve

10

my company prepares for the future by Identifying those problems that,
if solved, will maintain and then improve our current product and
service offerings and market position

Reactor Strategy

11

The services that we provide to our customers are best characterized
as In a state of transition, and largely based on responding to
opportunities or threats from the marketplace or environment

12

my company has an image in the marketplace as one which reacts to
opportunities or threats in the marketplace to maintain or enhance our
position

13

My company spends amount of time on monitoring changes and trends
in the marketplace can best be described as Sporadic: We sometimes
spend a great deal of time and at other times spend little time
monitoring the marketplace

14

The increase or losses in demand that we have experienced are due
most probably to our practice of responding to the immediate needs of
the marketplace

15

My company prepares for the future by Identifying the best possible
solutions to those problems or challenges that require immediate
attention

Third Section: Business Intelligence

Jee Y1 2183 -Elll) ¢ 3all
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No Dimension / ltem Answer alternatives
Strongly Disagree Neutral Agree ShElly
disagree Agree

Insight
16 Our company diagnosed opportunities before the other to
Capture it

17 Our company are in the form of a coherent and consistent

system parts

18 | Our company induction the future to strategies for long-term

19 Our company is a renewed sense of strategic issues impact on

their future

20 Our company is waiting for the changes and then re-think about

the impact on its competitive position
Consistency

21 Our management uses advanced information technology in

decision-making

29 Our company management act gradually and systematically in

dealing with the challenges of the twenty-first century

23 Our company management uses information technology tools

only for the incoming mail

24 Our company takes time to study all aspects of its work before

making any decision
Transformation

25 Our company diagnosis opportunities, threats and risks in the

marketplace

2 Our company exploration of mission and possible futures; and

thinking “out of the box” about options for the future

27 Our company examining strategic influences, values and

options; negotiating strategic issues and priorities

28 Our company developing strategies to mitigate potential risks for

the organization

29 Our company chooses options, including specific goals and

objectives

Fourth Section: Organizational Excellence
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No Dimension / ltem Answer alternatives
Strongly Disagree Neutral Agree Sy
disagree Agree

Knowledge Excellence

30 Our company converts the data and information into scientific

ways to take advantage its in access to knowledge
Our company has individuals having ability to solve problems

31 | associated with their work due to their experience and

competencies
Our company has sufficient knowledge of the type of external

32 | and internal communications necessary for the coordination of

the tasks associated with their work

33 Our company uses thinking and innovation information

technology to find cognitive solutions

34 Our company encourage to set up seminars among employees

to encourage their intellectual ability in the areas of knowledge
Process Excellence

35 Our company conduct surveys to identify the needs of diverse

customers

6 Delivery of various services in our company is subject to

improvement and control operations

37 Our company depends on modern technology means in the

providing of services

38 Procedures to provide our company services are quickly and

comfort

39 Our company continuously control its facilities to improve the

mechanisms of services provided




