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Abstract

A niche marketing strategy is one of competitive strategies used to compete with other
businesses in the same sector. Numerous businesses invest considerable time and effort in
formulating strategies. Their initiatives, however, fail to materialize during the execution phase.
Strategy execution has a high failure rate so that it is vital to address this management difficulty.
According to prior studies, the content of a niche strategy and the organizational structure of a
niche business are critical elements in strategy execution and it was a gap that this research aims
to fulfil. A self-administered questionnaire was used to collect the data from the sample of 405
respondents including individuals who work in niche-oriented hospitality businesses in Thailand
(hotels, restaurants, travel agency companies, and spa enterprises) because hospitality industry is
an important industry which generate a lot of income for Thailand but it has a limit of information
about niche strategy implementation for this industry. Structural equation modeling (SEM) is used
to analyze the data. The results indicate that the content of niche strategy and the structure
of niche oriented firms have positive effects on organizational performance. Moreover, human
resource management fully mediates the association between the niche strategy's content and
the structure of niche-oriented corporations to organizational performance. This study contributes
to the strategic management and hospitality sector by demonstrating that niche strategy firms
should prioritize the content of their niche strategy, their niche-oriented firm structure, and human
resource management in order to enhance their performance.
Keywords: 1) niche strategy 2) the content of niche strategy 3) niche firm structure 4) human

resources for niche firms 5) niche strategy organizational performance
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Introduction

Research on niche strategy have been
studied by several authors (Dalgic and Leeuw,
1994, pp. 39-55; Shani and Chalasani, 1992, pp.
33-42; Porter, 1980, pp. 30-41). Many studies
focus on the customer collection and market
segmentation (Webster, 2005, pp. 4-6; Kotler,
2003, pp. 64-71), but there are little research
on the implementation process of niche strat-
egy and niche strategy application in the orga-
nization. This article fills this gap by focusing
on niche strategy implementation especially
in the small firms in the hospitality industry
in Thailand because this is one of the most
important industry to generate an income for
the country, which should result in superior
performance but they are facing a lot of barrier
to implement niche strategy which lead to the
lower performance as it should be. Several
authors attempted to define the definition
of niche marketing but it appears to be no
broadly accepted conceptual of niche market
(Akbar, et al, 2017, pp. 172-183), however it
could find the similarity characteristics of this
kind of marketing (Toften and Hammervoll,
2010, pp. 736-753). Existing definition of niche
marketing comprises “the small position firm
which operating in the profitable homogenous
segmentation which has been ignored by other
competitors (Dalgic and Leeuw, 1994, pp. 39-
55). So the definition of niche marketing firm
in this research is the small and specialized
firms with having unique skills, technology and
resources which is different and difficult for
the competitor to imitate. Niche firms produce
a different products and services to serve

needs of their specific group of customers who
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accepted to pay the premium price and having
a growth potential for the future.

Niche marketing strategy is a com-
petitive positioning (Echols and Tsai, 2005,
pp. 219-238) for small companies who has a
limit of resources when comparing with other
competitors in the same industry. It is a push
market approach (Parrish, Cassil and Oxenham,
2006, pp. 694-707) for small firms to develop
their product and find the suitable clients.
Niche company needs to find the way to com-
pete and process their business if they want
to survive and success, which niche marketing
strategy would be one of those formats. Shani
and Chalasani (1992, pp. 33-42) stated that
niche marketing strategy could be stared from
both bottom-up or top-down approach but it
must be fully supported from the whole orga-
nization to perform niche strategy together and
practice in the same direction. To be successful
niche firms must be cleared about their strat-
egy and inform everyone to align in the same
direction (Rapert, Velliquette, Garretson, 2002,
pp. 301-310), mover over the structure of niche
firm mush be fitted with their core strategy in
order to support the specific work process and
help create positive performance (Mintzberg,
1983, pp. 623-634).

Niche strategy is a competitive ap-
proach for small firm to complete with the
bigger players. As they are having limited of
resources, to complete with the price is not
the way to resume the business. Differentiation
and focus on specific need of customer which
is not served from other competitors is a con-
tent for this strategy (Doyle, 2000, pp. 299-311).

Niche strategy is also matched for small firm



in term of informal structure, highly flexible
and decentralized. This kinds of structure will
encourage the innovation and creativity of
employee to perform with a higher speed than
robust and real formal structure which having

more process and control.

Research Objectives

The main objective of this paper is to
investigate how content of niche strategy and
niche firm structure in the hospitality industry
help to improve niche strategy organizational
performance of human resources manage-

ment of niche firms.
Theoretical Background
Content of Niche Strategy

Niche marketing strategy was called in
several name such as focus strategy, differen-
tiation strategy, micromarketing strategy (Chen
and Hsieh, 2005, pp. 155-163; Parrish, Cassil
and Oxenham, 2006, pp. 694-707) and also
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used with “market segmentation” “target mar-
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keting” “micromarketing” “regional market-
ing” “focused marketing” and “concentrated
marketing” (Dalgic and Leeuw, 1994, pp. 39-55;
Linneman and Stanton, 1992, pp. 43-51). Even
niche companies aware of how important to
formulate the robust content of niche strategy
and try to follow that strategy but there is also
the problem about implementation of niche
strategy (Crittenden and Crittenden, 2008, pp.
301-309). How can the company put niche
strategy into practice and getting involvements
in the daily life working of the organization,
including how are they going to encourage all
staffs members to understand organizational

niche strategy in the same way and doing in the
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same direction to produce a quality niche prod-
ucts to serve their specific group of customers
as they focus. The content of niche strategy for
small firm must be clear information (Rapert,
Velliquette, Garretson, 2002, pp. 301-310) and
could identify the part of each person. Yang, et
al,, (2010, pp. 268-284) found that competitive
niche strategy should be participatory, flexible
and adaptable for the changing environment
(Durand and Coeurderoy, 2001, pp. 471-494;
Bamiatzi and Kirchmaier, 2014, pp. 259-284).
The content of niche strategy in this research
will focus on the clearly information and focus
about niche strategy and how the company
identify this strategy throughout the niche or-
ganization encouraging every stakeholders to

perform their task in the same direction.
Niche Firm Structure

The main objective of any organiza-
tions in the business is to reach the goal that
they hoped, planned and expected (Lunen-
burg, 2012, pp. 1-8). To be successful organiza-
tion must be able to align the elements of stra-
tegic implementation process together such as
strategy, structure and organizational behavior
(Brinkschroder, 2014, pp. 1-9). Since a famous
thesis from Chandler (1962, pp. 1-10) stated
that “structure follows the strategy”. Rumelt
(1982, pp. 359-369) could found the positive
relationship between strategy and structure
that influences performance. Organizational
structure is the formal configuration between
individual and group in the organization and
it is one of the main elements of resource
allocation which are tasks, responsibility and
authority (Galbraith, 1987, pp. 343-357; Green-
berg, 2011, pp. 271-327). The simple structure
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is suitable for small niche firm which running
the business by dominating chef executive or
owner manager because it is quite highly in-
formal structure and accomplish the tasks via
directly supervisor from management with low
control (Miller, 1996, pp. 519-543). According
to the study of several literatures explain the
characteristic of niche organizational structure
to be a simple structure and decentralized,
sharing authority to their employee to perform
their job and having the flexibility structure to
solve the urgent problem and feedback but
owner and management will always involve
to assist or making decision when never they
need. This research definite the structure of
niche firm as a combination of philosophy for
niche organizational form of strategy and niche
organizational activities (Ahmady, Mehrpour
and Nikooravesh, 2016, pp. 455-462) via the
sharing of power and authority in the niche
organization.
Human Resources Management of Niche
Firm

The niche firms mostly are special-
ized in their field but the size of company is
relatively small to medium (Toften and Ham-
mervoll, 2010, pp. 736-753; Dalgic and Leeuw,
1994, pp. 39-55). Most companies have limited
resources and small number of staffs. Kotey
and Slade (2005, pp. 16-40) studied about
the formal human resources management
(HRM) practices of small niche firm in Australia
descripted the definition of micro firms is the
organization which having 5 workers while
small firms have 5 to 19 workers and the
medium firm is the firm with having up to 199

workers. To be successful of niche strategy
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implementation, the niche employee must
have unique or specific knowledge and skills,
moreover they should be able to perform a
multifunctional tasks (Sorenson, et al., 2006,
pp. 915-936). Human resource manager in
niche firm will find a qualified staffs since the
recruiting process and provide effective training
program to update their employee knowledge,
in the same time they will encourage their
staffs to the have more creativities and innova-
tion (Hsieh and Chen, 2011, pp. 11-32).

Lastly manager will monitor and
always support their subordinate in the friendly
way rather than control. Training program is
also important to keep employee updated
and develop their knowledge and skills in
order to create new products and services
including innovation (Chen and Hsieh, 2005,
pp. 155-163). Resources in niche firm is having
both human and non — human resources but
in this research will study in the part of human
resources by focusing on niche firm stimulate
the multifunctional skills and provide training
program to develop their employee in order to

perform their tasks with full potential.
Niche Strategy Organizational Performance

Positive performance is one of the top
goals of every organization and this topic has
been studied in strategy research long time
ago (Spillan, et al., 2018, pp. 427-449). Rapert,
Velliquette, Garretson (2002, pp. 301-310)
stated that good strategy must be clear
and concise (Okumus, 2003, pp. 871-882) to
encourage and facilitate employees to act and
perform a good performance and avoiding the
position of “stuck at the middle” (Porter, 1980,
pp. 30-41) which will be the setback of excel-



lent performance. For niche firms, the strategy
is clear of focusing and differentiating on the
specific group of clients who has specific needs
which is not serving by others competitors and
big company in the same industry (Schot and
Geels, 2008, pp. 537-554; Dalgic and Leeuw,
1994, pp. 39-55; Toften and Hammervoll, 2009,
pp. 1378-1391).

Performance measurement is the is-
sued that most of authors concern. Spillan, et
al,, (2018, pp. 427-449) selected sales growth
to measure firm performance in niche oriented
global business in 3 industries (manufactory,
hospitality and service) of 4 countries (Mexico,
China, Turkey and USA). Allen (2006, pp. 70-
103) measured the performance of niche by
focusing on the increasing of profit and market
share. There are also several factors to mea-
sure the great performance of the firms such
as receiving higher market share, having more
profit, customer loyalty, higher purchase rate
and growth possibility (Toften and Hammer-
voll, 2013, pp. 272-285; Assadinia, 2014, pp.
27-67; Hsieh and Chen, 2011, pp. 11-32; Doyle,
2000, pp. 299-311; Kotler, 2003, pp. 64-71). As
this research aims to study niche strategy in the

hospitality industry then we measure the per-
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formance of niche strategy firm based on the
scope of our study and literature review with 7
elements which are increased competitiveness,
increased market shares, increases profit, gen-
erates higher sales, higher purchase frequency,
customer loyalty and growth possibilities.
These 7 elements will be dived into 2 group

of finance and non-finance performances.

Conceptual Framework and Research
Hypothesis

Based on the research objective, the
conceptual framework and hypotheses are
formed to determine how niche strategic per-
formance could be influenced by the content
of niche strategy and niche firm structure. The
research also intend to explore another factor
which is human resource management in niche
firm that mediate between these variable and
effect to the successful performance of niche
organization. The following conceptual frame-
work in Picture No. 1 depicts the relationship
between Content of niche strategy and niche
firm structure to niche strategy performance
by the mediating effect of human resources

management of niche firm.

Miche Strategy

— -

/ ——

Miche Firm
Structure

Far

Picture No. 1 The conceptual framework of this research

A

\!-;—7\‘

N—

(



7=

‘ﬁ) Journal of Business, Economics and Communications

A

d

=

Relationship between content of niche
strategy and human resource management
of niche firm. Niche marketing strategy is the
superior approach for small and specialized
firm to gain the competitive advantage (Toften
and Hammervoll, 2010, pp. 736-753) and focus
on the small and specific group of customer
to serve then limited resources would not
be the disadvantage for this case but those
resources must be specific and unique (Bami-
atzi and Kirchmaier, 2014, pp. 259-284), most
importantly if it is difficult for the competitors
to imitate that would be the key to succeed.
Robert, et al,, (2012) mentioned that most
companies adopt a niche marketing strategy
because of their resources are highly limited.
Kotey and Slade (2005, pp. 16-40) found that
strategic orientation in niche firm reflect the
human resource practice to be more produc-
tive. The close relationship between employer
and employees replaces formal controls and
reduces the need for detailed documentation
and increase employee efficiency. Hsieh and
Chen (2011, pp. 11-32) found that the good
content of strategy has a positive relationship
to employee to perform their task with full
potential. By these literature reviews, the first
hypothesized was developed as:

- H1: There is a positive relationship
between content of niche strategy and human
resource management of niche firm.

Relationship between niche firm
structure and human resource management
of niche firm. Characteristic of niche firm struc-
ture is to be a high degree of flexibility and
applying decentralized approach by consists

of several strategic business units or working
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units (Dalgic and Leeuw, 1994, pp. 39-55). This
characteristic of niche structure giving a chance
for employees to consult and discuss with their
supervisor easily when any trouble occurred
during the process (Toften and Hammervoll,
2010, pp. 736-753). Lunenburg (2012, pp. 1-8)
stated that the structure in niche firms help
to share authority between superordinate
and subordinates in our organization. Unique
skill and knowledge and Mutiple skills are the
special characteristic of niche employee that
human resources department must concern
during the recruiting process. Then, the simple
structure of small niche firm with high skill and
specialized employee will encourage the flow
of authority from owner or top management
to be effective and help employee to receive
higher skills in order to produce the great quality
products and services for their customers
(Mintzberg, 1983, pp. 623-634). As an outcome
of above discussion, the following hypothesis
is presented;

- H2: There is a positive relationship
between niche firm structure and human
resource management of niche firm.

Relationship between content of niche
strategy and niche strategy performance. Niche
firms focus on the differentiation strategy to
gain competitive advantage and superior per-
formance (Bamiatzi and Kirchmaier, 2014, pp.
259-284) then owner and management need
to align everyone in the company to aware
of company strategy, goal and objective. The
content strategy is the ongoing process of
transforming business objectives and goals into
a plan via many components which are firm

structure, organization process and manage-



ment style (Wagner, 2002, pp. 103-120). The
content for niche strategy must be clearly from
the beginning. It must contain goal, objective
including plan of action and pass to everybody
in the organization to perceive, understand
and action in the same direction. (Rapert, Vel-
liquette, Garretson, 2002, pp. 301-310). The
clearly strategy will help employee to perform
their tasks easier and having less mistake while
niche management will always support and
help when their employee needed rather than
just control them. Andrews, et al., (2006, pp. 52-
63) found the influencing of strategic content
of organization performance while Echols and
Tsai (2005, pp. 219-238) concluded that clearly
niche strategy and differentiation help to
improve the performance of the firm. Following
these literature reviews the hypothesis is pro-
posed:

- H3: There is a positive relationship
between content of niche strategy and niche
strategy performance.

Relationship niche firm structure and
niche strategy performance. Structure of the
niche organization are simple and having high
flexibility (Miller, 1986, pp.233-249; Durand and
Coeurderoy, 2001, pp. 471-494; Mosakowski,
1993, pp. 819-839). This kind of structure will
assist the niche firm to be fast and agilely
in order to produce their specific goods and
services. Decentralized approach were used
widely in niche firms (Spillan, et al., 2018, pp.
427-449) because it offers a chance for all
employee to make their own decision quickly
and share authority between superordinates
and subordinates in our organization. (Lunen-

burg, 2012, pp. 1-8). This suitable structure for
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niche will be able to encourage the positive
performance for the organization and keep
their potential of competitive advantage. Miller
(1986, pp. 233-249) found the structure of
the firm which match with other parts of the
organization will influence the performance of
the firm to be promising. Therefor this research
will study that relationship niche firm structure
and niche strategy organizational performance
through the following hypothesis;

- H4: There is a positive relationship
between niche firm structure and niche strategy
performance

Relationship between human resource
management of niche firm and niche strategy
performance. Resources in niche firm are lim-
ited but to gain the competitive advantage
that limited resources must be special and
unique or difficult for the competitors to fol-
low or copy. This research focuses on human
resources. The specific characteristic of human
resources or employees for niche firm are
multi-skills and specialist because niche firms
are in principle quite small and having only
few staff. To keep the level of high quality
and build on new innovation to increase cus-
tomer satisfaction, owner or top management
provide training programs for their employee
to update their skills. Some niche companies
are doing the training via product/service de-
velopment team (Hsieh and Chen, 2011, pp.
11-32). To this end, the sixth hypothesis in this
research was developed:

- H5: There is a positive relationship
between human resource management of

niche firm and niche strategy performance.
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Mediating effect

A number of studies have attempted
to investigate the mediating role of human
resource. Hsieh and Chen (2011, pp. 11-32)
stated that firms that use of focus strategy
approach or niche strategy must retain the
experience and specialized employees to
be with the firms by giving a suitable reward
and other motivation methods because they
would be the important component to retain
the competitive advantage and positive per-
formance (Chen and Hsieh, 2005, pp. 155-163).
Structure of the organization is very important
factor of every organizations especially in
term of coordinating mechanisms, location of
power and flow of authority (Mintzberg, 1983,
pp. 623-634). Niche firms are in principle quite
small and specialized then the structure of the
firms have a high degree of flexibility and de-
centralized approach (Olsen and Saetre, 2007,
pp. 37-58; Toften and Hammervoll, 2010, pp.
736-753). This structure gives a chance for
owner or top management to share power and
authority to their staff members easily. The high
degree of flexibility and decentralized of niche
firm structure is beneficial and encouraging
employees to perform their tasks fully
potential. On the other hand, any mistakes
that happen during the work process, niche
employees would be able to contact and
discuss with superordinate immediately to
solve those problems (Toften and Hammer-
voll, 2013, pp. 272-285).Many studies (Olsen
and Saetre, 2007, pp. 37-58; Toften and Ham-
mervoll, 2010, pp. 736-753; Mintzberg, 1983,
pp. 623-634) on the relationship between con-

tent of niche strategy and niche firm structure
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to niche strategy performance by the mediat-
ing of resource allocation were reviewed and
developed to be sixth and seventh hypothesis:

- H6: Human resources management of
niche firm mediate the relationship between
content of niche strategy and niche strategy
performance

-H7: Human resource management of
niche firm mediate the relationship between
niche firm structure and niche strategy perfor-

mance
Research Methodology
Data Collection

This research applied a widely used
minimum sample size estimation method in
SEM, which is the 10-times rule method (Hair,
Ringle and Sarstedt, 2011, pp. 139-152). Thus,
the sample size of this study is 405 staffs (both
management and employee levels) who work
in small niche-strategy hospitality firms. The
sampling technique is purposive sampling
method. This research applies quantitative
method by using questionnaire which were de-
veloped from several previous study of niche
strategy implementation to collect the data
(Rapert, Velliguette, and Garretson, 2002, pp.
301-310; Dalgic and Leeuw, 1994, pp. 39-55;
Okumus, 2003, pp. 871-882; Yang, et al., 2010,
pp. 268-284; Olsen and Saetre, 2007, pp. 37-
58; Toften and Hammervoll, 2010, pp. 736-753;
Marchese, 2001, pp. 130-132; Spillan, et al,,
2018, pp. 427-449). Questionnaires both online
and paper versions were sent to the small size
firms applying niche strategy in the hospitality
industry which are hotels, restaurants, travel
agents and other businesses such as spa busi-

nesses and car rental companies. The chosen



small niche-strategy company follows the cri-
teria of SMEs of Thailand that small companies
are the firms that have less than 50 employees.
As the hotels are one of the sample businesses

of this study, the standard of Hotel Act, B.E.
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2547 (2004) was used. The hotels applying
niche strategy with less than 50 guest rooms
were selected to collect the data. Table No. 1
shows the descriptive Information of samples

in this research.

Table No. 1 Demographic Profile of Samples (n=405)

Demographics Frequency %
Sex
Male 137 33.8
Female 268 66.2
Age
Less than 20 - 0.0
21 - 30 years old 265 65.4
31 - 40 years old 92 22.7
41 - 50 years old 34 8.4
51 and over 14 3.5
Education Level
High school 0 0
Bachelor’s Degree 374 923
Master’s Degree 29 72
Doctoral Degree 2 0.5
Period of working in the company:
Less than 1 year 30 7.4
1 -2 years 89 21.9
2 — 3 years 88 21.8
4 -5 years 112 27.7
More than 5 years 86 21.2
Characteristic of job:
As management or Business owner 32 7.9
Being manager or Supervisor 109 26.9
They are operating personnel who must meet and serve customers. 198 48.9
Being an operating staff, don’t have to meet with customers 66 16.3
Type or nature of your business:
Hotel Business 202 49.9
Restaurant business 102 25.2
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Demographics Frequency %
Tourism business 84 20.7
Other business services such as spa, Thai massage, shuttle service, car 17 4.2

rental

Descriptive Statistics Result

The demographic profiles of the 405
sample respondents were females account-
ing for 268 (66.2%) and males accounting for
137 (33.8%). In addition, the average age was
between 21 - 30 years old are 265 (65.4%),
between 31 and 40 years old, accounting for
92 (22.7%), aged between 41-50 years old
accounted for 34 (8.4%), lastly aged over
51 years old accounted for 14 (3.5%). The
education level was bachelor's degree (374:
92.3%), master's degree (227: 56%) while doc-
toral degree (2: 0.5%). Characteristic of job in
the company describes as management or
business owner (32:7.9%), being manager or
supervisor (109: 26.9%), operating personnel
who must meet and serve customers (198:
48.9%) and staffs that being an operating staff
which don’t need to meet with customers (66:
16.3%), Period of working in the small niche
firms of the respondents was less than 1 year
(30: 7.4%), between 1 - 2 years (89: 21.9%), 2- 3
years (88: 21.8%), 4 - 5 years (112: 27.7%), more
than 5 years (86: 21.2%). Types or the nature
of business was divided into hotel business
(202: 49.9%), restaurant business (102: 25.2%),
tourism business (84: 20.7%) and other busi-
ness services such as spa, thai massage, shuttle

service and car rental (17: 4.2%).

Result
The findings of this research have been

reported by Table No. 5 about the Direct-In-
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direct-Total Effect from The SEM in term of
how the content of niche strategy and niche
firm structure of the small business impact on
niche strategy organizational performance by
the mediator from human resources and SEM
for the variables associated with the content
of niche strategy and niche firm structure of
the small business impact on niche strategy
organizational performance by the mediator

from human resources.
Construct Reliability, Convergent Validity,
Discriminant Validity

The average variance extracted (AVE)
and composite reliability (CR) of all measure-
ment scales should be higher than 0.50 and
0.70, respectively. Following Fornell and Larck-
er (1981, pp. 382-388) the discriminant validity
should be lower than the square root of AVE
(Asadi et al,, 2019, pp. 513-532). Standardized
factor loading for all variables should be higher
than the recommended value of 0.50 (Hair Jr.,
Babin and Krey, 2017, pp. 163-177). Table No.
2 shows construct reliability and convergent
validity of content of niche strategy (a=.872,
AVE=.639, CR=.689), niche firm structure
(@=.909, AVE=.720, CR=.752), human resource
management (a=.882, AVE=.669, CR=.712), and
niche strategy performance (a=.850, AVE=.868,
CR=.876). All factor loadings were between .67
and .89. Finally, the reliability of all variables
and the convergent validity were accepted.
Additionally, Table No. 3 shows the discrimi-

nant validity result.
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Table No. 2 Construct Reliability and Convergent Validity Result (n=400)

Construct and Items Factor Loading  Cronbach’s Alpha AVE CR
Content of Nice Strategy 872 .639 .689
NSCN1 .83
NSCN2 7
NSCN3 .80
NSCN4 .83
NSCN5 81
NSCN6 .82
NSCN7 74
Niche Firm Structure .909 120 152
NSNF1 .84
NSNF2 .86
NSNF3 .86
NSNF4 .86
NSNF5 .82
NSNF6 .85
Human Resource Management .882 .669 712
NSHR1 71
NSHR2 91
NSHR3 .81
NSHR4 81
NSHR5 .84
Niche Strategy Performance .850 .868 876
NPP 93
NPRS .94
Table No. 3 Discriminant Validity
Constructs NSCN NSNF NSHR NP

NSCN 0.7998

NSNF 0.7870 0.8486

NSHR 0.7962 0.8243 0.8185

NP 0.8296 0.8700 0.8400 0.9320

Note: values in italics represent the square root of AVE
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Structural Equation Model

Structural equation modeling was used
to test the overall fit of the structural model,
which investigated the outputs for hypothesis
testing. According to Hair Jr., Babin and Krey
(2017, pp. 163-177), the criteria of model fit
should have y2/df < 3.00, GFI > 0.90, CFl > 0.90,
NFI > 0.90, AGFI > 0.90, RMSEA < 0.07, and RMR
< 0.08. This is a criterion of good fit value that

can statistically accepted. Table No. 4 demon-

Table No. 4 Absolute Model Fit Indices

7/"‘;} Journal of Business, Economics and Communications

strates the model fit indices; firstly, the initial
model showed moderate fit (y2=1507.264,
x2/df=9.135, p=.000, GFI=.764, CFI=.826,
NFI=.809, AGFI=.699, RMSEA=.142, RMR=.261).
After modification the model showed good fit
(x2=299.746, x2/df=1.947, p=.000, GFI=.948,
CFI=.986, NFI=.971, AGFI=.907, RMSEA=.005,
RMR=.018). The results shown in Table No. 4
and Picture No. 2 present the structural equa-

tion modeling model results.

Absolute Model Fit Indices

Model X2 x2/df GFl CFI NFI AGFI RMSEA RMR

Criteria - < 3.00 > 0.90 > 0.90 > 0.90 > 0.90 < 0.07 <0.08
Initial model 1507.264  9.135 764 .826 .809 .699 142 261
Final model 229.746 1.947 .948 .986 971 .907 .005 .018

Note: 2 = chi-square, y2/df = relative chi-square, GFl = goodness of fit index, CFI = comparative fit index, NFI = normed

fit index, AGFI = adjusted goodness of fit statistic, RMSEA = root mean square error of approximation, RMR = root mean

square residual

Picture No. 2 Structural Equation Model Result

Hypothesis Results

Seven hypothesis results are shown
in Table No. 5. The first hypothesis proposed
that there is a positive relationship between
content of niche strategy and human resource

management of niche firm. The first hypothesis
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is significantly supported, which can explain
that content of niche strategy has an influence
on human resource management in niche firm
in order to provide a suitable employee to
implement niche strategy. This refers that if

the content of niche strategy is clearly identify,



participatory and flexible for implementation
then human resource manager would be able
to provide the suitable employee to be in
charge of each positions. The second hypo-
thesis proposed that there is a positive
relationship between niche firm structure and
human resource management of niche firm. It
is significantly supported, describing the struc-
ture of niche firms should be flexible and shar-
ing authority to staffs member to perform their
task and make decision. Clearly job description
will assist human resources department to
inform employee, how to execute their tasks
and decentralized structure and support from
management is the element to help increasing
the quality of staff members. The third hypo-
thesis proposed that there is a positive rela-
tionship between content of niche strategy
and niche strategy performance, the third
hypothesis is also significantly supported,
which indicates if small niche firm could inform
a clearly niche strategy to everyone in the
company since the beginning. It will help to
align every stakeholders to implement niche
strategy into the same path and having focus

on producing a good quality of products and

Table No. 5 Hypothesized Relationship Results
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services for their specific customers. The fourth
hypothesis proposed that there is a positive
relationship between niche firm structure
and niche strategy performance. The fourth
hypothesis is significantly supported, which
implies that the suitable niche firm structure
such as clearly job description, highly flexi-
bility and sharing authority are the significant
element to encourage the niche strategy
implementation to be successful and increase
positive performance of the niche firm. Lastly
the fifth hypothesis proposed that there is a
positive relationship between human resource
management of niche firm and niche strategy
performance, the fifth hypothesis is also signifi-
cantly supported, which indicates small niche
firms have limited human resources. Every staff
members need to perform the multifunctional
level and occupy unique or specific skills.
Manager should support their staff by providing
training program to update and improve the
quality of their staffs. The high skills employee
will be able to implement niche strategy
successfully and help to increase positive

performance to the company.

Hypothesized relationship Results P-value
H1: There is a positive relationship between content of niche strategy and supported 0.006
human resource management of niche firm.
H2: There is a positive relationship between niche firm structure and human supported 0.001
resource management of niche firm.
H3: There is a positive relationship between content of niche strategy and supported 0.001
niche strategy performance.
Hd: There is a positive relationship niche firm structure and niche strategy supported 0.001

performance
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Hypothesized relationship Results P-value
H5: There is a positive relationship between human resource management supported 0.018
of niche firm and niche strategy performance
H6: Human resources mediate the relationship between content of niche supported 0.049
strategy and niche strategy performance
H7: Human resource management of niche firm mediate the relationship supported 0.038

between niche firm structure and niche strategy performance

Mediating effects of human resource
management for niche firm, content of
niche strategy, niche firm structure and
niche strategy performance

Table No. 6 illustrates the results of
the mediating variables of hypothesis 6 which
proposed that human resources mediate the
relationship between content of niche strategy
and niche strategy performance, and also
hypothesis 7 that proposed human resource
management of niche firm mediate the
relationship between niche firm structure
and niche strategy performance. The results
supported both hypothesis and show that
human resource management of niche firm
fully mediates the relationship between
content of niche strategy and niche strategy
performance and also niche firm structure
and niche strategy performance. This means
that human resource management of niche
firm plays an important role as a support ele-
ment to increase the quality of niche strategy

implementation process to achieve higher

Table No. 6 Mediating Effect Results

performance (Kotey and Slade, 2005, pp. 16-
40). The findings demonstrate that small niche
firms should concentrate on improvement of
human resource management. Firstly, niche
firm owner and management must concen-
trate on the quality of their employee, since
recruiting process, retaining and training their
staffs. Human resource manager should recruit
new employee who has a unique or specific
skills, giving a clear information about niche
strategy of the company including job descrip-
tion. Moreover niche companies have to offer
a specific training program to maintain the
quality of employee and encourage the cre-
ativity and innovation. If niche firms has a good
process to manage their human resources, it
will help to generate positive performance
to the company. Finally, this empirical finding
shows that human resource management in
niche firm is the one of meaningful aspects of
content of niche strategy and niche firm struc-

ture that affects niche strategy performance.

Mediating effect

IV-M-DV

Mediation type

direct

indirect

NSCN — NSHR — NP .595 (p=0.001)

-0.036 (p=.001) Full mediation

NSNF — NSHR — NP 506 (p=0.001)

-0.159 (p-.038) Full mediation

Note: NSCN: The content of niche strategy; NSNF: Niche firm structure; NSHR = Human resource management in niche firm; NP: Niche strategy

performance
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Table No. 7 Total effect, Direct effect and Indirect effect of every hypothesis

Indirect effectPathNSCN NP Path coefficient SD t-value P-value

Total effect

NSCN — NP 0.559 0.074 2.584 0.010
NSNF — NP 0.347 0.086 1.931 0.052
Direct effect

NSCN — NSHR 0.176 0.080 2.769 0.006
NSCN — NP 0.595 0.092 7.181 0.001
NSNF — NSHR 0.775 0.060 10.811 0.001
NSNF — NP 0.506 0.085 4.307 0.001
NSHR — NP -0.205 0.076 -2.365 0.018
Indirect effect

NSCN — NP 0.033 0.091 1.035 0.049
NSNF — NP 0.135 0.083 1.107 0.038

Conclusion and Discussion

According to the result from data
analysis of the structural equation model SEM,
it is an evident that organizational structure
and human resources are directly impacted
by the content of niche strategy and the con-
sistency of these 3 variables will provide the
positive performance for small niche firms in
the hospitality industry in Thailand. The result
also indicated that niche strategy is the be-
ginning of the process to define the structure
of the organization to be flexible and having
the decentralized approach to apply in the
company. Structure of niche should be simple
and flexible because it would stimulate the
flow of power and authority to their employee
to performance their tasks with full potential.
To be competitive niche firms need to occupy
the unique resource or skills that could not
be imitated easily from their competitors.

Human resources in niche firms must have a
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multiple skills and be the specialized for their
field because company is small and could
not provide many staffs. The training program
from management, training department or
owner will be provided to update and improve
employee’s skills together with on the job
training program (Hunger and Wheelen,
2010, pp. 116-119). Finally, this research has
demonstrated that the variables associated
with content of niche strategy has a strong
direct effect on organizational structure and
human resources including organizational per-
formance. The result also shown the positive
indirect effect of content of niche strategy to
organizational performance by the mediator
effected of niche organizational structure and
human resources. All of these variables has a
positive effect on organizational performance
which consistency with other researches in
this field and could help to distribute the new

information for small niche firms in the hospi-
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tality industry in Thailand to improve the level
of their niche strategy implementation and
lead to the higher performance as mentioned

in the objective of the research.

Recommendation

A niche strategy must be clearly spec-
ified and adaptable for execution, according
to the findings of this study, even though
many factors indicated a positive relationship,
additional dimensions should be focused on
and evaluated to strengthen the robustness
of this research area., since a specialized
strategy's content corresponds with the com-

pany's broader strategic aim. OKumus (2003,
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