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ABSTRACT 

Strategic orientation has become a central concept in the domain of entrepreneurship that has received a 
substantial amount of theoretical and empirical attention..Many researchers have neglected to study the role 
of strategic orientation in the context of women entrepreneurs. .Inspite of the cultural barriers in India, the 
Indian women entrepreneurs have struggled to prove themselves in specific industries though proper 
application of a set of strategic orientations and through demonstrating both financial and non-financial 
performances. The Resource Based View of the firm, when applied to women entrepreneurs, established 
varied results because, the environmental factors played a major role in their firms success.  This study 
established a  relationship between strategic orientations and performance under a new condition where the 
environmental munificence acted as a significant moderator.  The study adopted Hierarchical regression 
analysis to test the hypothesis for the purpose.  The results concluded that only under a specific 
environmental condition, a women entrepreneur can perform well and suggested the government to take 
efforts to develop such environments.  

Keywords; Environmental Munificence, Firm Size, Firm Performance, Resource Based View. Strategic 
Orientation, Women Entrepreneur  

 

1 INTRODUCTION 

 Research studies on women entrepreneurship 

identified women entrepreneurs as key players and 

contributors to the economic development of a 

country. (Baker, Aldrich & Liou, 1997). The 

dynamic environment and greater competition 

from corporate force the women entrepreneurs in 

small scale industry to make competitive 

advantage of their firms. In India too, women 

entrepreneurs struggle very hard to prove 

themselves as successful when compared to 

males. The fourth All India Census of Micro 

Small and Medium Enterprises [MSME] stated 

that women entrepreneurs in service sector 

comprised of 41 percent of the total women 

entrepreneurs in India They are strongly 

represented at micro and small business level, 

preferably home based service business like 
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Beauty parlours.   Recently The Indian Salon 

Report 2013 indicated that the Indian Salon 

industry would reach$3.5 billion and that it would 

create more than three million jobs by 2015.  

Many women have found business opportunities 

in this industry due to its ease of formation and its 

ability to fetch a decent income for their living.  A 

considerable number of women in Beauty parlours 

in India, were able to survive more than 10 years 

after establishment despite certain environmental 

threats. .This was because of the fact that they 

have applied different strategies under each o f 

such environmental condition for their survival 

(Jeevan Jyoti and Jyoti Sharma, 2011), This 

research was intended to identify those strategies 

being adopted by the women entrepreneurs and 

also to find out if there were any relationship 

between the strategies and the performance of 

their firms.   

Though  much of women entrepreneurship 

research  had been focused on the problems of 

women entrepreneurs (Nayyer et al, 2007, Meenu 

Goyal and Jai Parkash, 2011 ) (Shruti Lathwal 

2011), their empowerment (Geetha Sulur 

Nachimuthu and Barani Gunatharan, 2012, and 

their motivational factors (Hasni Che Ismail et al, 

2012), without giving attention to their success 

factors, some researchers have focused on the 

environmental  factors which played a major role 

in the intentions and success of women 

entrepreneurs. As such, this research also analysed 

the environ mental conditions (environmental 

munificence) influencing the performance of 

women entrepreneurs 

This study suggests a new approach to women 

entrepreneurship research, through identifying the 

success factors of the women entrepreneur and a 

set of strategic orientations required for both her 

financial and non-financial performance.  This 

study confirms that the environmental 

munificence specific to a women entrepreneur has 

a role in moderating the relationship between 

strategic orientations and performance. 

2. REVIEW OF LITERATURE AND 

DEVELOPMENT OF HYPOTHESIS 

The Resource based theory suggested by 

Barney(1991), insisted  the importance of internal 

resources and its implications. There is lot of 

evidence from the past literature that the internal 

resources played a role in bringing success to the 

firm.  Varadarajan (1990), identified that the 

strategic orientation of the firm may result in 

certain managerial aspects.  Hall (1993) Prahalad 

and Hamel (1990) emphasized on the importance 
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of internal intangible resources for the competitive 

advantage of the firms and as far as the financial 

resources are concerned.  The strategic approaches 

of the firm were considered as effective internal 

intangible resources when applied to women 

entrepreneurs 

Researchers like Chaganti and Parasuraman 

(1994)   took efforts to understand the strategic 

approaches exercised by the women and found no 

differences between the male and female 

entrepreneurs. The past literature relating to 

Strategic orientation have used different sets of 

dimensions inclusive of  learning orientation with 

Marketing orientation and Entrepreneurial 

orientation (Zhengping FU, Bing LIU, 2011) , 

Market orientation comprising of  customer, 

competitor and technology orientation (Glenn B. 

Voss & Zannie Giraud Voss , 2000), study with 

interaction orientation and customer satisfaction 

(Kumar and Ramani, 2006) etc., Though previous 

studies have identified several such aspects of, the 

present study considers only two. One being 

Entrepreneurial orientation and other being 

Market orientation. 

Entrepreneurial orientation is explained as 

entrepreneurial strategy-making process that can 

create competitive advantage.(Andreas Rauch et 

al(2009) . Venkatraman (1989) suggested five 

dimensions of Entrepreneurial orientation which 

are Innovativeness, risk taking, pro-activeness, 

Competitive aggressiveness and Autonomy, 

whereas, Miller (1983) concentrated on only the 

first three dimensions which were used 

consistently in literature. With regard to Market 

orientation, most of the studies have recognized it 

from the angle of organisational culture, 

considering three behavioural aspects, viz., the 

orientation of the firm towards it’s customers, the 

orientation towards its competitors and the  inter-

functional coordination, out of which the work by 

Narver and Slater (1990) was the best discussed 

one.  

Studies on women entrepreneurship by Lerner, 

Hisrich and Brush (1997) clearly pointed out that 

the women entrepreneurs have very few resources 

than the male entrepreneurs, thus proving the 

existence of gender differences.  There are 

contradicting findings about the discrimination 

made by lenders while funding to women 

entrepreneur.  Coleman (2000), identified lot of 

discrimination while Butner and rosen (1989), 

found a little of such act. 

Deshpande and Sunita (2009), discovered that the 

lack of family support, lack of institutional 
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support and male dominance were the key areas 

where women in India suffered. Therefore, the 

environment in which a woman operates plays a 

crucial role in contributing to her success. For the 

present study, the environmental factors were 

considered as moderators of the relationship 

between SO and performance. 

With respect to performances, the literature has 

recommended the application of multiple 

performance measures (Corchran and Wood, 

1984;; and Ibrahim and Rue, 1998). Studies by 

Cooper and Gascon (1992), Srinivasan et al ( 

1994), Rosa et al (1996) and that of  Chaganti and 

Parasuraman (1994) considered the financial 

aspects such as sales turnover, number of 

employees, value of capital assets,etc., whereas  

the studies by Ricardo Baba Sunmuglvadivu 

Elumalai (2011) , Dess & Robinson (1984) 

considered the non-financial performance 

measures like reputation, public image, goodwill 

and employee commitment, entrepreneur’s 

satisfaction, etc., The nonfinancial performances 

were very crucial to female ones because the non 

financial performances like status improvement, 

increase in self confidence, increase in the power 

to decide on own, liberty to spend money, etc., 

will slowly eradicate the stereotyped practices of 

the society. A study by Lerner et al (1997) on 

Israeli women entrepreneurs declared network 

affiliation, human capital, and goals of the 

entrepreneur as factors affecting the performance. 

Rosa et al (1996) study suggested that meeting of 

domestic needs could also be a measuring 

component of performance as many women micro 

entrepreneurs strive to meet their domestic needs 

through their business 

Also, one recent publication by Brush (2013) 

quoted that the women entrepreneurship research 

should look beyond economic gains. On such 

specifications from past literature, the non –

financial gains were included for the present 

research along with the financial ones. 

There are many research evidences that EO results 

in better performance. But the extent of such 

relationship intensively differs. A study by 

Wiklund & Shepherd (2003), revealed that those 

firms that engaged a healthy entrepreneurial 

orientation were able to perform well than those 

who did not engage it .  A study by Jyothi et al 

(2011) examined the relationship between women 

Entrepreneurial Orientation (EO) and 

Satisfaction.  The results revealed that women 

who were oriented towards business had a high 

level of satisfaction.  But contrary results of very 
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limited relationship was found in studies carried 

on by Zahra, (1991) and Lumpkin and 

Dess,(2001). 

Maximum of the studies related to MO, identified 

thick association between performance and MO, 

(Deshpande et al., 1993;Narver and Slater, 1990; 

Jaworski and Kohli, 1993), where in few others 

identified lack of such association (Sandvik & 

Sandvik, 2003).  

2.1  Importance of Environmental munificence 

and firm’s size for women entrepreneurs 

In many cases, the researchers have included three 

or four variables for analysing the environment 

which includes the environmental munificence, 

environmental dynamism, environmental hostility 

and heterogeneity. Environmental hostility 

(threats), Environmental heterogeneity (Segment 

characteristics), Environmental dynamism 

(continuous change), etc., though found to be 

important in many studies, above all, it is the 

Environmental munificence (resource abundance) 

that plays a greater role for women entrepreneurs 

in the Indian context. 

 Environmental munificence is described as 

abundant resource availability in the environment 

in which the firm is operating.  Not only the 

availability, but what matters important is the 

opportunity of accessibility and acquirement of 

such resources by the entrepreneurs (Brown and 

Kirchhoff, 1997).  Many studies on South Asian 

women found that their accessibility to 

information, human capital (Punitha et al, 1999), 

financial resources (Carr et al, 1996), were 

lacking.  This is true in the context of India also. 

Hina Sha (2013) working paper on creating an 

enabling environment for women entrepreneurs in 

India, declared  that the environment consisted of 

available resources like  favourable government 

programmes offering  financial loans and 

incentives, financial policies etc., but , those 

women lacked awareness about such programmes. 

The cultural norms of India which involves gender 

bias had played a major role in denying the getting 

awareness options to them. The imperfect 

organisational setups and non supportive family 

setups had been a great hindrance for those 

women to be successful in their ventures.  

Therefore, In case of a country like India, 

environmental munificence and the level of 

accessibility to resources have found to be 

important factors  to be studied by the researchers.  

There are many other environmental factors being 

identified in the literature. Study by  Pennings, 
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(1982)  included  factors like, technology training 

facilities, financial resources, and location of the 

site whereas Day (2002) included the availability 

of  support services, government incentives and 

Skilled labour as such factors. 

A study by Henry James(2012), revealed that 

Indian women entrepreneurs in micro enterprises 

suffer without Legal provisions, transparency in 

government policies, infrastructural facilities 

including the regular supply of power, 

institutional support  and guidance, skill training 

and education to girl children, etc., and he 

suggested that these environmental factors  have 

to be provided to them  through government 

initiatives. From this it is clear that the micro 

firms are the less privileged in getting access to 

environmental facilities.  Therefore it is important 

to consider the size of the firm apart from 

environmental munificence.  The relationship 

between size of the firm and performance had 

been dealt by many researchers and they found 

either a significant relationship (Vijayakumar and 

Tamizhselvan (2010), or an inverse relationship 

(Hall and Bronwyn, 1987; Barrett, 2010) 

Some researchers have talked on the impact of 

size on the growth of the firm through research 

and development ( Rajan and Zingales , 1998).  

Such R&D activities are key responsible for 

innovation (a dimension of EO) in any 

organisation.  

2.2  Importance of Moderators for the research 

As stated by Lumpkin and Dess, (1996), studies 

involved in finding a direct relationship between 

variables like Entrepreneurial orientation [EO] 

and performance will not provide wholesome 

understanding and therefore, either a mediator or a 

moderator variable or both have to be introduced.  

Based on this suggestion, two moderators were 

used in this research, the size of the firm and 

environmental munificence. 

 Many variables have been considered as 

moderators in the past literature.  For example, 

Wang, C. L. (2008) studied the link between EO 

and performance with strategy types 

recommended by Miles and Snow (1978)as 

moderating variable and Lumpkin and Dess, 

(2001)considered industry life cycle stage as an 

effective such moderator. Some researchers found 

Market tribulence as an effective moderator 

(Kamalesh Kumar and Charles Yauger , 1998), 

between MO and performance, while some others 

did not find such effectiveness (Arif Hartono1, 

2013).  
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Adding to this, a meta analysis study of Kirca, 

Jayachandran & Bearden (2005), acknowledged a 

very limited conformity on market tribulence as a 

moderator.  Few important studies have proved 

Size of the firm and environmental munificence 

(Lumpkin & Dess, 2001) (Dess, Lumpkin, & 

Covin, 1997); (Zahra, 1996) as moderators 

between EO and performance 

Rauch et al, (2009) study also found the size of 

business as an important  moderator. In that meta 

analysis, Rauch et al (2009)keenly observed  

various number of studies which considered the 

size of business or the firm’s size as a moderator 

variable and inferred that the level of impact of 

environmental factors varied according to size of 

the firms.  

 The relationship of environment with that of the 

strategic orientation of the firm  and the 

moderating effect of such environment on the EO 

and performance of the firm had been been widely 

dealt by many researchers (Lumpkin & Dess, 

2001) (Dess, Lumpkin, & Covin, 1997).  

 Studies by Castrogiovanni (1991) and Amran 

Awang et al, (2011) found environmental 

munificence as a positive moderator between the 

performance of the firm and EO, .where in Rohani 

mohd et al (2012)  did not find such presence at 

all . 

Under a highly munificent environment, there is 

greater possibility for innovation (Lumpkin, 1996) 

because such environment would accelerate 

research and development with in the firm (Zahra, 

1996) Also under such condition, the firm’ 

proactive character will be strongly associated 

with that of its performance because this would 

encourage the opportunity seeking tendency 

(Miller and friesen, 1982). 

 If environmental munificence is low, the firms 

will get caught with the already existing products 

and services and will not grow (Levinthal and 

March, 1993). Therefore studies suggest that a 

high environmental munificence is responsible for 

better market orientation. 

Almost all researchers have suggested that the 

Risk-taking propensity of the firm would be 

moderately encouraged under munificent 

environment and that this would  also result in 

higher performance (McClelland, 1960). There are 

also studies with negative results. 

 A study by Alarape and Aderemi Ayinla (2009), 

with Nigerian industries found that there was no 

relationship existed either between proactivenss 
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and munificence or between innovativeness and 

munificence. But with risk taking, there was a 

reverse relationship, because  risk taking would 

find importance, only in an environment where 

there were many challenges whereas in case of a 

situation in which abundance of resources were 

available there arises no question of risk taking at 

all. 

Many studies have also effectively quoted that 

such munificence had led to success of a firm 

(Starr and Bygrave ,1991;Wiklund 1999) .  

Studies of the past had acknowledged the 

importance of moderators in confirming a 

relationship between two variables and based on 

that idea, this research had considered 

Environmental munificence and frim’s size as 

moderators between Strategic orientation and 

performance of the firm .Since the basic 

theoretical framework for the present study has 

emerged from the resource-based view of the firm 

(RBV) which recommends that a firm can identify 

as well as restore competitive advantage and 

performance for a longer time through proper 

application of various resources, the effect of a 

synergized strategic resource on the performance 

of female entrepreneurs is established in this 

study.   The above discussion paved way for the 

following hypothesis. 

Figure 1 Hypothesis of the study 
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Figure 1: Hypothesis of the study 
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H01- There is positive effect on performance of the 

interaction between entrepreneurial orientations 

and firm’s age 

H02 – There is positive effect on performance of 

the interaction between marketing orientations and 

firm’s age. 

H03 - There is positive effect on performance of 

the interaction between entrepreneurial 

orientations and environment munificence 

H04- There is positive effect on performance of the 

interaction between marketing orientations and 

environment munificence. 

 

 3. RESEARCH METHODOLOGY 

3.1   Sample and data collection 

The study employed a questionnaire survey 

approach to collect data, and all the independent, 

dependent variables required five-point Likert-

scale responses ranging from “strongly disagree-1 

to  “strongly agree”-5. Variables in the 

questionnaire included background information, 

Strategic orientation, Environmental munificence 

and performance of the firm. The population was 

the women owned individual Beauty Parlours that 

were located in the seven taluks of Madurai 

district. Firms that have invested between Rs.500, 

000/- to Rs.2500, 000/- and that have employed 

more than 3 people were considered for the study. 

The researcher adopted the Stratified Random 

Sampling method and  distributed 560 

questionnaires (each 80 to the 7 taluks) to the 

entrepreneurs/ executives of the parlour. Of the 

560 questionnaires distributed, 509 responses 

were received with 3 incomplete ones. Finally, 

506 were found to be valid and they were used for 

the quantitative analysis.  

3.2   Measures 

The statements of innovativeness were adapted 

from Miller and Friesen (1982) and Hurt et 

al.(1977) and that of proactiveness and risk taking 

were adapted from Narman and Slevin(1993). 

Market orientation was measured using MKTOR 

Scale developed by Narver & Slater (1990) 

(cultural Perspective).    

Perceived Environmental munificence was 

organized as seven-item instrument on a five point 

Likert scale. First four items indicated the level of 

availability of infrastructure facilities in the 

environment and the other three were the 

availability of capital, family support and business 

opportunity.  These items were gathered from the 

past literature (Zahra and Covin ,1995; Arthur and 
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Nystrom ,1991) and found suitable for the present 

study. The size of the firm was measured based on 

the number of employees in the firm. 

Since the entrepreneurs were unwilling to provide 

objective data on financial performance, a 

subjective approach was adopted which 

considered the perception of such individuals on 

their performance. Three different dimensions 

were adopted for the study consisting of financial 

performance, non-financial performance and 

individual performance of past three years. The 

financial performance measures included increase 

in return on investment, sales volume, number of 

employees and firm’s size in terms of space and 

equipments. Reduction in complaints, increased 

customer retention, employee commitment, 

popularity of the firm and innovated products and 

services were considered as non –financial 

measures (Dess and Robinson,1984) and the 

increase in income, savings, their ability to 

balance between family and business, self-

confidence and status were measured for 

Individual performance (Rosa et al, 1996) .  All 

the above said variables were gathered using 5-

point Likert scale items  

 3.3 Limitations of the study  

The study did not collect the objective data with 

regard to analysing the financial performance of 

the entrepreneurs.  Instead their perceptions were 

collected. Another constraint faced by the 

researcher was the lack of availability of enough 

literature relating to the strategic orientation of 

micro firms at the Indian level. Therefore the 

researcher had to collect literature from the 

publications in International journals and books.  

 4. RESULTS 

4.1 Sample Characteristics 

The sample characteristics are represented in 

Table-1 
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Table 1: Sample Characteristics  

Demographics Options Frequency Percent 

Age 

Below 25 years 76 15.0 

26-35 years 233 46.0 

36-45 years 180 35.6 

Above 45 years 17 3.4 

Marital Status 

Married 229 45.3 

Single 205 40.5 

Divorced 44 8.7 

Widow 28 5.5 

Experience 

Below 5 years 242 47.8 

5-10 years 175 34.6 

Above 10 years 89 17.6 

Specialization 

Aroma therapist 35 6.9 

Hair care and styling 197 38.9 

Pedicurist 39 7.7 

Manicurist 12 2.4 

Massaging 25 4.9 

Complete skin care 53 10.5 

Bridal makeup 145 28.7 

Level of education 

School level 113 22.3 

UG level 268 53.0 

PG level 125 24.7 

Technical education 

Certificate course 355 70.2 

Diploma course 70 13.8 

UG degree 24 4.7 

PG degree 57 11.3 

Type of customers 

Students 259 51.2 

Working women 156 30.8 

House wives 52 10.3 

Professionals 20 4.0 

Higher officials 19 3.8 

Motivating factors 

Government 38 7.5 

Husband / Father 181 35.8 

In-laws 164 32.4 

Friends 123 24.3 

Monthly earnings 

Below Rs.5000 249 49.2 

Rs.5001-10000 172 34.0 

Rs.10001-15000 51 10.1 

Above Rs.15000 34 6.7 
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Total 506 100.0 

 

Above table shows that 46% of the women 

entrepreneurs are 26-35 years old, 45.3% of the 

women entrepreneurs were married and 47.8% of 

the women entrepreneurs having below 5 years 

experience in beauty parlors, most of the women 

entrepreneurs were specialized in hair care and 

styling (38.9 %) and bridal makeup (28.7 %). 

Maximum women entrepreneurs (53 %) were 

having under graduation level qualification, 70.2 

% women entrepreneurs done certification courses 

in beautician field, students (51.2 %) were the 

most frequently visiting customers,  husband/ 

father and in law are the motivational factors for 

starting beauty parlors to the women entrepreneurs 

and 49.2 % women entrepreneurs were getting 

only below Rs.5000 every month. 

4.2 Descriptive statistics and inter correlation 

among dimensions 

Table 2 provides the descriptive statistics and 

correlations among the variables used in 

hierarchical regression analysis. Significant 

positive correlation existed between 

entrepreneurial orientation (r=0.424, p<0.01) and 

marketing orientation (r=0.528, p<0.01) with 

financial performance of the beauty parlors. 

Significant positive correlation existed between 

entrepreneurial orientation (r=0.487, p<0.01), 

marketing orientation (r=0.544, p<0.01) and 

environment munificence (r=0.431, p<0.01) with 

non financial performance of the beauty parlors. 

Significant positive correlation existed between 

entrepreneurial orientation (r=0.310, p<0.01), 

marketing orientation (r=0.558, p<0.01) and 

environment munificence (r=0.131, p<0.01) with 

individual performance of the beauty parlors. It 

concluded that strategic orientation and 

environmental munificence helped to increase the 

firm’s performance.   
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Table 2: Mean, Standard Deviations, Reliability and Inter Correlations 

Variables Cronbach 

alpha 

Mean SD 1 2 3 4 5 6 

Firm's age _ 1.7 0.75 1           

Entrepreneurial orientation  0.797 39.1 6.18 -0.009 1         

Marketing orientation 0.842 48.93 8.32 -.254** .630** 1       

Environment munificence  0.730 61.08 9.52 -0.081 .410** .373** 1     

Financial performance 0.838 19.54 4.33 -.176** .424** .528** 0.077 1   

Non financial performance 0.776 20.04 4.18 -.196** .487** .544** .431** .445** 1 

Individual performance 0.895 17.26 2.85 -.367** .310** .558** .131** .594** .710** 

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

Reliability for each dimension was measured 

using Cronbach alphas measures. Both measures 

of reliability were more than the suggested 

minimum standard of 0.60 (Baker, Parasuraman, 

Grewal, & Voss, 2002; Nunnally, 1978). For all 

fourteen dimensions, the measures of reliability 

are above 0.70. Above summarizes all 

measurement items, Cronbach alphas and their 

scales for all the items. 

4.3 Hierarchical regression analysis 

Table 3 shows the hierarchical regression analysis. 

At the initial step we entered the effects of 

entrepreneurial orientations and marketing 

orientations, which together explained a 

significant share of the variance in non financial 

performance of the firm. (Model 1, R square 

=0.331). In model 1(non financial performance), 

entrepreneurial orientation (β=0.24) and 

marketing orientation (β=0.39) showed significant 

positive and direct relation on non financial 

performance of the firm. 

In addition to model 1(non financial 

performance), second model showed the effects of 

moderators (environment munificence and firm’s 

age) on dependent variable (non financial 

performance of the firm), that were explained a 

significant share of the variance in non financial 

performance of the firm. (Model 2, R Square 

=0.382). In model 2, entrepreneurial orientation 

(β=0.20), marketing orientation (β=0.31), 

environment munificence (β=0.23) showed 

significant positive and direct relation on non 
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financial performance of the firm. Firm’s age 

showed direct and positive relation on non 

financial performance of the firm (β=0.10). 

In model 3 (non financial performance), we 

entered the two way interaction terms to test our 

possible hypothesis. This addition increased the 

explained variance in non financial performance 

(Model 3, R square =0.583). Hypothesis 01 

specified that there was positive effect on 

performance of the interaction between 

entrepreneurial orientations and firm’s age.  As 

shown in model 3 (non financial performance), the 

two way interaction between entrepreneurial 

orientations and firm’s age was positive and 

statistically significant (β=0.64) at 0.05 level. 

Thus hypothesis 01 was supported. Next 

hypothesis 02 showed that there was positive 

effect on performance of the interaction between 

marketing orientations and firm’s age. Model 3 

(non financial performance) results showed that 

two way interaction between marketing 

orientations and firm’s age was positive and 

statistically significant (β=0.77) at 0.01 level. 

Thus hypothesis 02 was supported. Next 

hypothesis 03 predicted that there was positive 

effect on performance of the interaction between 

entrepreneurial orientations and environment 

munificence. Model 3 (non financial performance) 

results explained that two way interaction between 

entrepreneurial orientations and environment 

munificence was positive and statistically 

significant (β=5.70) at 0.001 level. Thus 

hypothesis 03 was supported. Finally hypothesis 

04 predicted that there was positive effect on 

performance of the interaction between marketing 

orientations and environment munificence. Model 

3 (non financial performance), results illustrated 

that two way interaction between marketing 

orientations and environment munificence was 

positive and statistically significant (β=6.41) at 

0.001 level. Thus hypothesis 04 was supported. 

Hypothesis results were concludes that two way 

interaction between strategic orientation 

(entrepreneurial and marketing orientations) and 

environment munificence, firm’s age had positive 

effect on non financial performance of the firm. 
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Table 3:  Results of Hierarchical Regression Analysis (Non Financial Performance) 

Variables 

Non Financial Performance Financial Performance Individual Performance 

Model 1 Model 
2 

Model 
3 Model 1 Model 

2 Model 3 Model 1 Model 
2 Model 3 

Independent variables 
Entrepreneurial 
orientation 0.24*** 0.20**

* 
3.88**

* 0.15** 0.23**
* 0.19 -0.07 0.01 1.43*** 

Marketing orientation 0.39*** 0.31**
* 

4.08**
* 0.43*** 0.44**

* -0.79 0.60*** 0.52*** -2.29*** 

Moderators 

Environmental 
munificence  

0.23**
* -0.1  

-
0.18**

* 
-0.69**  -0.09* -0.84*** 

Firm's age  0.10** -0.28  -0.08* -
1.71***.  

-
0.24*** -1.28***. 

Two way interaction 

Entrepreneurial 
orientation x firm's age   0.64*   1.23***   0.58 

Marketing orientation 
x firm's age   0.77**   0.49   0.51 

Entrepreneurial 
orientation x 
environmental 
munificence 

  
5.70**

*   -0.61   2.65*** 

Marketing orientation 
x environmental 
munificence   

6.41**
*   1.64**   4.12*** 

R 0.575 0.618 0.764 0.541 0.569 0.613 0.561 0.61 0.676 

R square 0.331 0.382 0.583 0.293 0.324 0.375 0.314 0.372 0.457 

Adjusted R square 0.328 0.377 0.576 0.29 0.319 0.365 0.312 0.367 0.449 

F 
124.23**

* 
77.42*

** 
86.86*

** 
104.03*

** 
60.11*

** 
37.30**

* 
115.33**

* 
74.31**

* 52.36*** 
 

Note: *** p < 0.001, ** p < 0.01, * p < 0.05 

Model 1(financial performance) revealed that 

effects of entrepreneurial orientations and 

marketing orientations explained firm’s financial 

performance (R square=0.293), both factors 

(β=0.15, β=0.43) showed positive and direct 

relation on firm’s financial performance. Model 2 

indicated that the effects of moderators 

(environment munificence and firm’s age) on 

dependent variable (financial performance of the 

firm),  explained a significant share of the 

variance in non financial performance of the firm. 

(Model 2, financial performance, R Square 

=0.324). In model 2, entrepreneurial orientation 

(β=0.23), marketing orientation (β=0.44), 

environment munificence (β=-0.18) showed 

significant negative and direct relation on 
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financial performance of the firm. Firm’s age 

showed direct and negative relation on financial 

performance of the firm (β=-0.08). 

In model 3 (financial performance), in addition 

increased the explained variance in financial 

performance (Model 3, R square =0.375). 

Hypothesis 01 stated there was positive effect on 

performance of the interaction between 

entrepreneurial orientations and firm’s age.  As 

shown in model 3 (financial performance), the two 

way interaction between entrepreneurial 

orientations and firm’s age was positive and 

statistically significant (β=1.23) at 0.001 level. 

Thus hypothesis 01 was supported. Next 

hypothesis 02 proved that there was positive effect 

of the interaction between marketing orientations 

and firm’s age on performance. Model 3 (financial 

performance) results showed that two way 

interaction between marketing orientations and 

firm’s age was positive, but not statistically 

significant (β=0.49). Thus hypothesis 02 was not 

supported. Next hypothesis 03 envisaged that 

there was positive effect on performance of the 

interaction between entrepreneurial orientations 

and environment munificence. Model 3 (financial 

performance) results explained that two way 

interaction between entrepreneurial orientations 

and environment munificence was negative, but 

not statistically significant (β=-0.61). Thus 

hypothesis 03 was not supported. Finally 

hypothesis 04 showed that there was positive 

effect on performance of the interaction between 

marketing orientations and environment 

munificence. Model 3(financial performance), 

results illustrated that two way interaction 

between marketing orientations and environment 

munificence was positive and statistically 

significant (β=1.64) at 0.01 level. Thus hypothesis 

04 was supported. Hypothesis results concluded 

that two way interaction between entrepreneurial 

orientation and firm’s age, marketing orientation 

and environment munificence had positive effect 

on financial performance of the firm. 

Model 1 (individual performance) concluded that 

effects of marketing orientations explained firm’s 

individual performance (R square=0.314), only 

marketing orientations (β=0.60) showed 

significant positive and direct relation on firm’s 

individual performance. Model 2 indicated that 

the effects of moderators (environment 

munificence and firm’s age) on dependent 

variable (individual performance of the firm), 

explained a significant share of the variance in 

non individual performance of the firm. (Model 2, 
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R Square =0.372). In model 2 (individual 

performance), marketing orientation (β=0.52) 

showed direct and positive relation with individual 

performance of the firm. Environment 

munificence (β=-0.09) and firm’s age showed 

significant direct and negative relation on 

individual performance of the firm (β=-0.24). 

In model 3 (individual performance), in addition 

increased the explained variance in individual 

performance (Model 3, R square =0.457). 

Hypothesis 01 stated there was positive effect on 

performance of the interaction between 

entrepreneurial orientations and firm’s age.  As 

shown in model 3 (individual performance), the 

two way interaction between entrepreneurial 

orientations and firm’s age was positive and not 

statistically significant (β=0.58). Thus hypothesis 

01 was not supported.  

Next hypothesis 02 proved that there was positive 

effect of the interaction between marketing 

orientations and firm’s age on performance. 

Model 3 (individual performance) results showed 

that two way interaction between marketing 

orientations and firm’s age is positive, but not 

statistically significant (β=0.51). Thus hypothesis 

02 was not supported. Next hypothesis 03 showed 

that there was positive effect on performance of 

the interaction between entrepreneurial 

orientations and environment munificence. Model 

3 (individual performance) results explained that 

two way interaction between entrepreneurial 

orientations and environment munificence is 

positive and statistically significant (β=2.65) at 

0.001 level. Thus hypothesis 03 was supported. 

Finally hypothesis 04 showed that there was 

positive effect on performance of the interaction 

between marketing orientations and environment 

munificence. Model 3 (individual performance), 

results illustrated that two way interaction 

between marketing orientations and environment 

munificence was positive and statistically 

significant (β=4.12) at 0.001 level. Thus 

hypothesis 04 was supported. Hypothesis results 

were concludes that two way interactions between 

strategic orientation (entrepreneurial orientation 

and marketing orientation) and environment 

munificence had positive effect on individual 

performance of the firm. 

5. DISCUSSION AND IMPLICATIONS FOR 

FUTURE RESEARCH  

 
This study investigated the moderating effects of 

firm’s age and environmental munificence in 
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relationship between strategic orientations and 

beauty parlors performance.  In this research study 

we analyzed four conditions . First condition 

showed that there existed positive effect on 

performance of the interaction between 

entrepreneurial orientations of the women 

entrepreneurs and firm’s age. Two interactions 

between firm’s age and entrepreneurial 

orientations on non financial performance and 

financial performance of the beauty parlors were 

significantly positively related. But interactions 

between firm’s age and entrepreneurial 

orientations on individual performance were 

insignificantly related. Second condition showed 

that there existed positive effect on performance 

of the interaction between marketing orientations 

of the women entrepreneurs and firm’s age. Two 

way interaction between firm’s age and marketing 

orientations on non financial performance of the 

beauty parlors were significantly related, but 

financial and individual performance were 

insignificantly related (Wiklund and Shepherd, 

2005). Third condition showed that there existed 

positive effect on performance of the interaction 

between entrepreneurial orientations and 

environment munificence. Moderation effect 

between entrepreneurial orientations and 

environment munificence on non financial and 

individual performance was significantly related 

and financial performance of the beauty parlors 

was insignificantly related. Final condition 

showed that there existed positive effect on 

performance of the interaction between marketing 

orientations and environment munificence on non 

financial, financial and individual performance of 

the beauty parlors which were significantly 

related. Above hierarchical regression analysis 

results concluded that moderating effects of firm 

age and environmental munificence (Lumpkin & 

Dess, 2001, Wiklund & Shepherd, 2005) had 

significant relation on firms performance.  

The low correlation between entrepreneurial, 

marketing orientations and firm’s performance 

was amazing in light of other studies, such as 

those by Rauch et al. (2004), and Kemelgor 

(2002). We also found significant negative 

relations between firm’s age and performance and 

it was contradictory to Frank (2010) results, due to 

competition in the market. As the numbers of 

competitor beauty parlors got increased year by 

year, firm’s age was negatively related with firm’s 

performance. By adding some new specialization 

in beauty parlors like Aroma therapy will help 

them to increase their performance. Creating 
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brand values and loyalty among the customers 

might be useful to increase the performance long 

with firm’s age.  

Results involved that strategic orientations does 

not include a “secret weapon” under all 

environmental munificence and performance of a 

firm, but that entrepreneurial and marketing 

orientation might possibly be pursued in fast 

changing environments that offer new opening 

and in which the firm has sufficient capital 

resources at its removal to take advantage of those 

opportunities using a selection of advanced 

business activates. Implementing strategic 

orientations in women owned enterprises is not 

always suitable with low access to the firm’s 

financial capital. Suppose a women entrepreneurs’ 

financial capital have to be exhausted due to 

undesirable business environment like lack of 

family support, labor and supplier availability, it is 

first important to reinstate those financial capitals 

before taking strategic orientations measures 

(Frank, 2010). 

The value of replication studies has been 

established by the fact that same findings 

indicated conceptualization, investigation and 

designing reliable observation, while conflicting 

results make it necessary to process the theory, or 

in this scenario, to address the effects of firm’s 

age on strategic orientations and business 

performance in a different manner. In difference 

to most studies results, our findings show that 

firm’s age can also have a negative effect on 

business performance. This finding calls for 

additional examination of the circumstances under 

which the firm’s age and performance relation is 

negative. Therefore, additional attention should be 

paid to distinguish between specific industry 

perspectives and developments. Thus, it becomes 

obvious that to better recognize the firm’s age, 

strategic orientation factors and performance 

relation, multi model regression analyses should 

be used more widely in future research. It would 

also be advisable for researchers to converse 

suitable performance measures based on the firms, 

because the strategic orientation, firm’s age and 

performance relation is perceptive to the 

composition of such events in main-effects and 

interaction analyses.  

Conclusion 

This study has proved that the women 

entrepreneurs had applied the same set of strategic 

orientations in their businesses.. This study has 
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brought into light the various environmental 

factors required to support the women 

entrepreneur in India.  Though these women were 

committed toward strategic orientations, that alone 

could not improve their performance, because the 

role of environmental factors comprising of  

family support, labour and raw material 

availability, infrastructure facilities, and financial 

availability were found to be very important. 

With the introduction of self-help groups (SHGs), 

and the active participation of Non government 

organizations, there is increase in number of 

women entrepreneurs in the country, Khanka 

(2010) . The increase in number alone cannot be 

considered as an effective indicator of availability 

of resources for women entrepreneurs in the 

country.  .  An extensive work which can prove 

that women adopt different strategic orientations 

to give higher performances has become necessary 

and therefore, this study made an attempt to 

analyze the link between the Strategic orientation 

and performance under a particular environmental 

condition. This paves way for the policy makers to 

provide a more favorable environment and thereby 

improve the financial as well as non-financial 

performance which in turn would empower 

women in India.  In future, more of such studies 

have to be undertaken comparing male and female 

entrepreneurs of any particular industry as 

suggested by Brush (1992), so that it would help 

researchers in the field to arrive at better 

understanding of the environmental discrepancies 

among them. Due to this the perception of the 

researchers in entrepreneurship field would also 

change with respect to women entrepreneurship. 

Studies on such differences will have an 

opportunity to contribute towards framing women 

entrepreneurship theories .in the future especially 

in developing countries like India. 
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