
International Journal of Science and Research (IJSR) 
ISSN: 2319-7064 

Index Copernicus Value (2016): 79.57 | Impact Factor (2017): 7.296 

Volume 7 Issue 11, November 2018 

www.ijsr.net 
Licensed Under Creative Commons Attribution CC BY 

Effect of Strategic Orientation on Organizational 

Performance: A Case Study: Sonarwa General 

Insurance Company Ltd 
 

Edith Iragena
1
, Dr. Patrick Mulyungi (PhD)

2
 

 

1,2Jomo Kenyatta University of Agriculture and Technology 

 

 

Abstract: Companies have long known that, to be competitive, they must develop a good strategy and then appropriately realign 

structure, systems, leadership behavior, human resource policies, culture, values and management processes. Doing insurance business 

in Rwanda is increasingly becoming a challenge to both established and newly establishing insurance organization. This is compounded 

by the fact that Rwanda is a small country by geographical size and population with a rising number of insurance firms. Further, the 

country is struggling out of serious political turmoil but with a desire to get the country back to shape as demonstrated by the strategies 

laid down by the Rwandan Government. Multiple evidences from the strategic orientation literature indicate that theoretical 

development on the adoption of multiple strategic orientations has failed to catch up with contemporary organizational practices. 

Although many studies in the Management literature incorporated strategic orientation, the effect on organizational performance and 

the relationship between strategic orientations remains unclear. Some found positive connections between orientations and 

organizational performance. However, the majority of the studies only researched the direct relation between a specific orientation and 

performance discarding moderating and mediating variables that potentially affect the relation between orientation and performance. 

To address the aforementioned knowledge gaps on strategic orientations and organizational performance, this study investigated the 

strategic orientations such as innovativeness, risk taking, customer and market orientations. The case study was SONARWA General 

Insurance Company ltd. The target population was SONARWA’s staff and sample size was 80 potential respondents. The descriptive 

research approach was adopted, where the semi-administered questionnaire was applied. Data collected from the field was cleaned, 

sorted, coded, tabulated and statistically analyzed by using SPSS. In data analysis, the One-sample T test was used to compare the means 

with hypothesized mean. The results obtained concluded that innovativeness, risk-taking, customer and market orientation had a 

significant effect on organizational performance. Thus, having new ideas, new solution-products and service and new behaviors under 

innovativeness had positive effect on organizational performance. Under risk taking, large risky new investments, initial investment and 

uncertain projects (unknown returns) had a significance on organizational performance. In customer orientation, the elements like 

Understanding/perception, satisfaction and customer loyalty had significant effect on business performance. In market orientation, 

competitive advantage pricing and promotions had an influence on organizational performance. Finally, the recommendations have 

been given, and the areas for further researches had been identified. 
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1. Introduction 
 

Companies have long known that, to be competitive, they 

must develop a good strategy and then appropriately realign 

structure, systems, leadership behavior, human resource 

policies, culture, values and management processes. 

Strategic management is important because it results in 

higher organizational performance, it requires that managers 

examine and adapt to business environment changes, it 

coordinates diverse organizational units, helping them focus 

on organizational goals and it is very much involved in the 

managerial decision-making process (Robbins & Coulter, 

2008). A company’s strategy is management’s action plan 

for running the business and conducting operations. The 

crafting of a strategy represents a managerial commitment to 

pursue a particular set of actions ( (Thompson, et al., 2007). 

The liberalization of trade is a declared governmental 

objective in Rwanda. The integration into COMESA 

(Common Market for Eastern and Southern Africa) and, 

particularly, full membership in the East African 

Community (EAC) as well as privatizations and sale to 

foreign investors of key sectors of the economy are some of 

the important efforts that have been realized. The insurance 

industry is free and continues to improve, although it 

remains small and poorly developed. Most insurance 

companies are small, making the level of risk in Rwanda 

high and unhinged (BTI, 2010).  

 

Rwandan insurance sector is well capitalized and profitable 

despite the low penetration rate of below 10% for middle-

income countries according to recent data. The insurance 

sector is developing as depicted by insurance penetration, 

which is about 2.3% though still less than 10% average for 

middle income economies. The country's insurance sector 

rose by 12.1 percent reaching Rwf 143.7 billion from Rwf 

128 billion by the end of December 2010 (BNR, 2010). 

There are new insurance laws that are set to boost Rwanda's 

insurance industry and raise penetration which is currently at 

one percent of the nation's Gross Domestic Product (BNR, 

2010). The new insurance law came into force in March 

2009, and a pension reform law was adopted recently. These 

laws, which designate the BNR as the regulator for the 

insurance and pensions sectors, represent a significant step 

in developing regulation for this growing industry. The 

insurance law establishes rules for licensing, supervision, 

control and regulation of the insurance profession and 

insurance intermediaries. Several companies have yet to 

comply with these requirements, which may result in either 

consolidation or specialization in the industry but may 

decrease competition as barriers to entry are increased. In 
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fact, entry of foreign insurance companies is expected (IMF, 

2011).  

 

There has been serious price-war among the eight licensed 

firms in the insurance sector – particularly with regard to 

automobile insurance. Companies engaged in predatory 

pricing without regard to ultimate losses or capacity to pay 

claims. The expertise of insurance agents and brokers is also 

quite low according to the insurance companies and the 

current insurance supervisor. This lack of capacity 

exacerbates the predatory pricing problems of the industry. 

Other weaknesses in the sector include a lack of a uniform 

financial statement format and instructions, lack of any 

investment standards – particularly in regard to 

diversification and anti-concentration of risk standards, 

allowing the combination of both life and non-life insurance 

in the same corporate entity, which creates opportunities for 

disintermediation vis-à-vis the long-term nature of life 

products and the short-term nature of many non-life 

products, and lack of clear direction regarding corporate 

governance and risk-based management and supervision 

(Murgatroyd, et al., 2007). The liberalization of foreign trade 

is a declared governmental objective. The integration into 

COMESA and, particularly, full membership in the East 

African Community (EAC) as well as privatizations and 

sales to foreign investors of key sectors of the economy 

(coffee, tea, banking, and telecommunication), are some of 

the important efforts that have been realized. This has 

opened up foreign investment in Rwanda in the banking 

sector despite the poor performance of economically 

relevant agencies (BTI, 2010). 

 

2. Statement of the Problem 
 

The relationship between strategic orientation and 

organizational performance is influenced by many third-

party variables, and the different effects of third variables 

may lead to different performance levels. Therefore, 

researches on the complex relations should be conducted in 

specific context (Lumpkin & Dess, 1996). Doing insurance 

business in Rwanda is increasingly becoming a challenge to 

both established and newly establishing insurance 

organization. This is compounded by the fact that Rwanda is 

a small country by geographical size and population with a 

rising number of insurance firms. Further, the country is 

struggling out of serious political turmoil but with a desire to 

get the country back to shape as demonstrated by the 

strategies laid down by the Rwandan Government 

(MINECOFIN, 2010). Coupling these with an increasingly 

crowding insurance environment creates the need for the 

insurance companies to come up with competitive strategies 

that can enable them to compete profitably and be able to 

survive. Multiple evidences from the strategic orientation 

literature indicate that theoretical development on the 

adoption of multiple strategic orientations has failed to catch 

up with contemporary organizational practices. Firstly, 

Kumar, et al. (2011) analyzes longitudinal data and report 

that organizations focusing exclusively on a single strategic 

orientation tend to have poor performance in long run. 

Secondly, Hortinha, et al. (2011) demonstrate that both 

market and technology orientations are equally important for 

exploratory innovation, which in turn leads to superior 

performance. Furthermore, Benson-Rea, et al. (2013) show 

that the increasingly dynamic business environment and 

strong financial pressure have driven firms to employ 

multiple business models simultaneously to maximize value 

creation. This finding is echoed by Laukkanen, et al. (2013) 

who suggest that the multifaceted nature of most markets of 

today may require that strategies are built on strategic 

orientations other than market orientation or, more likely, on 

multiple strategic orientations. As results, there have been 

continuous calls from empirical students to investigate 

multiple strategic orientations simultaneously (Canogan, 

2012; Mu & Di Benedetto, 2011; Hakala, 2011).  

 

In particular, there is further need to investigate the potential 

interaction effects of different strategic orientations on 

organizational performance. According to resource-based 

theory, market-based resources such as strategic orientations 

are often complementary, suggesting that they may interact 

and produce synergistic effects on performance 

(Kozlenkova, et al., 2014; Yang & Kang, 2008). Although 

many studies in the Management literature incorporated 

strategic orientation, the effect on organizational 

performance and the relationship between strategic 

orientations remains unclear. Some found positive 

connections between orientations and organizational 

performance. However, the majority of the studies only 

researched the direct relation between a specific orientation 

and performance discarding moderating and mediating 

variables that potentially affect the relation between 

orientation and performance. Further, studies generally 

concentrated on the role of a particular orientation, where 

only a limited number of studies did analyze the interactions 

between strategic orientations(Hakala, 2010).However, due 

to scant research on interactions between strategic 

orientations (Mu & Di Benedetto, 2011), it is unclear 

whether resource complementary applies to strategic 

orientations. To address the aforementioned knowledge gaps 

on multiple strategic orientations and organizational 

performance, this study investigated four strategic 

orientations such as innovativeness, risk taking, customer 

and market orientations.  

 

3. Objectives of the Study 
 

The general objective of this study was to examine the effect 

of strategic orientation on organizational performance. 

 

Specific objectives 
1) To analyze the effect of innovativeness on performance 

of SONARWA General Insurance company;  

2) To examine an impact of risk taking on performance of 

SONARWA General Insurance company ltd; 

3) To examine an effect of customer orientation on 

performance of SONARWA General Insurance 

company; 

4) To examine an effect of market orientation on 

performance of SONARWA General Insurance 

company.  
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4. Conceptual Framework 

 
 

5. Research Methodology 
 

Research Design: used a descriptive research design, where 

qualitative and quantitative approach was applied. In 

quantitative approach, the researcher collected data from 

employees of SONARWA General Insurance Company. 

Qualitative was used through interviews and documentation 

from the existing reports and books, in order to describe the 

real effect of strategic orientation on organizational 

performance. Target Population: 120 people were taken as 

target population of this research which was comprised of 

SONARWA General Insurance Company’s employees. 

Sample size: From a population size of 120 employees a 

sample size of 80 potential respondents were selected. Data 

Collection Instruments: The main instrument used for 

collecting data was the administered questionnaire. The 

questionnaires were comprised of open and closed ended 

questions. A five -point likert scale was adopted, where 

statements were formulated for each and every variable in 

the conceptual framework and respondents were expected to 

respond to those statements. This is because the data 

collected was mainly primary data and large numbers of 

respondents were involved. The questionnaire was checked 

for both validity and reliability. The interview helped a 

researcher to take into account of nonverbal communications 

by interacting face to face the respondents from SONARWA 

General insurance company for better interpreting the data 

gathered from the questionnaires. According to Yin (2009), 

document review is the way of collecting qualitative data by 

reviewing existing records or documents. In this study, the 

researcher referred to books, journals articles, electronic 

sources and reports related to the strategic orientation and 

organizational performance. 

 

 Data processing and analysis:  

The data collected from the field with the use of 

questionnaire was analyzed by use of both descriptive and 

inferential statistics. Descriptive statistics involved 

description of data using statistics such as means, standard 

deviations and percentages. Inferential statistics included 

using t-tests for relationship purposes. Statistical Package for 

Social Sciences (SPSS) version 16.0 was used for the data 

analysis. 

 

6. Summary of Research Findings 
 

6.1 Strategic orientation and organizational performance 

 

A researcher used descriptive statistics and One-Sample T 

test to compare means which test the hypothesis on the 

extent to which strategic orientation can affect 

organizational performance and he used Descriptive 

statistics to evaluate the Standard Deviation of research data 

collected. Hence, the tables in the following pages show the 

finding on effect of strategic orientation on organizational 

performance. Respondents were asked the extent to which 

companies used certain strategic orientation. They were to 

indicate this on a five-point scale where 1 equaled not at all 

or strongly disagree and 5 equaled great extent or strongly 

agree. Mean scores were computed where not at all was 

given a score of one and greater extent a score of five. The 

higher the mean score, the greater the extent of the strategy 

used, the lower standard deviation, the greater extent of the 

strategy used. 

 

Table 1: Innovativeness – descriptive statistics 

  

N Mean 
Std. 

Deviation 
Variance 

Statistic Statistic 
Std. 

Error 
Statistic Statistic 

Having new ideas 72 4.46 0.068 0.580 0.336 

Having new solutions/ 

products and services 
72 4.32 0.074 0.624 0.389 

Having new behaviors 72 3.96 0.042 0.354 0.125 

Valid N (listwise) 72         

Source: Research, 2018 

 

Table 2: Innovativeness – One Sample T test 
Test Value = 3                                        

  T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

95% Confidence 

 Interval of the 

Difference 

Lower Upper 

Having new ideas 21.339 71 0 1.458 1.32 1.59 

Having new 

solutions/products 

&services 

17.94 71 0 1.319 1.17 1.47 

Having new 

behaviors 
23 71 0 0.958 0.88 1.04 

Source: Research, 2018 

 

New ideas: the findings showed that the Mean Difference 

>0 which explained that the mean was greater than 3 with 

the standard deviation of 0.580. Therefore, statement 

“Having new ideas can influence organizational 

performance” was true hence the mean is greater than 3.New 

solutions/products & services: By comparing the 

calculated mean alongside with Test Value =3, the findings 

showed that the computed mean was greater than 3 with a 

standard deviation of 0.624 as the tables showed. The 

statement of “Having New solutions-products and services 

influence organizational performance” was tested and 

accepted. New behaviors: by using descriptive statistics and 

one-sample T test of having new behaviors at confidence 
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interval of 95% and hypothesized value of 3, the computed 

mean obtained was greater than Test Value (Mean>3; P-

value<0.05) and the standard deviation was 0.354, that 

meant while test variable was accepted to be the indicator of 

higher positive impact on organizational performance of 

SONARWA General Insurance Company Ltd.  

 

Hence, the research findings demonstrated showed 

innovativeness had a positive and significant influence on 

organizational performance. These research findings are 

supported by the report of Drucker (1954)who was one of 

the first to address the importance of innovativeness and 

stressed its neglect in organizational research. According to 

many scholars, a firm must be innovative to survive in a 

volatile environment(Johnson, et al., 1997). This is in line 

with (Hurley & Hult, 1998) thoughts, who state that firms 

with greater capacity to innovate will be more successful in 

responding to their environments and developing new 

capabilities that lead to competitive advantage and superior 

performance. Firm innovativeness is positively related to 

firm performance in e.g. (Calantone, et al., 2002). 

  

Table 3: Risk-taking – Descriptive statistics 

  

  

N Mean 
Std. 

Deviation 
Variance 

Statistic Statistic 
Std. 

Error 
Statistic Statistic 

Uncertain projects 72 3.78 0.069 0.587 0.344 

Initial investment 72 4.68 0.055 0.47 0.22 

Large risky new 

investments 
72 4.17 0.088 0.751 0.563 

Valid N (listwise) 72         

Source: research, 2018 

 

Table 4: Risk-taking - One sample T test 
Test Value = 3                                        

  

  
t Df 

Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Uncertain 

projects 
11.248 71 0 0.778 0.64 0.92 

Initial 

investment 
30.371 71 0 1.681 1.57 1.79 

Large risky 

new 

investments 

13.189 71 0 1.167 0.99 1.34 

 

Uncertain projects: The research finding showed that the 

mean of this variable was greater than 3 (Mean>3; P-

value<0.05) and Standard deviation of 0.587, the researcher 

concluded that the statement of “Uncertain projects can 

affect organizational performance” was accepted.  

 

Initial investment: The results generated showed that the 

mean of this variable was greater than 3 (Mean>3; P-

value<0.05) with the standard deviation of 0.470. Hence, the 

hypothesis “Initial investment has an influence on 

organizational” was tested and approved. Large risky new 

investments: According to the findings, the mean obtained 

was greater than 3 (Mean>3; P-value<0.05) with the 

standard deviation of 0.751, therefore the hypothesis of 

“Large risky new investments influence an organizational 

performance” was tested and accepted.  

 

Table 5: Customer orientation – Descriptive statistics 

  

N Mean 
Std. 

Deviation 
Variance 

Statistic Statistic 
Std. 

Error 
Statistic Statistic 

Customer satisfaction 72 3.79 0.071 0.604 0.364 

understanding and 

perception 
72 4.08 0.059 0.496 0.246 

Customer loyalty 72 4.68 0.055 0.47 0.22 

Valid N (listwise) 72         

Source: research, 2018 

 

Table 6: Customer orientation - One sample T test 
  Test Value = 3                                        

  T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Customer 

satisfaction 
11.127 71 0 0.792 0.65 0.93 

understanding 

and perception 
18.516 71 0 1.083 0.97 1.2 

Customer 

loyalty 
30.371 71 0 1.681 1.57 1.79 

Source: research, 2018 

 

Customer satisfaction: Hence, the mean computed was 

greater than 3 (Mean> 3; P-value < 0.05) with 0.604 of 

Standard deviation, the results obtained showed that 

Customer satisfaction can influence the organizational 

performance. Therefore, the statement saying that “customer 

satisfaction can influence organizational performance” was 

tested and accepted to be true. Understanding and 

perception: Base on the research findings, they showed that 

the mean was greater than 3 (Mean> 3; P-value < 0.05) with 

0.496 of Standard deviation. Therefore, the hypothesis 

stating “understanding and perception of the people can 

influence organizational performance” was tested and 

accepted. Customer loyalty: Customer loyalty is an 

indicator of strategic orientation. Based on the research 

findings, the computed mean from the data collected was 

greater than 3 (Mean>3; P-value<0.05), with standard 

deviation of 0.470. Hence, indicating that there was a 

significant positive relationship between customer loyalty 

and organizational performance of SONARWA General 

Insurance company Ltd. Hence, the research findings 

showed that customer orientation had positive and 

significant effect on organizational performance. These 

research findings were supported by Sin, et al. (2002) who 

stated in their research that customer relationship orientation 

is seen to improve business performance.  

 

Table 7: Market orientation - descriptive statistics 

 

N Mean Std. Deviation Variance 

Statistic Statistic Std. Error Statistic Statistic 

Competitive 

advantage 
72 3.96 0.042 0.354 0.125 

Pricing 

strategy 
72 3.78 0.069 0.587 0.344 

Promotion 

strategy 
72 4.68 0.055 0.47 0.22 

Valid N 

(listwise) 
72 

    

Source: research, 2018 
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Table 7: Market orientation -One sample T test 
Test Value = 3                                        

  T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Competitive 

advantage 
23 71 0 0.958 0.88 1.04 

Pricing 

strategy 
11.248 71 0 0.778 0.64 0.92 

Promotion 

strategy 
30.371 71 0 1.681 1.57 1.79 

 

The Competitive advantage: The results obtained showed 

than the mean difference is greater than 0, which implied 

that the calculated mean was greater than 3 (Mean>3; P-

value<0.05) and a Standard deviation of 0.354. This 

evaluated the statement “Competitive advantage can 

influence the organizational performance” to be confirmed 

by SONARWA General Insurance Company Ltd. Pricing 

strategy: The mean from the results obtained was greater 

than 3 (Mean>3; P-value<0.05) with 0.587 of Standard 

deviation. This came to confirm that the statement “The 

Pricing strategycan influence an organizational performance 

of SONARWA General Insurance Company Ltd” was 

accepted. Promotion strategy:The research findings 

obtained showed that the computed Mean Difference was 

positive (Mean difference>0) which implied that the mean 

was greater than 3 (Mean>3; P-value < 0.05) with 0.470 of 

Standard deviation. However, the statement “promotion 

strategy influences organizational performance” was 

accepted.  

 

Hence, the research findings demonstrated that market 

orientation had positive and significant contribution to the 

organizational performance. In existing reviews, many 

scholars tried to demonstrate the positive effect of market 

orientation on organizational performance. Market 

orientation exists on a continuum characterized by the 

degree to which firms acquire, disseminate, and respond to 

information collected from customers, channels, and 

competitors(Jaworski & Kohli, 1993; Kohli & Jaworski, 

1990; Kohli, et al., 1993). It is generally accepted that 

market orientation has some kind of effect (direct or 

indirect) on organizational performance. Both (Narver, et al., 

2004; Jaworski & Kohli, 1993)find evidence ofdirect effects, 

while some other studies find indirect effects 

(Diamantopoulos & Hart, 1993; Greenley, 1995). 

 

Figure 1: Challenges faced by the company in 

implementation of strategic orientation 

 

The figure below shows the main challenges that 

SONARWA Insurance Company Ltd is facing. In 

implementation of strategic orientation.  

 

 

 
Figure 1: Challenges faced in implementation of strategic orientation 

Source: research, 2018 

 

The competition of health insurance companies here in 

Rwanda keeps on increasing. This increase in competition 

stimulates some challenges. Among the challenges, there 

was like low cost of services offered by competitors, loss of 

customers to other companies, competitors offer a wider 

range of services, the entrance of new companies to the 

market, threat of being taken over by a competitor, price 

wars with competitors, wider branch networks of 

competitors, Challenges from the major customers, 

challenges from competitors’ marketing activities and the 

dominance of few competitors in the market. Respondents 

were asked the extent to which companies used certain 

competitive strategies. They were to indicate this on a five-

point scale where one equaled not at all and five equaled 

great extent. Mean scores were computed where not at all 

was given a score of one and greater extent a score of five. 

Paper ID: ART20192665 DOI: 10.21275/ART20192665 325 

www.ijsr.net
http://creativecommons.org/licenses/by/4.0/


International Journal of Science and Research (IJSR) 
ISSN: 2319-7064 

Index Copernicus Value (2016): 79.57 | Impact Factor (2017): 7.296 

Volume 7 Issue 11, November 2018 

www.ijsr.net 
Licensed Under Creative Commons Attribution CC BY 

The higher the mean score, the greater the extent of the 

strategy used, the lower standard deviation, the greater 

extent of the strategy used. The results are shown in Table8 

below.  

 

Table 8: Competitive strategies 

  N Mean 
Std. 

Deviation 

Std. Error 

Mean 

Coming up with new products 72 4.26 0.605 0.071 

Increase expenditure in 

marketing 
72 3.51 1.035 0.122 

Widening the current network 

of branches 
72 3.53 1.113 0.131 

Recruit more qualified staff  72 4.61 0.545 0.064 

Improve product and service 

quality 
72 4.26 0.65 0.077 

Reduce product range/item  72 3.72 0.982 0.116 

Expending business presence 

in other countries  
72 4.21 0.627 0.074 

Provide service to a certain 

market segment 
72 3.92 0.946 0.111 

AVERAGE   4 0.812 0.095 

 

According to the results the most used competitive strategies 

at great extent rate were; Coming up with new products, 

recruiting more qualified staff, improve product and service 

quality, Expending business presence in other countries with 

mean scores; 4.26, 4.61, 4.26 and 4.21 respectively. While 

competitive strategies that were used at moderate extent 

were; Increase expenditure in marketing, Widening the 

current network of branches, reducing product range/items 

and provide service to a certain market segment raising 

prices with the mean scores; of 3.51, 3.53, 3.72 and 3.92 

respectively. The average of the responses, according to 

Table 8was 4.00 which showed a great extent strategic 

response to competitive strategic issues in the business 

environment. 

 

7. Conclusions and Recommendations 
 

7.1 Conclusions 

 

Widen it instead and keep prices stable. Companies have 

long known that, to be competitive, they must develop a 

good strategy and then appropriately realign structure, 

systems, leadership behavior, human resource policies, 

culture, values and management processes. Strategic 

management is important because it results in higher 

organizational performance, it requires that managers 

examine and adapt to business environment changes, it 

coordinates diverse organizational units, helping them focus 

on organizational goals and it is very much involved in the 

managerial decision-making process. In the competitive 

environment of the insurance company, it is very important 

for a company to be looking forward to the factors of 

organizational performance. The central theme of this 

research was to examine the strategic orientation on 

organizational performance. On the basis of the study 

findings, it is hereby concluded that the following factors are 

responsible for playing role on business performance of 

SONARWA General Insurance Company.Concerning 

innovativeness, the findings examined and approved that the 

elements of having new ideas, new solutions - products and 

services and new behaviors influenced business growth. 

Hence, innovativeness has a significant influence on 

business performance of SONARWA General Insurance 

Company Ltd. The research findings showed that the large 

risky new investments, initial investment and uncertain 

projects (unknown returns) in risk taking had been evaluated 

and confirmed that they played a role on organizational 

performance. Hence Risk-taking has greater significance to 

the business performance of SONARWA General insurance 

company. Concerning customer orientation, customer 

understanding/perception, customer satisfaction and 

customer loyalty exert a positive and significant effect on 

organizational performance. Thus, the results confirmed that 

customer orientation has higher significant effect on 

business performance of SONARWA General Insurance 

Company Ltd. And the research findings demonstrated that 

applying promotions, competitive advantage and pricing had 

positive impact on organizational performance. Therefore, 

market orientation had significance on business performance 

of SONARWA General Insurance Company Ltd. A 

researcher concluded and said that all elements of research 

objectives have been examined, and the findings approved 

that they were significant to the organizational performance. 

 

7.2 Recommendations 

 

Institutional managers need to comprehend the fact that 

although some elements (e.g., innovativeness, risk-taking, 

customer orientation and market orientation) exert a positive 

and significant effect on organizational performance, there 

are other elements which can contribute to the business 

performance of Insurance companies. It is further 

recommended that a study should be undertaken to find out 

ways of addressing the challenges that insurance companies 

are facing such that insurance company can be having a 

good percentage of market share and other companies are 

surviving on low market share for a long time without 

gaining. 
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