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Abstract

The paper presents an attempt to provide an assessment of innovativeness of the Botswana
public sector and how its impacts on the overall business performance. To accomplish the
study aims, a survey of a selected public sector organisation was carried out to gather
information on the innovativeness and the impacts thereof on the overall performance of the
sector. The hypotheses were tested using multivariate statistics. The study reveals that
product and customer satisfaction are good predictors of innovativeness of organisation and
have impact on the overall business performance. The other remaining variables did not
indicate significance on the innovativeness and impacts on the selected public organisation’s
overall business performance. The present study’s limitation is the focus on one public sector
organisation. However, the study provides an insight into the innovativeness of Botswana’s
public sector and the impacts on the selected public sector’s overall business performance. In
addition, the study offers some recommendation on how the organisation can make use of the
remaining variables to enhance its innovativeness. The study offers prima facie case of public
sector innovativeness from a developing country, where little is known about innovation
capabilities of the sector. Furthermore, the paper provides a more generalised, products and
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customer satisfaction as predictors of organisation innovativeness.

Keywords: Creativity, New public management, Public sector, Organisation, Innovation,
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1. Introduction

Innovation is considered to be a management discipline that is focused on the organisation’s
mission that searches unique opportunities, determines organisation’s fitness to strategic
directions and defines the measures for success Yeh-Yun and Yi-Ching (2007) in Nagy (2013)
and Reguia (2014). Studies (Nagy, 2013; Popa, Preda, & Boldea, 2010) view innovation as a
process of creating a new customer oriented value as well as the main judge of organisations’
competitiveness. Innovation can be defined as a process that add value to the organisation
directly or indirectly for its customers and a degree of novelty to the organisation, suppliers
and customers, developing new procedures, solutions, products and services and new ways of
marketing (Lala, Gheorghe, & Monica, 2010). There are many different types of innovations
ranging from: product innovation, service innovation, process innovation, marketing
innovation, technological innovation, position innovation, policy innovation, adoptive
innovation, organisational innovation and paradigm innovation, which all allow organisations
to realise competitive advantage and economic benefits (Reguia, 2014; Wright, Palmer, &
Perkins, 2005). On the one hand, for example, process innovation refers to adoption of new
or significantly improved production methods or processes (Reguia, 2014). On the other hand,
marketing innovation deals with satisfying customer needs and developing a competitive
advantage through differentiation along one or more on product desired features such as the
design, size, usability, quality, time, price, cost, savings, incremental revenue, product
packaging, and product promotion (Popa et al., 2010; Reguia, 2014). Organisational
innovation refers to the implementation of a new method in the organisation’s business
practices and workplace, whereas paradigm innovation is that type of innovation that depicts
the organisation’s new means of doing business (Marin-Garcia, Aznar-Mas, & de Guevera,
2011).

2. Botswana Context

Public sector organisations (PSO) in Botswana have been faced with various challenges such
as; poor financial performance, inept leadership, and the inability to align organisations’
strategies with the ever-changing needs and expectations of customers. These have been
demonstrated by the government’s decision to privatise most of the public sector
organisations. Such organisations that have bee earmarked for privatisation are: Botswana
Telecommunications (BTC), National Development Bank (NDB) and Air Botswana (AB),
just to mention a few. Currently there are ongoing talks to privatise Botswana Power
Corporation (BPC), another giant parastatal and the sole provider of electricity generation
and distribution in the entire country. The main reason often advanced is that these parastatals
have failed to generate enough revenue in order to remain self-reliant. In most cases, these
public organisations have failed to come up with more creative ways to remain competitive in
the market and to meet the dynamic expectations of customers.

Despite the fact that a lot has been written on public sector’s innovation, still there is dearth
of literature on innovation in Botswana, focusing on public sector organisations (Botlhale,
2012; Tshukudu, 2014). The need to innovate is one of the determining factors that prompted
the country to, among others, form parastatal organisations with the intention to capacitate
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the public sector to better serve the citizens almost a similar fashion to the private sector. This
meant that these organisations became semi-autonomous, hence allowed to come up with
new and more creative ways of service delivery, compete with the private sector for skilled
human resource and devise strategic means through, which they can continue to be adaptable
and relevant in the market (Botlhale, 2012; Tshukudu, 2014).
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The Botswana Cattle Census between 2004 and 2015 estimated cattle population in the
country to be around 2 million herds of cattle (Statistics Botswana, 2016). Against this
number, BMC is expected to slaughter 10%, which is about 200 000 herds of cattle annually.
However, the organisation has for the past 3 years fell short of this number slaughtering
99,132 cattle in 2014, 103,995 cattle in 2015, and 91,818 cattle in 2016. These figures were
far below the organisation’s plant capacity. Apart from the markets the organisation has been
exploiting, plans are also underway to penetrate the Russian and the Chinese markets given
their markets size and structure. This is predicted to offer more economic benefits to BMC
than the current markets. For the past three or so years, BMC has failed to make profits as
compared to previous years. This is evidenced by the organisation’s annual financial report of
2014 that reported a deficit of P21 million with its liabilities exceeding its assets by P252
million from P307 million in the year 2013 (BMC, 2014). In the year 2015 the organisation
accumulated losses to the tune of P649 million compared to P896 million in 2014 (BMC,
2015). The organisation expenditure is more than its sales volumes according to the available
records (BMC, 2015). This failure could be attributed to lack of creativity and innovativeness
amongst other factors. BMC should device means of utilising the efficient and effective ways
to penetrate more lucrative markets within other European markets. Moreover this may
results in lowering the costs of materials’ acquisition. BMC is continuing to be plagued by
inefficiencies and with little innovative impact. This is evident from the organisation’s
performance that is far below the expected capacity. Therefore, the present study tries to
address these two research questions:

RQ1.What roles do innovation play in enhancing overall organisation’s performance?

RQ2. What are the possible innovative solutions that organisation’s could explore to become
competitive in both regional and global markets?

3. Theoretical Framework and Hypotheses Development
3.1 Revenue Growth

Organisations that innovate are able to always stay ahead of their competitors with regards to
new inventions and in the process, attracting more customers and realising more economic
benefits from their efforts (Agolla & Van Lill, 2017). In another study (Eggert, Thiesbrummel,
& Deutscher, 2014) state that organisations decide to innovate so as to be able to strengthen
their competitive position, stabilise cash flows, protect the core product business, and
generate additional revenue from existing and new customers. For example, (Eggert,
Thiesbrummel, & Deutscher, 2014) study covering 558 German industrial organisations over
a three year period on service and product innovations, found a positive impact of product
innovations on both revenue and profit growth. In a similar study (Kastalli & Bart, 2013) on
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the value creation and value proposition processes of 44 national subsidiaries of global
manufacturing organisation turned product-service provider in 2001-2007 period found that
the organisations were able to successfully transcend the inherent substitution of products by
services, and to enact complementary sales dynamics between the two activities. Gunday et al.
(2011) assert that there is a strong link between an organisation that innovate and increased
sales, products, service consumptions, and utilisation thereby yielding additional profits to the
organisation. Thus, it is hypothesised that:
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H1. Innovative organisation will have increase in revenue growth that is positively
statistically significantly related to organisation’s performance.

3.2 Cost Effectiveness

Cost effectiveness demands for services that reach citizens even better along with pressures,
to reduce costs from the core justifications for why innovation is important (Steen, 2009). For
instance, to be termed as innovative, it must be replicable at a low cost and must cater for a
specific needs (Ramalingam, Karim, Piaralal, & Singh, 2015; Nanda, Kuruvilla, & Murty,
2013). The rapid development in high technology, information and communication
technologies has pushed many organisations to actively seek new ways, ideas,
experimentation and creative solutions. These allows them to improve their current products,
services, process, system and technology, as well as, ensuring that they are able to maximise
on the revenue generation through reduction on the costs (Agolla & Van Lill, 2016; Tan &
Narsudin, 2011). Coras (2014) opines that innovation plays a vital role in accelerating time
for markets, for new products and services, improving product quality, accessing customers
and suppliers’ expertise outside of the organisation. In addition, this shortens the access to
customers, resulting in an overall reduced costs spent on production and distribution of
products and or services.

Su and Tang (2016) further add that the need to innovate and doing more with fewer
resources has been evidenced during the recent economic crisis (2008-2009). This is because
customers demanded goods at less costs as a result of the then financial instability. The result
is, organisations had to come up with new strategies that ensure new products and services
produced are cost effectively as determined by the financial environment. Furthermore, some
organisations invested in research and development (R&D) so as to allow the organisations to
identify opportunities that can be exploited. This is to ensure that the product and service
value chain is done in the most cost effective manner, which results with the end product that
is also affordable to the target market (Coras 2014; Su & Tang, 2016). Inspite of these,
modernisation is linked to the technological innovation and new technology of products, new
processes and services (Silva, Kovaleski, Gaia, Garcia, & de Andrade Jr., 2012). This is
attained through coming up with innovative ways that allows the establishment of priority
projects. In addition that allow for reduction of waste, losses, an analysis of cost/benefit,
coming up with enabling processes to quantify losses in physical measurement, and a
continual progress monitoring (Silva et al., 2012; Gunday et al., 2011). Therefore, we
hypothesised thus:

H2. Innovative organisation is cost effectively positively statistically significantly related to
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performance.
3.3 Market Penetration and Growth

Organisations that have the willingness to exploit new markets and to achieve market growth
portray both the ability to produce, process, organise and market innovatively (Prifti &
Alimehmeti, 2017). This is because of the organisations’ ability to position themselves above
their competitors. Innovation allows the organisations to enter and expand in new markets
through new products, new methods of production, new distribution channels and better ideas
of marketing the new or existing products and services (Agolla & Van Lill, 2017;
Maydeu-Olivares & Lado, 2003). For example, another study in Kenya’s soft drink market,
Wainaina and Oloko (2012) point out those organisations, regardless of their sizes, strive to
exploit new markets and to grow beyond their current status. This behaviour is found in
different organisations ranging from net profit, revenue and other financial data, sales,
number of employees, physical expansion, success of product line, and increased market
share. This different growth measures affecting organisations are attributed to the innovation
potential of organisations making them afloat and outsmarting their competitors (Prifti &
Alimehmeti, 2017; Beyene et al., 2016). Alhaddi (2016) for example carried out a study on
some of the world’s most profitable and innovative organisations and found that 50% of the
US $864 billion profit generated for 2015 was made by the top 15 organisations with their
predominant sources of profitable growth varying from being innovative in product
development to diversifying their products. It is therefore hypothesised that:

H3. Innovative organisation’s market penetration and growth is positively statistically
significantly related to organisation performance.

3.4 Strategic Human Resource Management

People and their collective skills, abilities and experience coupled with their ability to deploy
these in the interests of the employing organisations are now recognised as making a
significant contribution to organisations’ success and constituting a major source of
competitive advantage (Agolla, 2018; Waiganjo, Mukulu, & Kabhiri, 2012). The practices of
strategic human resource namely: resourcing, training and development, employee relations,
and reward management are concerned with how people are employed, and managed in
organisations so as to achieve competitive advantage through the strategic deployment of a
highly committed and capable workforce (Agolla, 2018; Golja & Slivar, 2015; Waiganjo,
Mukulu, & Kahiri, 2012).

Innovation in an organisation is motivated by the organisation’s anticipation of customer
needs and wants (Steen, 2009). Golja and Slivar (2015) for instance state that innovative
organisations are identifiable by the existence of strategic human resource practices.
Moreover, Maier, Brad, Nicoara and Maier (2014) also assert that when an organisation
develop new products or services and improve management processes, it requires the
motivation and ability of human capital to produce creative ideas, develop innovative
approaches and exert new opportunities. Hence, organisations that are innovative are
recognised by their creative abilities and innovative characteristics during the recruitment and
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selection process. Such organisations are likely to employ recruitment and selection process
that results in employees’ with diverse ideas and commitment to innovate behaviours (Maier
et al., 2015; Bal, Bozkurt, & Ertemsir, 2013). Bal, Bozkurt, and Ertemsir (2013) further opine
that through effective staffing, employees become important sources of new ideas in the
organisation’s innovative process. In addition, a high level of employees’ participation creates
conditions that encourage them to inject new ideas and exchange knowledge in the ongoing
innovation process and in turn enhancing innovative outcomes (Maier et al., 2015). For
example, Waiganjo, Mukulu, and Kahiri (2012) point out that strategic human resource is an
efficient function that allows the organisations to cope up with the environmental changes by
changing passivity into initiatives, transmitting organisational goals, generating structural
cohesion. Hence, act as an employee generated synergy that propels the organisation forward
and create the best fit for the organisation’s continued alignment to the changes in the
business environment. Thus, it is hypothesis as follow:

H4. Innovative organisation will have strategic human resource management practices that
are positively statistically significantly related to organisation performance.

3.5 Product Development

The intensity of competition and the rate of change in customers taste are continuously
forcing organisations to generate new products and service packages at a very fast rate and
lower costs (Beyene, Shi, & Wu, 2016). This is perceived as a core organisational process
that creates superior customer values and supports the overall organisational performance.
Other than product innovation being considered as just coming up with a new product, it is
again a measure of the commercial outcome, the level of customer satisfaction and the overall
project performance of the innovation process (Beyene, Shi, & Wu, 2016). Amue and Adiele
(2012) point out that one of the signs of an organisation that appreciates and an implements
innovation strategy is through emergence of new products within the organisation. This is
known as new to the world products and /or service packages, new category entry products or
services (new product lines). This includes product line (product that are line extensions),
coming up with new improvements to the existing products (current products made better)
and service packages and repositioning a new application for an existing product (Udegbe &
Udegbe, 2013).

Product development in organisations is explained as the development of new products,
product improvements, product modifications and coming up with new brands through the
organisations’ own R&D (Agolla & Van Lill, 2017; Amue & Adiele, 2012). The strategy
follows the stages of idea generation from the organisation’s employees as a result of the
environmental stimulus, idea screening, concept development and testing, marketing strategy
development, business analysis, product development, test marketing and commercialisation
(Agolla & Van Lill, 2016; Amue & Adiele, 2012; Chandra & Neelankavil, 2008). Thus, it is
hypothesised that:

H5. Innovative organisation’s product development is positively statistically significantly
related to organisation performance.
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3.6 Customer Satisfaction

Customers are often seen as the basis of organisation’s profitability (Pishgar, Dezhkam,
Ghanbarpoor, Shabani, & Ashoori, 2013). With customer satisfaction having gained
momentum over the last few decades, organisations have since channelled their innovation
efforts towards coming up with ways that would allow them to control customer defection
and gain access to new customers (Pishgar et al., 2013; Prifti & Alimehmeti, 2017). Senguo
and Kilango (2015), state that, customer satisfaction is one of the fundamental indicators of
organisation’s innovation performance because of its behavioural and economic consequence
on an organisation. Customers’ perceptions on service innovation, in terms of organisation
innovation, process innovation, and product innovation help in increasing customer
satisfaction Nanda et al. (2013). Senguo and Kilango (2015) add that innovation has a
significant effect on customer loyalty because it influences factors such as customer
expectation, perceived quality, perceived value, corporate image, customer satisfaction,
customer confidence and customer commitment.

Innovation is seen as a strong driver of both customer satisfaction and organisation
performance in service industries in general (Bellingkrodt & Wallenburg, 2015). Yi and Gong
(2009) also add that innovation in the form of offering new or enhanced services increases the
value of the service delivered. Hence, proving that innovation is vital antecedent to higher
customer satisfaction and loyalty. First, the customer is a potential source of information, the
more and the better information available, the higher potential for innovativeness of the
organisation, and the better services and products provision to the same customers
(Bellingkrodt & Wallenburg, 2015). Second, through the transformation, exploitation of this
new knowledge acquired from interaction with customers, insights and ideas are generated.
This strengthens the innovativeness of the organisations and ultimately, improved customer
service provision and enhanced satisfaction (Forsman, 2011).

Bhaskar (2011) observes some critical factors such as enhanced personal communication;
consistent products and physical features influence service quality that has an effect on
customer satisfaction. Nanda, Kuruvilla and Murty (2013) also state that innovation in every
sector can bring customer satisfaction and trustworthiness as it offers new features, which
fulfill their desires. Hence, organisations have to make strategies for continuous innovation to
satisfy customer base, be it innovation in services offered or product related features. An
empirical study carried out to explore customer satisfaction in relation to service innovation
and customer value in locally renowned chain hotels in Taiwan, found that customers’
perceptions of service innovation in terms of organisation innovation, process innovation and
production innovation helped in increasing customer satisfaction (Ming-horng, Jih-Lian,
Yi-Chou, & Chung-Lin, 2012). Thus, it is posited that:

H6. Customer satisfaction is positively statistically significantly related to organisation
innovative performance.

3.7 Organisational Performance

The organisation’s ability to continuously develop innovation activities is source of long term
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organisation’s success (Atalay, Anafarta, & Sarvan, 2013). An organisation that innovates
may experience improved performances in either financial or non-financial indicators.
Consequently, organisations that innovate are also able to realise an increased market share,
return on capital employed, return on investment, number of new customers, ability to gain
repeat business, increased profits and increased sales (Sethibe & Steyn, 2015; Tajuddin,
Iberahim, & Ismail, 2015). Study, for example, Tajuddin, Iberahim and Ismail (2015) of 721
manufacturing organisations in the United Kingdom, found that the numbers of innovation
achieved by organisations had positive effects on those organisations’ operating profit
margins. Furthermore, they found that innovative organisations in general were more
profitable than non-innovative organisations. Moreover, organisations’ administrative and
technical innovativeness had positive impact on their performances. Similarly, Gunday et al.’s
(2011) study also explored the effect of product, process, organisation and marketing
innovations on different aspects of organisation performance including production, marketing
and finance empirically in Turkish manufacturing organisations found that products,
organisation and marketing have positive effects on organisations performances. Atalay et al.
(2013), for example argue that organisations that innovate are able to reduce their
administrative costs, transactional costs and costs of supplies. For instance, introduction of
management systems for general production like supply chain management, business
re-engineering, lean production and quality management systems. We therefore posit that:

H7. Organisation innovativeness will have a significance statistically positive relationship
with the overall business performance.

4. Research Methodology
4.1 Research Design

The study was carried out from March 2017 to September 2017. The study’s location was
Botswana. The study’s sample organisation was the Botswana Meat Commision (BMC). The
organisation comprises 1127 employees, of which 239 employees are based in Maun, 153
employees in Francistown and Lobatse being the headquarters with 735 employees. In
addition to its proximity and population, Lobatse offers a good location to conduct this type
of study, as it is hosts to senior management team that controls the entire BMC operations.
Permission was obtained from the organisation requesting them to participate in the present
study survey. After obtaining the permission, appointment was made between a contact
person and the researchers on the modalities of administering questionnaire to the participants.
The choice of the research location was guided by the resource constraints particularly time,
hence the study only focused on Lobatse plant because of its proximity and population as
compared to the rest of the subsidiary organisations.

4.2 Instrument Development

The research questionnaire was developed after a careful and thorough review of relevant
literature on innovation. The instrument piloted in the organisation on 20 employees with the
knowledge of innovation and their inputs were incorporated into the final instrument. This
assisted in refinement of final instrument in terms or reliability. The study’s instrument was
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divided into nine sections (sections A to H). The instrument was based on Likert type scale
ranging from 1 strongly disagree (SD) to 5 strongly agree (SA). The main variables of the
instrument were as follows: economic benefit, five items (Eggert et al., 2014); Kastalli &
Bart, 2013), Gunday et al., 2011; Nanda et al., 2013; Tan & Narsudin, 2011; Coras, 2014).
Market penetration and growth, five items (Maydeu-Olivares & Lado 2003; Wainaina &
Oloko 2012; Prifti & Alimehmeti 2017; Beyene et al., 2016; Alhaddi, 2016). Strategic human
resource management, five items (Maydeu-Olivares & Lado, 2003; Wainaina & Oloko, 2012;
Prifti & Alimehmeti, 2017; Beyene et al., 2016; Alhaddi, 2016). Product development, five
items (Beyene et al., 2016; Amue & Adiele, 2012; Udegbe & Udegbe, 2013; Amue & Adiele,
2012). Customer satisfaction, five items (Pishgar et al., 2013; Prifti & Alimehmeti, 2017;
Kilango, 2015; Nanda et al., 2013; Senguo & Kilango, 2015; Bellingkrodt & Wallenburg,
2015) and organisation’s performance, five items (Tajuddin et al., 2015; Atalay et al., 2013;
Gunday et al., 2011; Mafini, 2015).
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4.3 Sampling Procedure

A sample was selected from the population of 277 employees using random purposive
sampling method. The questionnaires were self-administered directly to the participants, and
collection at a later date was agreed on. Fully completed and returned questionnaires were
105, giving a return rate of 15 percent. In order to ensure that participants are equally
represented in the survey, we adopted stratified random sampling covering all the sections of
the organisation to administer the questionnaires to the participants.

5. Results

The study performed descriptive statistics, factor analysis, Pearson’s product-moment, and
multiple regressions to present the empirical results.

5.1 Descriptive Analysis

The descriptive statistics computed for the study are presented first in an outline of the
characteristics of the sample with regards to the variables included in the study.

Table 1 indicates that the majority of the respondents are males comprising 76% of the
sample, while female respondents constituted 24%, means that the organisation is male
dominated. The significant difference in the number also of male and females could be
attributed to the nature of the business that is, abattoir, labour intensive, and in most cases
females tend to shy away from such jobs as opposed to their male counterparts. With respect
to the age distribution of the respondents, it may be seen that only 3 were in the age group
20-25, with a further 11% being in the age group 25-30 while 26% of the sample were in the
age group 30-35. The age category 30-35 is the majority followed by 35-40, which has 25%
of the respondents. These categories are active in the employment mainstream, hence being in
the majority of respondents who took part in the study. In addition, it means most of the BMC
employees are still in their youthful age and active.
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Table 1. Demographic

Description Characteristics Frequency Percentage (%)
Gender Male 80 76.2
Female 25 23.8

Age 20-25 3 2.9
25-30 12 11.4

30-35 27 25.7

35-40 26 24.8

40-45 18 17.1

45-50 12 11.4

50 and above 7 6.7

Education level Certificate 26 24.8
Diploma 33 31.4

Degree 40 38.1

Masters 5 4.8

PhD 1 1.0

Certificate 26 24.8

Work Experience 0-5years 17 16.2
5-10years 39 37.1

10-15years 22 21.0

15-20years 10 9.5

20years and above 17 16.2

Table 1 reveals that 38% of the sample had degree qualifications. Those who had completed
Diploma constituted 31% of the sample. These were followed by 25% of those employees
who have certificate level qualifications, and those with Masters Qualifications comprised
5% of the respondents. Only one respondent has a PhD qualification. Below is a presentation
of the descriptive statistics in the form of mean, standard deviation for the above distribution.

With respect to number of years of experience or service, 37% of the sample had been in the
organisation for 5-10 years. A further 21% of the respondents had been in the organisation for
10-15 years, and 16% had been in the organisation for 0-5 years and 20 years and above
respectively. The results are a strong indication that the organisation is capable of retaining its
employees for longer periods serving the organisation. The information given by the
respondents in relation to the study is therefore based on their long term experience in the
organisation.
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5.2 Reliability and Validity Test
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To test for reliability and validity, we performed factor analysis using Crobanch’s alpha
coefficient. The results for all the variables and their average corresponding Crobanch’s o
coefficient are shown in Table 2 below.

Table 2. Cronbach’s alpha coefficient

Items (Latent variables) Cronbach’s o coefficient
Economic benefits (Revenue growth) - (5 items) 0.887
Economic benefit (Cost effectiveness) - (5 items) 0.875
Market penetration (5 items) 0.651
Strategic human resource management (5 items) 0.795
Product development (5 items) 0.745
Customer satisfaction (5 items) 0.847
Overall performance (5 items) 0.903

From Table 2 we can deduce that overall reliability based on Cronbach’s alpha is above the
cut-off limit of 0.6, signifying a reasonable internal reliability and consistency of the items
(Nunally, 1978).

5.2.1 Correlation Analysis

To determine the strength and direction of the linear relationship between two continuous
variables, we performed Pearson’s product-moment correlation coefficient as shown in Table
3. It is evaluated by using Pearson product-moment correlation coefficient. The degree of
relationship is indicated by the absolute value of the coefficient. A correlation coefficient
close to zero means lack of any form of relationship. It is important to note that correlation
analysis is basically used to examine the existence of statistically significant relationship
between two variables. In this case, correlation was performed to assist with discriminant
validity between constructs or factors. It is expected that items should correlate more strongly
with their own construct than with any other, hence demonstrating that they are perceived by
participants as belonging to their theoretical constructs (Messick, 1988).

Correlation analysis was used to describe the strength and direction of the linear relationships
between the innovation factors, which are: economic benefits, market penetration and growth,
strategic human resource, product development, customer satisfaction and BMC’s overall
performance. The results of multiple correlation analysis revealed that most of the variables,
constituted by summing the scores on individual items, which constituted each scale, were
positive and moderate. However, correlation coefficients between a few variables were fairly
high. This include relationship between economic benefits and market penetration (0.716%),
economic benefits (Revenue growth) and economic benefits (cost effectiveness), which
exhibited a correlation coefficient of 0.764*, and lastly, the relationship between strategic
human resource and economic benefits (cost effectiveness) had a correlation coefficient of
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0.703*.

In the cases where the Pearson-product moment correlation coefficients were high, the
interpretation is that high level of such variables are associated with high levels of the other
variable. In general, such variables are described as displaying high positive relationships.
The tests were carried out at the 0.05 level of significance (1 tailed). The study uses the single
upper (1- tailed) asymmetric test since the assumption was that the direction of relationship
between the predictor variables and BMC’S overall satisfaction is always positive. All
correlation coefficients were statistically significant (p < .005). The table below shows the
relationships between all the seven variables.

Table 3. Product-moment correlations between variables

Measures @ 2 3 (@) (5) (6)
Economic Benefit (Revenue growth)

Economic Benefit (Cost effectiveness) 0.76*

Market penetration and growth 0.61* 0.72*

Strategic Human Resources Management  0.66* 0.61* 0.60*

Product development 0.61* 0.60* 0.56* 0.60*

Customer satisfaction 0.67* 0.64* 0.54* 0.61* 0.65*

BMC’s overall performance 0.52* 0.58* 0.44* 0.56* 0.61* 0.59*
N=105 *p <.005

5.2.2 Regression Results

Multiple regression analysis was performed to explore the effect of the independent variables
on BMC’s overall performance, which is the response variable. The independent variables are;
economic benefits (cost effectiveness), market penetration and growth, strategic human
resource management, product development and customer satisfaction.

Preliminary analysis was carried out to ensure that there was no serious violation of model
assumptions on multi-collinearity, linearity and homoscedasticity. The results revealed that
correlations between the dependent and independent variables were all greater than 0.3
(Tabachnick & Fidell, 2002). Choice was made to drop variables, which were highly
correlated from the analysis. These include; economic benefits (Revenue growth) and market
penetration. However, in the resulting model, all variables were retained including economic
benefits (cost effectiveness) despite its relatively high correlation with strategic human
resource variable (0.703) due to its uniqueness and significance in the model. The residual
scatter plots were roughly rectangular in shape while the normal probability plots also
showed that the assumptions were not violated. The final regression model comprised the
following predictors; Economic benefits (cost effectiveness), product development, strategic
human resource and customer satisfaction. The dependent variable was BMC’s overall
performance.
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5.2.3 Full Model Evaluation
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The overall model explains approximately 46% of the variance in the dependent variable (R
= 0.458). This is quite a modest result. It can be deduced that the set of independent variables
altogether gave a good prediction of the overall performance of BMC (see table 3 below).

Table 4. Summary of regression model

Anova
Model R R?> Adjusted R> Standard  Sumof df  Mean F Sig.
error squares square
1 0.692% 0.479 0.458 3.301 1003.049 4 250.762 23.012 .000°

1089.713 100  10.897

2092.762 104
Note. a. Predictors: (Constant), customer satisfaction, strategic human resource, product development,
economic benefit; b. Dependent variable: BMC overall performance.

The above results in Table 4 are also statistically significant, as demonstrated in the ANOVA,
which tests the null hypothesis, that multiple R in the population equals 0 (sig = 0.000,
implying that p < 0.005).

5.2.4 Evaluation of Individual Predictor Variables

In order to understand the unique impact of the predictors in the model, the standardised
coefficients, (Beta values) are analysed further. A beta value, which has the largest absolute
size, is an indication that the particular independent variable associated with it contributed the
most in explaining the overall variance in the response variable when other variables are
controlled for. The results of the regression model indicate that, product development is the
most important contributor, with value of (8 = 0.296), followed by followed by customer
satisfaction (B = 0.213). The least important predictor is strategic human resource. The
important question to ask is; are the contributions of the variables statistically significant?
This is addressed by observing the column marked sig. It shows that only customer
satisfaction and product development significantly contributed to the total variance in BMC’s
overall performance (sig < .05) as shown Table 5.
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Table 5. BMC's overall performance

Coefficient
Unstandardised Unstandardised
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 1.041 1.144 0.909 0.365
Economic benefits 0.153 0.099 0.171 1.537 0.128
Strategic human resource  0.122 0.102 0.130 1.195 0.235
Product development 0.337 0.116 0.296 2.909 0.004
Customer satisfaction 0.209 0.104 0.213 2.013 0.047

Note. a. Dependent Variable: BMC'S overall performance.

In general, the result of regression analysis indicates that the full model, comprising four
predictor variables, explained 0.479 (48%) of the total variance in BMC’s overall
performance. However, only two variables being product development and customer
satisfaction, reached statistical significance.

6. Discussion

The deduction from the statistical analysis (Table 4) indicates that this independent variable
gives a good prediction of the overall innovative performance of BMC. These results are also
consistent with the study (Prifti & Alimehmeti, 2017), which explained that organisations that
have the willingness to exploit new markets, achieve market growth, portrays both the ability
to produce, process, organise and market innovatively.

6.1 Market Penetrations and Growth

The results in Table 4 indicate that market penetration and growth is a good predictor of the
overall innovative performance of the organisation, though the results in Table 5 indicates
that only product development and customer satisfaction reached statistical significance.
Previous studies (Prifti & Alimehmeti, 2017; Beyene et al., 2016) point that the different
growth measures affecting different organisations are attributed to the innovation potential of
organisations making them afloat and out-smarting their competitors. This is further
supported by Alhaddi (2016) study’s, which found that the top organisations are able to
realise profitable growth because of their ability to innovate in product development and to
diversifying their products and services.

6.2 Strategic Human Resource Management

The result obtained from (Table 3) indicates that strategic human resource management is a
good predictor of the overall innovative performance of organisation. However, the result of
(Table 5) indicates that this strategic human resource management did not reach statistical
significance. These results find solace in other studies (Waiganjo et al., 2012; Steen, 2009;
Golja & Slivar, 2015) which indicate that organisations that innovate are identifiable by the
existence of strategic human resource practices such as; employees’ collective skills, abilities
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and experience coupled with their ability to deploy these in the interests of the organisation
are now recognised as making a significant contribution to organisation’s success and as such
constituting a major source of competitive advantage.
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6.3 Product Development

The results (Table 4) indicate that product development is a good predictor of the overall
innovative performance of organisation. In addition the result of (Table 4) also indicates that
the variable reached statistical significance. This is consistent with study (Beyene et al.,
2016), which found that the intensity of competition and the rate of change in customers taste
are continuously forcing organisations to generate new products and service packages at a
very fast rate and lower costs, which is perceived as a core organisational process that creates
superior customer values and supports the overall organisational performance. The study also
corroborated (Amue & Adiele, 2012; Udegbe & Udegbe, 2013) findings that one of the signs
of an organisation that appreciates and implements innovation strategies is through
emergence of new products within the organisation, known as new-to-the-world products and
or service packages, new category entry products or services (new product lines). In addition
to product line (product that are line extensions), coming up with new improvements to the
existing products (current products made better) and service packages and repositioning a
new application for an existing product.

6.4 Customer Satisfaction

The result of statistical analysis (Table 4) indicates that customer satisfaction is a good
predictor of the overall innovative performance of BMC with the result of (Table 5) also
indicating that the variables reached statistical significance. This is consistent with previous
studies (Pishgar et al., 2013; Prifti & Alimehmeti, 2017). This result also found support from
Senguo and Kilango (2015) study’s, which established that customer satisfaction is one of the
fundamental indicators of organisation’s innovation performance. Moreover studies (Nanda et
al., 2013; Senguo & Kilango, 2015) also opine that customers’ perceptions on service
innovation, in terms of organisation innovation, process innovation, and product innovation
help in increasing customer satisfaction, customer confidence and customer commitment.

7. Conclusion

The results of regression analysis indicate that though the independent variables are good
predictors of the organisation performance, but only two variables (product development and
customer satisfaction) were found to have reached statistical significance. The present study’s
results seem to deviate from the mainstream literature on innovation and organisation
performance, which found that there are strong relationships between the investigated variables
and organisation performance. Many factors could have contributed to this for example, the
sample’s freedom to express themselves when responding to questions or the timing of
distribution of research instruments. The conclusion that could be drawn is that the respondents
identified product development and customer satisfaction as the predictors of organisation
innovative performance.

Another conclusion that can be drawn from the study is that employees view the organisation
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as lacking innovative approaches. The study revealed that for the organisation to realise
economic growth, market penetration and growth, then they should develop their products,
services and to satisfy customers. Thereafter, the organisation needs to acknowledge and
reward employees for their creativeness and innovativeness. This is because when employees
are allowed an opportunity to exploit their creativeness, they always look to explore their
environment more, hence come up with new and better ways of doing things. Again the
present study noted that the organisation should invest in R&D. This would allow the
organisation to acknowledge the dynamics in the market, the needs and expectation of
customers and be able to align the products and services to what the market wants.

The study also established that the organisation should consider hiring creative people and
training employees on innovation. Effective staffing and training make employees become
important sources of new ideas in the organisation’s innovative process. Their high level of
participation encourages them to bring new ideas and exchange knowledge in the on-going
innovation process consequently, enhancing innovative outcomes (Bal et al., 2013; Maier et
al., 2015). The organisation should also engage customers and stakeholders by soliciting their
feedback and carrying out customer surveys. Customer engagement allows the organisation
to get a feel of what would serve customers better, hence giving the organisation an
opportunity to align its corporate strategy to satisfying customers’ needs. Moreover, because
customers would be better served, this would allow the organisation to retain its customers
and attract new business (Sethibe & Steyn, 2015; Tajuddin et al., 2015).

7.1 Contributions of the Study

The present study contributes to public sector innovation literature through empirical
evidence gathered data using quantitative approach. BMC like other public sector
organisations was established through an Act of Parliament. This compels BMC organisations
to have policies in place that are aligned to realising the mandates of this very Act. The
present study therefore exists to assist the organisation to formulate the governance tools that
can incorporate policies on innovation that would incorporate innovation in both the
corporate and the operational strategies. In addition, managers can use the results of this
study in designing products, and services to penetrate markets, as there is evidence that
product innovation and customer satisfaction are good predictors of organisation
performance.

Despite the aforementioned contributions of the study, we bring to the attention of the readers
some limitations, which need to be taken into account. The present study focused on BMC as
one of the public sector organisations in Botswana, therefore other public sector in Botswana
may need to be considered separately when interpreting these results. Methodologically we
relied on a cross-sectional study therefore we urge other scholars to consider longitudinal
study. In addition, we also encourage future researchers to consider mixed research methods
to compensate for the weaknesses that are inherent with the single method approach. The
results of the present study presented some gaps that exist in the innovative capabilities of the
public sector organisations and the recommendations that can help improve the
competiveness of the public sector performance.
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