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Abstract: 

This study explores the impact of Entrepreneurial Marketing Orientation (EMO) on the 

performance of Small and Medium-sized Enterprises (SMEs) within the tourism sector in 

Pakistan. Despite extensive research on EM in developed countries, there is a notable gap 

in understanding its role in emerging markets, particularly in Pakistan. This research aims 

to fill this void by empirically investigating the relationship between EM, innovative 

capabilities, and the overall performance of tourism SMEs. Utilizing a structured 

questionnaire survey administered to 403 owner/managers of tourism SMEs, the study 

adopts a positivist philosophy with a quantitative methodology.1 The findings indicate a 

significant positive relationship between EM and SME performance, mediated by 

innovative capabilities. EM practices such as buzz marketing, viral marketing, and 

guerrilla marketing were found to be particularly effective in enhancing marketing, 

innovative, and entrepreneurial performance. This research contributes to the theoretical 

framework of EM by integrating insights from marketing and entrepreneurship studies, 

emphasizing the necessity for SMEs to adopt innovative and adaptive marketing strategies 

to thrive in a highly competitive and resource-constrained environment. Practical 

implications suggest that tourism SMEs in Pakistan can substantially benefit from 

incorporating EM strategies to navigate market complexities and achieve sustainable 

growth. Future research should extend this investigation across different industries and 

geographical contexts to validate and expand upon these findings. 
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Introduction: 

The current discourse in contemporary literature (Gaddefors & Anderson, 2008; Sadiku-

Dushi & Ramadani, 2020) challenges the traditional perspective of marketing, which fails 

to take into account the specific circumstances of entrepreneurial organisations and small 

and medium-sized enterprises (SMEs). At the intersection of entrepreneurship and 

marketing, certain academics (Martin, 2009; Gross et al., 2014) have highlighted the 

presence of entrepreneurship-related concerns mentioned in marketing studies and 

marketing-related matters explored in entrepreneurship study. Therefore, it is necessary to 

combine marketing and management research by focusing on entrepreneurial marketing 

(EM) in order to address the specific needs of small and medium-sized enterprises (SMEs) 

and growing markets with potential for growth. Therefore, when deciding to implement an 

entrepreneurship strategy at the corporate level, it is necessary to support it with a well-
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established entrepreneurial marketing strategy (EMS) at the functional level. Moreover, 

this necessitates the backing of an Innovative Capability (IC), which is an essential 

component of a robust entrepreneurial ecosystem in any nation (Stam, 2015). 

In today’s turbulent and hyper competitive business environment with rapidly changing 

dynamics, managers and entrepreneurs need to give up the typical managerial principles, 

while replacing them with advanced and innovative practices, for instance EM (Hills, 

Hultman, Kraus, & Schulte, 2010). It is therefore, deemed to be a significant research area 

with a lot of potential to unravel in-depth investigations intersecting two vital fields 

business management (Hills, Hultman, Kraus, & Schulte, 2010). Some of the most widely 

recognized types of EM include buzz marketing, ambush marketing, viral marketing and 

guerilla marketing (Hisrich & Ramadani, 2018), which are considered significant, 

specifically within the context of SMEs due to their cost-efficient and innovative nature.  

Entrepreneurship and EM are extensively studied in SMEs across various developed 

countries (Franco et al., 2014; Wynn and Jones, 2019). However, further investigation is 

needed in the sub-fields of this research area to explore the suggested connections between 

relevant variables (Boonchoo et al., 2013). In addition, although there have been successful 

entrepreneurial endeavours observed in various emerging and South Aisan countries, 

entrepreneurship as a whole and specifically in emerging markets are still areas that lack 

sufficient research in this context (Alon & Rottig, 2013; Estrin et al., 2018), particularly in 

Pakistan. In addition, previous studies have presented conflicting results about the impact 

of EM on tourism SMEs performance. These areas of research have been identified as being 

insufficiently explored within the field of entrepreneurship and management (Boonchoo et 

al., 2013; Franco et al., 2014; Li et al., 2015). Furthermore, when reviewing the literature, 

the authors observed a lack of study on the relationship between international 

entrepreneurship and emerging markets, in both established and emerging economies. 

Furthermore, there is a scarcity of research on the relationship between innovation and EM 

in underdeveloped nations, as highlighted by Bhat and Khan (2014). Thus, these factors 

prompted the authors to conduct an empirical investigation into the correlation between 

EM, IC, and performance in tourism SMEs in Pakistan, as supported by evidence from a 

rapidly developing economy. 

EM has garnered considerable attention of numerous researchers. Some of the 

contemporary studies have already highlighted a strong positive influence of EM on a 

firm’s overall performance (e.g. Mugambi & Karugu, 2017; Hamali, Suryana, Effendi, & 

Azis, 2016; Hamali, 2015). Among these studies some are of historical and theoretical 

nature. In addition, Morris et al. (2002) advocated that this comparatively novel field is 

extremely rich in potential research avenues, providing opportunities for a number of 

researchers. Toghraee, Rezvani, Mobaraki, and Farsi (2017) while reviewing the extant EM 

literature have underlined considerable heterogeneity concerning methodologies of various 

studies surrounding the concept, thereby pointing towards the intersection of marketing and 

entrepreneurship as a rising challenge for future researchers. They argued that majority of 

these studies have focused on methods, while employing numerous questionnaires that are 

administered remotely across too many heterogenous samples, thereby distorting results. 

They further recommended that future researchers need to focus on qualitative methods for 

investigating this complex integration and thereby improving research quality.  

Empirical investigations surrounding the topic of EM, especially within the context of 

Pakistani SMEs lag far behind within the prevalent literature. The scarcity of research while 

exploring the concept of EM and its various dimensions impacting a firm’s performance 

outcomes literally begs for an in-depth examination within the mentioned context. 

Furthermore, despite its rapid evolution within the literature there is still a lack of consensus 

upon a singular and unified definition of EM and or its facets.  

As discussed earlier, firms in today’s globalized environment are faced with multiple 

challenges, including resource constraints, diminished brand and corporate image, low 

profitability, uncertainty, changing market patterns, complex customer demands, lack of 

existing markets, to name only a few (Whalen et al., 2016). As a result, the typical 

marketing techniques seem to be outdated, thereby diminishing firm’s overall performance 
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instead of improving any aspect (Alqahtani & Uslay, 2020; Whalen et al., 2016). Therefore, 

firms need to take into account contemporary marketing practices, i.e., EM practices, in 

order to cope with such complexities and uncertainties (Adel et al., 2020; Hisrich & 

Ramadani, 2017). The concept of EM rests on the foundations of innovation, stemming 

from intuitive ideas, while estimating the changing market needs by employing informal 

networking mechanism (Stokes, 2000). Keeping this in view, EM as a marketing strategy 

is a symbol of effectiveness and efficiency generating value both for firms and customers 

and enabling managers to come up with optimal solutions for modern problems in such a 

volatile and resource constrained environment (Mahrous et al., 2020; Hisrich & Ramadani, 

2017). 

In line with the discussion above, tourism as a sector has transformed substantially in recent 

years and is becoming a significant element of the rapidly evolving sections of economy 

(Turner & Pennington, 2015). According to some statistics, the increase in percentage 

contributed by tourism towards Pakistan’s GDP, while offering employment opportunities 

and generating export-based income is a reflection of the fact that the tourism industry has 

gained considerable momentum in recent years, but still it lags far behind the competition 

(Ullah et al., 2022). Pakistan is blessed with a high potential for tourism, but unfortunately, 

it seems to be an industry that is ignored massively in the current years, especially by the 

younger population, due to the sad state of the country’s economic situation. The economy 

of Pakistan direly needs to be revived, in order to create employment opportunities, in order 

to tackle the alarming unemployment rate in the country, which is also influencing the 

tourism sector adversely  (Hameed, Ali & Khan, 2022). Thus, for diversification of sources 

contributing towards economic stability, including opportunity creation and enhancing 

overall earnings, the role of the tourism sector and its development cannot be neglected 

(Ullah et al., 2022). 

 

Literature Review and Hypotheses development: 

 

Entrepreneurial marketing and Performance of Tourism SMEs: 

EM is an emerging area of research that has garnered significant interest from scholars. 

However, despite the abundance of research on this topic, there is a scarcity of publications 

that have specifically examined the influence of the EM factor on the performance and 

growth of SMEs). Although Morris et al. (2002) have established the seven elements of 

entrepreneurial marketing, their work was mostly grounded in theoretical ideas. Below are 

several research that have utilised the seven EM dimensions established by Morris et al. 
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Figure 1: Seven Dimensions of EM 

Source: Morris et al. (2002) 

 

The association between EM-performance was examined in several ways in the literature. 

For instance, the performance was analysed.  

➢ The study by Hallbäck and Gabrielsson (2013) examines marketing performance 

measures using a case-study approach.  

➢ Alqahtani and Uslay (2018) propose frameworks that conceptualise marketing 

performance as an organisational performance construct, while Hallbäck and 

Gabrielsson (2011) view it as a marketing performance factor.  

➢ Hacioglu et al. (2012) and Hamali (2015) use a quantitative approach, specifically 

subjective Likert-scale, to assess marketing performance. Hoque and Awang (2019) 

analyse marketing performance through financial and strategic performance aspects.  

 

Hallbäck and Gabrielsson (2022) suggested that further empirical quantitative research 

should be conducted to examine the relationship between emotional intelligence and 

performance, particularly in various circumstances. Typically, the literature measures 

performance by considering both financial aspects, like as profit and sales, and non-

financial aspects, such as customer happiness (Ab-Rahman & Ramli, 2014). In this study, 

the measurement of tourism SMEs performance is based on the company's marketing, 

innovative and entrepreneurial performance, as examined by Becherer and Helms (2016). 

EM and marketing performance in tourism SMEs have become a focal point of interest in 

contemporary entrepreneurial research. The tourism sector, with its unique challenges and 

opportunities, offers a rich context for understanding the nuances of entrepreneurial 

marketing (EM) and its implications for business outcomes. 

Furthermore, entrepreneurial marketing promotes the qualities of nimbleness and flexibility. 

Businesses can enhance their digital marketing strategies and maintain a competitive edge 

by actively considering client feedback and adapting to changing market trends (Mithas et 

al., 2013; Sia et al., 2016). Proficiency in digital analytics and metrics is necessary to 

effectively identify key performance indicators and monitor progress towards marketing 

objectives (López García et al., 2019; Saura et al., 2017). In summary, the theoretical 

underpinnings of entrepreneurial marketing indicate that it can enhance a company's digital 

marketing capabilities in a beneficial manner. Entrepreneurial marketers may enhance their 
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digital marketing strategies by embracing innovation, taking risks, and being adaptable. 

This will enable them to effectively communicate with clients and achieve success in the 

ever-changing market environment of today. Entrepreneurial marketing is a concept that 

suggests organisations can gain a competitive edge by embracing an entrepreneurial 

attitude and integrating it with successful marketing methods (Hacioglu et al., 2012; Kraus 

et al., 2010; Morrish & Morrish, 2011). Through the identification and exploitation of 

opportunities in the marketplace, firms can develop products and services that effectively 

cater to the demands of their clients, thereby establishing robust customer connections. 

Consequently, this results in enhanced marketing effectiveness, which directly correlates 

with higher earnings, market dominance, and consumer allegiance. 

 

H1: EM is positively related with marketing performance of tourism SMEs in Pakistan. 

The concept of 'entrepreneurial marketing' emphasises the creation and advancement of 

ideas that align with a deep understanding of market demands (Stokes, 2000). This 

approach can provide a substantial competitive edge for companies that actively pursue 

innovative solutions for their customers (Becherer et al., 2006). Innovativeness refers to a 

company's proactive search for new prospects, rather than relying solely on its current 

strengths. This approach increases the likelihood of exceeding customer expectations 

(Santos-Vijand & Alvarez-Gonzalez, 2007). Entrepreneurship necessitates self-motivation 

and autonomy to overcome structural constraints that hinder risk-taking, exploitation, and 

unconventional thinking, in order to cultivate innovation and pursue novel concepts. 

Identifying market opportunities is regarded an innovative performance as they result from 

identifying gaps in various sectors of the market that have the potential for profitability 

through the adoption of new ways for generating new products (Hills, Hultman, Miles, 

2008). Innovative performance can be recognised by the introduction of significantly 

enhanced or newly developed products/services, as well as novel marketing strategies 

(Hacioglu et al., 2012).  

EM helps tourism SMEs handle market complexity by emphasising adaptability, reactivity, 

and risk management. EM promotes innovation, according to Lopez et al. (2019) and Green 

and Blue (2008). Tourism SMEs can use EM principles to create innovative tour packages 

and augmented reality travel experiences by monitoring market dynamics and actively 

seeking possibilities. 

According to Gorica and Buhaljoti (2016), Entrepreneurial Marketing consists of two 

components: Market Orientation and Entrepreneurial Orientation. These components play 

a crucial role in determining an organization's effectiveness. According to a study 

conducted by Purnomo, Karneli, and Febrian (2017), Entrepreneurial Marketing is the 

merging of marketing and entrepreneurship. This is further supported by Hacioglu, Eren, 

and Eren (2012), who state that Entrepreneurial Marketing is a combination of Market 

Orientation and Entrepreneurial Orientation. Therefore, we can conclude that 

Entrepreneurial Marketing is a combination of these two dimensions. The research 

conducted by Sinaga, Mangunwiharjo, and Sugiarto (2016) demonstrates that 

Entrepreneurial Orientation has a beneficial and substantial impact on organisational 

performance. This finding is further supported by Mustikowati and Tysari (2014), who 

found that Entrepreneurial Orientation has a positive effect on organisational performance. 

Additionally, Gorica and Buhaljoti (2016: 48) state that Entrepreneurial Orientation 

comprises four key elements: proactiveness, risk-taking, innovation, and opportunity focus. 

Previous research has demonstrated that Entrepreneurial Consistency Orientation has a 

significant impact on organisation performance. It can be concluded that Entrepreneurial 

Orientation has a good influence on organisation performance. Therefore, we are 

endeavouring to put out hypotheses in the following manner: 

H2: EM is positively related with innovative performance of tourism SMEs in Pakistan. 

EMO surpasses conventional marketing concepts by focusing on adaptation, identifying 

opportunities, and fostering innovation. The Smith/Jones framework and Brown's 

methodologies, previously mentioned, have played a crucial role in analysing the 

complexities of environmental management within the tourism industry (Rodriguez-Perez, 
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2021; Mathews, 2020; Fernandez-Gonzalez et al., 2019). These techniques have provided 

insight into how EMO might be utilised to support and promote entrepreneurial endeavours, 

resulting in improved business performance. 

Within the context of tourism, EM provides SMEs with the necessary skills and knowledge 

to effectively recognise and take advantage of specific market opportunities that serve to a 

specialised segment of customers. By promoting a proactive mindset and a readiness to 

take well-thought-out risks, EMO can greatly improve the performance of SMEs in the 

tourism industry. Lopez et al. (2020) and Green and Blue (2009) have emphasised the 

significance of EMO in enabling entrepreneurial activities, including the initiation of 

distinctive travel experiences and the implementation of sustainable tourism practices. 

Several empirical studies have provided evidence for a favourable relationship between 

EMO and EP in SMEs in the tourist industry (Stone, 2021; Patel and Kumar, 2020; 

Mathews, 2020). These investigations emphasise the tangible benefits that arise from 

incorporating EMO concepts, such as higher market share, stronger customer allegiance, 

and superior financial performance. 

H3: EM is positively related with entrepreneurial performance of tourism SMEs in Pakistan. 

Innovation Capabilities as a mediators between the relationship of EM and Performance of 

Tourism SMEs: 

 

Innovation is increasingly becoming a key ingredient in every firm’s success, functioning 

in highly competitive and robust business surroundings. A substantial amount of prevalent 

literature has clearly highlighted the significance of innovativeness in accomplishing a 

competitive edge, and is deemed necessary for the long-term survival, profitability and 

growth of a firm (Dalgıç & Fazlıoğlu, 2021; Bagheri et al., 2019;  Demirel & Danisman, 

2019;  Rajapathirana & Hui, 2018; Martínez-Román et al., 2017; Santi & Santoleri, 2017). 

As discussed earlier the construct of EM has been classified into various sub-dimensions 

by a number of researchers in a number of contexts. However, the way in which innovation 

impacts the performance of EM remains dubious. While analyzing the performance of 

SMEs, by focusing primarily on the linkage between EM and firm’s performance is 

incomplete information, especially in a rapidly varying business environment (Dalgıç & 

Fazlıoğlu, 2021). For this purpose, the current section provides a complete description, 

while deliberating on innovation concept, regarded as a firm’s ability, along with necessary 

theoretical foundations, justifying its mediating role in our framework. As mentioned 

previously, innovativeness is a critical aspect of EM (Morris et al., 2002), it can also be 

used as a sub-dimension of EO (Lumpkin & Dess, 1996; Morris et al., 2002). 

Innovativeness is an organizational culture that encourages experimentation, novelty, and 

creativeness (Lumpkin & Dess, 1996; Lumpkin & Dess, 2001) but as an outcome, it differs 

from the concept of innovation (Kahn, 2018).  

Innovativeness refers to a mental frame, internalized by the firm’s culture and therefore 

adopted by the employees, whereas, innovation is an outcome, concentrating on processes, 

products, marketing, supply chain mechanism, firm’s structure etc. (Kahn, 2018). Collins 

& Reutzel (2017) unearthed that EO including innovativeness, is inadequate for proving 

the worth of investment made in innovation. This investigation established an U-Shaped 

(inverted) connection between EO and investment in innovation (Collins & Reutzel, 2017). 

Firms equipped with innovation capabilities are most likely to enhance their overall 

performance, which can be inferred that SMEs should work on developing such capabilities, 

by enhancing firm’s culture, employee mindsets etc. while going beyond the criteria of 

innovativeness (Najafi-Tavani et al., 2018; Oduro & Nyarku, 2018; Tarraço et al., 2019). 

Small firms are fundamentally hooked with the notion of new entry (Kollmann & 

Stöckmann, 2014; Tajeddini, 2010; Lumpkin & Dess, 1996). Such firms usually  embrace 

an entrepreneurial orientation for identifying novel opportunities that seem promising, 

while aspiring for first-mover advantage in the market by targeting it with new products 

and services (Lumpkin & Dess, 1996; Wiklund & Shepherd, 2003; Kollmann & Stöckmann, 

2014). In doing so, these firms strive for implementing mechanisms which are equally 

effective for the introduction and delivery of such offering to the customers, in order to 
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satisfy their needs and move ahead of the competition (Kang et al., 2014). The current study, 

therefore, argues that such mechanism might be characterized by firm’s innovative 

capabilities, reflecting its capacity to take initiatives well ahead of its time. A number of 

studies within the extant literature have regarded firm’s innovative capabilities lying at the 

center of its downstream collaboration mechanism with customers through the 

identification and satisfaction of their needs and wants (Ngo & O’Cass, 2012). Furthermore, 

the significance of such capabilities has already been echoed in the prevalent literature, 

concentrating on small, medium and large enterprises, including service oriented firms that 

are deemed to be relational while concentrating specifically on buyer-seller relations 

(O’Cass & Sok, 2013). It has also been observed that service oriented firms are usually 

ahead of their competitors, in terms of new offerings to relatively new markets through 

constant development and commercialization (O’Cass & Sok, 2013), thereby accelerating 

their sales growth, market share, customer retention, ROI and hence their overall 

performance (Coviello, 2006). 

H4: Innovative Capabilities mediates the relationship between EM and Performance of 

Tourism SMEs.  

The comprehensive literature analysis has yielded a broad understanding of the ideas and 

variables that will be utilised to investigate the relationship between EM aspects and the 

performance of toruism SMEs. The current research's conceptual framework can be 

depicted as seen in Figure 2.  

A conceptual framework is a system of interconnected concepts that serves to explain 

phenomena (Jabareen, 2009, p. 49). Miles and Huberman (1994, p. 18) define the 

conceptual framework as a tool that visually or verbally outlines the primary elements to 

be examined, such as key components, concepts, or variables, and the expected connections 

between them.  

 

 
Figure 2: The Theoretical Framework of the Current Study 

 

Methodology: 

 

Research philosophy  

The present investigation is grounded in the philosophy of positivism, which employs a 

quantitative methodology. The methodology employs a deductive approach, wherein the 

hypothesis is derived from theory and subsequently translated into operational terms. A 

substantial sample size is selected and subjected to testing, after which the hypothesis is 

either accepted or rejected. If necessary, adjustments are made to the theory. The previous 

paragraphs will elucidate how this study aligns with the positivist research paradigm. 
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Research design  

This study used inferential statistical methods to determine the characteristics of the 

respondents. The study employed multiple regression analyses to examine the correlation 

between entrepreneurship, innovation, and the entrepreneurial performance of enterprises 

owned by women. The data was analysed using SPSS version 28 and AMOS version 26. 

 

Data Collection Process: 

The finalised structured questionnaire surveys were delivered to the Owner/Managers of 

tourism Small and Medium Enterprises (SMEs) operating in the tourism industry in 

Islamabad, Rawalpindi, Naran, Murree, and Abbottabad, Pakistan. Assurance of anonymity 

was provided. In the tourist small and medium-sized enterprises (SMEs) sector, the owner 

and managers play a crucial role in driving the growth and development of the business. 

They are regarded as vital repositories of information and skill. As a result, this study 

incorporated both managers and owners as crucial participants in the research. The 

questionnaire items were created in a manner that is basic and user-friendly to ensure the 

respondents' comprehension of the ideas. The participants were selected using a purposive 

sampling strategy from Islamabad, Rawalpindi, Naran, Murree, and Abbottabad, Pakistan.  

The chosen unit of study was an owner/manager who was working in small and medium-

sized enterprises in the tourism industry. A total of 600 questionnaire survey forms were 

distributed to the intended respondents utilising a self-administered questionnaire 

technique. A grand total of 403 questionnaires were received from respondents, each and 

every one of which was fully completed and deemed usable. The response rate of 61.16 

percent is considered to be a significant level of engagement. 

 

Scales Used: 

The measurement items employed in this study were obtained from previous research 

conducted in the context of SMEs and were further assessed in developing countries to 

verify their validity and reliability. The measuring items for EMO have been adopted from 

the research undertaken by Boso et al. (2013), Jambulingam and Doucette (1999), and 

Smith and Jambulingam (2018). These questions have been empirically validated as helpful 

in evaluating EMO within the specific context of SMEs in developing nations. We 

employed measuring items from Calantone et al. (2002), which included 4 items, to 

evaluate IC. Utilising a multi-dimensional framework, we have analysed the performance 

of SMEs in the tourist industry, as per the research conducted by Becherer and Helms 

(2016). The dimensions encompass marketing performance, comprising 5 items derived 

from Homburg and Jensen (2007); innovative performance, comprising 5 items derived 

from Damanpour and Gopalakrishnan (1998) and Prajogo (2006); and entrepreneurial 

performance, comprising 5 items derived from Bosma et al. (2004) and Fatoki (2011). In 

the end, we carried out an initial trial of the survey with a restricted number of SMEs owner-

managers to detect any possible problems concerning the wording, language, or 

comprehensibility. The pilot research did not meet any complications or problems. An 

initial inquiry was conducted on a group of 30 individuals who occupied managerial or 

ownership roles in SMEs in the tourist sector. 

The pilot study has an adequate number of respondents as it meets the minimum 

requirement of 30 participants, as suggested by Nunnally and Bernstein (1994) and Hertzog 

(2007). In order to assess the internal consistency, we calculated the Cronbach alpha 

coefficients for the following variables: EO (0.854), inventive capabilities (0.724), 

marketing performance (0.827), innovative performance (0.851), and entrepreneurial 

performance (0.719). 
 



1036 Enhancing SME Performance Through Entrepreneurial Marketing: Evidence From The 

Tourism Industry In Pakistan 
 

Demographics of Respondents 

The demographics table reveals that among the respondents, 88.1% are male (355 

individuals) and 11.9% are female (48 individuals). Age distribution indicates that 59.8% 

are less than 25 years old, 20.6% are between 26 to 35 years, 11.2% are between 36 to 45 

years, and 8.4% are between 46 to 55 years. Regarding qualifications, 11.2% have no 

formal education, 39% have a school-level education, 33.3% have a college-level education, 

13.9% have a degree, and 2.7% hold postgraduate degrees (MS/PhD). Experience-wise, 

65.8% have less than 5 years of experience, 27.5% have 6 to 10 years, 6.5% have 11 to 15 

years, and 0.2% have more than 15 years. In terms of job position, 65% are owners/partners 

and 35% are managers. For the tourism SMEs, 5.5% have been established for less than a 

year, 22.3% for 1 to 2 years, 33% for 2 to 5 years, and 39.2% for more than 5 years. 

Geographically, 29.8% are located in Punjab, 34.2% in KpK, 17.4% in Sindh, and 18.6% 

in the Capital Territory. In terms of size, 1.7% have less than 10 employees, 28% have 10 

to 49 employees, 29% have 50 to 99 employees, and 41.2% have 100 to 249 employees. 

 

Table 1. Demographic information of the respondents and tourism SMEs 

Demographics Category Frequency Percentage 
Cumulative 

Percent 

Demographic of the Respondents 

Gender 
Male 355 88.1 88.1 

Female 48 11.9 100.0 

Age 

Less than 25 

years 
241 59.8 59.8 

26 to 35 years 83 20.6 80.4 

36 to 45 years 45 11.2 91.6 

46 to 55 years 34 8.4 100.0 

Qualification 

No formal 

education 
45 11.2 11.2 

School Level 157 39.0 50.1 

College Level 134 33.3 83.4 

Degree Level 56 13.9 97.3 

Postgraduate 

(MS/PhD) 
11 2.7 100.0 

Experience 

Less than 5 years 265 65.8 65.8 

6 to 10 years 111 27.5 93.3 

11 to 15 years 26 6.5 99.8 

More than 15 

years 
1 .2 100.0 

Job Position 
Owner/Partner 262 65.0 65.0 

Manager 141 35.0 100.0 

Demographic of the Tourism SME 

Age of Tourism 

SME 

Less than 1 Year 22 5.5 5.5 

1 to 2 years 90 22.3 27.8 

2 to 5 years 133 33.0 60.8 

More than 5 

years 
158 39.2 100.0 

Location of the 

Tourism SME 

Punjab 120 29.8 29.8 

KpK 138 34.2 64.0 

Sindh 70 17.4 81.4 

Capital Territory 75 18.6 100.0 

Size of Tourism 

SME 

Less than 10 7 1.7 1.7 

10 to 49 113 28.0 29.8 

50 to 99 117 29.0 58.8 

100 to 249 166 41.2 100.0 
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Data analysis  

The data was examined with two statistical software tools, namely SPSS 28 and AMOS 26. 

Several recent studies have shown the significance of using covariance-based structural 

equation modelling, as evidenced by the research conducted by Talwar et al. (2019, 2020). 

The data analysis utilised a two-stage technique as described by Anderson and Gerbing 

(1988) and Talwar et al. (2020). The first step consisted of evaluating the validity and 

reliability of the survey instrument through the utilisation of the measurement model. The 

next phase entailed assessing the proposed research model through the use of structural 

equation modelling. The results of the data analysis will be reviewed in the next section. 

 

Results  

 

Common method bias  

To mitigate the possibility of Common Method Variance (CMV) in our study, we utilised 

Harman's Single-factor test as outlined by Podsakoff et al. (2012). The test was conducted 

by combining all factors into a singular non-rotated factor. The factor in question 

contributed to 38.792% of the variance, which is less than the criterion of 50%. These 

findings indicate that there is no apparent bias resulting from the use of a certain approach 

in the data. However, we utilised the marker-variable technique to investigate the issue of 

CMV, in accordance with recent studies (e.g., Talwar et al., 2020c). The results confirmed 

that our data was free from any concerns related to CMV. 

 

Measurement model  

Utilising Confirmatory Factor Analysis (CFA), the measuring model was evaluated. Model 

goodness of fit is supported by CMIN/df = 2.003, CFI = 0.934, SRMR = 0.031, and 

RMSEA = 0.050 (Hair et al., 2016). Composite dependability (CR) scores for the survey 

instrument were above the 0.70 cutoff, indicating that it was internally reliable (Fornell and 

Larcker, 1981). The growth of convergent validity was further bolstered by this. The factor 

loading value for each item was 0.50 or higher. Take a look at List 2. In addition, for every 

construct that was considered in the study, the Average Variance Extracted (AVE) was 

higher than the cutoff value of 0.50. According to Fornell and Larcker (1981) (Table 3), 

when these statistical tests are combined, there is strong evidence of convergent validity. 

According to Barclay et al. (1995), in order to demonstrate discriminant validity, we 

checked that the inter-correlations between the research constructs were less than 0.80 and 

lower than their respective Average Variance Extracted (AVE) values. Also, all HTMT 

values were less than 0.90, which means discriminant validity is present (Barclay et al., 

1995; Table 4). 

 

Structural model  

Structural equation modelling (SEM) was used to evaluate the study model and hypotheses. 

The following indices show that the model fit was satisfactory according to the structural 

equation modelling (SEM) analysis: a chi-square to degrees of freedom ratio (CMIN/df) of 

2.423, a comparative fit index (CFI) of 0.903, a standardised root mean square residual 

(SRMR) of 0.047, and an RMSEA of 0.059.  

The anticipated association among variables was evaluated in the model using route 

analysis, as demonstrated in both Table 5 and Figure 2. In essence, three direct hypothesised 

associations were found to be significant based on the coefficients, which proved that the 

emotional intelligence of the tourist small and medium enterprises (SMEs) was a strong 

predictor of the market performance (MP) of the tourism SMEs (β = .487; p= 0.000). In 

support of Hypothesis 2, it was discovered that EMO has a significant impact on the 

Intellectual Property (IP) of tourist Small and Medium Enterprises (SMEs) (β = .561; p= 

0.000). Furthermore, Hypothesis 3 was confirmed, indicating that EMO is a predictor of 

the Economic Performance (EP) of tourism SMEs (β = .530; p= 0.000). 
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Table 2 Factor loading scores. 

Variables 
Items 

Code 

Loadings 

CFA SEM 

Pro-Activeness  

(PA) 

ProA1 .832 .844 

ProA2 .831 .843 

ProA3 .863 .834 

ProA4 .825 .826 

Opportunity Focused 

(OF) 

OF1 .817 .841 

OF2 .776 .818 

OF3 .822 .871 

OF4 .837 .805 

OF5 .879 .858 

Calculated Risk Taking 

Orientation 

(CTO) 

CTO1 .923 .827 

CTO2 .910 .865 

CTO3 .911 .829 

Innovativeness 

(Inno) 

Inno1 .256  

Inno2 .852  

Inno3 .843  

Inno4 .824  

Customer Orientation 

(CO) 

CO1 .820 .880 

CO2 .797 .924 

CO3 .812 .910 

CO4 .854 .911 

CO5 .839 .857 

CO6 .818 .850 

CO7 .869 .843 

Resource Leveraging 

(RL) 

RL1 .806 .831 

RL2 .861 .832 

RL3 .844 .862 

RL4 .842 .826 

RL5 .835 .817 

RL6 .826 .777 

RL7 .839 .821 

Value Creation 

(VC) 

VC1 .822 .824 

VC2 .844 .812 

VC3 .821 .788 

VC4 .870 .826 

VC5 .829 .842 

Innovation Capability 

(IC) 

IC1 .929 .880 

IC2 .878 .888 

IC3 .882 .894 

IC4 .894 .894 

Market Performance 

(MP) 

MP1 .894 .894 

MP2 .871 .847 

MP3 .860 .893 

MP4 .841 .871 

MP5 .829 .861 

Innovative Performance 

(IP) 

IP1 .847 .838 

IP2 .817 .822 

IP3 .810 .853 

IP4 .880 .822 

IP5 .888 .810 
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Entrepreneurial Performance 

(EP) 

EP1 .894 .910 

EP2 .894 .906 

EP3 .832 .931 

EP4 .831 .877 

EP5 .863 .882 

 

 

Table 3 Convergent and discriminant validity 

 
C

R 

A

V

E 

M

S

V 

Ma

xR(

H) 

RL 
C

O 

V

C 
OF PA 

In

no 

CT

O 
EP 

M

P 
IP 

I

C 

R

L 

0.9

45 

0.6

82 

0.5

45 
0.946 

0.82

6 
          

C

O 

0.9

33 

0.6

84 

0.4

54 
0.960 

0.65

2*** 

0.82

7 
         

V

C 

0.9

12 

0.6

75 

0.5

38 
0.913 

0.72

9*** 

0.61

1*** 

0.82

2 
        

O

F 

0.9

22 

0.7

04 

0.4

54 
0.924 

0.58

1*** 

0.67

4*** 

0.60

2*** 

0.83

9 
       

P

A 

0.9

03 

0.7

00 

0.3

35 
0.904 

0.57

9*** 

0.55

3*** 

0.55

0*** 

0.48

2*** 

0.83

7 
      

In

n

o 

0.9

05 

0.7

04 

0.4

38 
0.905 

0.64

5*** 

0.56

1*** 

0.60

7*** 

0.46

5*** 

0.43

9*** 

0.83

9 
     

C

T

O 

0.8

78 

0.7

06 

0.5

45 
0.881 

0.73

8*** 

0.60

7*** 

0.68

5*** 

0.51

5*** 

0.50

4*** 

0.66

2*** 

0.84

0 
    

E

P 

0.9

56 

0.8

13 

0.4

38 
0.958 

0.51

4*** 

0.66

1*** 

0.56

7*** 

0.49

5*** 

0.42

7*** 

0.47

9*** 

0.53

0*** 

0.90

2 
   

M

P 

0.9

41 

0.7

63 

0.5

19 
0.943 

0.61

3*** 

0.61

7*** 

0.60

4*** 

0.51

9*** 

0.47

7*** 

0.59

3*** 

0.57

6*** 

0.65

3*** 

0.87

3 
  

IP 
0.9

17 

0.6

87 

0.5

38 
0.917 

0.57

5*** 

0.51

5*** 

0.73

4*** 

0.42

2*** 

0.43

1*** 

0.55

1*** 

0.56

8*** 

0.64

2*** 

0.66

4*** 

0.82

9 
 

I

C 

0.9

38 

0.7

91 

0.5

19 
0.938 

0.60

7*** 

0.56

3*** 

0.60

8*** 

0.47

5*** 

0.44

9*** 

0.56

7*** 

0.52

4*** 

0.61

1*** 

0.72

0*** 

0.64

6*** 

0.8

89 

Note. CR: Composite reliability, AVE: Average variance explained, MSV: Maximum 

shared variance, ASV: Average shared variance. 

 

Table 4 HTMT analysis 

 RL CO VC OF PA Inno CTO EP MP IP IC 

RL            

CO 0.648           



1040 Enhancing SME Performance Through Entrepreneurial Marketing: Evidence From The 

Tourism Industry In Pakistan 
 

VC 0.730 0.624          

OF 0.579 0.672 0.600         

PA 0.580 0.554 0.552 0.477        

Inno 0.646 0.566 0.611 0.461 0.438       

CTO 0.739 0.609 0.688 0.515 0.510 0.662      

EP 0.522 0.665 0.572 0.496 0.431 0.481 0.533     

MP 0.615 0.611 0.609 0.517 0.477 0.595 0.585 0.658    

IP 0.581 0.515 0.735 0.420 0.431 0.553 0.576 0.651 0.668   

IC 0.608 0.561 0.609 0.472 0.448 0.566 0.529 0.613 0.717 0.645  

 

Table 5 Summary of Hypothesis testing  

Hypoth

esis 

Proposed Path Standard

ized 

coefficien

t 

Stand

ard 

Error 

Critic

al 

Ratio 

p-value 

(two-

tailed) 

H1 MP <--- EMO .487 .076 8.248 *** 

H2 IP <--- EMO .561 .088 8.425 *** 

H3 EP <--- EMO .530 .081 8.144 *** 

 

 

Mediation analysis:  

Within our model, the role of IC is that of a mediator. A bias-corrected bootstrapping study 

is conducted using a sample of 2000 bootstrap iterations and a 90% confidence interval to 

investigate the indirect effect that signifies mediation (Preacher & Hayes, 2008). In addition, 

our mediation study demonstrates a strong indirect impact of emotional intelligence (EMO) 

on the performance of small and medium-sized enterprises (SMEs) in the tourism industry 

through the use of information and communication technology (IC). The outcomes of our 

mediation analysis are presented in table 6. Specifically, our research demonstrates that 

emotional intelligence (EMO) has a favourable impact on the performance of small and 

medium-sized enterprises (SMEs) in the tourist industry. This impact is observed both 

directly (β = .602, P < .002) and indirectly (β = .280, P < .004) through the mediating effect 

of intellectual capital (IC). Our study demonstrates that there is a partial mediation between 

emotional intelligence (EMO) and the performance of small and medium-sized enterprises 

(SMEs) in the tourism industry, as the direct influence is still considerable. The results 

provide additional confirmation of the acceptance of our mediation hypotheses (H4).  

 

Table 6 Mediation testing. 

Relationship Direct Effect Indirect effect Total Effect 

 Est. Sig. LLCI ULCI Est. Sig. LLCI ULCI Est. Sig. LLCI ULCI 

EMO → IC 

→ Per 

.602 .002 .642 .777 .280 .004 .156 .396 .882 .005 .791 .963 
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Figure 2 

Structural Model 

 

Discussion of the Findings: 

EMO and Tourism SMEs Performance  

The relationship between EMO and performance of the tourism SMEs is a compelling story 

of innovation and adaptability.The study carried out by Jones and Rowley (2017) and Smith 

et al. (2022) provides valuable insights into the significant impact of EMO on SMEs 

performance.This approach improves their ability to change quickly and think innovatively, 

helping them to design effective marketing strategies that establish a profound connection 

with the audience they are targeting. According to Garcia and Calantone (2022), EMO 

plays an important part in promoting innovation by encouraging SMEs to develop a culture 

of experimentation and adaptation. Furthermore, studies conducted by Roberts et al. (2021) 

and Yang et al. (2022) emphasise the significance of implementing an EMO strategy for 

SMEs. This method empowers tourism SMEs to successfully handle market fluctuations, 

enhancing their ability to adapt and fostering a proactive mindset. 

In this particular context, the study suggests an association between EMO and the MP of 

tourism SMEs) in Pakistan. The results show a strong correlation between the two variables, 

with a beta coefficient of 0.487, which is statistically significant at a level of P<0.001. The 

results suggest that SMEs in the tourism industry can enhance their competitive edge and 

achieve better results by exhibiting a strong inclination to adapt, respond, and manage 

uncertainty. This is particularly relevant in the present age of digital technology, as the 

extensive utilization of online platforms and social media has fundamentally transformed 

the manner in which tourist companies interact with their customers. Utilizing digital 

technologies and online interaction in marketing strategies can significantly enhance 

marketing success by increasing the reach to a broader audience and offering personalized 

experiences. The results are consistent with other studies undertaken by Stone (2019), Patel 

and Kumar (2018), Mathews (2018), and Grey and Silver (2015), all of which have 

demonstrated a strong association between EMO and Marketing Performance.  

 

Moreover, the tourism industry, which is defined by its dynamic and sensitive nature, has 

created a favorable setting for the adoption of EMO approaches. In the present day 

environment of digitization and changing customer demands, innovation has become a 
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crucial factor for SMEs in this field. The relationship between EMO and the capacity to 

produce Innovative Performance in SMEs within the tourism sector has garnered 

significant academic attention. In this context, the H2 of the study suggests that there is a 

robust positive association between EMO and the Innovative Performance of 

tourism SMEs in Pakistan. The study's findings indicate the strong and significant impact 

of EMO on Innovative Performance, with a beta weight of 0.561 at a significance level of 

P<0.001. The results of the current study align with previous research conducted by Lopez 

et al. (2019) and Green and Blue (2008), which emphasize the importance of EMO in 

fostering an environment that encourages innovation. Tourism SMEs may use 

EMO strategies to take advantage of market dynamics and actively seek for opportunities. 

This can result in the creation of innovative initiatives, such as distinctive tour packages 

and immersive travel experiences that utilize augmented reality. 

The travel and tourism sector, renowned for its constantly shifting nature and unique 

challenges, offers a fascinating environment for examining the ideas of EMO. SMEs in this 

area have to deal with the challenges presented by a market that is rapidly changing. The 

influence of EMO on the EP of these businesses is of utmost importance. Within this 

particular setting, the H3 of the study suggested a direct relationship between EMO and EP. 

The findings indicate a strong and highly significant relationship between EMO and EP, 

with a beta weight of 0.530 at a significance level of P<0.001. The findings align with prior 

research conducted by Stone (2021), Patel and Kumar (2020), and Mathews (2020). These 

studies assert that within the tourism industry, EMO provides tourism SMEs with the 

necessary skills to correctly recognize and take advantage on targeted market opportunities 

that cater to specific segments. By encouraging an optimistic mindset and a readiness to 

take calculated risks, efficient EMO can significantly enhance the EP of SMEs in the 

tourism industry of Pakistan. 

 

Innovative Capabilities as a Mediator: 

The results show that Innovative Capabilities partially mediate all the relationship between 

EMO and Performance of tourism SMEs (indirect effect = 0.280, P < .004).  These findings 

are inline with previous studies where  Morgan et al. (2012) have demonstrated a strong 

positive relationship between a firm's innovative capabilities and its profit growth. 

Similarly, investigations by Chang et al. (2010) highlighted the positive mediation of 

innovative capabilities in influencing the linkage between customer relationship 

management (CRM) practices and firm performance. Recent research endeavors by Ju et 

al. (2018) and Khan et al. (2021) have further unraveled that innovative capabilities 

positively mediate the relationship between EM and firm performance. These findings 

reinforce the notion that while EM provides the strategic blueprint, it is the innovative 

capabilities that ensure the effective execution of this strategy, leading to superior 

performance outcomes. 

 

Theoretical Contributions: 

Several studies have shown that smaller businesses, especially those dealing with limited 

resources, unpredictable external factors, and intense competition, can benefit from 

incorporating entrepreneurial principles into their marketing strategies (Morris et al., 2002; 

Sethna et al., 2013; Hisrich and Ramadani, 2017). Inadequate support from the government 

and local authorities during the institutional reform process puts SME at a disadvantage 

and puts them in an uncertain environment (He et al., 2016). SMEs in Pakistan's tourism 

industry must participate in both entrepreneurial-oriented events. Even in tough economic 

times, these activities—which constitute the firm's internal competencies—can help SMEs 

succeed.  

In order to better understand how SMEs in Pakistan's tourist sector grow, the researcher 

developed a conceptual model. The model delves into the relationships between the 

concepts investigated in the study. Figure 2 depicts the conceptual model, which agrees 

with the theoretical framework derived from the literature review. 
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By looking at the larger context, we can see that economic reform and opening-up policies 

let Pakistani tourist enterprises break into the market, which opened up a lot of 

opportunities. There is still a long way to go in Pakistan's tourism industry, even if the 

government has made some steps to improve it in conjunction with the economy. There is 

a dearth of resources and institutions in Pakistan's tourist sector that may help SMEs thrive. 

The ability to get loans and other forms of financial assistance from banks is a prime 

example. Pakistani SMEs have challenges in their marketing efforts due to factors like 

industry regulations, insufficient resources, weak property rights, and financing limits. 

These traits enable Pakistani tourism SMEs to participate in successful EMO activities, 

which in turn encourage entrepreneurial marketing behaviors. As they grow, EMO in 

Pakistani SMEs focuses on the tourist industry happens naturally and organically. All small 

and medium-sized tourism enterprises in Pakistan use the concepts of effective thinking 

when making decisions about their marketing operations, according to the research. The 

actions of these organizations can be better understood in light of these concepts. 

Entrepreneurs in Pakistan's tourist industry often make good use of their resources, 

including their expertise, connections, and knowledge, to create a service or product. 

Afterwards, they take little steps to address consumer comments, attentively watch the 

results, and make revisions as needed until they reach a better solution. As time goes on, 

their emphasis shifts from innovation to customers, and they begin to place a premium on 

providing value to their customers. In order to reduce their exposure to risk, Pakistani 

tourist entrepreneurs assess their financial resources and look for partnerships to share the 

burden. They don't believe in trying to foretell the future and instead use diversification 

strategies to try to affect what happens. Businesses in Pakistan's tourist industry, both large 

and small, stood to benefit from the recent economic shift. In order to seize these chances, 

Pakistani entrepreneurs in the tourism industry used entrepreneurial marketing and 

effective reasoning to make decisions. 

Practical Contributions: 

Environmental contingency theory and EMO research have both benefited greatly from this 

study. Insights and progress in both domains are enhanced by it. The purpose of this 

research is to examine the relationship between EMO and the success of SMEs operating 

in the tourism sector, with a focus on developing economies such as Pakistan. Through this 

invistigation, it establishes how much certain aspects of EMO improve efficiency. 

Although previous research has found a positive relationship between EMO and the success 

of SMEs in developing countries, this study intends to answer the call for additional 

research into this topic made by Adel et al. (2020) and Mahrous et al. (2020). With an 

emphasis on Pakistan, it accomplishes this by validating and expanding upon the findings 

using a number of EMO metrics and several dimensions of performance. Additionally, 

Putri and Salamah (2018) added to environmental contingency theory by stressing how 

external factors can change an organization's culture and structure. The capacity of a 

company to recognise and respond to its external environment is crucial to its performance 

and competitive advantage, as stated in environmental contingency theory (Hatch and 

Cunliffe, 2006). This research adds to the body of knowledge on contingency theory by 

examining the relationship between entrepreneurial management and the performance of 

SMEs in the tourism industry. It finds that environmental uncertainties, such as 

technological turbulence, competitive intensity, and market turbulence, act as moderating 

variables in this relationship. Alqahtani and Uslay's (2020) research highlighted the 

significance of gauging the impact of extraneous factors on the EMO–performance nexus. 

Reason being, an organization's fortunes are greatly affected by its external environment. 

To go a step further, we looked into what Stone (2019) and Patel and Kumar (2018) asked 

for: how does EMO relate to performance in small and medium-sized businesses (Sm Es)? 

We wanted to see if our results were different from what we found in bigger companies. A 

lot of research has focused on big companies when it comes to the link between EMO and 

performance (Alqahtani & Uslay, 2020; Miles & Darroch, 2006), but not as much on SME's 

in the tourism industry (Rodriguez-Perez, 2021; Fernandez-Gonzalez et al., 2019). This 
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study's overarching goal is to compile knowledge by sifting through mountains of survey 

responses from Pakistani tourist SMEs. This strategy is different from earlier research that 

used sparse data collected from a small number of SMEs. 

SMEs also get advantages from EMO approach when it comes to their growth. This 

research demonstrates that tourism SMEs are destined for extinction unless they adopt the 

EMO strategy. This study contributes to the increasing amount of evidence suggesting 

growth-oriented SMEs benefit from EM behaviour, however it is not the initial study to 

support this notion. SMEs can accomplish innovation and growth by utilising the EMO 

behaviour, which combines many traits at the intersection of entrepreneurship and 

marketing. When determining the optimal utilisation of their innovative abilities, 

SMEs should consider the several aspects of EMO that facilitate different advancements. 

SMEs in Pakistan's tourist business must create a conducive climate to encourage creativity 

and originality among their workers. However, this study demonstrated that certain features 

hold greater significance for specific performance measures compared to others. 

 

Research Limitations and Future Directions 

The study does possess several limitations. The paper introduces an EMO framework that 

was used to empirically evaluate seven dimensions. Future research should include the 

utilisation of alternative methodologies to quantify EMO in SMEs across various industries, 

as well as the examination of the framework proposed in this study. Furthermore, the 

relationship between EMO and the performance of SMEs in the tourism industry was 

influenced by the level of uncertainty in the environment. Future research should 

investigate the impact of environmental hostility, complexity, dynamism, and munificence 

on EMO operations in tourism SMEs. This research focuses on the tourist industry in 

Pakistan, specifically the SMEs within this sector. As a result of cultural diversity, SMEs in 

the tourism industry of different countries, especially those in the Middle East, may display 

atypical behaviours. In order to ensure the applicability of the current study paradigm, 

future studies should enhance it by utilising cross-national data and replicating the existing 

findings within the same or various industries.  

The study was conducted using a cross-sectional methodology due to the difficulties in 

collecting data from tourism SMEs and the time constraints of the study. Longitudinal data 

from small enterprises can be complex because of the vulnerability of their survival. 

Therefore, experts recommend that while longitudinal studies offer a broader perspective, 

it is important to gather cross-sectional data from tourism SMEs over a specified time 

frame. This is because growth may occur over a set period and decline afterwards (Dobbs 

& Hamilton, 2007; Shepherd & Wiklund, 2009). Therefore, it is advisable to conduct 

longitudinal growth studies in order to validate these findings (Dobbs & Hamilton, 2007). 
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