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ABSTRACT - REZUMAT

The effect of entrepreneurs’ personality on entrepreneurial marketing in textile sector: the mediating role
of self-efficacy

The study objective is to analyse the effect of big-five entrepreneurs' personality traits on entrepreneurial marketing while
considering the mediating role of self-efficacy. Data were collected through a structured questionnaire; a study of 199
usable questionnaires out of 290 was carried out among young entrepreneurs. Structural equation modelling was used
to test the study hypothesis. The results show a significant relationship between personality traits and entrepreneurial
marketing. Openness, Extroversion, and Agreeableness personality traits are positively linked with entrepreneurial
marketing. The findings also show a positive association between self-efficacy and entrepreneurial marketing. The
current study contributes to the literature by analysing an entrepreneur’s personality characteristics in entrepreneurial
marketing.

Keywords: Big-Five personality traits, entrepreneurial marketing, self-efficacy, non-cognitive skills, entrepreneurship,
textile sector

Influenta personalitatii antreprenorilor asupra marketingului antreprenorial in sectorul textil: rolul de mediere
al autoeficacitatii

Obiectivul studiului este de a analiza influenta celor cinci mari traséturi de personalitate ale antreprenorilor asupra
marketingului antreprenorial, luédnd in considerare rolul de mediere al autoeficacitétii. Datele au fost colectate printr-un
chestionar structurat; un studiu de 199 de chestionare utilizabile dintr-un total de 290 a fost realizat in randul tinerilor
antreprenori. Modelarea ecuatiilor structurale a fost utilizata pentru a testa ipoteza studiului. Rezultatele arata o relatie
semnificativa intre trasaturile de personalitate si marketingul antreprenorial. Deschiderea, extroversia si trasaturile de
personalitate sunt pozitiv legate de marketingul antreprenorial. Constatérile aratd, de asemenea, asocierea pozitiva
dintre autoeficacitate si marketingul antreprenorial. Studiul actual contribuie la literatura de specialitate prin analizarea
caracteristicilor de personalitate ale unui antreprenor in marketingul antreprenorial.

Cuvinte-cheie: Cele cinci mari trdsaturi de personalitate (Big-Five), marketing antreprenorial, autoeficacitate, abilitati

noncognitive, antreprenoriat, sectorul textil

INTRODUCTION

During the past two decades, entrepreneurial mar-
keting has gained significant attention [1], and it
encapsulates the coalition between entrepreneurship
and marketing [2, 3]. Marketing and entrepreneurship
are separately known significant factors for firm per-
formance [4]. Entrepreneurial marketing is an alter-
native approach to traditional marketing because it
requires innovation in marketing tactics [5]. It is found
to offer imperative consequences to the business. In
general, the formulation of entrepreneurial marketing
proved a crucial indicator of firm performance [6].
Entrepreneurial marketing has a significant relation-
ship to competitive advantage, positively affecting
business performance [7, 8].

Past studies have highlighted the need for studies
focusing on the antecedents of entrepreneurial mar-
keting [9]. Moreover, Whalen [10] stated that
entrepreneurial marketing is at the development
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stage and lacks theoretical and empirical support
work. Miles [11] mentioned that entrepreneurial mar-
keting requires theoretical and empirical underlying
mechanisms. Thus, future research is necessary for
the domain of entrepreneurial marketing. The earlier
studies have investigated the relationship of person-
ality traits of small and medium enterprises owner
with entrepreneurial orientation, intentions, and
behaviour; and found a positive nexus among these
variables [12, 13].

The entrepreneur's personality shows a decisive role
in encouraging entrepreneurial intention [14]. Nga &
Shamuganathan [12] explained that personality traits
might affect entrepreneurial desirability. Empirical
findings show that acting as an entrepreneur and
becoming an entrepreneur is a feature of the
entrepreneurial learning process. Both are signifi-
cantly affected by the personality traits of an
entrepreneur [15, 16]. While looking at the various
personality characteristics, the big five personality
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traits have positively influenced entrepreneurial
intention [17]. Other personality traits are also found
to significantly influence the entrepreneur’s innova-
tive and creative actions, other than the big five per-
sonality model. Out of such personality traits, self-
efficacy is one of the most significant traits [18].
Individuals who have greater self-efficacy can imple-
ment a successful strategic plan for their firms [19,
20]. Segal [21] argued that self-efficacy plays a piv-
otal role in entrepreneurial success.

Urban [22] found that entrepreneurs with high self-
efficacy regarding planning and strategies create firm
competitiveness than entrepreneurs with less self-
efficacy. There is a need to find a statistical relation
between Entrepreneurial Self-Efficacy (ESE) and firm
performance. The existing literature shows that this
relationship should exist; a study of self-efficacy is
compelling. Future research should encourage us to
explore its relationship with other variables [23]. Prior
studies have only shown the positive correlation of
self-efficacy with entrepreneurial intention in devel-
oped economies [24]; however, there is more need to
focus on the outcome of self-efficacy in emerging
economies [25].

Moreover, the link between self-efficacy and EM is
also unexplored, thus needing future research on it.
But it is to assume that self-efficacy can play an
essential role in motivating entrepreneurs to adopt
creative and innovative marketing methods (i.e., EM).
The research aims to investigate the impact of an
entrepreneur’s characteristics on entrepreneurial
marketing. The mediating effect of self-efficacy is
rarely studied. There is no such literature to describe
the mediating role of self-efficacy in the nexus of per-
sonal values and entrepreneurial orientation [17].
The manuscript section 2 presents a literature review,
section 3 shows the study methodology, section 4
presents results and section 5 concludes the study.

LITERATURE REVIEW

Personality is the way the individual through which
he/she reacts or interacts with others. Early work on
personality shows some characteristics of individuals
in the form of behaviour, shyness, aggressiveness,
laziness, ambition, and loyal. Whenever these traits
have analysed at a larger scale, then these are called
personality traits of an individual [26]. The social net-
work of individuals leads to more ideas and new ven-
ture startups [27]. The social network involves two
concepts, i.e., strong and weak tie relationships.
Relationship with individuals is called “ties”. A strong
tie relationship occurs between co-workers, friends,
and spouses, while a weak tie relationship occurs
between casual acquaintances, and these are
unusual interactions. According to the research, an
individual with a weak tie relationship generates new
ideas for business while a strong tie relationship
evolves around the ideas [28].
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Openness to experience and entrepreneurial
marketing

Schumpeter [29] described that entrepreneurs are
creative and innovative people. In past studies, open-
ness was a significant factor in discovering the
entrepreneurship and personality relationship [30].
Openness to experience is a pivotal factor for
entrepreneurs because it helps to identify
entrepreneurial opportunities. Entrepreneurs recog-
nize the opportunities and transform opportunities
into business. Alvarez & Barney [31] stated that
entrepreneurs are different from non-entrepreneurs
because they are more insightful in identifying oppor-
tunities, so they are considered greater possible
chances to succeed. For new opportunities, a new
idea is compulsory [32]. Openness to experience is a
personality trait that describes the individual discov-
ery of new ideas, creativity, imagination, and uncon-
ventional thoughts. A study conducted by Sahinidis
[33] reveals entrepreneurs scoring high in openness
to experience exhibit positive entrepreneurial orienta-
tion. As a result, the Big Five personality characteris-
tic (i.e., High openness to experience) is positively
related to entrepreneurial marketing activities [34].
Openness to experience led entrepreneurs to trans-
late entrepreneurial activities into firms' immediate
success. Indeed, this personality attribute forms the
core ftrait, influencing the entrepreneur's strategic
choices, and significantly boosting the firm’s perfor-
mance [35]. Hence, the hypothesis prepared based
on previous studies concludes

H1: The openness to experience factor will positively
relate to Entrepreneurial Marketing.

Consciousness and entrepreneurial marketing

Conscientious people are efficient, organized, respon-
sible, dependable, and practical [36]. Entrepreneurs
tend to be accountable for decisions; they believe in
reliable results than repetitive or routine work.
Entrepreneurs gain a high score on the need for
achievement, which is observed as a trait of consci-
entiousness. Conscientiousness shows a leading
relationship with entrepreneurship despite other per-
sonality factors [37]. As defined earlier, entrepreneurs
are organized and systemized, so they go for weak
ties and find necessary ventures. This personality
attribute explains individual competency and confi-
dence in demonstrating control over the work disci-
pline and social networks. Consciousness is a domi-
nant personality trait affecting entrepreneurial
activities. It makes entrepreneurs experience suc-
cessful business ventures [35], thereby taking advan-
tage of strategic business opportunities. Therefore, a
recent study marks consciousness as a significant
dimension of the Big Five personality model, leading
to effective business performance.

However, entrepreneurs argue, consciousness forms
a unique feature for achieving entrepreneurial suc-
cess [2]. This dominant attribute plays an integral role
in fostering entrepreneurial activities by adopting
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effective marketing practices [38]. Hence, our find-
ings conclude

H2: The Consciousness factor is positively related to
Entrepreneurial Marketing.

Extroversion and entrepreneurial marketing

Extravert inclined to be assertive, active, bold, and
energetic. Extraversion shows the best match with a
good leader and contributes to achieving an organi-
zation's long-term goals [39]. Entrepreneurs can be
found high scores on extraversion [40]. Due to
extravert, entrepreneurs get more ideas from their
surroundings and use them for the business's suc-
cessful operation. Individuals high on extraversion
are socially active, energetic, and confident.
However, in line with the mentioned personal traits,
entrepreneurs are expected to possess these char-
acteristics for performing efficient marketing prac-
tices [41]. Moreover, to embark on a new business
venture, extraversion regulates business functions by
actively performing entrepreneurial activities [2].
Extraversion has an immediate impact on a firm busi-
ness performance. Therefore, high social stability
encourages entrepreneurs to practice relationship
marketing during business ventures [38]. Hence, the
finding states

H3: The extraversion factor will be positively related
to Entrepreneurial Marketing.

Agreeableness and entrepreneurial marketing

Goldberg [36] described two sides of agreeableness
factors; one side is that entrepreneurs act as cooper-
ative, helpful, friendly, and trustful, while on the other
hand, they can be cold, disagreeable, harsh, and
rude. Kets de Vries [42] described that entrepreneurs
are passionate and achievement-oriented, so they
found more opportunities for their firms. Most
entrepreneurs will make weak ties and relationships
and will identify more opportunities. Agreeableness is
a dimension that describes individual behaviour
towards others. These individuals demonstrate sym-
pathy, trustworthiness, show cooperation, and con-
cern for others. Franco & Prata [41] reveal that the
agreeableness personality trait makes entrepreneurs
efficiently manage business activities. These traits
are widely in need in the entrepreneurial world of
environmental vulnerability. Hence, the research
shows that this personality trait helps entrepreneurs
translate their behaviour into positive actions [43],
thus achieving competitive advantage by adopting
effective entrepreneurial marketing [44]. Therefore,
previous studies conclude the following hypothesis
H4: The agreeableness factor will be positively relat-
ed to Entrepreneurial Marketing

Neuroticism and entrepreneurial marketing

Emotion stability is a pivotal trait for individual
achievement [45], and neuroticism is the reverse of
emotional stability, which causes a negative associa-
tion with entrepreneurship. Singh & DeNoble [30] dis-
covered a negative relationship between neuroticism

industria textila

EI

and entrepreneurship. Goldberg [36] found a negative
association between neuroticism and entrepreneur-
ship. Entrepreneurs are the persons who look annoy-
ing and uncontrollable due to their provocative ideas
and actions. Entrepreneurs who only interact with
their friends and co-workers failed to learn stress
control skills and possess less self-confidence
toward any act. This trait causes barriers for
entrepreneurs toward innovation and opportunity
recognition. Regardless of the undivided attention,
emotional stability is essential for entrepreneurs.
Neurotic individuals tend to experience anxiety and
stress, potentially lacking the courage for establish-
ing social interactions. According to Franco & Prata
[41], neuroticism negatively relates to entrepreneuri-
al business performance. Therefore, the result shows
that the insignificant correlation of business practices
with neuroticism affects entrepreneurial activities and
business performance [46]. However, based on pre-
vious findings, the following hypothesis is prepared
H5: The neuroticism will be negatively associated
with Entrepreneurial Marketing.

Personality traits related to entrepreneurial
self-efficacy

Self-efficacy refers to the belief in one’s ability to per-
form some tasks in life [18]. According to Bandura
[18], individuals with a high level of self-efficacy tend
to perform challenging goals and show positive
behaviour toward a problematic situation. In addition,
earlier studies showed a positive nexus of self-effica-
cy with job performance and work satisfaction [47].
Self-efficacy is an individual belief about accomplish-
ing a specific task [48]. Primarily, entrepreneurial self-
efficacy produces positive results for entrepreneurial
ventures. Consequently, it is essential to understand
the outcome of displaying high-level ESE while also
recording the adverse effects of low self-efficacy.
Entrepreneurship research shows that general self-
efficacy positively relates to the intent to start a busi-
ness [49]. These researches show that self-efficacy
can motivate individuals to overcome the difficulties
of starting a new venture. Entrepreneurial self-effica-
cy is specific to self-efficacy in entrepreneurship,
which requires innovation. Prior studies showed that
personality traits have a positive relationship with
self-efficacy. For example, Openness to experience
[50], Consciousness [51], Agreeableness [52],
Extraversion [53] and emotional stability have a sig-
nificant association with self-efficacy respectively
[51]. Interpersonal relationships are positively associ-
ated with self-efficacy in high school students [54].
H6: Personality Traits are positively related to
entrepreneurial self-efficacy.

Entrepreneurial self-efficacy and entrepreneurial
marketing

Existing literature shows the studies that have been
conducted on entrepreneurial motivation, in which
self-efficacy plays an explanatory variable. Bandura
[18] makes a significant contribution to psychology,
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Fig. 1. Theoretical framework

and after that, self-efficacy becomes the major stud-
ied topic. Self-efficacy is described as how individu-
als believe in their capabilities toward motivation and
behaviour toward a particular task [18]. In previous
study views, self-efficacy has been used as a moti-
vational variable toward entrepreneurs. Bandura &
Ramachaudran [55] examined people with a high level
of self-efficacy to people with a low level of self-effi-
cacy. Individuals with high self-efficacy are more con-
fident in problematic situations, see the situation as
challenging tasks, and be committed to achieving it.

Early studies show that self-efficacy was significantly
associated with the entrepreneurial intention [56].
Some other authors have found a positive relation-
ship between self-efficacy and entrepreneurial inten-
tions [24]. Markman [49] said that the sense of
self-efficacy is higher in entrepreneurs despite non-
entrepreneurs. Self-efficacy involves greater control
to motivate entrepreneurs [57].

H7: Self-efficacy mediates the nexus of the
entrepreneur’s characteristics and entrepreneurial
marketing, where the relationship of each personality
dimension is explained/mediated by self-efficacy
(H7a-H7e).

H7(a): Self-efficacy mediates between openness to
experience and entrepreneurial marketing.

H7(b): Self-efficacy mediates between agreeableness
and entrepreneurial marketing

H7(c): Self-efficacy mediates between extroversion
and entrepreneurial marketing

H7(d): Self-efficacy mediates between conscious-
ness and entrepreneurial marketing

H7(e): Self-efficacy mediates between neuroticism
and entrepreneurial marketing

METHODOLOGY

This study has adopted quantitative research meth-
ods, and it involves analysing the numerical data and
generalising the result. The study's target population
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covers young entrepreneurs (who have started a tex-
tile business for the first time). There was no source
available that may determine the population's size;
therefore, the research uses non-probability sam-
pling (as the unknown population frame may hamper
the adoption of probability sampling). The research
questionnaire was distributed among young
entrepreneurs in the city of Lahore and Islamabad
(Pakistan). The size sample was comprised, of 199
respondents from different sectors. Data was collect-
ed at two different times from the same respondents
to avoid biases. Data was collected through a self-
administered structured questionnaire.

Study measures

This study uses a questionnaire to gather the data
because it is the main source collect the primary
data. The questionnaire was based on close-ended
questions. These questions were measured on
5-point Likert scales structured from “Strongly Agree”
to “Strongly Disagree.” The 10-item version mea-
sured personality, BFI-10 scale, developed by
Rammstedt & John [58] on 5 points Likert scale.
Self-efficacy was measured by 4 item scale by Zhao
[59] on 3 points Likert scale, which included from no-
confidence to complete confidence. A 42-item scale
developed by Becherer [7] was used on 5 points
Likert scale to measure entrepreneurial marketing.

RESULTS

Table 1 represents the respondents' profile; it covers
gender, age, qualification and family business expe-
rience. As shown in the table, the study's respon-
dents were both male (159) and female (40), and
most of them were below 30 years of age and young
entrepreneurs. Entrepreneurs holding a university
degree except for 26 respondents. Any family experi-
ence did not back the business start-up and back-
ground, as 94.4% of the entrepreneurs had no family
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Table 1

DEMOGRAPHICS OF RESPONDENTS Extroversion
Variable Frequency Perc;s/;tage Neurotecism
Gend Male 159 84.684 Agreeableness
ender
Female 40 16.317
Less than 30 96 48.241 Consciousness
Age 31-35 67 33.668
Openess
36-40 36 18.090 peness
College 26 13.065
S diploma
Qualification Universit
niversity 173 88.934
degree
Family Yes 1 5527
entrepreneurial
venturing No 188 94.472

background or entrepreneurship experience. These
results highlight the characteristics of the study sam-
ple, which could be believed to be a young group with
no entrepreneurial experience in the past. Thus, the
business venture would be their first entrepreneurial
effort.

Hypotheses testing (Path analysis through SEM)

After establishing the measurement model where
CFA and validity assessment was carried out, a
structural model was used to test the hypothesized
relations. The structural model obtained goodness
measures as the fitness indices met the criteria and
stood well with fitness requirements. The model fit is
regarded well when DF < 3, CFI equal or near to 1,
RMSEA < 0.06 and SRMR < 0.08 [60]). Results illus-
trated a good model fit, with DF = 2.457, CFI = 0.90,
RMSEA = 0.004 and SRMR = 0.004 (table 2).

Path analysis results are shown in figure 2 and
table 3 highlight that all the independent variables had
a significant effect on both mediators and dependent
variables of the study. For instance, openness to

Fig. 2. Path analysis

experiences significantly influenced entrepreneurial
marketing (8=0.39, p<0.001). Similarly, conscious-
ness predicted entrepreneurial marketing (B=0.15,
p<0.074), thus showing that the study could not
prove the hypothesized relationship between con-
sciousness and entrepreneurial marketing. These
results thus supported our hypotheses (H1-HG6),
except for H2 and H5. Where direct relation was
assumed between personality traits, self-efficacy,
and entrepreneurial marketing

Mediation analysis

After assessing the direct paths, indirect paths for
mediation were also tested using SEM. Each person-
ality type is independently tested as the predictor,
both directly and through the mediator's influence. It
was hypothesized in H7 (a—e) that personality traits
could predict entrepreneurial marketing through self-
efficacy. Firstly, openness to experience, extrover-
sion, and agreeableness are found to be partially pre-
dicted by self-efficacy. Secondly, consciousness is
found to be fully mediated by self-efficacy. In con-
trast, neuroticism is not related to the criterion vari-
able, and thus could not meet the mediation require-
ments (table 4).

Table 2
MODEL FIT SUMMARY FOR HYPOTHESIZED STRUCTURAL MODEL
Model CMIN/DF RMR GFI AGFI PGFI CFI RMSEA PCLOSE
Hypothesized 2.457 0.004 0.920 0.899 0.067 0.90 0.004 0.412
Table 3
HYPOTHESIZED RELATIONS
Hypotheses Path Beta P Result
H1 Openness — Entrepreneurial Marketing 0.39 0.000 Supported
H2 Consciousness — Entrepreneurial Marketing 0.15 0.074 Not-Supported
H3 Extroversion — Entrepreneurial Marketing 0.22 0.000 Supported
H4 Agreeableness — Entrepreneurial Marketing 0.21 0.05 Supported
H5 Neuroticism — Entrepreneurial Marketing 0.14 0.125 Not-Supported
H6 Self-efficacy — Entrepreneurial Marketing 0.53 0.000 Supported
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Table 4

MEDIATION ANALYSIS
Hypotheses Path B P Results Mediation
Openness to experience — self-efficacy — EM

OE-EM 0.39 0.000

H7a OE-SE 0.28 0.05 Supported Partial
SE-EM 0.53 0.000

Consciousness — self-efficacy — EM
Cons — EM 0.15 0.074
H7b Cons — SE 0.16 0.05 Supported Full mediation
SE - EM 0.53 0.000
Extroversion — self-efficacy — EM

Extro — EM 0.22 0.000

H7c Extro — SE 0.25 0.000 Supported Partial
SE - EM 0.53 0.000

Agreeableness — self-efficacy — EM

Agree — EM 0.21 0.000

H7d Agree — SE 0.35 0.000 Supported Partial
SE - EM 0.53 0.000

Neuroticism — self-efficacy — EM
Neuro — EM 0.14 0.125
H7e Neuro — SE 0.08 0.105 Not-supported No mediation

SE - EM 0.53 0.000

CONCLUSION

The study results show entrepreneurial marketing
directly and positively influences outcomes related to
owner-operated SMEs. Openness, Extroversion,
and Agreeableness are positively related to
entrepreneurial marketing, while consciousness and
neuroticism are not showing a relationship with
entrepreneurial marketing. Self-efficacy is also posi-
tively mediating between the relationship between
personality traits and entrepreneurial marketing. The

use of entrepreneurial marketing in an SME can per-
sonally affect goal achievement for an entrepreneur
and the company. Entrepreneurial marketing also
helps to create a strong company by building a good
employee base and culture of innovation that can
respond to problems and positively support both cus-
tomers and employees. While all personality traits do
not relate to entrepreneurial marketing, this research
shows that alone or in combination, entrepreneurial
marketing shows positive outcomes.

REFERENCES

[1] Kraus, S., Filser, M., Eggers, F., Hills, G.E., Hultman, C.M., The entrepreneurial marketing domain: A citation and
co-citation analysis, In: Journal of Research in Marketing and Entrepreneurship, 2012

[2] Sarwoko, E., Nurfarida, |., Entrepreneurial marketing: between entrepreneurial personality traits and business
performance, In: Entrep. Bus. Econ. Rev., 2021, 9, 2, 105-118

[3] Morris, M.H., Schindehutte, M., LaForge, R.W., Entrepreneurial Marketing: A Construct for Integrating Emerging
Entrepreneurship and Marketing Perspectives, In: J. Mark. Theory Pract., 2002

[4] Krisjanous, J., Carruthers, J., Walking on the light side: Investigating the world of ghost tour operators and
entrepreneurial marketing, In: Qual. Mark. Res. An Int. J., 2018

[5] Abdul Rahim, H., Ab. Wahab, K., Saad, A., The Shift from Traditional Marketing to Entrepreneurial Marketing
Practices: A Literature Review, In: Bus. Manag. Stud., 2015

[6] Davari, A., Eshghi, N., Akhavan, M., Ghorbani, E., Investigating the Effect of Entrepreneurial Marketing Dimensions
on Innovative Performance in SMEs-Case Study: Guilan Science and Technology Incubator, In: J. Adm. Manag.

Educ. Train., 2016, 12, 3, 567-575

[7] Becherer, R.C., Helms, M.M., McDonald, J.P., The effect of entrepreneurial marketing on outcome goals in SMEs,

In: New Engl. J. Entrep., 2012, 15,1, 3

[8] Olannye, A.P., Edward, E., The dimension of entrepreneurial marketing on the performance of fast food restaurants
in Asaba, Delta State, Nigeria, In: J. Emerg. Trends Econ. Manag. Sci., 2016, 7, 3, 137—-146

[9] Yang, M., Gabrielsson, P., Entrepreneurial marketing of international high-tech business-to-business new ventures:
A decision-making process perspective, In: Ind. Mark. Manag., 2017

industria textila

EI

2023. vol. 74. no. 2




[10] Whalen, P., et al., Anatomy of competitive advantage: towards a contingency theory of entrepreneurial marketing,
In: J. Strateg. Mark., 2016

[11] Miles, M., Gilmore, A., Harrigan, P., Lewis, G., Sethna, Z., Exploring entrepreneurial marketing, In: J. Strateg. Mark.,
2015

[12] Nga, J.K.H., Shamuganathan, G., The influence of personality traits and demographic factors on social
entrepreneurship start up intentions, In: J. Bus. Ethics, 2010, 95, 2, 259-282

[13] Marcati, A., Guido, G., Peluso, A.M., The role of SME entrepreneurs’ innovativeness and personality in the adoption
of innovations, In: Res. Policy, 2008, 37, 9, 1579-1590

[14] Karabulut, A.T., Personality traits on entrepreneurial intention, In: Procedia-Social Behav. Sci., 2016, 229, 12-21

[15] Littunen, H., Entrepreneurship and the characteristics of the entrepreneurial personality, In: Int. J. Entrep. Behav.
Res., 2000

[16] Bachmann, J.-T., Ohlies, |., Flatten, T., Effects of entrepreneurial marketing on new ventures’ exploitative and
exploratory innovation: The moderating role of competitive intensity and firm size, In: Ind. Mark. Manag., 2021, 92,
87-100

[17] Alam, S.S., Mohd, R., Kamaruddin, B.H., Nor, N.G.M., Personal values and entrepreneurial orientations in Malay
entrepreneurs in Malaysia, In: Int. J. Commer. Manag., 2015

[18] Bandura, A., Self-efficacy: toward a unifying theory of behavioural change, In: Psychol. Rev., 1977, 84, 2, 191

[19] Forbes, D.P., The effects of strategic decision making on entrepreneurial self-efficacy, In: Entrep. theory Pract.,
2005, 29, 5, 599-626

[20] Prihadini, D., Role of Entrepreneurial Marketing in increasing product innovation during a pandemic: A Case Study
on MSMEs managed by students in Jakarta, In: Tech. Soc. Sci. J., 2021, 24, 468

[21] Segal, G., Borgia, D., Schoenfeld, J., The motivation to become an entrepreneur, In: Int. J. Entrep. Behav. Res.,
2005

[22] Urban, B., Tracking the venture creation phases in terms of entrepreneurial self-efficacy: Links to competitiveness
of South African ventures, In: South African J. Econ. Manag. Sci., 2012, 15, 4, 352-366

[23] McGee, J.E., Peterson, M., The long-term impact of entrepreneurial self-efficacy and entrepreneurial orientation on
venture performance, In: J. Small Bus. Manag., 2019, 57, 3, 720-737

[24] Utami, C.W., Attitude, subjective norm, perceived behaviour, entrepreneurship education and self-efficacy toward
entrepreneurial intention university student in Indonesia, 2017

[25] Farrukh, M., Khan, A.A., Khan, M.S., Ramzani, S.R., Soladoye, B.S.A., Entrepreneurial intentions: the role of family
factors, personality traits and self-efficacy, In: World J. Entrep. Manag. Sustain. Dev., 2017

[26] Buss, A.H., Personality as traits, In: Am. Psychol., 1989, 44, 11, 1378

[27] Audretsch, D.B., Bonte, W., Keilbach, M., Entrepreneurship capital and its impact on knowledge diffusion and
economic performance, In: J. Bus. Ventur., 2008, 23, 6, 687—698

[28] Zhao, H., Seibert, S.E., Lumpkin, G.T., The relationship of personality to entrepreneurial intentions and
performance: A meta-analytic review, In: J. Manage., 2010, 36, 2, 381-404

[29] Schumpeter, J., The theory of economic development. Harvard Economic Studies. Vol. XLVI, Cambridge, MA:
Harvard University Press, 1911

[30] Singh, G, DeNoble, A., Views on self-employment and personality: An exploratory study, In: J. Dev. Entrep., 2003,
8, 3, 265

[31] Alvarez, S.A., Barney, J.B., Discovery and creation: Alternative theories of entrepreneurial action, In: Strateg.
Entrep. J., 2007, 1, 1-2, 11-26

[32] Sarasvathy, S.D., Dew, N., Velamuri, N.R., Venkataraman, S., Three views of entrepreneurial opportunity,
Handbook of Entrepreneurship Research, Springer, 2003, 141-160

[33] Sahinidis, A.G., Stavroulakis, D., Kossieri, E., Sdrolias, L., Using the Theory of Planned Behaviour and the Big Five
Personality Trait Model in Predicting Entrepreneurial Intention: A Comparison Study of the Two Models, Strategic
Innovative Marketing and Tourism, Springer, 2019, 245-251

[34] Fritsch, M., Obschonka, M., Wyrwich, M., Gosling, S.D., Rentfrow, P.J., Potter, J., Regionale Untgrschiede der
Verteilung von Personen mit unternehmerischem Persénlichkeitsprofil in Deutschland—ein Uberblick, In:
Raumforsch. und Raumordnung| Spat. Res. Plan., 2018, 76, 1, 65-81

[35] Hachana, R., Berraies, S., Ftiti, Z., Identifying personality traits associated with entrepreneurial success: does
gender matter?, In: J. Innov. Econ. Manag., 2018, 3, 169-193

[36] Goldberg, L.R., An alternative "description of personality": the big-five factor structure., In: J. Pers. Soc. Psychol.,
1990, 59, 6, 1216

[37] Zhao, H., Seibert, S.E., The big five personality dimensions and entrepreneurial status: A meta-analytical review,
In: J. Appl. Psychol., 2006, 91, 2, 259

[38] Caliskan, A., Applying the right relationship marketing strategy through big five personality traits, In: J. Relatsh.
Mark., 2019, 18, 3, 196-215

[39] Zadel, A., Impact of personality and emotional intelligence on successful training in competences, In: Manag. Glob.
Transitions, 2006, 4, 4, 363-376

[40] Howard, P.J., Howard, J.M., The Big Five Quickstart: An Introduction to the Five-Factor Model of Personality for
Human Resource Professionals, 1995

industria textila 236' 2023. vol. 74. no. 2



[41] Franco, M., Prata, M., Influence of the individual characteristics and personality traits of the founder on the
performance of family SMEs, In: Eur. J. Int. Manag., 2019, 13, 1, 41-68

[42] Kets de Vries, M.F.R., The dark side of entrepreneurship, In: Harv. Bus. Rev., 1985, 63, 6, 160-167

[43] Fard, M.H., Amiri, N.S., The effect of entrepreneurial marketing on halal food SMEs performance, In: J. Islam.
Mark., 2018

[44] Mansion, S.E., Bausch, A., Intangible assets and SMESs’ export behaviour: a meta-analytical perspective, In: Small
Bus. Econ., 2020, 55, 3, 727-760

[45] Baum, J.R., Frese, M., Baron, R.A., Born to be an entrepreneur? Revisiting the personality approach to
entrepreneurship, The psychology of entrepreneurship, Psychology Press, 2014, 73-98

[46] Kraus, S., Berchtold, J., Palmer, C., Filser, M., Entrepreneurial orientation: the dark triad of executive personality,
In: J. Promot. Manag., 2018, 24, 5, 715-735

[47] Dormann, C., Fay, D., Zapf, D., Frese, M., A state-trait analysis of job satisfaction: on the effect of core
self-evaluations, In: Appl. Psychol., 2006, 55, 1, 27-51

[48] Stroe, S., Parida, V., Wincent, J., Effectuation or causation: An fsQCA analysis of entrepreneurial passion, risk
perception, and self-efficacy, In: J. Bus. Res., 2018, 89, 265-272

[49] Markman, G.D., Balkin, D.B., Baron, R.A., Inventors and new venture formation: The effects of general self—efficacy
and regretful thinking, In: Entrep. Theory Pract., 2002, 27, 2, 149-165

[50] Wang, J.-H., Chang, C.-C., Yao, S.-N., Liang, C., The contribution of self-efficacy to the relationship between
personality traits and entrepreneurial intention, In: High. Educ., 2016, 72, 2, 209-224

[51] Karwowski, M., Lebuda, I., Wisniewska, E., Gralewski, J., Big five personality traits as the predictors of creative
self-efficacy and creative personal identity: Does gender matter?, In: J. Creat. Behav., 2013, 47, 3, 215-232

[52] Nauta, M.M., Self-efficacy as a mediator of the relationships between personality factors and career interests, In:
J. Career Assess., 2004, 12, 4, 381-394

[53] Tams, S., Self-directed social learning: the role of individual differences, In: J. Manag. Dev., 2008

[54] Wang, D.F., Cui, H., The Chinese personality traits: interpersonal relationship, In: Psychol Explor, 2008, 4, 41-45

[55] Bandura, A., Ramachaudran, V.S., Encyclopedia of human behaviour, In: New York Acad. Press, 1994, 4, 71-81

[56] Mei, H., Ma, Z., Jiao, S., Chen, X., Lv, X., Zhan, Z., The sustainable personality in entrepreneurship: the relationship
between big six personality, entrepreneurial self-efficacy, and entrepreneurial intention in the Chinese context,
Sustainability, 2017, 9, 9, 1649

[57] Markman, G.D., Baron, R.A., Balkin, D.B., Are perseverance and self-efficacy costless? Assessing entrepreneurs’
regretful thinking, In: J. Organ. Behauv. Int. J. Ind. Occup. Organ. Psychol. Behav., 2005, 26, 1, 1-19

[58] Rammstedt, B., John, O.P., Measuring personality in one minute or less: A 10-item short version of the Big Five
Inventory in English and German, In: J. Res. Pers., 2007, 41, 1, 203-212

[59] Zhao, H., Seibert, S.E., Hills, GE., The mediating role of self-efficacy in the development of entrepreneurial
intentions, In: J. Appl. Psychol., 2005, 90, 6, 1265

[60] Nunnally, J., Barnette, J.J., Peter, J.P., Reliability: A review of psychometric basics and recent marketing practices,
In: J. Mark. Res., 1978, 16, 1, 6-17

Authors:

MUDDASSAR SARFRAZ', MUHAMMAD IBRAHIM ABDULLAHZ2, NAJAF MUMTAZZ,
SYED IBN-UL-HASSANS, ILKNUR OZTURK*

1School of Management, Zhejiang Shuren University, 310015 Hangzhou, China

2Department of Management Sciences, COMSATS University Islamabad — Lahore Campus, Lahore, Punjab, Pakistan
e-mail: najafmumtazjanjua@gmail.com

3Department of Commerce & Business, Government College University Faisalabad, Layyah Campus, Pakistan
e-mail: ibnulhassan_bukhari@yahoo.com

4Faculty of Economics, Administrative and Social Sciences, Nisantasi University, Istanbul, Turkey
e-mail: ilknur.ozturk@nisantasi.edu.tr

Corresponding authors:

MUDDASSAR SARFRAZ
e-mail: muddassar.sarfraz@gmail.com

MUHAMMAD IBRAHIM ABDULLAH
e-mail: miabdullah@cuilahore.edu.pk

industria textila 237' 2023. vol. 74. no. 2






