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Abstract
The purpose of this paper is to explore the relationship between entrepreneurial marketing
(EM) and performance indicators namely; service quality, competition, costs reduction and
customer satisfaction in Jordanian hotels. A stratified sample of 28 hotels which are located in
the most touristic cities in Jordan: Amman, Petra, Aqaba and Dead Sea are selected to answer
a questionnaire by their marketing managers. The results showed that there is a strong
positive relationship between the entrepreneurial marketing and the performance indicators in
Jordanian hotels.
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1. Introduction
Hotel business is one of the important sectors of an economy; this sector is highly influenced
by the rapid changes in the external environment, especially demographic, economic, and
technological forces. These changes are prominent and are affecting the way hotels do
marketing in order to meet the increasing wants and demands of the customers (Morrison and
Taylor 2000). The continuous increase of population activities has led to increase in demand
by clients; this resulted in an increase of the investment in this sector. However, it is
becoming very difficult now to increase individual market share by adhering to conventional
marketing methods. Hotel managers are working hard to improve their performance by
widening the base activities and raise its market share by utilizing the technological
revolution and the innovative marketing methods. This study is dealing with entrepreneurial
marketing elements as a key to develop Jordanian hotel industry.
Tourism is one of Jordan GNP pillars; it is a main contributor to the hotel industry
development. Lately, Jordan has witnessed great expansion of investments in constructing
luxurious world class hotels in Amman, Aqaba, Petra and the Dead Sea. There is no doubt
that the drop in the numbers of tourists has a negative effect on hotel industry especially after
the 2011 financial crisis accompanied by the political unrest in the neighboring countries of
the middle east, some hotels are looking for adopting entrepreneurial marketing approaches
to meet potential challenges and obstacles in the surrounding environment in their struggle to
survive in these conditions (Wikipedia, the free encyclopedia).
2. Literature Review
2.1 Entrepreneurial orientation
The importance of entrepreneurial activity for economic growth has been emphasized by the
economist Joseph Schumpeter (1942) through "creative destruction". He labeled creative
destruction the essential fact of capitalism, moving in a dynamic way to generate new
markets, new consumer goods, new production methods, or new forms of industrial
organization that advance the economy. Miller (1983) appears to offer the earliest
operationalization of the entrepreneurial orientation. According to Miller an entrepreneurial
firm is one that engages in product-market innovation, undertakes somewhat risky ventures
and is first to come up with proactive innovations, beating competitors to the punch. So
Entrepreneurial organizations are those in which particular behavioral patterns are recurring.
These patterns pervade the organization at all levels and reflect the top managers' overall
strategic philosophy on effective management practice. In other words entrepreneurial
posture is a behavioral phenomenon; it can be managed and used in many management fields.
EO is a firm-level construct that is closely linked to strategic management and the strategic
decision making process. Lumpkin and Dess 1996 have gone a long way toward helping to
define the five dimensions of an entrepreneurial orientation; autonomy, innovativeness, risk
taking, proactiveness, and competitive aggressiveness have been useful for characterizing and
distinguishing key entrepreneurial processes.
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2.2 Entrepreneurial marketing
Entrepreneurial marketing is considered a recent concept because it has evolved over more
than two decades and there is no integrated analysis or comprehensive theory of
entrepreneurial marketing. The term entrepreneurial marketing describes the marketing
processes of firms pursuing opportunities in uncertain market circumstances, often under
constrained resource conditions (Becherer et al., 2006). Many of the actions undertaken by
entrepreneurs are key concepts in marketing theory, in which identifying new opportunities,
using innovative techniques to link the product or service to the marketplace and successfully
satisfy the needs of the target market, taking into consideration the fact of working in a
changing environment. Morris et al. (2002) explored the construct of entrepreneurial
marketing and suggest that it is "the proactive identification and exploitation of opportunities
for acquiring and retaining profitable customers through innovative approaches to risk
management, resource leveraging value creation", in other words, they link between
entrepreneurial orientation dimensions that are mentioned by (Lumpkin and Dess 1996) and
marketing identity. Collinson and Shaw (2001) described entrepreneurial marketing as
responsiveness to the marketplace and a seemingly intuitive ability to anticipate changes in
customer demands. An anticipation change is the core activity of the entrepreneur because he
takes advantages of collecting market information from his/her networks relationships with
minimum financial resources and restrictions on the time available to engage in market
research. They see the intersection between marketing and entrepreneurship lies on the
change focused, opportunistic in nature and innovative in management approach. Miles and
Darroch (2006) specified seven elements of entrepreneurial marketing; customer intensity,
value creation, resource leveraging, risk management, innovation, and opportunity – driven
and proactive. Mort, Weerawardena and Liesh (2012) presented some advances identifying
four key strategies of entrepreneurial marketing as comprising opportunity creation, customer
intimacy-based innovative products, resource enhancement and legitimacy. These core
strategies of entrepreneurial marketing are identified by mapping to enhanced performance.
Morrish (2011) considered entrepreneurial marketing as a strategy for the twenty-first century
because it plays a role in addressing the dynamic marketing environment of recent times
where both the entrepreneur and the customer are the core actors, co-creating value within the
marketing environment, for that reason organizations engaging in entrepreneurial marketing
need to be both customer and entrepreneur centric in their strategic approaches.
2.3 Entrepreneurial marketing and performance
Miller (1983); Covin and Slevin (1991); Covin and Miles (1999) are considered the earliest
researchers who identified entrepreneurship as a strategy to create competitive advantage.
Entrepreneurial activity will result in positive macroeconomic outcomes and can lead to
improved performance in established organizations.
In entrepreneurship literature,
entrepreneurial orientation has been found to have a positive impact on firm performance
(e.g., Covin and Slevin, 1991; Smart and Conant, 1994; Wiklund, 1999). Improved
performance could be defined in terms of a wide variety of organizational effectiveness
criteria. A firm's economic performance is generally acknowledged to have two primary
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dimensions; growth and profitability. Covin and Slevin (1991) proposed a positive
association between the entrepreneurial posture of a firm and its financial performance. The
prospect of favorable ratings on financial criteria such as sales growth rate, return on assets
and the profit to sales ratio must be regarded as a key reason why firms engage in
entrepreneurial behavior. Zahra (1993) mentioned several possible non-financial outcomes:
increasing employee motivation and task involvement; keeping the firm's best and most
talented people who might have left for lack of opportunities; and creating a positive culture
that encourages the integration of employee and organizational needs. Kraus, et al., (2005)
found a significant relationship between the psychological construct entrepreneurial
orientation and business success. Morris et al., (2002) study can be considered the first
attempt to link between EM and performance outcomes. EM practices are expected to affect
both financial and non-financial outcomes. EM should generally produce higher rates of new
product, service and process introduction; a more customer-centric culture; customers who
are more desirable, loyal, and satisfied; greater generation of new and value-enhanced
resources. However, the literature has not advanced beyond to empirical work aimed at
investigating the specific EM strategies that enhance performance. Miles and Darroch (2006)
suggested that, markets which have enough freedom entrepreneurial marketing processes can
be strategically employed to create superior value for the firm's customers and owners. Mort,
Weerawardena and Liesh (2012) study demonstrated that born global firms make extensive
use of EM and that EM is implicated in their enhanced performance outcomes; speed of
market entry and rapid internationalization.
3. Research Model and Hypotheses
Based on the previous literature, four hypotheses were formulated based on the relationship
between entrepreneurial marketing and performance indicators
Service quality

Competition
Entrepreneurial
Marketing
Cost reduction

Customer
satisfaction

Figure 1. The research model (Authors. 2013)
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H1: There is a significant relationship between EM and service quality in Jordanian hotels.
H2: There is a significant relationship between EM and competition in Jordanian hotels.
H3: There is a significant relationship between EM and cost reduction in Jordanian hotels.
H4: There is a significant relationship between EM and customer satisfaction in Jordanian
hotels.
4. Research Method
4.1 Sample
The population is consisted of hotels located in the most touristic cities in Jordan; Amman,
Petra, Aqaba and Dead Sea as shown in table (1).The researchers used a stratified sample
which was constituted of 28 hotels. They represented 15% of the total hotels in Jordan. 40
questionnaires were distributed to marketing managers and followed personally by the
researchers.
Table 1. Hotels population in Jordan
Hotel classification

Amman

Petra

Aqaba Dead Sea

Total

15%

Five stars

13

6

5

4

28

4

Four stars

17

3

4

1

25

4

Three stars

32

7

8

-

47

7

Two stars

33

1

12

-

46

7

One star

26

7

8

-

41

6

Source: Ministry of Tourism and Antiquities

4.2 Questionnaire construction
Data was collected using a survey based method. A structured questionnaire was developed
based on entrepreneurial marketing and performance literature. 5-point Likert scale ranged
from strongly disagree (1) to strongly agree (5) is used to measure independent and
dependent variables.
4.3 Independent variable
The entrepreneurial marketing is measured using 7 items. Participants responded to EM
statements by rating degree to which they agreed with each statement using5-likert scale. The
means and standard deviations for each item were calculated to describe the responses toward
the items then the researchers calculated the general mean for all the items as a whole
(µ=3.769 SD= 0.61) indicating that the hotels in the studied sample applied entrepreneurial
marketing approaches.
4.4 Dependent variable
The performance is measured using four indicators; service quality, competition, costs
reduction and customer satisfaction. These indicators are measured using 21 items.
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Participants responded to performance indicators statements by rating degree to which they
agreed with each statement using 5-likert scale.
4.5 Data analysis
Descriptive statistics (means and standard deviations) were computed. The reliability of the
scales for the constructs in this study was tested. Cronbach alpha coefficient was calculated
for each scale to test the reliability and the degree to which the items are tapping the same
concept. All scale reliabilities exceeded the 0.6 value recommended by (Sekaran, 2010). In
order to test the hypotheses first, the researchers used one sample t test then, they used
Pearson correlations to analyze the correlations between EM and each performance indicator.
5. Results
5.1 Hypotheses Testing
H1: There is a significant relationship between entrepreneurial marketing and services quality
in Jordanian hotels.
The results from the mean and standard deviation scores for the EM related to services
quality showed that µ=4.02 SD=0.61 indicating that there is a positive response toward the
items assessed the services quality, this result is harmonious with the acceptance of the
alternate hypothesis. As Table 2 shown significance level is less than 5% so, H1 is supported.
The correlation results indicate that there is a significant positive correlation between
entrepreneurial marketing and services quality r=0.78.
Table 2. Summary of correlations
Variables

r

r2

Sig

Services quality

0.78

0.61

0.00

Competition

0.63

0.39

0.00

Cost reductions

0.65

0.42

0.00

Customer satisfaction

0.67

0.45

0.01

Note: Sig<0.05
H2: There is a significant relationship between entrepreneurial marketing and competition
improvement in Jordanian hotels.
Mean and standard deviation scores for the EM related to competition showed that µ=4.09
SD=0.54 indicating that there is a positive response toward the items assessed the
competition; this result is harmonious with the acceptance of the alternate hypothesis. As
Table 2 shown significance level is less than 5% so H2 is supported.
The correlation results indicate that there is a significant positive correlation between
entrepreneurial marketing and competition (r=0.63).
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H3: There is a significant relationship between entrepreneurial marketing and cost reductions
in Jordanian hotels.
Mean and standard deviation scores for the EM related to cost reductions showed that µ=4.04
SD=0.66 indicating that there is a positive response toward the items assessed the cost
reductions; this result is harmonious with the acceptance of the alternate hypothesis. As Table
2 shown significance level is less than 5% so, H3 is supported.
The correlation results indicate that there is a significant positive correlation between
entrepreneurial marketing and cost reductions (r=0.65).
H4: There is a significant relationship between entrepreneurial marketing and customer
satisfaction in Jordanian hotel.
Mean and standard deviation scores for the EM related to customer satisfaction showed that
µ=4.05 SD=0.635 indicating that there is a positive response toward the items assessed the
customer satisfaction; this result is harmonious with the acceptance of the alternate
hypothesis. As Table 2 shown significance level is less than 5% so H4 is supported.
The correlation results indicate that there is a significant positive correlation between
entrepreneurial marketing and customer satisfaction (r=0.67).
6. Conclusions
The purpose of this paper is to link between EM and performance indicators. The results
indicated that EM practices was able to improve all the performance indicators that were used
in the study in terms of improving quality of services by 61% and competition level by 39%
and cut costs by 42% and increase customer satisfaction by 45%. These results were
consistent with the literature (Morris et al., 2002; Mort et al., 2012) which found that EM
contributes to the achievement of superior market performance. Although this study followed
Morris et al., (2002) suggestion about testing hypotheses regarding the linkages between EM
and organizational outcomes, this relationship needs more quantitative testing to reach a
comprehensive model to be added to marketing literature.
References
Becherer, R.C., Haynes, P.J. and Fletcher L.P. (2006), Paths to Profitability in
Owner-Operated Firms: The Role of Entrepreneurial, Journal of Business and
Entrepreneurship, 18(1), 17-31.
Collinson, Elaine, & Shaw Eleanor. (2001). Entrepreneurial Marketing: A Historical
Perspective on development and practice, Management Decision, 39(9), 761-766.
http://dx.doi.org/10.1108/EUM0000000006221
Covin, J. G, & Miles, Morgan, P. (1999). Corporate Entrepreneurship and the Pursuit of
Competitive Advantage. Entrepreneurship: Theory and Practice, 23(3), 47-63.
Covin, J. G., & Slevin, D. (1991). A Conceptual Model of Entrepreneurship as Firm Behavior,
Entrepreneurship: Theory and Practice, 16(1), 7-24.
92

www.macrothink.org/jmr

Journal of Management Research
ISSN 1941-899X
2013, Vol. 5, No. 3

Covin, J. G., Green, Kimberly, M., & Slevin, Dennis P. (2006). Strategic Process Effects on
the Entrepreneurial Orientation-Sales Growth Rate Relationship, Entrepreneurship Theory
and Practice, 30(1), 57-81. http://dx.doi.org/10.1111/j.1540-6520.2006.00110.x
Dess, Gregory G., & Lumpkin, G. T. (2005). The Role of Entrepreneurial Orientation in
Stimulating Effective Corporate Entrepreneurship, Academy of Management Executive,19(1),
147-156. http://dx.doi.org/10.5465/AME.2005.15841975
Glancey, Keith, & Pettigrew Malcolm. (1997). Entrepreneurship in the small hotel sector,
International Journal of Contemporary Hospitality Management, 9(1), 21-24.
http://dx.doi.org/101108/09596119710157540
Huang. J. H., & Line, C.Y. (2006). Empower internet-services in hotel industries, A customer
service life cycle concept. Journal of American Academy of Business, Cambridge, 9(1),
100-102.
Jogaratnam, Giriand Ching-Yick, & Tse, Eliza. (2006). Entrepreneurial Orientation and The
Structuring of Organizations Performance Evidence from the Asian hotel industry,
International Journal of Contemporary Hospitality Management, 18(16), 454-468.
http://dx.doi.org/10.1108/09596110610681502
Krauss, Stefanie I., Frese, Michael Friedrich, Christian and Unger, & Jens M. (2005).
Entrepreneurial Orientation: A Psychological Model of Success among Southern African
Small Business Owners. European Journal of Work and Organizational Psychology, 14(3),
315-344. http://dx.doi.org/10.1080/13594320500170227
Lumpkin, G.T., & Dess, G.G. (1996). Clarifying the entrepreneurial orientation construct and
linking it to performance, Academy of Management Review, 21(1), 135-172.
http://dx.doi.org/10.5465/AMR.1996.9602161568
Lumpkin, G.T., & Wales, Ensley (2006). Entrepreneurial Orientation Effects on New
Venture Performance: The Moderating Role of Venture Age, Academy of Management
Annual
Meeting
Proceedings,
8(1),
ENT:
N1-N6.
http://dx.doi.org/10.5465/AMBPP.2006.22898263
Miles, Morgan P., & Darroch, Jenny (2006). Large firms, entrepreneurial marketing processes,
and the cycle of competitive advantage, European Journal of Marketing, 40(5/6), 485-501.
http://dx.doi.org/10.1108/03090560610657804
Miller, Danny. (1983). The Correlates of Entrepreneurship in Three Types of Firms,
Management Science, 29(7), 770 -791. http://dx.doi.org/10.1287/mnsc.29.7.770
Ministry of Tourism and Antiquities, retrieved from: http://www.tourism.jo.
Morris, Michael, H., Schindehutte, Minet and La Forge, & Raymond W. (2002).
Entrepreneurial marketing: A construct for integrating emerging entrepreneurship and
marketing perspectives, Journal of Marketing THEORY AND PRACTICE, fall, 118.
Morrish Sussie C. (2011). Entrepreneurial marketing: a strategy for the twenty-first century? ,
93

www.macrothink.org/jmr

Journal of Management Research
ISSN 1941-899X
2013, Vol. 5, No. 3

Journal of Research in Marketing and
http://dx.doi.org/101108/14715201111176390

Entrepreneurship,

13(2),

110-119.

Morrison, A.M., & Taylor, S.M. (2000). Marketing of small hotels on the World Wide Web,
Information Technology and Tourism, 2, 101-111
Mort, Gillian Sullivan, Weerawardena, Jay, & Liesch, Peter. (2012). Advancing
entrepreneurial marketing evidence from born global firms, European Journal of Marketing,
46(3/4), 542-561. http://dx.doi.org/10.1108/03090561211202602
Sekaran, U., & Bougie, R. (2010). Research Methods for Business: A Skill Building Approach,
UK: John Wiley & Sons.
Smart, D.T., & Conant, J.S. (1994), Entrepreneurial orientation distinctive marketing
competencies and organization Performance. Journal of Applied Business Research, 10,
28–38.
Stokes, David. (2000). Putting entrepreneurship into marketing: the processes of
entrepreneurial marketing. Journal of Research in Marketing & Entrepreneurship, 2(1), 5-9.
http://dx.doi.org/10.1108/14715200080001536
Tang, Linghui. (2004). Venture Entrepreneurship, Innovation Entrepreneurship and Economic
Growth. Journal of Development Entrepreneurship, Aug, 1-15.
Wikipedia, the free encyclopedia, retrieved from: http://en.wikipedia.or/wiki/Tourism_in_Jc
Wiklund, J. (1999). The sustainability of the entrepreneurial orientation–performance
relationship. Entrepreneurship: Theory and Practice, 24, 37–48.
Zahra, Shaker A. (1993). A Conceptual Model of Entrepreneurship as Firm Behavior: A
Critique and Extension, 4, 5-21.

94

www.macrothink.org/jmr

