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Abstract:

Purpose: The research investigates the direct and indirect effects of marketing capabilities on innovation in
lifestyle tourism businesses. It also explores the mediating effects of entrepreneurial self-efficacy, intense
positive emotions, and proactivity affect lifestyle entrepreneurship.

Methods: To test the conceptual model survey data were used with a sample of 187 entrepreneurs operating
in lifestyle tourism in Portugal. The model was examined using a Partial Least Squares Structural Equation
modelling (PLS-SEM).

Results: It was found that marketing capabilities’s impact on innovation is direct and indirect, showing that
entrepreneurial self-efficacy, positive emotions, and proactivity play a key part in the link between marketing
capabilities and innovation.

Implications: By adding self-efficacy, emotions, and proactivity to the effects of marketing on innovation, the
study advances the study on lifestyle entrepreneurship in tourism. In particular, the study highlights the key
role of self-efficacy, emotions, and proactivity. This research describes important characteristics of lifestyle
tourism entrepreneurs, providing important insights regarding psychological and behavioural factors
mediating the link between marketing capabilities and innovation.
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1 INTRODUCTION

traditional models of innovation can be challenged because
entrepreneurs innovate based on their passions and not based

on a systematic process of decision making (Dias et al. 2023).

The concept of tourism lifestyle entrepreneurship describes a
trend where entrepreneurs establish tourism businesses that
align with their personal interests and desired way of life,
rather than focusing solely on economic growth (Morrison,
2006). These lifestyle entrepreneurs prioritize a comfortable
and fulfilling lifestyle over maximizing profits. As such,
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Although previous research demonstrated the importance of
marketing capabilities for traditional businesses, the
motivations and priorities of lifestyle tourism entrepreneurs
might require a different approach (Ateljevic & Li, 2009;
Dias et al., 2022; Getz & Peterson, 2005; Morrison, 2006;
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Peters et al., 2009). More specifically, while marketing
capabilities have received growing acknowledgment for
playing an important role in tourism and hospitality, most
research has targeted conventional organisations, and turned
away from appreciating the characteristics of lifestyle
tourism entrepreneurs since their motivation and innovative
processes tend to differ significantly (Dias, et al., 2023b;
Kallmuenzer & Peters, 2018). Although prior research
focuses on the direct effects of marketing on firm
performance, little is known about how some psychological
and behavioral variables situated within the entrepreneurship
field including self-efficacy, intense positive affectivity, and
proactivity, moderate the marketing capabilities and
innovation relationship within the context of the current
study. This gap is particularly conspicuous as lifestyle
tourism entrepreneurs tend to pursue non-economic motives;
when promoting tourism and entrepreneurship as a means of
business; in this sense, they take into consideration their
values and passions (Dias, et al., 2023a) when undertaking
business activities, thereby determining how they employ
marketing capabilities to foster innovation (Kallmuenzer &
Peters, 2018).

This study addresses this gap by proposing a novel model that
integrates marketing capabilities with entrepreneurial self-
efficacy, intense positive emotions, and proactivity. Despite
its growing relevance, lifestyle entrepreneurship remains an
under-researched topic, possibly due to these complexities
and the evolving nature of the field.

The effects of marketing capabilities on entrepreneurial
innovation in the tourism industry as its direct and indirect
effects will be investigated in this research. In order to
achieve the research objectives, the study starts with an
extensive overview of literature, which is a crucial
component in influencing the framing of conceptual model
and formulating of research hypotheses. It is then followed
by an elaborate account of methods used in conducting the
study and the procedures followed in the data collection
process. The research then reveals its findings on the impact
of marketing capabilities in the tourism sector in elaborating
them. The paper ends with the theoretical implications of the
findings as well as recommendations for the further studies.

2 LITERATURE REVIEW AND HYPOTHESES

2.1 Conceptualizing Lifestyle Entrepreneurship

Lifestyle entrepreneurs are business owners who want to
attain a healthy work-personal life balance. They do not only
gain satisfaction in accomplishing their business objectives
but they also receive satisfaction by spending quality time
with their family. Several researches have identified the need
for quality of life improvement among the lifestyle
entrepreneurs. These entrepreneurs are driven by their
lifestyles and excel on understanding the needs of tourists and
serving such needs by offering taylor-made experiences
(Bosworth & Farrell, 2011; Komppula, 2014; Paniagua,
2002). Cederholm and Hultman (2010) characterise as
lifestyle entrepreneurs those with strong communication and
interaction with customers and greater comprehension of the
market. Strongly motivated entrepreneurs by lifestyle are
likely to embrace effective approach to their business. Their
competencies and attitudes do not only attract tourists but

also increase their satisfaction, allowing these entrepreneurs
to be innovative and develop better managerial practices.
Williams et al. (1989) first looked into lifestyle aspirations in
tourism businesses. It was argued that the main reasons
lifestyle entrepreneurs do not grow their businesses are
because they care more about personal achievements than
making money (Shaw & Williams, 1987; Williams et al.,
1989). They believe that small businesses play a role in
helping people achieve their lifestyle goals and gain
independence. Even so, they mention that it is not easy for
these entrepreneurs to thrive and remain financially sound,
which might change the region’s "brand" due to its growing
dependence on tourism.

Considering these insights on lifestyle entrepreneurs, there is
no universally accepted definition of this type of
entrepreneurs (Ateljevic & Li, 2009). Some researchers argue
that many lifestyle entrepreneurs lack business experience,
leading to lower performance (Getz & Peterson, 2005; Peters
et al., 2009). According to McKercher and Robbins (1998),
some tourism entrepreneurs, by lifestyle choice, engage in
minimal business planning, which can create difficulties in
the tourism industry (Lashley & Rowson, 2010). However,
other researchers emphasize that these entrepreneurs, while
not necessarly profit-oriented, contribute significantly to
well-being (Walmsley & Thomas, 2009).

Conversely, some authors suggest that entrepreneurs with
strong lifestyle motivations exhibit entrepreneurial behaviors
and approaches, as they can better identify and satisfy
tourists' needs, leading to smoother operations and improved
results (Paniagua, 2002; Bosworth & Farrell, 2011). The
same authors argue that lifestyle motivations enable
entrepreneurs to improve managerial practices and combine
personal and business objectives. Yet, this type of
entrepreneurs is frequently described as those who start a
business to achieve their personal aims, instead of aiming for
economic growth (Getz & Peterson, 2005; Morrison, 2006;
Peters et al., 2009).

Numerous scholars highlighted the role of contextual factors
influencing the entrepreneur’s behavior (Dias et al., 2021;
Rochaetal., 2018; Xavier-Oliveira et al., 2015). In particular,
individuals may be compelled to launch businesses out of
necessity, especially in response to unemployment or job
insecurity. Having to focus on necessities usually results in
stronger psychological challenges, such as fearing failure and
not being motivated, which are more pronounced in these
contexts (Van Stel et al., 2007). Moreover, entrepreneurs
motivated by need, typically rely on limited resources—
whether financial, technical, or cognitive—resulting in the
development of firms with insufficient capital. As Pfeiffer
and Reize (2000) argue, such undercapitalized ventures are
more prone to failure and tend to exhibit weaker performance
outcomes.

Literature review on the marketing capabilities in tourism
firms revealed the crucial role of those capabilities in the
increase of competitiveness and higher performance.
Research has shown that significant marketing resources help
a tourism firm understand the clients’ needs, anticipate the
new trends, and offer the right products that satisfy the needs
of the market (Lee & Hsieh, 2019; Pike et al., 2016). For
example, marketing capability has been associated with
improved brand image, customer retention, and revenue
generation particularly among established tourism firms and
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those with performance goals (Prayag, 2020). However,
many studies focused on the traditional tourism and
hospitality firms; even if growth and profitability are of
paramount importance for-profit firms, little is known about
how marketing capabilities perform in contemporary lifestyle
tourism firms that do not put as much emphasis on financial
growth and profitability as traditional tourism and hospitality
businesses but rather choose more of personalized values and
quality lifestyles (Carlsen et al., 2018). This distinction
indicates that it is possible that the marketing capabilities of
lifestyle tourism entrepreneurs may be owned and utilised
differently from more traditional tourism enterprises.

This gap in the literature becomes evident when one
considers psychological and behavioral variables that can
moderate the marketing capabilities and innovation
relationship among lifestyle tourism entrepreneurs.
Therefore, while traditional tourism firms might use
marketing capabilities for economic reasons, lifestyle-
oriented business may also do so to achieve personal project-
related satisfaction, inspiration and customer relationship
congruence with the lifestyle entrepreneur’s intent
(Komppula, 2014). Research to date has not explored how
factors such as entrepreneurial self-efficacy, intense positive
emotions and proactivity might moderate this relationship for
this type of sector which prides itself in engagement and
authenticity (Dias, et al., 2023b). The identification of these
mediating factors could extend the knowledge on how
lifestyle entrepreneurs allocate marketing assets into
innovative processes, thereby contributing to a better
comphrehension of lifestyle entrepreneurship and innovation
in tourism.

2.2 Marketing Capabilities vs Entrepreneurial Self-
Efficacy

Marketing capabilities can be defined as the firm ability to
gain, enhance, and utilize appropriate, knowledge, skill and
resources in its marketing activities, to address the needs of
the customers and achieve a competitive advantage (Morgan
et al., 2018). Self-efficacy refers to a person’s perception that
he/she can take certain actions in a certain context (Kavanagh
& Bower, 1985). Following this perspective, Liu et al. (2019)
state that self-efficacy, which relates to the belief that one can
achieve desired outcomes, significantly determines
entrepreneurial intentions and how entrepreneurs make
decisions. According to Wei et al. (2020), self-efficacy may
have an effect on innovative behavior in several ways. And
because the market always creates new opportunities for
entrepreneurs, individuals who have a strong sense of self-
efficacy most likely think that innovation is connected with
personal satisfaction (Chen & Greene, 1998). As a result,
such individuals are inclined to set high performance goals
and are able to introduce new solutions or improvements
(Caines et al., 2019; McGee & Peterson, 2019; Tolli &
Schmidt, 2008). On the other hand, those who have low
levels of self-efficacy may avoid innovative behaviours or
may be averse to change.

Jiang and Gu (2017) note that entrepreneurs who score high
in self-efficacy tend to be more confident of own
competencies and expertise. Such increased self-belief
usually takes a form of enhanced creativity, also producing
innovative ideas. Furthermore, as Chen and Greene (1998)

note, these individuals are more likely to take the
entrepreneurial routes since they are more likely to possess
relevant technical skills that help them recognize opportunity
and create a venture.

Entrepreneurial self-efficacy also plays an instrumental role
in cultivating a proactive behavior as well as ensuring that
there is some level of market orientation (Avlonitis &
Giannopoulos, 2012). As Kakoudakis et al. (2017) highlight,
the level of self-efficacy can be used as a valid estimation of
one’s belief in being able to cope with future uncertainties,
especially in the tourism industry, which characterises a high
level of dynamism. It also provides the managers with a
keener sense of changes in the hospitality industry, to foresee
and address emerging opportunities. In addition, Altinay et al
(2016) also propose that business-related self-efficacy can be
enhanced by continued interaction with stakeholders
(customers, suppliers and rivals) to increase the
environmental awareness and introduce value co-creation.
Mu et al. (2018) revealed that when entrepreneurs practice
proactive behavior and transformation leadership, then the
marketing capabilities will positively influence performance
among entrepreneurs; the results indicate that marketing
capabilities would link to performance through overall
effectiveness. Following this reasoning, the first hypothesis
is postulated:

HI: Marketing Capabilities have a positive effect on
entrepreneurs’ self-efficacy behavior.

2.3 Intense Positive Feelings

There are scholars who argue that passion is one of the
integral components of the entreprenceurial process (Cardon
et al., 2017); passion plays a fundamental role in triggering
creativity and supporting the acquisition and usage of
knowledge of new market opportunities.

Besides, emotional conditions have a meaningful impact on
individual performance — positive feelings, e.g. happiness,
tend to result in higher effectiveness, while negative moods,
for example, sadness, can adversely impact on the completion
of an activity. Entrepreneurship itself involves some crucial
challenges to consider and lessons to be drawn from the
failures or the emotionally challenging circumstances
(Haynie & Shepherd 2011; Horng et al., 2023; Miller & Le
Breton-Miller, 2017;); unmanaged negative emotions may
foster insecurity and elevate the risk of poor decision-making
and failure. Since learning is a behavior that can be developed
over time, adverse emotional experiences may hinder the
learning process.

In contrast, positive emotional states—such as happiness—
can foster a workplace environment conducive to trust,
creativity, and collaboration, all of which are fundamental to
build intellectual capital and enhance firm’s competitive
position (Dias et al., 2023a; [saac et al., 2009). Entrepreneurs
who experience strong positive emotions are generally more
inclined to pursue innovation, adopt advanced strategies, and
engage in the development of new services. Those driven by
a passion for innovation tend to actively seek novel solutions
to various challenges, generating original ideas. In the end,
highly emotional experiences, which are positive or negative,
are influential in determining the entrepreneurial activity and
the. ability to discern business opportunities (Scott &
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Venkataraman, 2000). Thus, we articulate the following
hypothesis:

H2: Marketing Capabilities have a positive effect on
entrepreneurs’ intense positive feelings.

2.4 Proactiveness

Entrepreneurial — proactivity usually involves early
introduction of innovations in products or services, paying
attention to predicting change in markets and remaining
futurist (Mu et al., 2018). Proactive firms are urged to
monitor customers’ changing demands; hence, they are better
positioned to identify and penetrate other markets abroad to
attain a competitive advantage (Pérez-Luifio et al., 2011).
These are businesses which usually practice strategic
planning especially on their financial and managerial
resources and try to introduce innovations ahead of the
competitors (Rauch et al., 2009; Scott & Venkataraman,
2000;).

Several scholars focus on the high investments of time and
resources demanded by proactivity. For example, gaining
access into a new market may require extensive knowledge
about potential suppliers, customer tastes, and strategic
partners (Leischnig & Geigenmiiller, 2018; Mu et al., 2018;
Pérez-Luio et al., 2011). On the other hand, proactive firms
that display relatively small levels of proactivity may lack the
intelligence drawn from foreign markets to serve as strategic
players globally. In the rural tourism industry, proactivity is
about acting before any competitors, designing new strategies
proactively, introducing new experiences and services to
customers ahead of time, always anticipating trends
(Kallmuenzer & Peters, 2018).

The study of proactivity in entrepreneurship indicates that
proactive enterprises exhibit positive market performance
(Leischnig & Geigenmiiller, 2018; Sarkar et al., 2001). Such
firms tend to seek first-mover advantage before rivals enter
the market in the short term and strategically craft their
market environment in the long term (Dias et al., 2023b).
Proactive organisations gain experience and learning from
market changes (Horng et al., 2023). Hence, the following
hypothesis was formulated:

H3: Marketing Capabilities have a positive effect on
entrepreneurs’ proactiveness.

2.5 The determinants of innovation

Innovation is one of the best-known components of
consequential long-term business success, mainly in that it
can create competitive advantages (Das & Joshi, 2007; Lee
& Hsieh, 2010). It is often conceptualised as the effective
integration of various resources into the development of
products or services (Lee & Hsieh, 2010). Cohen et al. (2019)
further describe innovation as the transformation of ideas into
improved or entirely new offerings—whether products,
services, or processes—that deliver value to both
organisations and their stakeholders.

Proactive firms are typically more inclined to seek out and
apply new knowledge as a way to address specific challenges
and recognize emerging market opportunities (Cohen &
Levinthal, 1989; Dai et al, 2014). Danneels and
Kleinschmidtb (2001) argue that firms aiming to capitalize
on such opportunities must leverage this knowledge to
enhance their products or services and adapt internal
processes to meet the evolving expectations of demanding

customer segments. However, when managers focus too
much on proactivity, problems may emerge. According to
Atuahene-Gima et al. (2005), an overly aggressive pursuit of
new markets can create complexity and information
overload, ultimately hindering innovation processes.
Nonetheless, proactive behavior is often associated with
continuous learning and operational refinement, which
together serve as strong drivers of innovation (Dias et al.,
2020). Furthermore, Vora et al. (2012) in his study of small
and medium-sized enterprises commented that proactive
firms are more likely to innovate as well establishing a close
relationship ~ between  proactivity and  innovative
performance. Thus, we hypothesise:

H4: Proactiveness have a positive effect on entrepreneurs’
innovation.

Job performance is significantly influenced by emotions and
several work environment aspects can influence the way
people feel about work. One of these elements is intrinsic
motivation that de Jesus et al. (2013) describe as a value of
personal involvement and commitment. This type of
motivation results from taking a personal interest in and
liking of the work itself. An increasing number of research
supports a strong relationship between intrinsic motivation
and entrepreneurial creativity and innovation (Amabile &
Pratt, 2016; Cerasoli et al 2014; de Jesus et al 2013; Liu et al
2016).

Additionally, team climate is another crucial aspect of
working environment that affects office emotions.
Collaborative work usually presupposes exchange of ideas,
trying out new methods, and open discussion with colleagues
(Edmondson, 1999). According to Drach-Zahavy and
Somech (2001), it is possible for a team cohesion to create a
better emotional state among employees, this improves their
engagement with organisational practices and their capacity
to detect and address problems.

Incentive systems also contribute to the formation of
motivation and innovation results. Rewards can be divided
into two categories of transactional (for example, salary or
other financial benefits), or relational (for example, personal
growth or training). A positive effect of monetary
encouragements on employee performance has been shown,
and various researches did associate increases in innovations
with financial rewards, as well (Condly , & Clark , 1998;
Eisenberger & Shanock , 2003). On the other hand, relational
rewards place great importance on the interpersonal
dynamics and the managerial practices (Armstrong, 2008;
Stajkovic & Luthans, 2001). These can be in form of public
recognition, developmental opportunities, project funding or
performance feedback (Amabile & Pratt, 2016). Particularly,
feedback serves for an employee’s feeling of being valued as
well as being an essential aspect of the enhancement of
innovation performance (Byron & Khazanchi, 2012; Madjar
et al, 2002; Zhang et al, 2017). Therefore, we hypothesise:
H5: Intense Positive Feelings have a positive effect on
entrepreneurs’ innovation.

Creating and applying new ideas are important elements of
innovation (Brown & Duguid, 2009; Kazadi et al., 2016).
Innovators should find the necessary inputs required to turn
their ideas into working models that generate new products
or services. Previous research point out that firms can
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improve the process by cultivating creativity self-efficacy
among their staff (Puente-Diaz, 2016). Having creativity self-
efficacy means that one trusts that can produce unique
solutions and keep trying to reach demanding goals (Carmeli
& Schaubroeck, 2007; Mathisen & Bronnick, 2009). Puente-
Diaz (2016) claims that innovation emerges within
organisations as a result of motivation.

Jiang and Gu (2017) believe that when someone feels
confident in using creativity, that individual tends to show
innovative behavior because of their knowledge and skills.
Hsu et al. (2011) postulate that self-efficacy plays a major
role in motivating people to produce new ideas, relying on
critical thinking and solving issues. According to several
researchers, entreprencurial self-assurance often goes along
with innovative actions (Chen & Greene, 1998). Dempsey &
Jennings, 2014). As such, self-confidence contributes not
only to the identification of new opportunities but also to
experience learning, leading to a closer link between
entrepreneurial creativity and innovative behavior, as a result
of intervining factors such as beliefs, motivation or
knowledge (Barakat et al., 2014). In consequence, we
hypothesise:

H6: Entrepreneurial self-efficacy has a positive effect on
entrepreneurs’ innovation.

2.6 The mediating effects

In addition, proactiveness acts as a mediator, which ensures
that marketing capabilities result in innovative marketing
performance, since it promotes a strategic and competitive
approach of marketing. Marketing capabilities, when used by
proactive entrepreneurs, enable people to identify customer
and market needs before they emerge, enabling entrepreneurs
to use the tactics to introduce new products to the market
before their rivals (Anderson et al., 2015). This kind of
preparedness  strengthens responsiveness and allows
entrepreneurs to quickly respond to changes in customer
needs or desires, by rapidly bringing new products to the
market (Noble, 1999). In addition, proactiveness demands
constant scanning of the environment; this assists an
entrepreneur in incorporating a larger volume of marketing
information while designing new products or services (Covin
& Wales, 2019). Engagement in proactive behavior also
creates some risk taking whereby the entrepreneurs are
willing to use resources to advance market vantage point
(Hughes, Morgan, Ireland, & Hughes, 2014). When
marketing capabilities are connected to an innovative
orientation, proactiveness ensures that there is a continuous
competitive advantage and facilitates the transformation of
market knowledge into unique solutions.

H7: Proactiveness mediates the relationship between
marketing capabilities and entrepreneurs’ innovation.

Positive feelings are considered as another pivotal
moderating factor, acting as a bridge between marketing
capability and innovation, encouraging. entrepreneurs to be
more intentional and innovative in their activities.
Enthusiasm and passion help expand thinking in the cognitive
flexibility form, where entrepreneurs are receptive and ready
to try out new things as they deal with challenges (Cardon et
al., 2017). These emotions do not only instigate motivation
but so seek creativity; individuals who are in a positive loop
are most likely to come up with more creative solutions and

perspectives (Amabile & Pratt 2016). This emotional
involvement strengthens the relationship between marketing
capabilities and innovation by seeking for customer response
that goes beyond expected performance and distinct value
propositions (Baron, et al, 2016). Additionally, positive
feelings help maintain the resource of resilience for the
entrepreneur. Therefore, high positive emotions allow the
marketing capabilities to be directed to new creative
outcomes by entrepreneurs. Accordingly:

HS8: The relationship between marketing capabilities and
entrepreneurs’ innovation is mediated by intense positive
feelings.

The concept of entrepreneurial self-efficiency is central to the
mediation role it plays between marketing capabilities and
innovation by boosting the confidence of the entrepreneur in
undertaking challenges and implementating innovations.
Marketing capabilities are enhanced by high self-efficacy,
allowing entrepreneurs to use market knowledge and
customers’ understanding, thereby creating more innovations
(Hmieleski & Carr, 2015). Self-efficacy helps entreprencurs
to cope with ambiguity that is inherent in innovations,
making it a characteristic of individual resilience (Newman,
et al., 2019). In addition, it fosters risk-taking and tenacity,
two important factors that help to realize opportunities in
markets and to probe new-product or new-service
development (McGee & Peterson, 2019). As shown, previous
studies discussed that efficacy relating to Self-Belief has a
positive impact on proactivity that provides an orientation
and problem-solving disposition for identifying and
capitalizing on opportunities; in this vein, it helps the
entrepreneur to benefit from the marketing resources to
address emerging requirements (Shepherd, 2019). Thus,
entrepreneurial self-efficacy intensifies the relationship
between marketing capabilities and innovation by promoting
a favourable attitude to testing and incremental learning,
enabling an entrepreneur to develop marketing capabilities
into tangible and valuable competitive advantage
improvements. As such:

HY9: The relationship between marketing capabilities and
entrepreneurs’ innovation is mediated by entrepreneurial

self-efficacy.
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3 METHODOLOGY

3.1. Sampling procedure and measurement

For the purpose of this study, the sample consisted of small
independent enterprises operating in the tourism industry in
Portugal. The highly distinctive cultural and economic
context in Portugal largely reyling on the development of
tourism, makes the country an appropriate example of
attracting lifestyle entrepreneurs, whose ambitions go beyond
the primary pursuit of profit. Portugal's favorable climate,
picturesque landscapes, rich culture, delectable cuisine, and
warm hospitality make it a magnet for tourists worldwide,
bolstering the success of its tourism industry. The industry is
mainly represented by small firms operating with a focus on
limited operations and capital. However, only a few of these
businesses have engaged in formal planning and marketing
(Park et al., 2014).

Official reports reveal that hte tourism industry grew
significantly in recent years, becoming a key driver of global
economic growth (CTP, 2021). Scholars like Jackson (2006)
and Oppermann (1993) considered tourism as a crucial tool
for economic development, particularly in rural areas where
it helps prevent desertification. In regions like Madeira, the
Azores, and the Algarve, tourism is the primary source of
development (Soukiazis & Proenga, 2008).

Since the economic crisis at the begging of 2010’s, tourism
and hospitality played a significant role in generating wealth
and creating jobs. According to the national statistics bureau,
Portugal recorded 42.6 million overnight stays in 2021,
marking a growth of 40.7% compared to previous year (INE,
2022). However, the industry has been affected by the
pandemic between 2020 and 2021, although its performance
has been improved in 2021 (compared to 2020).

Data were collected in Portugal, a country with a significant
and growing tourism market. The study focused on the
owners of small, independent tourism businesses who seek a
certain lifestyle, following the criteria of Dias et al. (2023a).
These 'tourism lifestyle entrepreneurs' (TLEs) were selected
by convenience sampling, as no official list of TLEs exists.
To be included, they had to: (i) Own a tourism enterprise; (ii)
Operate independently; (iii) Have lifestyle objectives for
their business. A final sample was established with 187 valid
responses.

Measurement for each construct was adopted from pre-
existing scales. As such, the four-item measure for marketing
capabilities was adapted from Spanos and Lioukas (2001).
Proactiveness and Innovation measures, both 3-items scales
were taken from Hughes and Morgan (2007). Intense Positive
Feelings were measured using a four-item scale adopted from
Cardon et al. (2017). A six-item measure from De Noble et
al. (1999) was used to assess entrepreneurial self-efficacy.
The first version of the questionnaire resulted from
translation from English to Portuguese and then reverse-
translated to ensure. that the original sense of the items was
preserved. The Portuguese version was pilot tested with 10
respondents to confirm that participants in the study fully
understood the expression and wording. Slight corrections
were made based on the respondents’ suggestions.

3.2. Data collection process

The study reached a total of 187 valid answers. The threshold
of 50 was surpassed, considering the rule of thumb of 10
responses for each variable used in the conceptual model
(Hair et al. 2017). In this case, the obtained sample is more
than the triple of this threshold. The sample descriptive is as
follows: 67% of the entrepreneurs are male; 15% are less than
30 years old, 62% has between 31 and 50 years old, and 23%
more than 51 years old. 36% reported no prior entrepreneurial
experience; 38% had five or fewer years of entrepreneurial
experience and the remaining respondents reported to have
six or more years of entrepreneurial experience. Regarding
the location, 33% of the business were developed in the same
region where they were born and always lived there, 42%
stablished in another region rather than its birthplace and the
remaining business were in the same area of naturality but
lived elsewhere for a period of more than five years.

4 RESULTS

PLS-SEM was appropriate for this exploratory research
thanks to its emphasis on predictive ability and its capacity to
handle complex relationships within a model involving
multiple mediators and constructs (Hair et al. 2017). Unlike
Covariance-Based SEM cnsiderded to be better suited for
theory confirmation and requires larger sample sizes to
achieve adequate model fit, PLS-SEM is variance-based and
excels in exploratory contexts with smaller samples.
Moreover, PLS-SEM allows for the simultaneous assessment
of both reflective and formative constructs, as seen in this
study (Hair et al. 2011). The decision was influenced by the
fact that PLS-SEM is able to work on models with non-
normal data and improve the amount of variance explained.
Besides, PLS-SEM allows the study team to use both
reflective and formative models, keeping in line with the
nature of the exploration being carried out here (Ringle &
Sarstedt, 2016).

The analysis unfolded in three main steps. Initially, the
researchers ensured that the measurement model was reliable
and valid. The next step was to assess how good the structural
model was. Finally, researchers tested the hypotheses.
Convergent validity was checked by reviewing three main
aspects of quality. Three conditions were required: the factor
loading for each item had to be high (0.60 or over) and
statistically significant (p < 0.001), helping ensure the
reliability of each indicator (Hair et al., 2017). Also, the
Cronbach’s alpha and composite reliability of each construct
had to be higher than 0.70. Third, the AVE for all the
constructs had to be over 0.50 to show that over half of the
variance in the indicators came from the constructs (Bagozzi
& Yi, 1988; Hair et al., 2017).

The final results supported the fact that the convergent
validity. All standardized factor loadings had a value of over
0.60 and were statistically significant (p < 0.01), with the
lowest observed value being 0.744. Besides, all the constructs
had Cronbach’s alpha and CR greater than 0.70, and their
AVE values were above 0.50. Table 1 shows the results of
the analysis; according to Hair et al. (2017) and Henseler et
al. (2015), we use the Fornell-Larcker criterion and the
HTMT.

This criterion examines the separate validity of each
construct by contrasting the square root of its AVE with its
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correlation with the rest of the constructs. The result meets
this requirement when the square root of AVE is more than
the highest correlation the construct has with any other
construct (Fornell & Larcker, 2016). This requirement is
entirely met in the present study, as seen by the bolded
statistics in Table 1. If the HTMT results are lower than 0.85,
this means that discriminant validity is confirmed, according
to the suggestions of Hair et al. (2017) and Henseler et al.
(2015). The findings in this study correlate with this rule,
adding more proof to the validity of the measurement model.

a CR AVE EPIPF ESE Innov Proact RBVMK
EPIPF 0,912 0,938 0,791 0,889 0,377 0,462 0,504 0,550
ESE 0,917 | 0938| 0,751| 0,506| 0,867] 0,292 0,412 0,520
Innov 0,922 0,950 0,865 0,482 0,466 0,930 0,610 0,457
Proact 0,903 | 0933| 0777| 0417]| 0384| 0425 0,881 0,409
RBVMK 0,820 0,881 0,649 0,356 0,538 0,255 0,327 0,806

Note: EPIPF - Entrepreneur intense positive feelings; ESE - Entrepreneur
self-efficacy; Innov — Innovation; Proact — Proactiveness; RBVMK - Market
Capabilities

Tablel. Composite reliability, average variance extracted,
correlations, and discriminant validity checks

After confirming that the measurement model was valid, the
researchers looked into collinearity to guarantee the
reliability of testing the structural model (Hair et al., 2017).
If indicators are overlapping, they might confuse the
estimated outcomes in a model and decrease its quality (Hair
et al., 2017). To test for possible issues with correlation, the
variance inflation factor (VIF) was applied, making sure the
values were below the threshold of 5. From the values, it is
clear that collinearity is not an issue in the study.

Effect Standard T statistics P values
size (B) deviation
EPIPF -> 0,270 0,085 3,191 0,001
Innov
ESE -> 0,277 0,080 3,469 0,001
Innov
Proact -> 0,227 0,057 3,983 0,000
Innov
RBVMK 0,356 0,066 5,427 0,000
-> EPIPF
RBVMK 0,538 0,049 11,074 0,000
->ESE
RBVMK 0,327 0,061 5,403 0,000
-> Proact

Note: EPIPF - Entrepreneur intense positive feelings; ESE - Entrepreneur
self-efficacy; Innov — Innovation; Proact — Proactiveness; RBVMK - Market
Capabilities

Table 2. Structural model assessment.

The four endogenous constructs (Entrepreneur Intense
Positive Feelings, Entrepreneur Self-efficacy, Innovation,
and Proactiveness) achieved satisfactory levels of explained
variance (R?): 12.7%, 28.9%, 33.9%, and 10.7%,
respectively. These values exceed the minimum threshold of
10%, thereby supporting the robustness of the structural
model. Additionally, the model’s predictive relevance was
confirmed through the Q? statistic, with all values exceeding
zero: 0.097 for Intense Positive Feelings, 0.212 for Self-
efficacy, 0.286 for Innovation, and 0.081 for Proactiveness—
further validating the model's predictive strength.

As shown in Table 2, the results support hypotheses H1, H2,
and H3. Specifically, Marketing Capabilities were found to
have a significant positive effect on Entrepreneurial Self-

efficacy (B = 0.538, p < 0.001), Intense Positive Feelings (8
=0.356, p<0.001), and Proactiveness ( = 0.327, p<0.001).
To test the remaining hypotheses (H4, HS, and H6), both
direct and indirect effects were analyzed. Regarding direct
effects, the findings indicate that Intense Positive Feelings
significantly influence Innovation (f = 0.270, p < 0.001).
Similarly, Entrepreneurial Self-efficacy (B = 0.277, p <
0.001) and Proactiveness (B = 0.227, p < 0.001) also
demonstrate significant positive effects on Innovation,
supporting the respective hypotheses.

To examine the significance of indirect effects, this study
employed a bootstrapping procedure, which is widely
recommended for mediation analysis (Hair et al., 2017
Preacher & Hayes, 2008). The results, presented in Table 4,
reveal that the indirect effect of Marketing Capabilities on
Innovation, mediated by Entrepreneurial Intense Positive
Feelings, is significant and positive (B = 0.096, p < 0.001).
Likewise, the indirect effect of Marketing Capabilities on
Innovation through Proactiveness is also statistically
significant (B = 0.074, p < 0.001). These findings confirm
support for both H4 and H7, as well as H5 and HS, through
the combined evidence of direct and indirect effects.
Furthermore, the analysis shows that the indirect effect of
Marketing Capabilities on Innovation via Entrepreneurial
Self-efficacy is also significant (B = 0.149, p < 0.001). As
such, both H6 and H9 are validated by the strength of the
direct and mediated pathways.

Effect Standard T statistics | P values
size (B) deviation

RBVMK -> 0,096 0,034 2,865 0,004
EPIPF ->
Innov
RBVMK -> 0,149 0,046 3,270 0,001
ESE -> Innov
RBVMK -> 0,074 0,024 3,067 0,002
Proact ->
Innov

Note: EPIPF - Entrepreneur intense positive feelings; ESE - Entrepreneur
self-efficacy; Innov — Innovation; Proact — Proactiveness; RBVMK - Market
Capabilities

Table 3. Indirect effect testing

The conceptual model developed in this study aims to deepen
the understanding of both the direct and indirect influences
of Marketing Capabilities on innovation among
entrepreneurs operating within the tourism sector. Empirical
evidence provided useful information about the range of
issues in lifestyle entrepreneurship. The findings of
hypothesis testing are summarized in Table 4. The result of
the first analysis was that marketing abilities increased
entrepreneurs’ self-efficacy. Relevant research (Kakoudakis
et al., 2017) shows that it contributes to how companies face
and deal with continuous uncertainties in the tourism market.
Studies also suggest that if tourism entrepreneurs show strong
self-efficacy, they can better understand what consumers
require, how to approach suppliers, and spot rivals in the
sector (Altinay et al., 2016). The outcomes show that
marketing abilities boost business performance by making
entrepreneurs more effective.

Findings suggest that Marketing Capabilities have a major
effect on the emotions of entrepreneurs. Experts have found
that someone’s mood can greatly influence creativity,
spotting opportunities, and professional relationships.
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Particularly, those who are happier may be more prone to
innovative approaches, come up with fresh concepts, and
look for different solutions. However, when someone is not
very happy, this can involve a sense of doubt and a greater
chance of failure. Researchers had already shown that
Marketing Capabilities may affect the emotions of
entrepreneurs and their results (Haynie & Shepherd, 2011).
Isaac et al. (2009) and Miller & Le Breton-Miller (2017)
describe these factors.

Hypothesis Description Test

result

H1||Marketing Capabilities have a positive effect on ||Validated
Entrepreneurial Self-Efficacy.

H2||Marketing Capabilities have a positive effect on ||Validated
Intense Positive Feelings.

H3||Marketing Capabilities have a positive effect on ||Validated
Proactiveness.

H4||Proactiveness has a positive effect on Validated
Innovation.

HS5||[ntense Positive Feelings have a positive effect  ||Validated
on Innovation.

Ho6||Entrepreneurial Self-Efficacy has a positive Validated
effect on Innovation.
Entrepreneurial Self-efficacy mediates the Validated

H7 relationship between marketing capabilities and

entrepreneurs’ innovation.

Miller (2017), and Williams (2001), there are similar
challenges. In accordance with recent studies, intrinsic
motivation, how people interact in teams, and rewards
contribute greatly to individuals’ emotions at work (Amabile
& Pratt, 2016). According to Condly & Clark (1998), de
Jesus et al. (2013), Drach-Zahavy & Somech (2001),
Edmondson (1999), Eisenberger & Shanock (2003), and
Stajkovic & Luthans (2001), employee motivation consists of
push—pull motivators. Hence, higher levels of mood and
emotional well-being help entrepreneurs perform better and
generate new ideas.

Also, the study finds that entrepreneurial self-efficacy is
closely related to innovation. Those who believe in their own
competence aim higher, notice more chances, learn from past
errors, and invent new ideas to solve problems (Caines et al.,
2019; McGee & Peterson, 2019; Tolli & Schmidt, 2008).
However, individuals with less self-efficacy find it difficult
to try new techniques and usually generate less innovative
ideas (Neumeyer et al., 2019; Wei et al., 2020). The study
confirms the findings of earlier studies alike (Caines et al.,
2019) and demonstrates that self-efficacy is essential for the
creation of innovative ideas (as in the studies of Carmeli &
Schaubroeck, 2007; Chen & Greene, 1998; Dempsey &
Jennings, 2014; Hsu et al., 2011; Jiang & Gu, 2017; Mathisen
& Bronnick, 2009; Puente-Diaz, 2016).

Intense positive feelings mediate the relationship ||Validated
between marketing capabilities and
entrepreneurs’ innovation.

H8

5 DISCUSSION

Proactiveness mediates the relationship between ||Validated
marketing capabilities and entrepreneurs’
innovation.

H9

Table 4. Summary of Hypothesis Testing

The study also demonstrates that Marketing Capabilities are
related to how proactive entrepreneurs are in the tourism
industry. Enthusiastically, Mu et al. (2018) advised that
proactivity helps a company foresee changes in the market
and handle competition well. What was found in this study is
in line with previous works (e.g., Pérez-Lufio et al. in 2011).
Rauch et al., 2009 and Scott & Venkataraman, 2000 state that
proactive organisations are more capable of dealing with
changes and retaining their competitiveness.

Moreover, the analysis confirms that proactivity leads to a
higher level of innovation; taking advantage of updated
knowledge and technology, proactive companies can find
new opportunities in the market and possess an advantage
over rivals (Cohen & Levinthal, 1989). The works of Dai et
al. (2014) and Danneels & Kleinschmidtb (2001) confirmed
this finding. Still, several researchers point out that too much
enthusiasm for innovation can result in people receiving too
much information and confusing work environments
(Atuahene-Gima et al., 2005). However, this study highlights
that proactive behavior continues to be a major reason for the
innovation among entrepreneurs.

In addition, it was shown that feeling intense love can
improve entrepreneurs’ ability to develop fresh ideas. It
corresponds with the findings of scholars who stress how
emotions impact personal performance and creative
productions (Cardon et al., 2013). According to Haynie &
Shepherd (2011), Isaac et al. (2009), Miller & Le Breton-

5.1 Theoritical Implication

The study aims to study lifestyle entrepreneurs in tourism,
paying attention to how marketing skills influenced
innovation. Even though the research data focuses on
Portuguese lifestyle tourism entrepreneurs, the findings
contribute meaningfully to the academic discourse on
tourism entrepreneurship.

A key theoretical contribution of this study lies in its
integration of multiple underexplored dimensions—namely,
entrepreneurial self-efficacy, intense positive emotions,
proactivity, and innovation—in the context of Tourism
Lifestyle Entrepreneurship. By examining the mediating role
of marketing capabilities across these dimensions, the study
offers new and valuable insights into the mechanisms that
foster innovation among lifestyle entrepreneurs.

More specifically, this research reinforces the growing body
of literature emphasizing the strategic importance of
marketing capabilities in driving entrepreneurial innovation.
It highlights how marketing capabilities exert an indirect
influence on innovation through their interaction with self-
efficacy, emotional engagement, and proactive behavior.
These findings demonstrate that effective marketing
strategies not only support the creation of unique customer
experiences but also foster innovation that enhances the well-
being of tourists and the distinctiveness of entrepreneurial
offerings. Greater marketing capabilities are shown to create
a competitive advantage in the market. Lifestyle
entrepreneurs with stronger marketing capabilities may have
a competitive advantage in differentiation and regularly
offering new ideas. As a result, the study adds important
value to existing concepts of strategy and how tourism
businesses excel.
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5.2 Practical Implication

The study gives emphasis to strategies that help increase
growth in lifestyle entrepreneurship by utilising marketing as
an innovative tool. It is important for entrepreneurs to first
enhance their marketing by investing in technology and
systems for gathering market information and understanding
customers. For instance, companies can use digital tools such
as CRM or analyze social media to see how their customers
and the market are changing.

Another essential aspect is increasing a person’s belief in
their business abilities. It is important for entrepreneurs to
take part in specific workshops that teach them how to decide,
solve problems, and market their business successfully.
Working with older entrepreneurs can provide both
confidence and important knowledge to young business
leaders and may also build the right emotional association
between your customers and your company..

Finally, entrepreneurs in the lifestyle tourism industry must
take a proactive role to remain ahead of the competitors. It is
important to always pay attention to instrudy trends and work
with local tourism boards to stay ahead. Fostering
partnerships to design exclusive tourism experiences can
encourage innovation, e.g. by joining discussions for
innovation or coordinating regional promotion.

5.3 Limitations and Future Research Direction

This study is not without limitations. First, the research
focuses exclusively on lifestyle tourism entreprencurs in
Portugal, which limits the generalizability of the findings to
other cultural and geographic contexts. Future research could
extend this work to countries with different cultural,
economic, and tourism characteristics to assess the
robustness of the conceptual model.

Second, the reliance on self-reported survey data introduces
the potential for common method bias, as participants’
responses may be influenced by social desirability or self-
perception. While steps were taken to minimize this risk,
such as ensuring respondent anonymity and using validated
scales, future studies could incorporate additional methods,
such as triangulating self-reports with objective performance
data or conducting longitudinal research to further validate
the findings over time.

Third, the study’s narrow focus on small, independent
tourism enterprises limits its applicability to larger or more
diversified organisations. Small tourism enterprises were
selected because they epitomize lifestyle entrepreneurship
and provide a relevant context for this research. Nonetheless,
future research could examine whether the relationships
identified here hold in larger firms or those with different
strategic orientations.

Lastly, the cross-sectional design of the study prevents
capturing the dynamic nature of entrepreneurial behavior and
innovation. A longitudinal approach would allow researchers
to examine how marketing capabilities, entrepreneurial self-
efficacy, and emotional and behavioral factors evolve over
time and under varying market conditions.
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Appendix: Survey Items

Marketing capabilities

= Market knowledge

=  Control and access to distribution channels
= Advantageous relationships with customers
=  Customers “installed base”

Proactiveness

=  We always try to take the initiative in every situation
(e.g., against competitors, in projects when working
with others).

=  We excel at identifying opportunities.

=  We initiate actions to which other organisations
respond.

Intense Positive Feelings



A MODEL OF MARKETING-DRIVEN INNOVATION IN LIFESTLY TOURISM BUSINESSES

It is exciting to figure out new ways to solve unmet
market needs that can be commercialized.

Searching for new ideas for products/services to offer is
enjoyable to me.

I am motivated to figure out how to make existing
products/services better.

Scanning the environment for new opportunities really
excites me.

Entrepreneurial self-efficacy

Developing new product and market opportunities
Building an innovative environment

Initiating investor relationship

Defining core purposes

Coping with unexpected challenges

Developing critical human resources

Innovation

We actively introduce improvements and innovations in
our business.

Our business is creative in its methods of operation.
Our business seeks out new ways to do things.
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