The Journal of Tourism and Hospitality Marketing Research Volume 2. Issue 1. Spring and Summer 2024, Pages 69 to 90.

Research Paper
The Impact of social media and Self-perceived Creativity on Entrepreneurial
Orientation and Performance of Small and Medium Tourism Businesses

Asadollah Kordnaeij™ Shokoufeh Asadi?

! Professor, Department of Business Management, Faculty of Management and Economics, Tarbiat Modares
University, Tehran, Iran. (naeij@modares.ac.ir)

2 PhD student in strategic management, Department of Business Administration, Management and Economics,
Tarbiat Modares University, Tehran, Iran. (asadi.s@modares.ac.ir)

© The Author(s) Publisher: University of Mazandaran
d 10.22080/TMHR.2024.27432.1024
Keywords: Abstract

Small and medium tourism

businesses, social media, Context and Purpose: Small and medium-sized tourism businesses play an important and

valuable role in the tourism industry due to their flexibility and capabilities in the way they

en.trepre.neur‘lal provide services, which are not only useful for the sustainability of tourism destinations but
orientation also provide opportunities for local sub-sectors in this industry. Therefore, it is important to
know the aspects and factors that can affect the performance of small and medium tourism
businesses. The current research aims to explain the performance of small and medium
Received: tourism businesses by examining the impact of social media and the perception of creativity
February 7, 2024 on entrepreneurial tendency.
Received in revised: Design/methodology/approach: The current research is applied in terms of purpose and
March 14, 2024 descriptive in nature. The statistical population of this research is entrepreneurs and
Accepted: owners of small and medium tourism businesses in Mazandaran province. According to

Cochran's formula, the minimum sample size was calculated to be 217 people. The research
tool was a questionnaire that was provided to the sample members electronically, using the
snowball sampling method to answer the questions. In this way, the same number of
August 5, 2024 complete questionnaires were collected and used for analysis.

Findings: The findings show that Instagram is the most popular social media tool used by
small and medium-sized tourism businesses to increase awareness of how to provide
services in their business, receive information, and reach customers. The impact of all
variables on the performance of small and medium tourism businesses was confirmed to an
acceptable level.

Conclusion: Considering the importance and potential of social media in various aspects of
business, it is suggested that businesses use these tools more. Moreover, considering the
different tastes of users in choosing and using different social media tools, small and
medium businesses should limit themselves to not using tools and being active in all apps.
These businesses should learn new social media activity algorithms that put valuable
content in front of users and use it in their business creatively.

Originality /value: Despite the importance of small and medium-sized tourism businesses’
performance and the impact of social media on their operations, little research has been
done in this field from the perspective of the activists and owners of this type of business.
Therefore, the current research results can be useful for small and medium-sized tourism
businesses from a practical point of view.
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Extended Abstract

1. Introduction

Social media are recognized as influential
tools in our daily lives that influence
individual or group behavior and social
attitudes, and from a primary source of
entertainment, they have gradually
become an important communication and
influencing  tool  that  accelerates
information sharing. The main purpose of
social media was entertainment, but the
increase in the use of the Internet and the
development of communication and
information technologies have forced
many companies and businesses to move
to social media to promote and market
products. Therefore, tour and travel
companies have quickly moved to social
media and promoted their products and
services to communicate with potential
customers. Tourism entrepreneurs may
reach more potential customers at no
cost through the active use of social
media. On the other hand, social media
has emerged as one of the unique pillars
that influence tourists' travel choices
because tourists, who mainly purchase
intangible products, use social media
platforms as information sources to
ensure that they purchase the right
products.

As mentioned, the tourism and
hospitality industry plays a significant
role in the financial recovery of many
countries in the world, and small and
medium-sized tourism companies are
considered the economic drivers of
tourism destinations that create small
and medium businesses. Entrepreneurs
must work now to prepare the travel
industry for a future driven by technology
and innovation. Therefore, according to
what was said, this study aims to provide
a theoretical report and address the

structural relationships between social
media and the perception of individual
creativity, entrepreneurship, and the
performance of small and medium
tourism businesses. The findings of this
study can help policymakers, tourism
activists, and entrepreneurs to maximize
the performance of tourism
entrepreneurship.

2. Research Methodology

The current research is applied in terms
of purpose and descriptive survey in
terms of nature and method. The
statistical population of this study
includes entrepreneurs and owners of
ecotourism residences in Mazandaran
province who operate under the title of
small and medium businesses. Currently,
more than 500 ecotourism units are
active in Mazandaran province and
provide services to tourists. According to
Cochran's formula, the minimum sample
size was calculated to be 217 people. The
current research tool is a questionnaire
that was provided to the sample members
electronically, using a snowball sampling
method to answer the questions. In this
way, the same number of complete
questionnaires were collected and used
for analysis.

The questionnaire included  six
questions about self-perceived creativity,
five about using social media, five about
entrepreneurial orientation, and four
about the performance of small and
medium-sized tourism businesses based
on a five-point Likert scale (1 = very little
to 5 = very much). The analysis method
was based on structural equations with
partial least squares using SMART PLS3
software. Cronbach's alpha coefficient
and Combined Reliability (CR) were used
to determine the reliability of the
research tool, which was at an acceptable
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level (above 0.7). Convergent validity was
used to determine the face validity, using
Average Variance Extracted (AVE) and
Factor Loading coefficients (FL). Also, all
coefficients were acceptable (above 0.5).

3. Research Findings
Hypotheses testing can be seen in
standard coefficient mode and hypothesis
testing in significance mode. According to
the correlation coefficient  (0.746)
between the use of social media and
entrepreneurial tendency with explained
variance (5%) at a significant level
(10.595), the first hypothesis, “the use of
social media has a positive and significant
effect on entrepreneurial tendency”, is
confirmed.

According to  the  correlation
coefficient (0.654) between the use of
social media and the performance of
small and medium tourism businesses
with explained variance (5%) at a
significant level (8.995), the second
hypothesis, “the use of social media has a
positive and significant effect on the
performance of small and medium-sized
tourism businesses”, is also confirmed.

Moreover, according to the correlation
coefficient (0.711) between self-perceived
creativity and entrepreneurial tendency
with explained variance (5%) at the
significance level (4.621) of the third
hypothesis, “self-perceived creativity has
a positive and significant effect on
entrepreneurial tendency”, is confirmed.

In addition, according to the
correlation coefficient (0.623) between
entrepreneurial orientation and small and
medium tourism business performance
with explained variance (5%) at a
significant level (6.118), the fourth
hypothesis of “personal reasons have a
positive and significant effect on small

and medium-sized tourism business
performance” is confirmed.

4. Conclusion

According to the results, the use of social
media had a positive effect on
entrepreneurial orientation. In fact, the
penetration of social media in all aspects
of daily life, using different social media,
and sharing different experiences, stories,
and ideas lead people to innovation and
innovative activities. Social media is no
longer just a platform for connecting with
friends and family but a place where
entrepreneurs can  promote their
products and services. On the other hand,
social media allows consumers to interact
with businesses at any time, which
becomes a valuable tool for
entrepreneurs. Business owners use
social media to get customer feedback,
promote their products and services,
build their brand, and connect with
customers. In fact, in the context of social
media, which creates a two-way
relationship and interaction between
businesses and customers, small and
medium business owners can promote
their products and services creatively and
innovatively, interact with customers, and
develop their businesses.

According to the present research
results, social media also positively affects
the performance of small and medium-
sized tourism businesses. Using social
media gives business owners access to
resources they might not otherwise have
access to. Small and medium-sized
businesses usually reduce the number of
marketing activities, especially traditional
marketing, to save costs to complete their
products and services, but social media
allows them to be exposed to a large
audience, sometimes without the cost.
Through  carefully curated posts,
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interactive stories, and user-generated
content, tourism businesses can create a
comprehensive online presence that
aligns with the wants and needs of
tourists. In addition, social media as a
reliable source of information activates
the mechanism of electronic word-of-
mouth advertising and, in this way,
increases the number of applicants for
tourism businesses, so it is suggested that
owners of small and medium tourism
businesses increase their knowledge and
information in the field of using social
media.

The effect of the perception of
creativity on  the tendency  of
entrepreneurs was also confirmed in the
present study. In fact, many studies in
this field show that people who consider
themselves creative have a higher
attitude and entrepreneurship than
others. The theory of the Galatia effect
also confirms that high expectations of a
person increase his performance. The
higher perceived creativity people have,
the higher their tendency to engage in
creative and entrepreneurial activities.

According to the results of the current
research, entrepreneurial orientation has
a positive effect on the performance of
small and medium tourism businesses.

Entrepreneurial orientation is effective in
creating a competitive advantage in small
and medium-sized tourism businesses.
Entrepreneurial tendency causes
business owners to engage in innovative
and new activities in their field of activity,
find new opportunities, and develop
creative ideas, thereby creating or
increasing demands. The evidence and
results show that businesses that have a
high level of entrepreneurial orientation
usually tend to be more innovative,
adaptable, and growth-oriented, and this
causes them to have more income,
profitability, and market share.
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