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A B S T R A C T 

Objective: Practices of traditional marketing cannot be fully applied to small and medium-sized enterprises 

(SMEs). SMEs owners have a responsibility to replace the practice with innovative behaviour such as entre-

preneurial marketing (EM). This study examines the role of EM in business performance and the role of entre-

preneurial personality traits as antecedents of EM. 

Research Design & Methods: A quantitative research approach was adopted with a questionnaire to collect 

data from 187 SMEs owner/managers in Indonesia. SEM-PLS analysis was used for hypothesis testing. 

Findings: The results indicate that EM has a positive effect on business performance. SMEs owners/managers 

with the characteristics of extraversion, agreeableness, and conscientiousness can encourage the implemen-

tation of EM, which impacts business performance. Extraversion, conscientiousness, and openness to experi-

ence have a positive effect on business performance. EM is an important factor in maximising business per-

formance, and entrepreneurial personality traits are needed to support the development of EM. 

Implications & Recommendations: This study contributes to research specifically on the role of EM in improv-

ing business performance. In addition, it revealed the importance of the entrepreneurial personality traits of 

owner/managers in developing EM in SMEs. 

Contribution & Value Added: This study offers an empirically based explanation of entrepreneurial personal-

ity traits effects on EM and business performance. It also identifies new opportunities for future research in 

the field of EM. 
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INTRODUCTION 

Marketing is a fundamental business activity for the achievement of small and medium-sized enter-

prises’ (SME) growth and success (Franco et al., 2014; Reijonen, 2010). Researchers agree that mar-

keting in small firms is different from that of large firms. Marketing in SMEs is unstructured, spontane-

ous (Gilmore et al., 2001), informal, and reactive to market opportunities (Franco et al., 2014). This is 

because SMEs have limited resources (Becherer et al., 2012; Sadiku-Dushi et al., 2019), marketing 

knowledge (Gilmore et al., 2001), and marketing capabilities (Sok et al., 2017). Therefore, traditional 

marketing theory does not provide a sufficient explanation of marketing in SMEs (Reijonen, 2010). 

Entrepreneurial marketing (EM) develops as marketing in small companies with limited resources 

(Sadiku-Dushi et al., 2019). 

EM prioritises an ‘effectual tactic’ in meeting the unique needs of SMEs rather than prioritising 

marketing concept in general (Beverland & Lockshin, 2004), in which entrepreneurs recognise, explore, 
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and exploit opportunities leading to strategic decisions (Morrish, 2011). EM is more dynamic and sen-

sitive than other approaches in providing opportunities (Mort et al., 2012), and it is more customer-

oriented: EM can bind customers like family (Sigué & Biboum, 2019) and is considered to be more low 

cost and innovative in marketing implementation (Sadiku-Dushi et al., 2019). EM emphasises the role 

of ideas, intuition, and informal networks in marketing orientation (Stokes, 2000). 

Entrepreneurs play an important role in developing opportunities for marketing in SMEs (Whalen et 

al., 2016). One factor driving the success of entrepreneurs is individual characteristics (Brandstätter, 2011; 

Lazear, 2005). Through the personality approach, the type of personality causing the success of entrepre-

neurs can be discovered. According to Nave et al. (2017), personality predicts behaviour, and personality 

differences will cause differences in behaviour. Entrepreneurial behaviour tends to be informal, un-

planned, and reliant on individuals’ intuition and power to make things happen (Haworth & Brearley, 

1991). Likewise, EM focuses on entrepreneurs’ behaviour (Hills & Hultman, 2012). EM in small businesses 

is a part of entrepreneurial behaviour, so it will be influenced by the owner (Franco et al., 2014). 

Studies exploring EM were conducted by previous researchers (Miles et al., 2015; Morrish, 2011; 

Stokes, 2000), while several other scholars used EM as an independent variable in growth and perfor-

mance. Previous studies empirically shown that EM positively predicts performance (Becherer et al., 

2012; Eggers et al., 2020; Fard & Amiri, 2018; Hamali, 2015; Sadiku-Dushi et al., 2019). Researchers 

discussed the predictors of EM, such as environmental and organisational influences (Morris et al., 

2002), while others studied EM in a strategic context (Sullivan Mort et al., 2012) and in relation to firm 

capabilities (Whalen et al., 2016). Unfortunately, previous research on EM in SMEs remains limited 

(Peterson, 2020), especially about the role of entrepreneur on EM. Previous studies showing the role 

of entrepreneurial personality traits in business performance are still limited. Previous studies did not 

really support all personality traits dimension towards performance (Franco & Prata, 2019; Hachana et 

al., 2018; Leutner et al., 2014; Zhao et al., 2010). Therefore, we address this gap in previous studies by 

investigating to what extent EM affects business performance, especially in the Indonesian context, 

while also investigating the role of entrepreneurial personality traits as antecedents of EM. As sug-

gested by Hills and Hultman (2012), more complex research on EM is still required. Therefore, we pro-

pose our research model to fill the gap left by previous studies. 

This study is based on quantitative data collected from 187 SMEs owner/managers in Indonesia. 

In developing countries, such as Indonesia, entrepreneurship is the backbone of the national econ-

omy because it can contribute to the creation of job opportunities. According to Statistics Indonesia 

(known locally as BPS), unemployment reached 7.05 million people in 2019, while poverty affected 

25.14 million people. Furthermore, 70.49 million people (55.72% of the population) was working in 

informal activities (including self-employment, temporary work, freelance). The data shows that In-

donesia must be able to reduce the amount of unemployment and poverty. One option is the devel-

opment of SMEs, as informal business activities were proved to have especially high employment 

rates. According to Global Entrepreneurship Monitor (GEM) data, Indonesia had perceived opportu-

nities rate (POR) of 54.9% in 2018, exceeding the global average of 45.6%. The perceived capabilities 

rate (PCR) was 64.1%, exceeding the global average of 49.15% (G.E.M., 2018). Based on the POR and 

PCR indicators, Indonesia has a strong potential to develop entrepreneurship. Therefore, EM is an 

important factor for the development of SMEs in Indonesia. 

The following section will discuss the literature review to develop a hypothesis. Next, we will 

explain the measurements, the sampling method, data collection techniques, and data analysis. 

Then ensues the presentation of data analysis results and their discussion. The paper ends with con-

clusions and suggestions for further research. 

LITERATURE REVIEW 

Entrepreneurial marketing 

EM is the exploitation of opportunities to obtain and retain customers through innovation, leveraging of 

resources, risk-taking, and value creation (Morris et al., 2002). EM is conducted by small companies and 

new businesses that utilise available and limited resources (Becherer et al., 2012; Ionita, 2012; Kraus et 
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al., 2010; Sadiku-Dushi et al., 2019) by focusing on opportunities to design or develop something new to 

create value for customers (Hills & Hultman, 2012; Hisrich & Ramadani, 2018; Ionita, 2012). When ac-

tively applied and disseminated by top management, EM can evolve into an organisational culture that 

forms the basis for competitive advantages that are difficult to imitate (Whalen et al., 2016). 

There is a difference between entrepreneurial marketing and traditional marketing. Traditional 

marketing is customer-oriented: the method is the 4P or 7P marketing mix, with formal market intelli-

gence. Meanwhile, EM is innovation-oriented: the methods are word-of-mouth, direct selling, and re-

ferrals, with market intelligence in the form of informal networking and information gathering (Stokes, 

2000). Due to limited resources, SMEs often cannot apply traditional marketing directly. Jones and 

Rowley (2009) emphasise that that EM is an approach more recommended for SMEs than focusing on 

sales and promotion. The network referred to in the EMICO framework consists of customer relation-

ships and networks, owner/manager personal communication networks (PCNs), business networks, 

university networks, and business support networks.  

EM emphasises innovation, creativity, and proactiveness (Hisrich & Ramadani, 2018; Kraus et al., 

2010; Solé, 2013). Kilenthong et al. (2015) view the dimensions of EM as consisting of growth and 

opportunity orientation, customer focus, market analysis, value creation, and proximity to markets. 

Growth orientation reflects the owner’s/manager’s ambition to create growth (Kilenthong et al., 2015) 

as a long-term company goal (Westerlund & Leminen, 2011). The second EM dimension emphasises 

opportunities, such as producing products or new processes (Becherer et al., 2012), which has a long-

term orientation towards exploiting opportunities (Hills et al., 2008). Network marketing is an im-

portant dimension of EM, because owners/managers who rely on the network will obtain information 

about untapped customer values (Kilenthong et al., 2015). SMEs generally obtain market information 

informally from customers (Lindh, 2005). The advantage is that the owner/manager is closer to the 

market and can identify opportunities directly (Kilenthong et al., 2015). 

Fard and Amiri (2018) state that EM affects SMEs’ market and innovation performance. Franco et 

al. (2014) argue that EM has an important role in business growth and sustainability. Recent research 

by Sadiku-Dushi et al. (2019) tests EM dimensions against SMEs’ performance, in which opportunity 

focus, resources leveraging, and value creation had a positive effect on SMEs’ performance. Becherer 

et al. (2012) find that value creation as an EM dimension affects business performance: financial per-

formance, growth, and customer satisfaction. In the context of research on EM in Indonesia, Al-

Manasra et al. (2013) and Hamali (2015) state that EM affects business performance.  

Previous studies contributed to the understanding of the relationship between EM and business 

performance, agreeing that EM is critical to SMEs’ business performance. SMEs that implement EM 

will gain a competitive advantage and will differ from their competitors (Jones & Rowley, 2009). Thus: 

H1: Entrepreneurial marketing has a positive effect on business performance. 

Entrepreneurial personality traits 

Personality traits are characteristics of an individual that include emotions, mindset, and behaviour 

(Mcshane & Von Glinow, 2010). Personality traits related to entrepreneurial business performance 

(Hachana et al., 2018) become an important factor that encourages the success of entrepreneurs (Franco 

& Prata, 2019) because the personality traits of the owner/manager will affect company strategy 

(Peterson et al., 2003). Personality will predict behaviour, while differences in a person’s personality will 

lead to differences in behaviour (Nave et al., 2017). Several personality trait models exist but the most 

popular one is the Big Five (Mcshane & Von Glinow, 2010; Northouse, 2019): extraversion, agreeableness, 

conscientiousness, neuroticism, and openness to experience. This study adopts the Big Five model. 

Extraversion refers to individuals who enjoy social interaction, are sociable, expressive, and ori-

ented to the outside world (Ciavarella et al., 2004). Extraversion is manifested in full interaction with 

business activities, the owner/manager is involved in a self-development process (Franco & Prata, 

2019). SMEs’ activities involve social interaction, so extraversion plays a role in business performance 

because extroverted individuals tend to be directly involved in business activities. Franco and Prata 
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(2019) and Zhao et al. (2010) report that extraversion is a dimension of the Big Five model related to 

effective business performance. 

Agreeableness is a term used to describe a person who is pleasant, warm, obedient, and trust-

worthy (Ciavarella et al., 2004). Entrepreneurs with high agreeableness have positive interpersonal 

relationships (Zhao & Seibert, 2006) and are more likely to develop business continuity (Baron & 

Markman, 2000). Founders with personality traits of agreeableness tend to be more successful in 

managing family SMEs (Franco & Prata, 2019). Agreeableness can be a significant predictor of entre-

preneurial success (Leutner et al., 2014). 

Conscientiousness is an awareness of the company’s long-term goals (Ciavarella et al., 2004), an en-

trepreneur must have a high level of awareness and a sense of optimism to deal with a dynamic business 

environment (Crane & Crane, 2007). They must be hard-working and persistent to achieve their goals 

(Zhao & Seibert, 2006). Franco and Prata (2019), Zhao et al. (2010), and Hachana et al. (2018) remark 

that conscientiousness is a dimension of the Big Five model related to effective business performance. 

Neurotic individuals are often impulsive; they experience mood swings (Franco & Prata, 2019), 

feelings of anxiety, nervousness, sadness, and tension (Brandstätter, 2011), and they tend to lack the 

courage to take risks and build social capital (Baluku et al., 2016). Entrepreneurs with low neuroticism 

are self-confident and calm (Zhao & Seibert, 2006). Franco and Prata (2019) argue that neuroticism is 

a dimension of the Big Five model that is negatively related to business performance. Zhao et al. (2010) 

and Hachana et al. (2018) observe that emotional stability is a characteristic of entrepreneurial per-

sonality related to effective business performance. 

Openness to experience is a personality trait that describes someone who seeks new, imaginative, 

and creative ideas Zhao et al. (2010). However, it has been negatively related to business performance 

(Ciavarella et al., 2004), even though the findings Franco and Prata (2019), Hachana et al. (2018), and 

Zhao et al. (2010) show the opposite to be the case. 

Entrepreneurs have specific personal resources that enable them to take advantage of new oppor-

tunities by managing their resources (Alvarez & Busenitz, 2001). One of these personal resources are 

personality traits. If one’s personality traits are valuable, rare, and irreplaceable, this will create a com-

petitive advantage that will drive business performance (Franco & Prata, 2019). Thus: 

H2a: Extraversion has a positive effect on business performance. 

H2b: Agreeableness has a positive effect on business performance. 

H2c: Conscientiousness has a positive effect on business performance. 

H2d: Neuroticism has a positive effect on business performance. 

H2e: Openness to experience has a positive effect on business performance. 

EM is one of the marketing strategies in small businesses and part of entrepreneurial behaviour. 

Research conducted by Franco et al. (2014) on SMEs found that marketing activities were reactive to 

opportunities, meaning that the owner/manager determine the process of decision-making. According 

to Nave et al. (2017), personality predicts behaviour, and personality differences lead to differences in 

people’s behaviour. EM focuses on entrepreneurs’ behaviour (Hills & Hultman, 2012).  

Entrepreneurs use EM behaviours to escalate competitive advantage. These behaviours demon-

strate an SME’s entrepreneurial approach towards coping with limited (Fard & Amiri, 2018), SMEs re-

quire different or unique resources in order to develop competitive advantage and competitiveness 

(Fillis & Rentschler, 2005; Mansion & Bausch, 2020; Sahid & Habidin, 2018). This is in line with the 

resource-based view (RBV) that unique or distinct resources act as drivers towards sustainable com-

petitive advantage (Barney, 1991). The RBV is used in this study to show the role of entrepreneurial 

personality traits on EM and business performance. 

Farrukh et al. (2016) explain that there is a positive relationship between extraversion personality 

traits and openness to experiences, but also between emotional stability and entrepreneurial behav-

iour. A direct positive relationship is found between the locus of control personality trait with perfor-

mance results. Moreover, proactivity has an indirect relationship with financial performance and the 

quality of relationships through entrepreneurial behaviour (Watson et al., 2020). 
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Loveland et al. (2015) state that emotional stability and extraversion are personality traits related 

to successful sales performance. Caliskan (2019) reports that agreeableness and extraversion are sig-

nificant predictors in explaining relationship marketing practices. Conscientiousness has a great impact 

on the preferences of financial and social practices in relationship marketing, while high emotional 

stability explains the preferences of relationship marketing financial practices only. Thus: 

H3a: Extraversion has a positive effect on entrepreneurial marketing. 

H3b: Agreeableness has a positive effect on entrepreneurial marketing. 

H3c: Conscientiousness has a positive effect on entrepreneurial marketing. 

H3d: Neuroticism has a positive effect on entrepreneurial marketing. 

H3e: Openness to experience has a positive effect on entrepreneurial marketing. 

RESEARCH METHODOLOGY 

Sample and data collection 

Survey method was chosen for data collection in this study. This study involved SMEs’ owners/manag-

ers with national and international market scope in East Java, Indonesia. According to the Department 

of Cooperatives and SMEs East Java, there are 1483 SMEs, of which 350 have national and international 

markets. The sampling technique used simple random sampling. The sample size of 187 owners/man-

agers was obtained from the Slovin formula at a 5% error level. 

Data collection used questionnaires in hard copy form, distributed to owners/managers of UKM. 

Enumerators were involved in visiting each SME selected as part of the sample to fill out the question-

naire. Data collection ran from September to December 2019. The questionnaire used hard copies with 

the consideration that not all SMEs in Indonesia actively use email; besides, by visiting directly, the 

response rate was expected to be better. The returned questionnaires that fulfilled the requirements 

for analysis numbered 187 out of 200 respondents (response rate 94%), consisting of 86% male and 

14% female respondents. Moreover, 14% of businesses were running for five to 10 years, 38% for  

10-20 years, and 48% for more than 20 years. 

Measures 

Entrepreneurial personality traits 

The construct of entrepreneurial personality traits adopted the Big Five theory, measured by five di-

mensions: extraversion, agreeableness, conscientiousness, neuroticism and openness to experience 

(Franco & Prata, 2019). The level of reliability measurement for extraversion was α = 0.957, agreea-

bleness α = 0.935, conscientiousness α = 0.922, neuroticism α = 0.961, and openness to experience α 

= 0.937, which indicated very good reliability. 

Entrepreneurial marketing 

The measurement of EM construct was adopted from Kilenthong et al. (2016), who proposed six di-

mensions: growth orientation, opportunity orientation, total customer focus, value creation through 

networks, informal market analysis, and market proximity. The level of reliability measurement for EM 

was α = 0.888, which indicated very good reliability. 

Business performance 

The measurement of the business performance construct was adopted from Choi and Williams (2016), 

who proposed three dimensions: market share, growth rate, and profitability. The owner/manager 

was required to compare market share, growth rate, and profitability with competitors for a period of 

three years. The level of reliability measurement for business performance was α = 0.909, which indi-

cated very good reliability. All constructs were measured using a five-point Likert scale ranging from 

strongly disagree (1) to strongly agree (5).  
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Data analysis 

Hypothesis testing in this study used structural equation modelling (SEM); SmartPLS 3 software was 

used for analysis. The advantages of the PLS-SEM method were that the method can test measurement 

models and structural models and take into account measurement errors. Besides, PLS-SEM offers ac-

curate analysis results for small sample sizes (Hair et al., 2019). This study analysed the causal relation-

ship between the latent variables of entrepreneurial personality traits, EM, and business performance. 

Therefore, PLS-SEM was an appropriate method if the research objective was theory development and 

prediction (Hair et al., 2011). 

RESULTS AND DISCUSSION 

Descriptive statistics 

Descriptive analysis results in Table 1 show the average level of high business performance. According to 

the owners/managers, success is seen in the market share by continued increase over the last three 

years. In addition, according to the owners/managers, the owned or run company experienced sales 

growth over the past three years. Furthermore, there was an increase in profits over the last three years. 

Table 1. Descriptive statistics 

Variables Mean SD 

Extraversion (E)    

 

E1 

E2 

E3 

3.209 

3.214 

3.299 

0.682 

0.737 

0.667 

Agreeableness (A)   

 

A1 

A2 

A3 

2.786 

2.995 

2.818 

0.676 

0.705 

0.723 

Conscientiousness (C)    

 

C1 

C2 

C3 

3.957 

3.861 

3.925 

0.839 

0.829 

0.817 

Neuroticism (N) *   

 

N1 

N2 

N3 

3.866 

3.840 

3.920 

0.636 

0.736 

0.645 

Openness to experience (O)   

 

A1 

A2 

A3 

3.668 

3.711 

3.727 

0.888 

0.809 

0.899 

Entepreneurial marketing (EM)   

 

EM1 

EM2 

EM3 

EM4 

EM5 

EM6 

3.048 

3.059 

3.176 

2.807 

3.845 

3.583 

0.704 

0.740 

0.825 

0.690 

0.783 

0.906 

Business performance (BP)   

 

BP1 

BP2 

BP3 

3.973 

3.877 

4.000 

0.797 

0.821 

0.913 

Note: * Inverted Item. 

Source: own elaboration in SmartPLS (2020). 
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In terms of measuring EM of the owner/manager, the SMEs studied have a moderate EM intensity 

(on the scale of one to five). The dimensions that support EM are owners/managers who have an ori-

entation such that their business continues to experience growth by actively seeking opportunities in 

national and international markets, but also by looking for product opportunities that are of interest 

to consumers by conducting market analysis, although informally. Owners/managers admitted that 

the key to the success of their businesses is the desires and expectations of customers, so the former 

never cease building relationships with customers, suppliers, and distributors. The SMEs’ owners/man-

agers make decisions based on customer feedback. Information from customers is considered when 

determining marketing strategies and how to make relationships with customers more effective. 

The results from the measurement of entrepreneurial personality traits indicate that the SMEs 

owners/managers already had personal values that supported entrepreneurial behaviour, that is they 

scored highly in conscientiousness, and openness to experience, and moderately on extraversion and 

agreeableness, low on neuroticism. 

Measurement model 

Model estimation and research hypothesis testing used SmartPLS software. Table 2 presents the load-

ing values and t-values for each construct analysed in the study. The criteria used for loading values 

was above 0.7, indicating that the construct can explain the variant of the indicator, and the indicator 

has a satisfactory level of reliability (Sarstedt et al., 2017). Loading values for the five indicators of 

entrepreneurial personality traits, the five indicators of EM and the three indicators of business per-

formance shows that each has a loading value of > 0.7 and a significant t-value (t-value > 1.96). Only 

one indicator of EM (opportunity orientation) has a loading value of < 0.7 but a significant t value. 

According to (Hulland, 1999), the minimum acceptable loading value is 0.4; thus, the opportunity ori-

entation indicator remains acceptable. 

The assessment of composite reliability to measure internal consistency is presented in Table 3. 

The criterion of composite reliability must be greater than 0.7 (Hair Jr et al., 2014) for the model to 

have good internal reliability. All constructs have a composite reliability above 0.7, which indicates 

good reliability. Furthermore, to evaluate convergent validity, we look for average variance extracted 

(AVE) criteria greater than 0.5 (Hair Jr et al., 2014). The AVE value in each construct is greater than 0.5; 

thus, all constructs fulfil the convergent validity criteria. Meanwhile, discriminant validity uses AVE 

criteria in which the AVE of each latent construct must be higher than the highest squared correlation 

between latent constructs (Hair Jr et al., 2014). The AVE value is shown by the numbers on the diagonal 

in Table 3, wherein the AVE value of each latent construct is greater than the highest square correlation 

between latent constructs. Therefore, the model meets the discriminant validity criteria. 

Structural model 

Structural models were used to evaluate causal relationships between constructs in the model. The 

criterion for evaluating the model structure is the coefficient of determination R2. The test results 

showed that R2 = 0.696 for business performance and 0.537 for EM, explaining 69.6% of business per-

formance variance and 53.7% of EM variance. The evaluation results indicated that the business per-

formance and EM coefficients in the model were categorised as fairly good. 

The assessment of the quality of the model is from the value of cross-validated redundancy (Q2) to 

assess the predictive relevance of the model. The value of Q2 > 0 indicates the accuracy of the model’s 

prediction (Hair et al., 2011). The Q2 value for the BP construct is 0.522 and for the EM construct is 

0.296, so the exogenous construct has predictive relevance for the endogenous construct.  
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Table 2. Constructs and loading factors 

Constructs Loadings t-value 

Extraversion (E)   

E1 

E2 

E3 

0.959 

0.921 

0.935 

132.980 

58.937 

80.152 

Agreeableness (A)   

A1 

A2 

A3 

0.952 

0.858 

0.916 

82.464 

29.492 

41.270 

Conscientiousness (C)   

C1 

C2 

C3 

0.949 

0.938 

0.946 

79.003 

80.388 

74.401 

Neuroticism (N)   

N1 

N2 

N3 

0.940 

0.805 

0.930 

65.431 

16.914 

64.545 

Openness to experience (O)   

O1 

O2 

O3 

0.942 

0.881 

0.915 

53.197 

26.218 

54.828 

Entrepreneurial marketing   

EM1 

EM2 

EM3 

EM4 

EM5 

EM6 

0.573 

0.802 

0.751 

0.767 

0.846 

0.776 

9.943 

30.329 

23.966 

19.259 

48.594 

23.116 

Business performance   

BP1 

BP2 

BP3 

0.887 

0.894 

0.850 

51.049 

63.624 

32.672 

Source: own elaboration in SmartPLS (2020). 

Table 3. Evaluation on Measurement Model 

Constructs 
Composite 

Reliability 
E A C N O EM BP 

Extraversion (E) 

Agreeableness (A) 

Conscientiousness (C) 

Neuroticism (N) 

Openness to experience (O) 

Entrepreneurial Marketing (EM) 

Business Performance (BP) 

0.957 

0.935 

0.961 

0.922 

0.937 

0.888 

0.909 

0.938 

0.298 

0.460 

0.261 

0.343 

0.562 

0.545 

 

0.909 

0.362 

0.429 

0.370 

0.482 

0.445 

 

 

0.944 

0.284 

0.466 

0.593 

0.725 

 

 

 

0.894 

0.408 

0.404 

0.377 

 

 

 

 

0.913 

0.468 

0.613 

 

 

 

 

 

0.757 

0.688 

 

 

 

 

 

 

0.877 

Source: own elaboration in SmartPLS (2020). 

Hypotheses testing and scientific discussion  

Table 4 presents the path coefficient values that show causal relationships between constructs, The p-

value for testing the significance of causal relationships between constructs, all of which meet the 

criterion for significant (p-value < 0.05) (Hair et al., 2011).  
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Table 4. Hypothesis testing 

Relationship Path coefficient P values 

EM � BP 0.238 0.000 

Extraversion � BP 0.129 0.023 

Agreeableness � BP 0.054 0.338 

Conscientiousness � BP 0.382 0.000 

Neuroticism � BP 0.012 0.818 

Openness � BP 0.254 0.000 

Extraversion � EM 0.299 0.000 

Agreeableness � EM 0.196 0.001 

Conscientiousness � EM 0.303 0.000 

Neuroticism � EM 0.112 0.054 

Openness � EM 0.106 0.062 

Source: own elaboration in SmartPLS (2020). 

The results indicated that EM has a positive and significant effect on business performance; H1 was 

confirmed. This agrees with previous research (Al-Manasra et al., 2013; Fard & Amiri, 2018; Hamali, 

2015) that affirms the effect of EM on SMEs’ performance. Owners/managers who are oriented to-

wards business growth will prioritise long-term business growth over short-term profit (Westerlund & 

Leminen, 2011), so they make an effort to seek new opportunities and realise them. Therefore, there 

is an increase in market capacity, sales, or business scale. Small and medium-sized enterprises that 

implement EM will gain a competitive advantage and will be distinct from their competitors (Jones & 

Rowley, 2009). Furthermore, owners/managers make the customer an important component of their 

business, always focusing on fulfilling their desires and request (Hills & Hultman, 2012; Hisrich & 

Ramadani, 2018). Owners/managers actively use market and customer information when making de-

cisions with regard to new products and services (Kilenthong et al., 2015). In general, within SMEs, 

market information is obtained informally by the owners/managers. They will introduce new products 

and services if customer demand suggests that they should. 

The results showed that business performance is determined by entrepreneurial personality traits. 

Of the Big Five, extraversion, conscientiousness, and openness to experience are elements of entre-

preneurial personality positively related to business performance. Therefore, H2a, H2c, and H2e were 

confirmed, while H2b and H2d were not. The present study indicates that owners/managers who suc-

ceed in building a business have personality traits of extraversion, conscientiousness, and openness to 

experience. Extraversion is an entrepreneurial personality trait with the strongest relationship with 

business performance; that is, it plays the most important role in achieving SME success. 

The owners/managers of SMEs have high extraversion so they tend to be directly involved in busi-

ness activities (Leutner et al., 2014), they carry out social interactions with customers and suppliers. 

Such an engagement helps to raise awareness of the importance of building networks with external 

resources (Hachana et al., 2018). The owners always seek opportunities to start new projects, they 

dare to set challenging goals, and they exhibit the energy needed to move forward. This can be 

achieved best if they are extraverts. The results of the present study support the findings of Franco 

and Prata (2019) and Zhao et al. (2010). These authors state that extraversion is the dimension of the 

Big Five personality model needed for success. 

Conscientiousness has an effect on business performance because a person who possesses it has 

a sense of responsibility and attention to detail. Such people run their companies in a principled 

manner. They work hard and persistently to achieve their goals (Zhao & Seibert, 2006), which en-

sures long-term business continuity (Ciavarella et al., 2004). Openness to experience has an effect 

on performance: entrepreneurs with imaginative and creative characters enjoy discovering new 

ideas (Zhao et al., 2010). Conscientiousness personality traits are clearly a competitive advantage 

when it comes to business performance. 

The present study has elaborated the relationship between entrepreneurial personality traits and 

business performance, and in doing so, it has extended our understanding of the importance of social 

aspects of personality entrepreneurship in fostering unique characteristics of SMEs (Darcy et al., 2014). 
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We have argued that entrepreneurs with extraversion, conscientiousness, and openness to experience 

provide their companies with unique characteristics or critical resources for competitive advantage, 

because management in SMEs is usually conducted in a highly personalised manner and is strongly 

influenced by personality (Beaver & Jennings, 2005). 

The results of the study showed that extraversion, agreeableness, and conscientiousness are 

positively associated with entrepreneurial marketing, so H3a, H3b, and H3c were confirmed, while 

H3d and H3e could not have been. The findings indicated that entrepreneurs with high levels of 

extraversion, agreeableness, and conscientiousness support EM in SMEs. Personality predicts be-

haviour, and personality differences will lead to differences in people’s behaviours (Nave et al., 

2017). One manifestation of entrepreneurial behaviour is EM (Hills et al., 2008). The results of the 

study support the findings of Loveland et al. (2015) that extraversion personality traits are related 

to sales performance. Agreeableness, extraversion, and conscientiousness are significant predictors 

of successful relationship marketing practices (Caliskan, 2019). Entrepreneurial personality traits 

predict human behaviour, including entrepreneurship (Ahmad, 2010). Therefore, our findings indi-

cate that extraversion, agreeableness, and conscientiousness will encourage entrepreneurial behav-

iour in general (Farrukh et al., 2016) and EM in particular. 

The present study offers an insight into the nature of SME owner/managers who possess the 

entrepreneurial personality traits of extraversion, conscientiousness, and openness to experience, 

and who develop their EM capabilities to increase competitive advantage. This perspective supports 

the resource based view (RBV), which argues that EM and entrepreneurial personality are unique 

resources that drive business performance and sustainable competitive advantage (Barney, 1991). 

The present study has proven that entrepreneurial personality traits are antecedents of EM, that 

extraversion, agreeableness, and conscientiousness in particular play a role in increasing EM, and 

that EM can drive business performance. 

CONCLUSIONS 

The present study investigated the role of EM in business performance and the role of entrepreneurial 

personality traits as antecedents of EM. The results showed that EM has a positive effect on business 

performance, and that SMEs focused on growth, opportunities, customers, networks, informal market 

analysis, and market proximity in their marketing activities can improve business performance. This 

can be achieved more easily if the SME owner/manager shows traits of extraversion, agreeableness, 

and conscientiousness. Another finding was that, amongst the Big Five entrepreneurial personality 

traits, extraversion, conscientiousness, and openness to experience determine business performance 

success. Therefore, extravert and conscientious SME owners/managers who are open to experience 

will influence the implementation of EM in SMEs, which will improve their business performance. 

One implication of the present study for management is that entrepreneurs should have a set of EM practices 

that maintain or improve business performance (Kilenthong et al., 2015), because not all the principles in mar-

keting literature can be used in small businesses (Mort et al., 2012). Another implication is that extraversion, 

conscientiousness, and openness to experience determine business performance. Finally, successful entrepre-

neurship is inseparable from the characteristics of the individual (Stokes, 2000). Therefore, it is important that 

SMEs foster extraversion, conscientiousness, and openness to experience. 

This research has limitations. The study was conducted only on SMEs in Indonesia. Replication 

studies in several other countries are likely to yield different results, but allowing comparison with the 

results of this study may open up new areas for further research. Secondly, business performance in 

this study was measured by collecting subjective opinions of owners/managers using market share, 

growth rate, and profitability measures compared to competitors over three years (qualitative 

measures). Further research could add a quantitative measure from their financial statements or SMEs 

internal notes as a measurement of business performance. 
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