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ABSTRACT 

 

Exa mining the precursors  which inc lude  —entrepreneurial  orientat ion,  market ing capabi l i ty ,  

and innovat ion capabi l ity—  of  susta inable competit ive advantage (SCA) in travel  agencies  is  

the a im of  this research.  262 managers  o f  travel  agencies were rando mly sele cted to 

part icipate  in a  survey,  and data was analyzed  using  structural equat ion model l ing through  

SmatPls4,  which tested study hypotheses.  The f indings of  this study showed that  al l  the  

antecedent factors  s ignif icantly  lead towards the SCA.  Moreover in an increasingly 

technologica lly  dyna mic travel  and tourism industry,  this s tudy provides valuable ins ights to  

managers,  service providers,  and marketers o f  travel  serv ices who aim to establish themselves  

as market  leaders and bolster their marketing and inno vation capacit ies to  ensure their  

surviva l  in the  travel  supply chain.  

 

Keywords:  Entrepreneurial  or ientat ion,  market ing capabi l i ty ,  innovation capabi l i ty ,  

susta inable co mpet it ive  advantage ,  tourism,  travel  agency  

 

 

INTRODUCTION 

 

Technology advancements  and in tense r ivalry in the travel  industry have  forced  tour ism f irms  to  

f ind durable co mpet i t ive advantages in order  to  boost  market  per formance ( Abou-Shouk et  a l . ,  

2021) .  Susta inab le competi t ive advantage  (SCA) accord ing to  Lee & Yoo (2021)  is  the abi l i ty o f the 

company to  exceed consumer expectat ions rela t ive to  i t s  compet i tors.  According to  J in et  a l .  (2022)  

f irms  can crea te SCA by leveraging i ts  resources  and capabi l i t ies .  Entrepreneurial  or ientat ion (EO) 

is  one of the factors tha t  contr ibute to  a  SCA (Widyant i  & Mahfudz,  2020) .  By encouraging 

innovat ion,  ini t ia t ive,  and  r i sk -taking,  EO communicates  a  company's  desire  to  enhance  

per formance (Peters &  Kallmuenzer ,  2018) .  In addi t ion to  defining s tra tegic processes and  

act ivi t ies for  tac t ical  decisions and act io ns ,  i t  serves as a  business mot iva tor  for  the discovery and  

development o f  entrepreneur ia l  prospec ts (Ribei ro et  a l . ,  2021) .  

 

Business market ing capabil i ty  (MC) i s  ano ther  factor  tha t  contr ibutes to  SCA (Kamboj  &  Rahman,  

2017) .  According to  Ba mbang e t  a l .  (2021)  MC is a  new procedure that  addresses market  needs  by 

providing crea tive solut ions  for  product ,  adminis tra t ion,  and marketing.  In order  to  at ta in SCA,  

Pascual -Fernandez e t  a l .  (2021)  stressed the  importance of developing corpora te innovat ion  

capabi l i ty ( IC) .  A thorough analys is o f  EO,  MC and  IC,  in l i tera ture  research showed tha t  

combining these ideas improves  SCA pred ic t ion.   

 

The l inks be tween SCA antecedents,  such as EO, MC, and  IC,  are integrated in  this  study.  As a  

result ,  i t  i s  d is t inc t  from ear l i er  study in that  i t  creates a  thorough research model tha t  offers a  

profound comprehension of SCA and i t s  causes.  Comprehending these correlat ions aids trave l  

agencies in reassess ing their  competi t ive posit ions and per formance -enhancing tac t ics (Hussain e t  
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a l . ,  2020)  as well  as their  t r ip  planning,  booking,  and schedul ing work processes (Ruiz -Ortega e t  

al . ,  2021b) .  

 

LITERATURE REVIEW  

 

Entrepreneuria l  or ientation  (EO) and sustainable co mpetit ive advantage  (SCA)  
Accord ing to  l i tera ture  review, EO consists  o f three e lements:  innovativeness ,  proac tivi ty,  and  

r isk- taking (Chien & Tsa i ,  2021) .  Innovat iveness  re fers to  the business 's  propensity to  support  

novel  ideas and viewpoints in order  to  crea te or  produce new goods and services ( Luu,  2022) .  

Businesses that  are proact ive look for  ways  to  take the lead by launching cutt ing -edge goods and  

functional  technology,  as well  as by explor ing out  new business  prospec ts (Amar te i fio  & 

Agbeblewu,  2020) .   

 

Accord ing to  Castel las & Moreno  (2010)  taking r i sks  i s  l inked to  r i sk apprehension,  judgement  and 

choices made  in an uncerta in si tua tion.  Accord ingly,  EO is regarded as the pr imary mot ivator  for  

foster ing SCA and enhancing company  gro wth and per formance (Lee &  Yoo,  2021) .  

 

Due to  market  compet i t ion,  the  tour ist  and hospi ta l i t y sec tors have a  tendency towards  grea ter  

entrepreneur ial i sm (Asmelash &  Kumar,  2019; Ruiz -Or tega  e t  a l . ,  2021b) .  Previous  research 

(Bambang et  al . ,  2021; Kiyabo and I saga,  2020;  Widyant i  and Mahfudz,  2020)  has demonstrated a  

beneficia l  e ffec t  o f EO on SCA. Consequent ly,  the fol lowing became the  f ir st  research hypothesis :  

 

H1:  The  impact  o f entrepreneurial  or ienta t ion on sustainab le competi t ive advantage i s  substantial .  

 

Market ing capabil ity  ( MC) and sustainable competit ive advantage (SCA)  

Business SCA is  s igni f icant ly influenced by MC (Kamboj  &  Rahman,  2017) .  Business resources are  

invested in order  to  meet  spec i fic  goals (Day,  2011) ,  sa t i s fy market -re lated needs (Mainardes et  

a l . ,  2022) ,  mainta in interact ive relat ionships wi th customers,  and enhance the capabi l i t ies  of  

market  sensors (Lee  & Yoo,  2021) .   

 

In order  to  meet  the demands of the market ,  MC ass is t s  businesses in develop ing market ing 

technologies,  gaining market  knowledge,  and st rengthening their  manageria l  capaci t ies (Day,  1994; 

Lee & Hsieh,  2010) .  The strategy of service organisat ions i s  based on matching cl ient  requests  

wi th  avai lable markets  and capabil i t ies in order  to  ga in a  compet i t ive edge and spur  growth.  

Posit ive re la t ionships between MC and SCA have been found in a  number o f empir ica l  

invest iga t ions (Bambang et  al . ,  2021; Kamboj  and  Rahman,  2017;  Lee  and Yoo,  2021) .  Thus,  the 

fo l lo wing second hypothesis  i s  developed:  

 

H2: The  impact  o f marketing capabil i ty  on sus ta inable compet i t ive advantage i s  substantia l .  

 

Innovat ion capabil ity (IC) and sustainable co mpet it ive  advantage (SCA)  

The abi l i ty to  transform ideas and knowledge  into  new processes,  s tructures  and products for  the 

benefi t  o f the  company is  known as innovation capabil i ty  ( IC)  (Mohammad e t  a l . ,  2019) .  In the  

hospi ta l i ty and tour ism industr ie s ,  IC i s  a  major  source of  SCA (Gurlek & Koseoglu,  2021; 

Pascual -Fernandez et  a l . ,  2021; Ruiz -Or tega e t  al . ,  2021a) .  Tourism businesses must  create and 

develop crea tive ideas by ut i l i sing crea tive and coopera tive tr ip  p lanners to  sa t i s fy c l ient  request s  

and  enhance their  procedures in order  to  increase consumer va lue and ob tain  a  co mpet i t ive edge  

(Lee & Hsieh,  2010) .   

 

Furthermore,  in order  to  thr ive,  especial ly dur ing t imes of cr i si s ,  tour is t  businesses need to  be 

innovat ive and flexible enough to  adjust  to  shi f t ing market  condi t ions (Abou-Shouk e t  al . ,  2016 ) .  

The substant ia l  impact  of IC on SCA has been confirmed by l i tera ture reviews (Adam et  a l . ,  2017; 

Ferreira  et  a l . ,  2020;  Lee and Yoo,  2021 ) .  In  l ight  o f this ,  the third  hypothesis  o f the s tudy i s:  

 

H3:  The  impact  o f innovation capabil i ty  on sus ta inable compet i t ive advantage i s  substantia l .  
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Research Model  

 

 
 

Research Methods  

In this s tudy,  we look into  the antecedent  fac tors o f sustainable  competi t ive  advantage  (SCA) in  

the t rave l  agencies ,  spec i fical ly in  Dehli  and Jammu & Kashmir .  This objective  guided  the  crea tion 

of  the  quest ionnaire  in  order  to  col lec t  responses.  After  being dis tr ibuted,  a  se l f -ad minis te red 

questionnaire  was p icked up in person.  18  of the 289  responses that  we rece ived were removed  for  

a  var iety o f reasons (e .g. ,  the respondents were not  the  intended  informant,  or  the questionnaire  

conta ined miss ing responses) .  Thus,  the total  sample size consisted  of 262 val id  responses.  A pre -

test  was also given to  eva luate the co nstruc ts and  other  quest ion outcomes which  involved  23 

trave l  agencies.  In response to  the pre -tes t  resul t s ,  a  few changes were made to  the or igina l  version 

of the questionnaire.  These included modifying the opening,  rephras ing a few i tems,  and poss ible 

answers to  the questions.  Table 1  displays  the research instrument source ,  whi le  Table 2  contains  

the demographic information of  the respondents .  

 

 

 

Table2 (Demographic Details) 

 

 

Gender 

Male 175 66.79% 

Female 87 33.20% 

 

Education 

10+2 45 17.17% 

Graduate 84 32.06% 

P.G 133 50.76% 

 

Age 

< 30 years 130 49.61% 

30 – 50 years 103 39.31% 

>50 years 29 11.06% 

 

 

Table 1 ( Source of Research Instrument) 

No. Construct Source No. of items 

 

1. 

 

Entrepreneurial Orientation (EO) 

 

(Fan et al.,2021) 

 

05 

 

2. 

 

Marketing Capabilities (MC) 

 

(Elgarhy & Abou-Shouk, 2023) 

 

04 

 

3. 

 

Innovation Capabilities (IC) 

 

(Fan et al.,2021) 

 

05 

 

4. 

 

Sustainable competitive advantage (SCA) 

 

(Elgarhy & Abou-Shouk, 2023) 

 

05 
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DATA ANALYSIS  

 

Assessment of  the measurement model  

In order  to  tes t  the hypothesis and va lidate measurements,  data  i s  ana lysed using the Part ia l  Least  

Square  (PLS) technique  ut i l i sing SmartPLS 4.0 sof tware.  The  eva luat ion of  the  measurement model  

is  based on four  fundamental  components:  d iscr iminant  va lid i ty ,  convergent  val idi ty (average  

var iance extrac ted,  or  AVE),  ind icator  re l iabil i ty (outer  load ings) ,  and interna l  consistency 

(composite  rel iabi l i ty)  (Hai r  et  a l . ,  2019) .  Signi f icant  i tem  load ings must  be maintained in the  

measurement model  for  the construc t .  The indicator  outer  load ings a re predic ted to  be more than 

0.708.  Figure 1  displays the fac tor  load ings (sometimes re ferred to  as outer  loadings)  o f  the  

constructs and the study's  measurement model.  All  o f the ind ica tors '  outer  loadings exceed the  

0 .708  thresho ld,  as seen in Figure 1 .  The values o f composite  rel iab il i ty,  AVE, and Cronbach 's  

alpha are shown in Table 3 .  These were employed to  assess the va l idi ty and re l iab il i ty o f  the 

constructs.  The s tudy's  f indings,  which also demonst rated that  al l  o f th e construc ts '  AVE values  

were more than 0.5  and the composi te  rel iabi l i ty va lues were >0.6,  demonstrated the a t tainment  of 

convergent  va lid i ty and  construc t  re l iabil i ty.  Next  assessment cr i ter ion looks  at  re f lec t ive  models  

for  d iscr iminant  val idi ty.  The square  root  o f AVE for  the  constructs is  greater  than the corre la t ion 

va lue for  the other  inter -construc ts ,  as sho wn by Table 4 's  Forne ll -Larcker  cr i ter ion resul ts .  Thus,  

discr iminant  va lid i ty i s  also achieved.  

 

Assessment of  the structural model  

Accord ing to  Hair  et  a l .  (2018)  VIF values  ( shown in  Table 5)  were ana lysed pr io r  to  the structura l  

model evalua tion and were discovered to  be less than 3.  Mult icol l inear i ty i s  therefore no t  an i ssue.  

In add it ion,  the st ructura l  model 's  eva luat ion depended heavi ly on the es t imat ions o f path 

coefficients and R2 (Hair  et  a l . ,  2019) .  I t  is  required to  evaluate the es t imated  va lues for  pa th l inks  

in the s truc tura l  model in terms of s ign and magni tude.  The relevance of  the suggested assoc ia t ion 

was  de termined by boots trapping.  Figure  2  and  f igure  3  show the  s tructura l  model toge ther  with  

path coeff ic ients,  t -va lues,  p -va lues,  and R2 va lue.  The main metr ic  used to  assess the st ructural  

models is  the  R2 of  endogenous la tent  va lues.  R2  values o f 0 .67 ,  0 .33,  or  0 .19 for  en dogenous 

latent  var iables  in the  inner  route model were categorized as considerable,  moderate ,  or  weak by 

Chin (1998) .  This study found tha t  the endogenous latent  var iab le SCA had an R-square va lue of 

0 .507  and adjus ted  R2 va lue of 0 .501 which i s  moderate.  The path coeff ic ient  est imates are  an 

essentia l  cr i ter ion for  assess ing the structural  model.  At  the  five  percent  signi ficant  level ,  i t  is  

demonstra ted tha t  innovation capabi l i t ies,  marketing capabi l i t ies and e ntrepreneur ial  Or ientat ion  

al l  have t -values >1.96 and p values < 0.05 .  Therefore,  a l l  o f the al terna tive hypotheses —H1, H2 

and  H3—are suppor ted by the ana lys is.  Table 6  provides an overview of the resul t s  o f tes t ing 

hypotheses.  

 

 
Figure 1  
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Figure 2  

 

 
 

Figure 3  
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Table 3 (values of Cronbach's alpha, Composite reliability and  Average variance extracted) 

 

 Cronbach's  alpha  Composite re l iabil ity  Average variance extracted  

EO 0.884 0.886 0.684  

IC 0.884 0.885 0.684  

MC 0.835 0.838 0.669  

SCA 0.878 0.880 0.673  

 

Table 4 (Fornell-Larcker Criterion Results) 

 

 EO IC MC SCA 

EO 0.827     

IC 0.616  0.827   

MC 0.604  0.579 0.818  

SCA 0.620  0.598 0.610 0.820 

 

 

Table  5  (Construct  wise VIF va lues)  

 

 EO IC MC SCA 

EO    1 .893 

IC    1 .810 

MC    1 .766 

SCA     

 

Table 6 (Hypothesis testing results) 

 T stat ist ics  P values  

EO -> SCA 4.212 0.000  

IC -> SCA 3.852 0.000  

MC -> SCA 5.053 0.000  

 

 

DISCUSSIONS 

 

The hypothesized  re lat ionship  l inks were tes ted  in this s tudy using a quanti ta t ive  methodology.  

The resul ts  o f the study were thought to  be intr iguing,  since h igher  EO,  MC, and IC are assoc ia ted 

wi th  higher  SCA.  H1 was supported by the favourable (p  = 0.001)  EO –SCA assoc ia t ion.  The  

f indings supported the idea 's  app licab il i ty and  demonstra ted how important  EO is for  improving 

SCA.EO is a  cruc ial  component tha t  ex pedites the travel  agency's  SCA procedure.  EO is  an 

intangible resource tha t  i s  regarded as  the pr imary source  of compet i t ive  advantage ,  accord ing to 

resource based view theory  (Wiklund & Shepherd,  2011) . The result s  o f  the study are in l ine with  

Bambang e t  a l .  (2021)  who d iscovered tha t  the EO is a  major  cause of SCA.  

 

Addi t iona lly,  the  resul t s  showed a  s trong correlat ion between MC and SCA (p = 0 .001)  support ing 

H2.  This implies that  in order  to  maintain the ir  competi t ive marketing advantages for  goods  and 

services,  t ravel  agents  and tr ip  planners must  s tay abreast  o f the  evolving expecta t ions  o f 

trave llers .  To increase their  cus tomer market  per formance,  innovat ive marketers should employ 

crea tive  informat ion ana lys is,  novel  technologies,  and invent ive promo tional  techniques in add it ion 

to  broad demand -s ide communica tions.  This outcome is  in l ine wi th those of Lee and Yoo (2021)  

and  Bambang et  al .  (2021)  who confirmed  the  re lat ionship between MC and  SCA.  
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Result s  also show tha t  IC  posit ive ly leads towards SCA  (p = 0.001) ,  confirming H 3.  This  

i l lus tra tes ho w IC generates novel  concep ts fo r  goods and services,  p rocedures,  and adver t i s ing 

campaigns that  boost  t ravel  agencies  business success.  This implies tha t  businesses wi l l  be more  

proact ive in modifying t rends  and wi l l  consis tently genera te  fresh,  creat ive concepts  for  goods  and  

services.  The result s  o f  Lee & Yoo (2021)  that  discovered  s trong connections between IC and  SCA 

support  th is  conclus ion.  

 

Theoretica l  Contributions  

The current  study  advances our  theoret ica l  understanding of the antecedents  o f SCA in the contexts  

of develop ing nat ions and in the domain of t rave l  sec tor .  Other  tourism and hosp ita l i ty industr ies  

( i .e  ho te ls ,  resor ts ,  eater ies,  tour is t  a t t rac t ions,  a irpor ts ,  events,  e tc . )  can adopt  the r igo rous 

research methodology in  order  to  extrapolate  i ts  f indings.   

 

The empir ical  result s  o f  the research model that  is  being presented enhance our  kno wledge of the  

factors that  influence SCA in tour ism -re la ted businesses,  wi th a  focus  on t rave l  agencies.  Thes e  

trave l  f irms  must  carefu lly enhance their  competi t ive  advantages in order  to  ensure thei r  continued  

existence in the increas ingly technologica lly and innovat ive travel  supply cha in.   

 

The current  s tudy offers empir ical  proof  that  t rave l  companies  can obta i n and  mainta in a  

compet i t i ve edge by implementing EO, MC and  IC.  Gaining insight  into  the causal  l inks amo ng the 

research const ructs  enhance the  comprehension of the factors tha t  contr ibute to wards the SCA  in 

tourism. Researchers could fur ther  expand on th e suggested s tudy approach to  revea l  global  

evidence of managers '  perspect ives on fos ter ing SCA in the t rave l  and hospi ta l i ty indust r ies.  

 

Practical  Contr ibut ions  

There are several  ad minis tra t ive ramif ica t ions for  travel  and servic e providers f rom this re search.  

Fir s t ,  i t  g ives travel  companies  a  chance to  reva lua te their  development goals in order  to  at tain 

SCA, which i s  a  key fac tor  in a  co mpeti t ive business environment.  The result s  encourage managers  

of tourism-re la ted businesses to  review the i r  approac hes to  competi t ive development.  I t  is  

discovered tha t  EO signi f icantly fac i l i ta tes SCA.   

 

This i l lust rates  the necessi ty for  business  managers to  keep a  close eye  on the ir  market  and s tudy 

i t s  data  in  order  to  take  advantage  of gro wth and competi t iveness  cha nces.  To keep  ahead of  their  

compet i tors in the  corporate  wor ld,  they must  create  innovat ive procedures for  their  goods,  

services,  or  workflows.  Travel  firms should adopt the  newest  technologies which are  quicker  and 

less  expensive means of  communicat ion a nd  informat io n shar ing as wel l  as innovative.   

 

Hence  trave l  businesses  should encourage  their  s ta ff  to  use i t  for  da ily job and market ing -re lated  

tasks .  Since IC offers a  number of novel  business approaches ,  t rave l  firms  operat ing in develop ing 

na tions should embrace  i t  in order  to  build  and maintain SCA.  Moreover ,  the result s  suggest  tha t  

MC is a lso impor tant  in  achieving SCA,  therefore travel  managers  need to  invest  in improving their  

MC. Managers who put  a  lo t  of e ffor t  into  al igning the ir  organisa t ions '  IC wi th a  dynamic 

technological  environment should unders tand  tha t  at ta ining capabi l i ty al ignment depends  on 

carefully control l ing MC to dea l  wi th environmenta l  condi t ions and al locat ing enough financia l  

and  human resources to  integrate  EO into marketing p ract ices.  

 

Limitations and Future  Scope  

This work has cer tain shortcomings,  because  of our  l imi ted resources and t ime,  we employed a  

single cross sect ional  rando m sampling technique.  Future research should use a  longitud ina l  

approach.  Our study focused solely on trave l  agencies of J&K and Dehli ,  which l imi ts  the  

genera l izabi l i ty o f the result s .  Future stud ies can focus on other  trave l  and tourism fi rms l ike  

hotels,  restaurants,  houseboats e tc .   

 

Future stud ies can be conducted in the other  states o f Ind ia i n order  to  improve the gener iz ibi l i ty  

of result s .  Moreover  o ther  antecedent factors ,  medi at ing and moderating var iables ,  may a lso  

contr ibute to  SCA,  which could be  viewed as a  l imi tat ion in the present  study .   
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