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EXECUTIVE SUMMARY

Entrepreneurship in general and tourism entrepreneurship in particular in OIC member
countries is a significant driver of economic growth and a crucial promoter of social change.
Therefore, understanding the characteristics of successful entrepreneurshimithese
countries is of paramount importance for policymakers, investors, and entrepreneurs
themselves to formulate, organize, and manage business ventures. SMEs constitute the
majority of businesses worldwide in OIC member countries and play a crucial mlin
national economic development by creating job opportunities. Moreover, OIC Member
States enjoy a considerably young population of 350.8 million youths, accounting for 18.5%
of their total population and 29% of the world's total youth population as 02022. This is
also reflected in initiative oriented towards encouraging young people to engage in
entrepreneurial activities such as the Jointoic Youth Strategy and the VIl Kazan OIC Youth

Entrepreneurship Forum.

To promote entrepreneurship in OIC membercountries, there is a wanting need to
understand the nature, size, and volume of barriers and challenges hindering market entry
and entrepreneurial journey as a wholeThese challenges may vary among OIC member
countries based on various factors includingxisting infrastructure, existing legislations,
regulations, and policies, and the overall entrepreneurial climateOne key challenge is
access to capital. Nations with more access to finance typically have a higher rate of
entrepreneurship, thus leadingto greater economic development. However, entrepreneurs
in OIC member countries often suffer from a lack of financial capital in the market, which
makes it difficult for them to enter new business ventures in the tourism and hospitality
industry. The avaihbility of funding for a new business is a major driver of tourism

entrepreneurs in terms of supporting their service performance.

The tourism industry in OIC member countries has witnessesdignificant growth in recent
years. Although the pandemic has imgcted the industry, many OIC member countries have
responded with immediate policies for tourism recovery in their planning and strategies.

Moreover, a great proportion of tourism entrepreneurs’' SMEs have been deeply impacted



since they have no crisis plas (Statistical, Economic and Social Research and Training

Centre for Islamic Countries, 2022c).

Destinations require entrepreneurs and new business staftips to serve their growing
tourism market and create economic and social value. Furthermore, the taam industry
demands entrepreneurialendeavours that embracannovations. In OIC countries, tourism
has not received the desired market share in the global travel industrVhile the role of
tourism in regional integration is acknowledged, more focus oentrepreneurial activities
can further stimulate growth in these countries. These activities are believed to improve the
quality and competitiveness of tourism products and services (Organization of Islamic
Cooperation, 2020). Tgoropose appropriate strategies for tourism entrepreneurship, it is

necessaryto assesghe drivers behind entrepreneurial actionand challengescan hinder it.

While some OICcountries have achieved desired development in their tourism industry
others fall behind for due to severafactors (Abdullah, 2019). For instance, while some OIC
countries have successfully provided the necessary infrastructure and superstructure for
tourism, others still struggle with issues such as a lack afdequatetourism infrastructure,
planning, and insttutions. These issues hinder tourism development and prevent the
emergence of tourism entrepreneurs in these countries. Therefore, entrepreneurs are
considered the backbone of the industry, and addressing the challenges they face is crucial
to their success (Burbar & Shkukani, 2021).

To foster and develop the tourism industry in OIC member countries, plannershould
consider several challenges that tourism entrepreneurship face$hese include lacking or
inadequate infrastructure, lack of finana, exiting policies, and international sanctions
(Bagherifard et al., 2013). @ating opportunities for tourism entrepreneurs depends on
solving these challenges in OIC destination OIC countries, not only ddocals participate
in entrepreneurial activities in the tourism and hospitality industry, but also migrants
contributing to the enhancement of local markets, and supply chainsdiversifying the
workforce, and regeneraing the economy (Abebe, 2023). However, despite their desire to
engage in these activities dr various reasons,these may alsoface challenges when
attempting to enter entrepreneurship facilities. These challenges might béegislative and

administrative challenges, such as bureaucracy, complex proceduresarket-related issues

10



including a lack ofqualified human resources, an influential black marketnarket ambiguity
and instability, high turnover rates, unfamiliarity with the market environment, and limited
market growth; financial challenges such as limited access to financial resources andhig
tax rates, and sociocultural challenges, such as the language barrigand social insecurity
(Alrawadieh et al., 2019).

The present reportis based on a mixedmethod approach drawing on three case study OIC

i AT AAO AT O1 OOEAO 1 Al AHe Gambia. Ugnd defuentiat quliatved A AT A
quantitative research design, the current report presergfindings drawn from a qualitative
study based on 29 interviews, a quantitative data collected from 157 tourism entrepreneurs
and tourism experts. Semistructured interviews with tourism entrepreneurs and tourism
experts were conducted. Informants were asked a number of questions with the aim of
understanding entrepreneurship motives, challenges, success factors, as well as the role of
government support. Bagd on an extensive review of tourism entrepreneurship literature
as well as initial qualitative findings, a survey is designethb measuremotives for, barriers

to, and success factors of tourisrentrepreneurship as well as perceptions of strategies and
tools used by governments to encourage and support tourism entrepreneurship. The

gualitative data wereanalysedusing a thematic content analysis approach.

Findings suggest that tourism entrepreneurs in OIC member countries are typically driven
by various motives for venturing in tourism and hospitality. These motives can either be
personal motive®r contextual motivesPersonal motives are often shaped by both economic
and social values such as thelesire to makea profit, desire to be own boss, seeking
independence and selkliance, desire to continue family legacy, exiting work experience in
the field, family involvement in tourism, desire to live a fulfilling life, desire to contribute to the
local economy, interest in the cultural benefits of tourisrard challenging social barriers
Unsurprisingly, the economic benefits of venturing in tourism through generating income,

achieving independence, and being own boss have been widely highlighted.

Along the personal motives, tourism entrepreneurs in OIC seem to be driven by various
contextual motives includinghigh tourism demand and growth of the industrgupport from
the government, political and economic stability, encouraging business envirartmack of

adequate service in the tourism industry, less entry barriers (kabaw and initial capital),
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and existing supportive lawdn many OIC countries, tourism is flourishing and is likely to
further grow in the coming decades. Tourism entrepreneurivolved in the study highlight
the opportunity in the market as evidenced in the high tourism demand and growth in the
industry as a crucial factorunderlying their decision to venture in tourism. It is worth
mentioning personal and contextual motives a& intertwined in such that tourism
entrepreneurs can be driven by several different factors, both personal and contextual, at

the same time.

The study also identifies a range of barriers or challenges that tourism entrepreneurs are
likely to navigate over different stages of their businessFindings show that financial
challenges, legislative barriers, infrastructure, market issuasd situational factorsare the
key barriers hindering tourism entrepreneurship. In terms of financial challenges, tourism
entrepreneurs mention several barriers including lack of initial capital, accessibility to
loans, access to financing, high prices of energy/water bills, high rental prices, high
operational costs, and economic instability. Not less significant than the finaial challenges
are the legislative barriers. High taxes, restrictive laws, outdated existing laws, unstable
existing laws, vague legislative structure, lack of reliable data for investors, and bureaucracy
appear to be prominent challenges. Infrastructureelated barriers were also highlighted by
tourism entrepreneurs. Specifically, unreliable water and electricity supply, poor
accessibility to beaches, and poor internet services were viewed as key barriers. High
competition, shortage of trained and qualied human resources, fluctuation in tourist
arrivals, seasonality, weak efforts to diversification of tourism offerings, finding a suitable
location, and the industry being dominated by foreign/international businesses (e.g.,
foreign tour operators) were dso mentioned as key barriers that are inherently associated
with tourism and hospitality business. Some tourism entrepreneurs also highlight some
situational factors such as crisis (e.g., Ebola and Co\d8), instability in the region (e.g.,
Middle Eas), and bias towards women (i.e., gender gap) as potential challenges with

significant negativeimpacts on their tourism entrepreneurial activities.

The study also identifies trajectories that help tourism entrepreneurs navigate the above
mentioned challenges and the key factors that help entrepreneurs the most to survive. It
has become evident that afavourable entrepreneurial ecosystem and entrepreneurial

mindset were the core broad factors crucial to the survival of tourism businesses. Indicators
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of a favourable entrepreneurial ecosystem include streamlined accessibility to finance,
friendly tax policies, removing barriers to start-ups, friendly business policies, more
incentives, governmental support, product development, aiming towards competitive
advantage, and overall resilience of the tourism sector. The findings show that various
factors with relevance to the entrepreneurial mindset are crucial to survival of tourism
businesses. These include creativity, hiring the right peoplefocusing on customer
satisfaction and loyalty, cost control and cutting costs, networking and political
engagement, competingfor quality services, persistence and patiencegutting personal
spending and changing lifestyle, securing informal sources of initial income, past

experience, and building and maintaining customer base.

One key objective of this report was to understand the role of the government in supporting
tourism entrepreneurship. The findings show that tourism entrepreneurs are aware of the
Cl OAOT I AT 08 Gragid and suportindtbuAsim entrepreneurship. They benefit
from a wide range of resources made available by the government including tax reduction
(specially to ventures in less developed regions), land allocation, and advisory support.
However, despite existing support, tourism entrepreneurs and tourism experts raise
concerns and advocate fomore improvement. Specifically, there seems to be agreement on
the need tostreamline licensing and businesgegistration procedures, updating existing
regulations, improving infrastructure (e.g., roads, water and electricity supply), applying
more encouraging tax exemptions on nascent business, and increasing destination
marketing efforts. Other issues also emerge as esdih such as training tourism and
hospitality staff, encouraging niche tourism, improving the attractiveness of tourism jobs
by involving them in social security systems, awarding weperforming tourism businesses,
encouraginglow-costflights to destinations, decentralizing support to tourism businesses
through empowering local authorities (e.g., municipalities), and improving accessibility to

tourism sites.

The study also identifies the key indicators of success of tourism and hospitality businesses.
The findings reveal a wide range of indicators both at organizational and personigvels.
Unsurprisingly, these indicators are perceived to be largely intercorrelated and
intertwined. In terms of the organizational indicators, sustained profit-generating,

achieving customer satisfaction andoyalty, exceling in service provision, organizational
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resilience, ability to survive crises, expansion, good reputation, adding value to tourism
offerings through innovation, and creating jobs to the local community reerge as key
organizational indicators of success of tourism and hospitality businesses. In terms of the
personal indicators, past experience in the same line of business, creativity, personal
financial assets (vs loans), patience, ability to cope with erging challenges, being
passionate about business, persistence and perseverance, working hard and diligence,
adaptability, decisiveness, learning from own mistakes, ability to build networks, strong
interpersonal skills, and good leadership are salient psonal indicators of success of

tourism and hospitality businesses.

Finally, based on field case studies and qualitative and quantitative data collected from
three OIC member countries, the report concludes with policy recommendations oriented
towards promoting entrepreneurship in the OIC member countries. Overall, there seems to
be a wantingneed to create a friendly entrepreneurial ecosystem through streamlining
existing regulatory frameworks and licensing procedures and reducindoureaucratic
barriers. This is important to encourage and promote venturing in tourism. In the aftermath
of the pandemic, many OIC member countries suffer from increasing inflation rates and high
interest rates. This has created burden on existing tourism and hospitality businessaad
seems to be a prominent challenge in the face of nascent entrepreneurial activities in the
industry. To mitigate the impact of these economic factors on entrepreneurship rate,
governments in OIC member countries may introduce further incentives to bbt help
existing business survive in times of crisis while also encouraging new enterprises enter the
market. Unfortunately, adequate infrastructure remains a challenge in some OIC member
countries preventing the provision of quality tourism services whilecreating barriers to
tourism entrepreneurship. Efforts to develop accessibility through modern roads and
reliable water/electricity supplies are important to the success and sustainability of

destinations and inherently entrepreneurship in tourism.
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INTRODUCTION

Entrepreneurship plays a crucial role in societies by bringing about various social and
economic benefits contributing to the overall wellbeing of local communities.
entrepreneurship contributes to the economy though creating jobs, increasing GDP,
fostering competition, and introducing innovative technologies, products, and services.
Therefore, countries often view venturing and business growth as a path to boost the
economy. Entrepreneurship also plays a vital role in bringing about several social bensfit
including improving the quality of life of the local communities, providing innovative
solutions to societal challenges, supporting charitable causes, and promoting inclusivity in
the society. Therefore, through the contribution of their businesses, ergpreneurs are
likely to play a significant role in economic development and social progress of their
societies which raises the need for sustained efforts to ensure the success of entrepreneurial

activities.

Despite the generic benefits of entrepreneursigi across various suksectors of the economy,
the tourism and hospitality industry seems to be among the most lucrative areas for
entrepreneurial activities due to the limited required know-how and the relatively low
initial capital to start. Alongside itseconomic and social benefits, entrepreneurship in
tourism is argued to generate more foreign exchange and create more employment given
the human intensive nature of the industry. Tourism and hospitality businesses are also
significant to the success of torist destinations through quality tourism service supply

necessary to meet needs of diverse tourist markets (i.e., leisure, business, family, halal).

Entrepreneurship in tourism is particularly important for OIC countries where tourism in
many of the memler countries is a vital driver of the local economy and is usually viewed
as a path to sustainable development. However, to foster the role of entrepreneurship, it is
of paramount importance to understand the role of the destinatiofrelated factors such as
government policies, incentives, cultural ecosystem technological infrastructure in

encouraging entrepreneurialactivities (Fu et al., 2019).

Despite the notable growth and potential of the tourism and travel industry in OIC, there

are several major chdkenges hindering fulfilling the potential of this industry. Insufficiency
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and limited capacity of human resources is one key challenge that has clear implications on

tourism services in OIC

The per capita income generated from tourism is also influenceby the level of service
quality, and OIC countries, on average, receive -25% lower income per tourist compared

to across the globe. Further, the issue of financial leaks is considered another significant
obstacle. Due to limited human resource capacitynd expertise, OIC countries often rely on
importing know -how in the form of tourism organizations and brands, such as management
firms and franchises. These result in significant economic leakages (i.e. profits and
commissions that are transferred to therfanchisor, wages for foreign staff, and management

fees).

Addressing abovementioned issues within the OIC tourism industry can thus be achieved
by fostering entrepreneurship. Encouraging entrepreneurial activities will foster
competition, compelling supplers to enhance service quality, professionalism, and
standards. Improved service quality will enable suppliers to command higher prices.
Further to this, entrepreneurship will enrich the range of products, services, and activities
available. The increasedvariety of offerings may even prolong tourists' stay duration,
leading to higher average spending per tourist. Successful entrepreneurs of the OIC member
countries might also consider expanding their brand internationally through franchising,

thereby reducing leakages from the OIC economies.

Tourism entrepreneurship also contributes to the economic welfare of local communities

AT A OAOOGAO Oi AT EATAA OEA NOATEOU 1T £ 1 EEA £ C
adequate level of demand for a touristiestination is vital to generating a satisfactory level

of tourism income. Creating a tourism demand can only be achieved when it is accompanied

by an adequate supply. Achieving the availability of touristic resources for tourists can only

be achieved thi OCE AT OAOPOEOAO OEAO | £#£ZAO0 OEA AAOGEO!
2011). It is so critical to enhance tourism development in the region by increasing the

number of these enterprises and providing them with support.

Tourism provides a distinctive coriext for describing entrepreneurial opportunities and
transforming them into tourism products and services. Unlike other industries, tourism

entrepreneurship involves collaboration among multiple stakeholders, with a focus on
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economic benefits while also especting environmental, social, and cultural values
(Ateljevic and Li, 2009) which are the core offerings of the tourism sector. Furthermore,
tourism is characterized by its seasonality, intangibility, serviceoriented nature,

intercultural aspects, andits prevalence of SMEs.

Tourism entrepreneurship yields significant benefits for both individuals and businesses as
well as playing a significant role in fostering regional development. Tourism
entrepreneurship has indirect and induced effects on other idustries due to the higher
multiplier effect, in addition to its direct impact on employment, income, and innovation.
Hence, regional and local entrepreneurship practices have a positive and direct connection

on the development of tourism at a regional lek1 j 03 OT AOh ¢mpuv Q8

There exist some obstacles in the tourism industry that hinder entrepreneurship.
Eliminating these can potentially improve entrepreneurial activities in the industry. A
notable obstacle is the scarcity of a competent labor force. Anothédrarrier is age, as
individuals who have worked in the sector for a prolonged period and are of a certain age

may be resistant to growth (Reijonen and Komppula, 2007).

Iy# 1 AT ARO Al O1 OOEAOGS O1 OOEOI ET AOOOOU EAO
income generated from tourism is not keeping up with the growth rate in volume. So, OIC
tourism fails to reflect the increase in per capita spending. The average tourist spending is
approximately 750 USD, significantly lower than the global average of 10Q5D. The reason

for this situation is the inadequacy of tourism activities and low quality of services.
However, it is imperative to study the entrepreneurial obstacles in the OIC in order to
identify strategies for their removal and to cultivate a more cmpetitive and sustainable

tourism industry.

The development of tourism entrepreneurship in OIC has the potential to facilitate a more
cooperative and competitive atmosphere, ultimately leading to improved levels of quality
in tourism services. This could esult in increased prices and diversified recreational
activities, potentially lengthening the average duration of tourists' stays. Providing tourists
with a variety of services could potentially encourage them to prolong their stays, leading

to an increa in their overall spending.

17

Ao



A significant concern is that the majority of quality services in the OIC are provided by
international brands, such as hotels, which originate from countries outside the OIC. A
leakage can occur as a result of this concern the form of profits, management fees, and
franchising fees, which are transferred back to the country of origin, thereby depleting the
local economies. By promoting local entrepreneurship and providing support to local chains
in their expansion to becomenmnternational brands, it could be possible to reverse this trend.
This, in turn, has the potential to retain a greater portion of tourism revenues within the
OIC. Therefore, it is important to ascertain successful entrepreneurs within the tourism
industry who have accomplished the creation of international brands. By understanding
their entrepreneurial ways, valuable insights can be gained that will inform policy

recommendations aimed at promoting growth and internationalization.

Tourism plays a key role inOIC countries as it generates essential foreign exchange income
and employment opportunities. Furthermore, the multiplier effects of tourism stimulate

economic activities across various sectors.

This study aims to provide OIC member countries with best prdices, tools and policy
recommendations that will assist them inharnessing the contribution of entrepreneurship

in fostering tourism industry competitiveness. Specifically, the study explores strategies
and courses of action to facilitate and encouragedal tourism entrepreneurship in OIC
countries. The study also identifies personal, institutional, and environmental factors
effecting selfemployment decision, and examine tools used to subsidize entrepreneurship
in tourism and their effectiveness and eftiency. Finally, the report suggests policy
recommendations to stakeholders and government policynakers in OIC countries. To
achieve the study objectives, this study draws on sequential qualitativguantitative
research design to understand the current iccumstances of tourism entrepreneurship
drawing on experience of OIC Member Countries as well as destinations from the rest of the
world. This study undertakes a comprehensive analysis of tourism entrepreneurship
characteristics and facilitation strategies, tools, institutionsin five case studies. Involving
OEOCAA /)Y# -AI AAO #1 01 OOEAOh 1T AT Al Uh 4QIOEEUAN
countries, namely, the UK and Australia. These case studies have distinct characteristics and

they pertain to destindions in different stages of maturity. This will not only enhance the
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generalizability of the findings but will provide an opportunity for comparison and

benchmarking-based policy recommendations.

1. Conceptualization of Tourism Entrepreneurship

1.1. Definition of entrepreneurship, its characteristics and types

Broadly defined as the process of creating something new with value by devoting the
necessary time and effort, assuming the accompanying risks, and receiving the resulting
rewards of monetary andpersonal satisfaction (Hisrich & Peters, 2002), entrepreneurship

has been widely associated with creativity, innovation, competitiveness, revenue
generation, and creation of job opportunities (Fu et al., 2019). The concept refers to the
initiatives of change through creation and innovation processes that are usually affected by
the environment in which they are launched (Zhao et al., 2011). Entrepreneurship is also
about opportunities sources, phases of discovering, evaluating, and exploiting of these
potential opportunities, as well as the people (entrepreneurs) involved in all these

processes (Shane & Venkataraman, 2005ee figure )

19



Figure 1. Entrepreneurship Journey

‘Evaluating

Enterprises can be either traditional commercial enterprises or social enterprises. The
economic value creation against social value creation represents the core difference
between the two types affecting their missions, goals, and practices (Austin et,£006).
The traditional commercial enterprises aim to undertake lucrative activities to increase

I x T Avee&)ith (while also being a driver for community development), and rely more on
the quantifiable tools including financial indicators and market sharein evaluating and
monitoring the business performance. Social enterprises, however, are somehow akin to the
cooperatives and nonprofit organizations with a social mission rather than economic in the
sense that they seeko sharebenefits with local commurities through adopting sustainable
development techniques (Aquino et al., 2018). While maintaining the social purposes, the
social entrepreneurship might also employ the business expertise and markeeeded skills

to develop creative and innovative activites for profit, non-profit, or hybrid approaches that
combine both (Austin et al., 2006). In theealm of tourism, social entrepreneurship has been

commonly associated with initiatives the reflect the lifestyle entrepreneurial stream.

Central to the undestanding of entrepreneurship as a soci@conomic action is the

entrepreneur. Defined as the person with specific psychological traits, characteristics, and
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values who innovates and starts up a business (Gurel et al., 2010), the entrepreneur
represents the heart of entrepreneurship processes as his/her behavioural and
psychological characteristics are deemed to be influential in shaping the business
performance. Entrepreneurs are independent, determined, opeminded, passionate,

curious, creative, responsibé, with higher locus of control, tolerant with ambiguity, and

risk-bearer individuals who seek to innovate (Lordkipanidze et al., 2005; Jaafar et al., 2011;

(AAAT OA AO A1 8h c¢mgen : EAt(SeeFg@2Al 8h ¢mn¢gpn 'i U

Figure2. Key characteristics of the entrepreneur

Tolerant with
ambiguity

Risk-bearer

Responsible

Creative & Determined

Based on the Theory of Economic Development, Schumpeter (1951) classified innovations

made by the entrepreneurs into five main categories, that are namely:

Developing a new product omuality of already existing product,

Application of novel production methods,

Penetrating a new market,

Reaching new supply sources,
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- Developing novel types of industrial organization.

The typology of entrepreneurs has been extensively discussed in past research.
Entrepreneurs are classified from different perspectives into different types including, for
instance, growthentrepreneurs vs. autonomyseeking entrepreneurs, and craftsman
entrepreneurs vs. opportunistic entrepreneurs (Getz & Petersen, 2005). The entrepreneurs
can be also classified based on their entrepreneurial orientation into social entrepreneurs
and profit-oriented entrepreneurs (Day & Mody, 2017). Another classificationategorizes
entrepreneurs based on the perceived success into four subgroups, namely: the empire
builder entrepreneur (chasinggrowth and profitability), the vision developer entrepreneur
(making a personal achievement), the challenge achiever entreprene(achievement and
recognition), and the happiness seeker entrepreneur (looking for enjoyment) (Simpson et
al., 2004). Lifestyleoriented entrepreneurs who seekto enhancetheir quality of life rather

than chasing economic drives (Fu et al., 2019) are notgbtommonin tourism.

From an organizational perspective, entrepreneurs can be classified into: seimployed
(workforce depends on family membes, small capital, and lack of skills), small employer
(could rely on nonfamily members in running business opeations), owner-controller
(higher reliance on nonfamily members, higher capital, and more systemized management
style) owner-director (segregation between ownership and management, and higher

capital investment) (Zapalska & Brozik, 2004).

In tourism industry, entrepreneurship has received a significant attention and it has been
considered the catalyst of change in a very dynamic sectéeatured with rapid world
tourism market growth, emergence of new types of tourists, and consistentith novel, and
innovative tourism products (Lordkipanidze et al., 2005). In this respect, boosting
entrepreneurial activities helps tourist destinations thrive through diversification of
products and services thus enriching the tourist experience and contributing to the ovah

success of destinations (Jaafar et al., 2015).
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1.2. Benefits of entrepreneurship and its socio -economic impacts

Entrepreneurship is widely acknowledged to bring about various economic and social

outcomes. In terms of the economic impacts, entrepreneurshifiirough innovation and the

introduction of new products and markets, promotes local economic development and

growth, increases the contribution of addedOD A1 OA HPOT AOAOO OI OEA AT O1
poverty, and creates job opportunities (Van Praag & Vsioot, 2007). Entrepreneurship

helps businesses, enhances the competitive advantage, increases the market share, and

fosters the economic performance and profitability (Luke et al., 2007).

Entrepreneurship also brings about several social benefits to thengepreneurs themselves,
their immediate family members, and the wider community. These benefits include
autonomy, independence, selésteem, seHactualization, and the enhanced standards of
living (Luke et al., 2007; Carland, 1995). Entrepreneurship is lso beneficial to local
communities as it facilitates the positive community change through empowering local
people which is particularly significant when the government interventions are lacking in
the early stages of tourism development (Aquino, 2022). deover, entrepreneurship
contributes to the local economic diversification, enriches the local cultural life, and could
even enhance the efforts to conserve environment (Wang et al., 2019). Entrepreneurship
can be a tool to make a connection between traithnal local life and economy and will
contribute to a greater sense of attachment and belonging to the local community specially
ET OEA OOOAIlal.,R@RBAAO j' i UAT AO

In tourism context, entrepreneurship plays a crucial role in supporting local econoias,

reducing unemployment rates, developing the provided services to the market, and
enhancing the destination image and reputation (Fu et al., 2019). Entrepreneurial activities

in tourism can be among the mechanisms used to address challenges that l@cahmunities

face (e.g. the degradation of local communities because of urbanization) through paving the

xAU &£ O OEA OI AEAI OOAT O&I Oi AGETT j*GOCAT OAI
be subject to the marginalization even in the most develogk economies, thus,
entrepreneurship in tourism can be a means for development that aims to alleviate poverty

and promote economic growth in these rural areas (Wang et al., 2022)deed, this is might
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more important aspect in case of developing countriesu$fering of deficiency in responding
to economic and social challenges in terms of high unemployment and poverty rates (Jaafar
et al., 2015).

Through introducing an inclusive and social dynamic approach in the tourism development,
entrepreneurial activities are deemed to be an efficient tool to bridge the gap between the
different social groups and classes. For instance, tourism helps reduce the social barriers
between locals and migrant entrepreneurs who move from urban to rural areas aiming to
have a lifestyle change, and inculcates the cultural and social understanding and respect
between them (Matarrita-Cascante & Suess, 2020).

Entrepreneurship inculcates the value of gender equality through the inclusion and the
empowerment of women in tourismindustry. In fact, entrepreneurship in tourism supports
women psychologically, socially, economically, and politically, enhances their

independence, and increaseOEA AT 1T OOEAOOEI T O OE/MSBEoGketEAI EI E/
al., 2021).

1.3. Entrepreneurship i n tourism and its differences from mainstream

entrepreneurship

Tourism is among the industries that rely heavily on entrepreneurship and business start
ups, value creation and innovation in almost all its operations (Moyle et al., 2020). Tourism
has long keen considered to be an attractive environment for the entrepreneurial activities

and among the most rewarding industries for entrepreneurs (Nikraftar & Hosseini, 2016).

Entrepreneurship in tourism is featured with the prevalence of SMEs representing 80%f
global businesses in the field (WTTC, 2022), this is ascribed to the minimum investments
needed and few prerequisite qualifications required to run a business in tourism (Jaafar et
al., 2015). These businesses contribute significantly to the regional @gopment by
alleviating poverty and combatting the high unemloyment rates specially in lowincome
countries. The nature of entrepreneurship in tourism promotes small familyoriented
businesses that involve all family members who are looking for secure drindependent

source of income (Pechlaner et al., 2012) and paves the way for the informal relationships

24



between the different stakeholders that are based on trust and close friendship
(Kallmuenzer et al., 2019). In addition, the small businesses in touris are also
characterized of tendency oimost entrepreneurs to run their firms independently as sole
proprietors (Skokic & Morrison, 2011). Actually, tourism offers an appropriate
environment for the autonomy seekers who make the entrepreneurial activity aa lifestyle
choice (Hollick & Braun, 2005).

Being a sector with low entry barrierscomparedto other industries (e.g. manufacturing
industry), tourism attracts entrepreneurs to venture and launch their own enterprises
(Pechlaner et al., 2012). To start a small business in tourism neither large investments nor
very highly skilled and specialized people are neededspecially at the early stages
(Honggang & Shaoyin, 2014). The exit barriers and regulatory restrictions in tourism are
also relatively less than other sectors (Pechlaner et al., 2012%ecuring a safe and less
expensive exit from the marlet is essential h any entrepreneurial activity.
Entrepreneurship in tourism implies fewer risks due the little investment nature of most
tourism businesses, simple structure, and the relatively low operational costs. However,
most risks in tourism entrepreneurship are related to the vulnerability of tourism to the
external environments, the difficulty of evaluating intangiblelabeled tourism products
before introducing them to the market, and the reliance on the cultural and natural assets
controlled by local governments which poses some limits and restrictions that could
sometimes hinder entrepreneurs from operating their businesses appropriately (Koh &
Hatten, 2002; Wang et al., 2019). Other factors including language, previous experience,
informal cash,and interdependence with other suppliers are also more salient in tourism
entrepreneurship. For instance, informal economy practices are likely to be common in less
developed tourism destinations (Lv, 2020). Services in the travel and tourism industry in
general require high synergy with various stakeholders, therefore, the level of
interdependence with other suppliers (e.qg., travel agencies, hotels, airline companies) tends
to be high.
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1.4. Motivations, characteristics and typology of tourism entrepreneurs

Motives to venture in tourism have received considerableattention. Overall, tourism
entrepreneurs can be driven by a set of push and pull facto(See Figure 3) Push factors
are typically personal or external factors forcing individuals to venture. The wd-related
factors including unemployment and redundancy and job uncertainty are among the most
influential push factors (Kirkwood, 2009). Poverty associated with the lack of fulpaid jobs
forces people to seek other alternative livelihoods (Kimbu & Ngoasw, 2016). Job
dissatisfaction because of low wages, lack of progress in the work environment, and the
feeling of not being appreciated at work might also be the trigger to quit working and run a
new business, this was particularly a strong motivation fomale entrepreneurs compared

to females.

Some of the familyrelated aspects such as the family polies and obligations, childre® O

upbringing, and family living expenses are also reckoned to be pushing individuals to

enterprise (Kirkwood, 2009). Breedingchildren pushes women entrepreneursto choose

the entrepreneurial path due to the need for flexibility that permits them look after their

children wellbeing and emotional needs, while men, pushed by the increasing family

expenses, are more concerned abouheir breadwinner role (Kirkwood, 2009). Family
characteristics and attitudes can contribute tcOEADET C EOO 1 £A£FZOPOET C6C
motivations to venture in tourism. For instance, different parental backgrounds and
characteristics including education,age, family composition, and income might affect

AEEI AOAT 606 AAAEOGEI T O OI O0OAOO A AOOET AOO Al
AT OOAPOAT AOGOEAT AETEAAO AOA OOBPDPT OOAA A0 xAlIl
decisions (subjective norms)and perceive andfulfil specific tasks (perceivedbehaviour

control) and attitudes (Liu & Zhao, 2021). The entrepreneurial families have a significant

impact on the individual business orientation behaviours, and performance, this is due to

the rich entrepreneurial environment from which individual s can gain creative ideas and

professional skills (Gurel et al., 2010).

Unlike push factors, pull factors are those that draw people to start businesses (i.e.

recognition of a market opportunity) (Kirkwood, 2009). Pull factors arelikely to be more
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influential since entrepreneurs who start their businesses driven by pull factors seem to be
more successful than those driven by push factors (Amit & Muller, 1995). The pull factors
include the desire for independgnce, autonomy, greater control, monetary factors, self
employment, time flexibility, and seizing an opportunity (Kirkwood, 2009). The
psychological drivers have a considerable influence on the entrepreneurial journey. The
inner willingness to achieve encarages the small entrepreneurs to invest through
deploying the slack financial and human resources they own to diversify the sources of
income (Fu et al., 2019).

In addition, entrepreneurs in tourism might be motivated by the willingness to change their

lifestyle either through abandoning the urban life, living the life the way they like, chasing

the dream of being a boss, or securing an independent source of income for covering current

and after retirement needs (Zhang et al., 2021). Yet, motivation mighte shifted from

lifestyle orientation to the business orientation or viceversa with the passage of time, this

shift might be caused by some demographic factors, environmental factors including the

AEAT CAO ET OEA O1I OOEOI | A Ofide(bbliefsAreladied ©EhA AT OOA
perception of entrepreneurship and the benefits of resources and experience gained in

course of time as well as their standpoint towards commercialization and commaodification

of product throughout the entrepreneurial process (Wang et al., 2019).

The desire to have cultural interaction with tourists, gratification of hosting, and
networking are also among the socieultural pull factors that attract entrepreneurs to
operate tourism businesses. These motivations are common for pgle engaged in the
informal disruptive businesses (e.g., sharing accommodation sector) (Alrawadieh &
'l OAxAAEAEh c¢mpyn ! 00agU O #EAZAEh c¢mgcQ

Entrepreneurship can be also triggered by the desire to have prestige and social recognition.
For instance, women atrepreneurs are usually motivated by the willingness to make social
transformation by increasing their contribution to their communities, and the desire to
reach their personal professional independence and advancement, generate income, and

develop their personal business skills (Kimbu & Ngoasong, 2016).
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Figure3. Drivers of entrepreneurship
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Entrepreneurship

Closely relevant to the drivers of entrepreneurship action, there exists considerable
theoretical and empirical assessment on the kegharacteristics of entrepreneurs. Overall,
these characteristics may be approached from demographic/personality traits perspective.
Overall, it seems that entrepreneurship rate is notably higher among men (Aidis et al.,
2012), this might be becase women ae likely to be risk-averse than men and they often
whereby fear of failure pushes them to avoid starting a business (Figuerddomecq et al.,
2022). Family-related responsibilities can also discourage women from venturing (Salem &
Mobarak, 2019). Neverthe¢ss, some evidence shows that entrepreneurs in some small
businesses such as restaurants and lodging businesses can be dominated by female
(Ramos2 i AOp COAU AO Al 8h cmpcqs -1 OAi OAOR OEA
the prevalence of men (partcularly in developing countries) comparing to women presence

in the tourism entrepreneurship (Fu et al., 2019). In terms of their age, tourism
entrepreneurs are often aged between 2-b60 years (Jaafar et al., 2015). Marital status can
also influence entrepeneurship action, for instance, while marriage can come with more
family responsibilities, thus discouraging women from starting a business, it seems to drive

men to venture to meet family daily expenses (Salem & Mobarak, 2019).
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There also seems to be aoanection between the income levels and the propensity to start
a business in tourism. For instance, despite the limited business opportunities and the lack
of access to resources, people in loimcome countries are more likely to venture in tourism
due tothe lack of alternative livelihoods, while people in the highncome countries are less
likely to enterprise due to the availability of job opportunities (GEMGIobal
Entrepreneurship Monitor, 2023). Individuals with low-income are usually more pushed to
enterprise in an attempt to secure other sources of income that can be harnessed to meet

the living expenses.

Existing body of literature on the intersection between level of education and
entrepreneurship is still vague and provide inconsistent findings.Overall, while graduates
may enjoy more confidence and may be better positioned to recognize opportunities in the
market (Sahasranamam & Nandakumar, 2020), they typically earn more than non
graduates, and thus they may also have less incentive to start embusiness (GEMSlobal
Entrepreneurship Monitor, 2023). This might be because education stimulates a more

cautious approach toward venturing (Altinay et al., 2021).

Like demographics variables, some personality traits are also significant in influencing
entrepreneurship. Life experience coupled with the belief and passion, good communication

skills, curiosity and imagination, and perseverance significantly help entrepreneurs when

chasing the entrepreneurial opportunites j : EAT ¢ AO Al 8h 2@1.cThad) ' | UAI
passion is particularly important in driving individual to devote their money, time, and

efforts to the entrepreneurial activity with perseverance and determination (Fu et al.,
¢ngegg8 &OOOEAOI T OAh AT OOAPOAT AO0&didedsalps T AOO (
them be more innovative when running their businesses (Singh & DeNoble, 2003).

Moreover, possessing vision, proactiveness, and riglking characteristics are essential to

trigger and run entrepreneurial activities (Kallmuenzer et al., 209), this might be

associated with the people with higher achievement orientation, autonomy, and stronger

internal locus of control who believe in their ability tofulfil certain achievements (Lerner &

Haber, 2001). In addition, beingagreeable and extroveted can better facilitate the

AT O OA b CehdedvGuedd Geate a productive work environment and get support from

relevant networks (Haddoud et al., 2022). The entrepreneurs should also possess the sense
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of responsibility when handling relationships with main stakeholders in the field as this
affects both business performance and resilience (Haddouet al., 2022). Moreover, being
subject to stress caused by the entrepreneurial activity and excessive work addiction,
AT OOADPOAT ABOG O | Alinghight He Affedte® khict in Feturn, Adultl #féct
OEA AOOET AOO PAOAEI O AT AA AtlMedina &AE20BEI TEAO OI

1.5. Entrepreneurial process in tourism

As in other sectors of the economy, entrepreneurship in tourism evolves in five mairesfes:

idea generation, opportunity evaluation, planning, company formation/launch and growth

(Duke Center for Entrepreneurship and Innovation, 2023). However, given the ever

changing and dynamic nature of the tourism industry, tourism entrepreneurship cabe a

OAEAT OEAd6 DPOT AAOGO xEAOAAU AT OOAPOAT ABGOO AOA O
sometimes creatively destroying throughout the product lifecycle to meet the complexities

of the tourism market (Russell & Faulkner, 2004).

The initiatives for creative and innovative change are the core of entrepreneurship. People,

who are searching for opportunities, being ready to seize the emerging opportunities, and

having prior knowledge about the changes in the market; are more successful in discovering
opportunities and, eventually, getting involved in the tourism entrepreneurship process

(Nikraftar & Hosseini, 2016). The innovation process starts by generating ideas to address
OPAAEZLZEA | AOEAOOGS 1T AAAOh AEAIT AT CAOh T 0 BPOTAI

In the second phase, opportoity evaluation needs to be carried out to scrutinize the

attractiveness of the opportunity, the expected competitive advantage, feasibility, and the
adequacy of proposed solutions (products) to the market needs, availability of human and
financial resources to realize the opportunity, and the potential risks, costs and benefits.
Evaluation of the generated ideas and opportunities needs to be an ongoing step that is
carried out throughout all entrepreneurial process stages to handle any drawbacks and

reduce potential failure risks (Ardichvili et al., 2003).

In the following stage, entrepreneurs have to prepare the needed strategies and operational

plans, allocate the needed resources, build the team, and identify the targeted customers
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before moving to choose the appropriate form to launch the business. At the early stages of

starting a business, securing financial and human resources are among the main challenges

that should be carefully tackled to face business development needs. Inighvein,
entrepreneur plays the most critical role in the initial stages of entrepreneurial journey

OEOT OGCE Al 1T AAQOET ¢ OAOI OOAAO AT A AgAwedil ¢ OEA
et al., 2020). The team organization is also required to develdpe idea and introduce it to

the market. This implies the way used to organize people in order to make them work in

harmony and be more poductive (RodriguezSanchez etl., 2019).

In the final stage, entrepreneurs start executing the ideas by designingrqducts and
services (Duke Center for Entrepreneurship and Innovation, 2023), and, in parallel, they
have to benefitfrom the received feedback in improving their product characteristics. At
this stage, networking and coalition building is imperative to failitate access to the
necessary resources. The networks should target all related social groups and stakeholders
including investors, suppliers, government bodies, and local communities (Rodriguez
Sanchez et. al., 2019).

It should be noted that entreprereurial process might be influenced by the tourist
destination evolution throughout the different stages of destination lifecycle where pioneer
entrepreneurs explore opportunities in the initial stage of discovery and involvement, yet

the development pace épends significantly on the availability of services and adequacy of
infrastructure (Weiermair et al., 2006). Those pioneer entrepreneurs are the catalyst of
transformation and the source that fuels tourism development in its early phases as they

convert the unbeaten and abandoned natural and cultural areas into vibrant tourist
destinations and by starting their businesses they open the door for other local and
international entrepreneurs to invest (Koh & Hatten, 2002). Later, some entrepreneurs

might seek OT ET AO1 AAOA O1 AEAI OOAT O&I Oi AGETT 1T &
development initiatives that target the underprivileged categories (Kimbu & Ngoasong,
¢mpeQ8 7EOE OEA Cci OAOT T AT O AT A T OEAO OAI AGAT O
guide businesses towards success during the various stages of entrepreneurial process, and

facilitate and accelerate local destination growth.
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1.6. Challenges faced by tourism entrepreneurs

Tourism entrepreneurs face a vast range of challenges when starting and runnitigeir
businesses. The lack of access to lesost and longterm funding represents a barrier for
small tourism businesses, this is particularly critical considering the fragile financial
structure of these small businesses and the ovéd A1 E AT A A dalingsiespécially éxd
the start-up stage (Zapalska & Brozik, 2004).

The lack of incentives and the weak public support for the entrepreneurs, the nascent ones
in particular, along with unfavorable taxation policies could make venturing into tourism
unfeadble for both local and foreign investors (Lundberg & Fredman, 2012). Regulatory
issues are another challenge that renders these enterprises operating in an unfriendly
business environment. This includesunfavourable legislation, time and effortconsuming
bureaucratic procedures, and the lack of guidelines that help entrepreneurs in the

registration process (Lordkipanidze et al., 2005).

Tourism businesses might also face some managerial and operational challenges that are
originally derived from shortages n financial resources, poor knowledge and expertise, and
the lack of access to information (Lordkipanidze et al., 2005). The limited financial
resources render these enterprises affront obstacles in hunting skilled and wetfained
people and addressing meketing-related needs in a severe and, sometimes, unfair market

competition (Lundberg & Fredman, 2012).

Entrepreneurs in tourism are prone to several external shocks that require adequate coping
strategies (Aquino, 2022). For instance, foreign entreprenesrmight be constrained due to
the lack of support and unwillingness to collaborate from the local communities, thus,
entrepreneurs should seek to strengthen social solidarity, emotional closeness, and mutual

understanding with local individuals and organiations (Matarrita-Cascante & Suess, 2020).

Entrepreneurs venturing into rural marginalized areas often affront challenges related to
depopulation, inadequate infrastructure, shortages in local human and financial resources,

and limited access to the markeas well as the lack of services that are needed to enhance

AOOET AGOGSO OAOEI OO 1 PAOAOGEITO j7AT ¢ AO Al 8h ¢
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in these rural areas suffer from the lack of educational and training opportunities required
to strengthen their managerial and marketing knowledge and skills as well as ameliorate
their strategies in response to tourismrelated problems such as seasonality (Jaafar et al.,
2015).

Certain entrepreneurs might face distinct challenges. For instance, women eAtb OAT AO OO 6
participation in entrepreneurial activities might be sometimes hindered by certain barriers

related to sociocultural norms such as the societal views of women entrepreneurs and

women's role and social complexity, (Amine & Staub, 2009). Moreovealthough being

burdened by both household and entrepreneurial tasks, women entrepreneurs in some

societies suffer from gender discrimination resulting in being less supported than their

peers (Kimbu & Ngoasong, 2016). For instance, women entrepreneurs ynéace several

gendered constraints that prevent them from building internal and external networks to

AT EAT AA OEAEO AOOET AOOAOGG DPAOA Oi AT AR j 2EAREO

1.7. Factors effecting success of entrepreneurship in tourism

The success of entrepreneurial tousm activities is usually determined by a wide range of
personal, organizational, and environmental factors. These success factors fall into two
main groups: internal factors and external factors. Internal factors include the
AT OOADPOAT A OObd4dis, ehdaddibristicsA Vakiéd UeduGafion and past experience,
and business characteristics in terms of structure, strategies, managerial practices,
technology, and financial and human resources. External factors, however, include the
business environment n terms of competitors, providers, public sector and other
supportive bodies, lending institutions, external networks, customers, and other influential

players in the broad sociecultural environment (Lundberg & Fredman, 2012).

On the internal level, busirsses that have the necessary capacities and knowledge help
entrepreneurs possess the needed power to operate their enterprises (Aquino, 2022). The
knowledge and capacities can be enriched through the gained experience from past
employment and education tA O OOOAT COEAT AT AT OOAPOAT AOOG6O
(Kimbu & Ngoasong, 2016) and guide their market understanding and exploration (Wang

et al., 2022). Entrepreneurs coming from entrepreneurial family that has a long history in
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operating businesses wiether in or outside tourism resulted are exposed to a rich learning
and experience environment that can equip them with the necessary managerial and
financial skill on which they can capitalize during their entrepreneurial journey (Wang et
al., 2022).In a very dynamic industry like tourism, a continuous learning process is
imperative as it entitles entrepreneurs to keep chasing innovation and creativity in their
activities (Zhang et al., 2021).

Moreover, individuals with a strong entrepreneurial orientation are more inclined to seize
opportunities, adopt the most appropriate strategies and managerial practices, tackle
challenges and potential risks, and employ all required resources to positively enhance a
AOOGET AOGOGGO DPAOAEI OF AT AA j 2dénheprEndurial dhiéntatich] 8 h ¢ m
organizational efforts and processes will be harnessed to create initiatives that reinforce

OEA AT i DAOEOGEOA AAOAT OACA 1T &£ AOGOGET AOGO ' i UAI
Internal business environment underpinned by access to required resources)novation,

proactive behaviors, financial resources, and riskaking approach; improves the enterprise
performance and strengthens its response to various uncertainty settings (Kallmuenzer et

al., 2019; Ribeiro et al., 2021).

On the external level, estalishing strong ties with all relevant stakeholders (e.g.

Ci OAOT i AT Oh OOPPI EAOOQ EAO A OECI EZAZEAAT O EIT A&
et al., 2021). Networking is also a key factor in having a successful journey as it paves the

way for knowledge and information exchange, enhances enterprise operations and
performance, and ensures community support (Kallmuenzer et al.,, 2019). For instance,

through having strong political ties, entrepreneurs can access scarce resources (Ribeiro et

al., 2021).

The political, economic, social, and cultural environments, in which the business is operated,
are influential as entrepreneurship flourishes when supported by government and local
communities (Zhang et al., 2021). Such environments might determine the alability of
significant market opportunities, the availability and accessibility to venture capital, the

involvement degree of business ventures, the availability and the possibility of land
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acquisition for entrepreneurial purposes, the accessibility degre to suppliers and tourism
markets, and the availability of cheap manpower (Lerner & Haber, 2001; Zhang et al., 2021).

In addition, the entrepreneurship journey could be shaped, whether by accelerating or
constraining, according to the relationship betwee regulators (local authorities) and
entrepreneurs (Russell & Faulkner, 2004). The constraints in the face of entrepreneurs
might be derived from the lack of vision and antdevelopment attitudes at the tourist
destination (Russell & Faulkner, 2004). Thusjt might be of great importance that
businesses seek to strengthen their image and reputation on the local level by maintaining
a good relationship with traditional (TV and Radio channels) and social media channels as
it might bring further support and facilitate access for any required resources (Wang et al.,
2022).

From another perspective, the environment in terms of infrastructure, availability of
resources, touristrelated infrastructure and facilities, and attractive places at the
destinations; is avital factor for entrepreneurial activities in tourism (Lerner & Haber,
2001). Regions, with attractive cultural and natural resources and mild climates along with
affordable living costs, can attract more tourists which, in return, makes entrepreneurs be
able to generate profit benefitting from both the tourist destination development and the
cheaper prices (Honggang & Shaoyin, 2014).

The social environment has also a critical influence on the operated business. To gain social
acceptance, established tousm businesses need to build strong social
relationships/networks that, eventually, could facilitate access to local resources

j *@EATTAOOTT AO Al 8h ¢mnmoqQq AT A I AU OAAOAA OEA
business (Wang et al., 2022). In adtibn, considering the importance of social capital in the
entrepreneurship processes, entrepreneurs have to exert efforts to increase local

AT i1 Ol EOEAGS ET O1T1 OAI AT O ET OEA O1 OOEOI ETAQGO
resources they have throu@y venturing into tourism (Shane & Venkataraman, 2000). The

inclusion of local employees in the whole business decisiemaking process makes them

more attached and loyal and creates a productive business environment (Matarrita
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Cascante & Suess, 2020). Thenall entrepreneurs are particularly in need of these social
ties to overcome the barriers they might face in their entrepreneurship journey such as the
lack of a strong asset base that entitles them to get loans from the lending institutions
(Shane & Venktaraman, 2000).

Religious beliefs and cultural values could influence the entrepreneurial process (Wang et

al., 2019). Entrepreneurs might be inspired by religious beliefs that call for cooperating,

sharing benefits, and spreading love when shaping theirosial and business connection,
OEEOh ET OAOOGOTh 1 AAAOG O AT EATAA Ai DI T UAAOGSG

and create a positive environment (Wang et al., 2022).

2. Facilitating entrepreneurship in tourism

2.1. Legislation and legal framework to s upport tourism

entrepreneurship

Providing a businessfriendly regulatory environment is a prerequisite to support and
accelerate thelaunch and growth of entrepreneurial activities in tourism (Lordkipanidze et
al., 2005). The regulatory environment can efter promote or constrain investments.
Countries with more encouraging investment and funding laws are often better positioned
to enhance entrepreneurship environment, while others with less institutional or over
regulated environment are likely to hamper lusiness venturing (Aidis et al., 2012). Because
regulatory burden could deter individuals from getting engaged in any entrepreneurial
activities in tourism. For instance, the stringent entry regulations and the cost and time
needed to officially register abusiness might push people to give up. Similarly, the nature
of exit regulations the strictlabour regulations, and the associated costly hiring procedures
could render the entrepreneurial activities unfeasible (Levie & Autio, 2011). On the
contrary, ecoromic freedom and the adoption of market economyriented policies could
provide more appropriate legal frameworks (e.g., the regulations related to creditabour,
and property rights) that boost entrepreneurial activities and facilitate both recognitionand

exploitation of opportunities (Angulo-Guerrero et al., 2017).
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To create a good investment climate, the strategies to improve legislation th#vours

tourism entrepreneurship require addressing all issues that affect the entrepreneurial
journey including taxation laws, labour laws (e.g., the ease of recruiting and laying off
employees, minimum wagesJabour protection policies, and immigration issues), and

bureaucratic procedures, and entry barriers (Dredge, 2017).

In addition, legislative reforms neal to promote and support entrepreneurial activities

carried out by certain social categories. For instance, addressing gender equality by

Ei DPOTI OET ¢ OEA 1 ACEOI AGEOGA AT OGEOITIi AT O AAT A/
entrepreneurial market and increase their representation in the different tourism

companies and professional associations (Abe8houk et al., 2021). Thus, regulations and

public policies should focus on ameliorating women entrepreneur rights in legislation and

practices (Kimbu et al., 2019)

It is worth mentioning that sharing economy platforms (e.g. Airbnb) have encouraged
micro-entrepreneurship. Unlike traditional businesses within the formal economy, these

are often operated without being subject to taxes and other regulatory restrictio® j ! 00ag U O
Cifci, 2022). In some countries, these informal activities are tolerated as they contribute to

the economy (Koh & Hatten, 2002). Yet, while they contribute to increasing tourist demand

and improving tourist offerings, these activities are also feen criticized for creating an

unfair competitive environment (Alrawadieh et al., 2020).

2.2. Tools and strategies to encourage entrepreneurship in tourism

2.2.1  Capacity Building and training

Considering the limited knowledge and experience and the lack ofanagerial and financial

skills of most nascent entrepreneurs venturing into tourism, it is imperative to adopt the

appropriate capacityAOET AET ¢ OOOAOACEAO O AT EATAA AT O
skills. The adopted strategies have to be based on launieg well-structured training

programs for the targeted people and promoting networking and the transfer and exchange

of both knowledge and experience.
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Equipping local people and entrepreneurs with thenecessary knowledge and skills through

carrying out training programs is one of the key tools to trigger their entrepreneurial

OEET EET ¢C8 4EA OOAETEIC DPOI COAIi O EAOA O AAAC
improve their managerial, financial, and marketing skills. This is of great importance as it

facilitates their penetration into and success in tourism entrepreneurshigbDredge, 2017).

Training programs that prioritize the lessadvantaged individuals and groups (e.g., women,

ethnic minorities, refugees, and people living in lesdeveloped areas) representa

cornerstone for achieving inclusivity and sustainability (AbouShouk et al., 2021).

. AOx1T OEET ¢ EO Al O AiiT1c OEA AEEAAOEOA OIT160
Fostering collaboration and knowledge transfer and exchange can trigger mlgpeople. The

pioneer entrepreneurs who possess long past experience have a fundamental role in
capacity-building programs through transferring the knowledge to nascent and potential
entrepreneurs and spreading the entrepreneurship culture among local comunities by

showing the value of tourism as well as the steps needed to successfully start and run a

business (Aquino, 2022).

2.2.2  Financial Support, funding and subsidizing

Small firms face several kinds of financial challenges including the strict credit teisn
negative attitudes of lending institutions towards small firms, weakness of economic
incentives, and limited financing choices (Zapalska & Brozik, 2004). The lack of access to
the financial market might prevent entrepreneurs from developing creative anéhnovative
initiatives and could even make them prone to failure risk (Fu et al., 2019). In addition, the
regulatory constraints that entrepreneurs encounter in their pursuit to access finance from
the traditional financing institutions might push them to resort to other lending bodies
including the informal microfinance institutions (Ngoasong & Kimbu, 2016). Thus, the
financial instruments have a critical role in enhancing the sé AT 1 AA OAT AAT ET ¢ Al
for creating a tourism entrepreneurship-friendly environment. Such instruments include
fiscal support through grants, subsidies, and other incentives that aim to attract and support
entrepreneurial activities (Dredge, 2017). The public sector itself has to be leading in
allocating public funds providing microcredit programs for innovation projects, and

providing entrepreneurs with information about potential external funding opportunities
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(Selby et al.2011; Ahmad et al., 2022). Public funds can be given to empower certain social
categories. For instage, governments seek to empower women and increase their

representation in economic activities by supporting women entrepreneur collaborative

AOOT AEAOET T Oh AEOTAET C xT 1 AT 20 AT OOAPOAT AOOEAI

external financing sairces (Kimbu et al., 2019). However, it is worth mentioning that
government finance to entrepreneurial activities is deemed to be less efficient in low
income and lessdeveloped countries compared to those in developed economies (Aidis et
al., 2012). In paticular, small businesses in remote rural areas lack government support,

funding, and incentives to fosterentrepreneurial activities in tourism (Jaafar et al., 2015).

On the other hand, governments can urge lending institutions, i.e. banks to offer
entrepreneurs loans at competitive interest rates in an attempt to boost business staups
(Abou-Shouk et al., 2021). Moreover, in line wittendeavoursto diversify the financial
support schemes, governments may need to pay more attention to and facilitate the
microfinance channels that offer small loans for entrepreneurs to surmount barriers related

to accessing mainstream and conventiondinancing resources (Zapalska & Brozik, 2004).

In addition, taxation policies are a very important factor in determiningthe attractiveness

of an entrepreneurial environment (Lordkipanidze et al., 2005). This is due to the fact that
OAGAO OADPOAOGAT O A AOOAAT &£ O AT OOAPOAT AGOO
et al., 2012). Hence, governments can support the gwth of entrepreneurial activities
through adopting the right taxation policies including tax reductiorand tax breaks for small
businesses (Zapalska & Brozik, 2004). In particular, waiving or reducing taxes for the
beginner and small entrepreneurs will faster their ability to withstand financial challenges
(Wang et al., 2022). The tax exemption can be also offered for entrepreneurs when hiring
laid-off individuals, women, and people with disabilities to affront poverty and high

unemployment rates (Honggangk Shaoyin, 2014).

The entrepreneurship facilitation policies have tofavour venturing into tourism by
allocating lands for entrepreneurial activities to reinforce their chance to succeed (Zhang et

al., 2021), and reducing registration costs, eliminatingnnecessary procedures associated
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with the new business registration process (Zapalska & Brozik, 2004), and encouraging

research and development (Ahmad et al., 2022).

2.2.3 Risk reduction

Considering the vulnerability of the tourism industry and the uncertaintyabout the future
performance and profitability of businesses, entrepreneurs usually refrain from venturing
into tourism due to the fear of failure (GEMGlobal Entrepreneurship Monitor, 2023). In
particular, nascent entrepreneurs are more prone to affront mbiguous environmental
challenges affecting theirendeavoursto pursue their entrepreneurial journey successfully.

In less developed countries, the faced risks might derive from the unfriendly business
environment due to the discouraging governmental polies and the complexity of
regulations and bureaucratic procedures (Fu et al., 2019). Thus, to reduce risks and mitigate
the cost of failure entrepreneurs might be directed to and supported in exploring the market
opportunities and potential challenges andrisks before initiating the entrepreneurial
journey, this can be through conducting market research and risk assessment studies
(Weiermair et al., 2006). In addition, providing risktaking entrepreneurs with convenient
conditions to venture into tourism is of great importance in order to make entrepreneurial
activities flourish as well as foster tourism destination development (Fu et al., 2019). This
AT 01 A ET Al OAA AAT POET ¢ OOOAOACEAO O AT EAT AA
potential risks. In some countries, the developed ones, in particular, there exist some public
schemes to protect entrepreneurs. The mechanisms used to support businesses are
integrated with the social security measures that are mostly activated during crisis times.
The suwbsidiary programs adopted by these countries seek to assist businesses and

employees to survive these crises (Mahato et al., 2023).

2.2.4  Logistics and legal assistance

Businesses in their initial stages suffer from limited financial and skilled humaresources
rendering them unable to efficiently perform all necessary functions that are reckoned to
be significant in determiningOEA AOOET AOOG8 O DPAOA Oi AT AA AT A O

offering entrepreneurs with the needed services will contribute tdilling the gap. This could
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include providing entrepreneurs with logistic and technical support that leads to enhancing

their access and competencies to benefit from technology and its applications and develop

their internal and external networks. In addtion, the services could include facilitating

AT OOAPOAT AOOOGGE AAAAOGO O1I OEEITAA AlT1 001 OAT 60
ability to approach lending institutions and venture funding (Zapalska & Brozik, 2004).

Incubators are among the most ppular forms where experts and consultants from both the

private and public sectors are invited to sit with entrepreneurs to enhance their general

attitudes, raise their awarenessof the rules they have to adhere to and the prospective
challenges and the ppropriate techniques to deal with, and (Zapalska & Brozik, 2004). In
AAAEOCEIT T h ZAAEI EOCAQOET ¢ AT OOAPOAT RKIOGmSWH@AAAODO
that offer deep and upto-date market research helps entrepreneurs understand and meet

the ever-changing tourist market trend. This also will enhance their ability and flexibility in

reacting to the emerging entrepreneurial opportunitiesin the tourism markets through

developing products and services (Lordkipanidze et al., 2005).

3. Institutions an d structures in tourism entrepreneurship

Across all countries, entrepreneurship can be largely influenced by the nature of existing
institutions and structures depicted in all bodies that shape the collective human actions

and contribute to the activities/industries formation. The activity formation process is

OO0O0AT T U AEEAAOAA AU Ci OAOTT AT O OOOAOACEAOR 1
norms, and social and cultural norms and beliefs. In tourism, institutions namely,
educational institutions, private sector, professional associations, and governmental bodies,

and their structural forms have afundamental role in formulating the entrepreneurship

landscape and the directions of entrepreneurial activities in terms of processes, practices,

and performance; and their contribution to the economic growth and sustainable

development (Moyle et al., 2020).

3. 1. Educational institutions

Tourism education is one of the main pillars of the tourism industry(See Figure 4)due to
its determinant role in forming businesses and productsand improving performance
j ! UEET OO0 AO Al 8h ¢mmwQgs8 41 OOEOI AT A ET OPEOAIE
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(T AT EAOA AA , AOOATT A6 ET 3xEOUAOI ATA xAO |

institutions around the globe, through offering educational and vocational programs,
provide a tourism labour market with millions of graduates (Weiermair et al., 2006). While
traditional education programs focus on the didactic and theoretical approach, vocational
training offers more technically oriented courses that aim to provide the tourismabour
market with skilled people (Ayikoru et al., 2009). However, despite the huge number of
educational institutions that offer tourism programs, a gap still exists between what is
provided by these institutions and the real needs in the tourismiabour market (Daniel et
al., 2017).

From an entrepreneurship education perspective, these institutions can cultivate
entrepreneurial intentions among university and college students, enhance the

entrepreneurial culture, raise awareness to the importance of entrepreneurship in tourism,

AT A EIi DOI OA 11T AAlT DPAI Pl A6O AOOEODOAAO O xAOAO
OECTI EAEAAT O1T U O 11T AAT AATTIT 1 EA edddaibrstb i AT O

alleviate poverty and create opportunities (Lordkipanidze et al., 2005). However,
ET OOEOOOET T 06 AAEI EOU OF AAEEAOA OEAEO i
depends on having a nuanced understanding of targeted audience characteristicgl needs
along with the availability and adequacy of educational settings, resources and structures
in terms of allocated funds to support student entrepreneurial initiatives, incubators and
venture creation centresthat pavethe way for enhancing studengentrepreneurial thinking

and attitudes (Fayolle et al., 2006).

The way educational and training programs are designed as well as the delivered contents

AOA EAU ET & OOAOETI ¢ OOOAAT 606 EIT OAT OET 1

students and shaping their attitudes toward entrepreneurial activities can be achieved
through providing students with all the substantial technical skills needed to start up a
business including the techniques to develop viable business plans/models. It is also
beneficial to expose students to international experiencesextracurricular activities, and
on-the-job work experience through internships to gain new skills and enhance their
emotional, social, and cognitive competencies (Bonesso et al., 2018). The internskdp

particularly important as it helps effectively bridge the gap between academic knowledge
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and practical skills in the real work environment (Hsu et al., 2017). In addition, tourism

AT OOAPOAT AOGOOEED AAOAAOEIT OAAEO Oils addd OAT T D

competenciesincluding communications skills, decisioamaking, problem-solving, critical
thinking, innovative spirit, and leadership skills (Daniel et al., 2017), taking into
consideration the emerging skills associated with and imposed by the teoological
advancements in the realm of tourism and hospitality (Hsu et al., 2017), and equip students
with qualitative and quantitative analysis techniques, strategic management, and broad
entrepreneurial context-related knowledge that can qualify studers to develop creative
ideas (Weiermair et al., 2006).

The teaching approach is also significant in cultivating entrepreneurial culture among
tourism students. Simulating the real workenvironment, introducing students to the best
practices in the realm oftourism and hospitality through presenting case studies and
inviting experts from the field as guest speakers, and promoting the learninigy-doing
approach; are among the mechanisms that can be adopted to trigger student awareness to

entrepreneurship and foster their creative thinking (Fayolle et al., 2006).

Figure4. Pillars of Entrepreneurship Education

Pillars of
| Entrepreneurship
Education

" Teaching
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3. 2. Private Sector

The private sector is a fundamental component in tourism entrepreneurship and it is the
catalyst in supporting and financing the initiatives launched by the entrepreneurs. Although
entrepreneurs depend mostly on their own or family's financial resources tanitiate a

business, they might later resort to other individual investors, senior partners, or

companies within their social network to get more funding (Wang et al., 2022).

One of these financial resources is venture funding where thieinder/investor could be
approached by an entrepreneur to address resource inferiority and liability newness
(failure risk), however, the venture capitalist is usually cautious and reluctant when making
the decision to invest in a new business, thus, a deep evaluation &red out based on the
DOAOGAT OAA ET & Oi AGETT ET OEA AT OOAPOAT AOOBO A
capital businesses have different derives behind funding any business, from a commereial
wise perspective some of them fund entrepreneurial aotities expecting to maximize their
returns on investment, while some capitalists fund new initiatives and products to explore
market potentials, and there are some firms that fund exclusively the weé#stablished
businesses to increase their market sharéDimov et al.,, 2007). Here it is necessary to
indicate that the government can positively interfere by giving incentives to venture
capitalists to motivate them to invest in those nascent innovative usinesses (Rodriguez
Sanchez etl., 2019).

Joint ventures are among the approaches that can be used to encourage partners from the
private sector to take part in entrepreneurial activities. Inviting external talent, advisors,
and investors to run joint projects could be also vital for local entrepreneurs togn the
necessary expertise in the field (Wu et al., 2022). However, in some cases, the overreliance
on external funders might become a challenge for local communities as the leading positions
and roles might be dominated by external people instead of lotanes (Aquino et al., 2018).

In the same vein, some lifestyle entrepreneurs avoid taking loans from individuals for not

being exposed to any kind of threats to their autonomy (Skokic & Morrison, 2011).

In social entrepreneurship, the main sources of fundig are through seeking to build

partnerships with profit -oriented businesses, angel funds, venture capital, capital market,
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money collected from social activist movements, foundations, and donors, and offering
products at high prices relying on the claimghat some revenues are to support local
communities (Day & Mody, 2017). Unlike commercial entrepreneurship, social
entrepreneurs seek more to receive funds from divergent sources whether with or without
return -on-investment expectations, however, the relince on philanthropic donations is

still prevalent (Mahato et al., 2023).

3. 3. Professional Associations

Professional associations, which are often established and managed by the private sector,
are among the key players in boosting entrepreneurial activitieshrough contributing to
creating a businesdriendly environment and providing entrepreneurs with needed
support services (Lordkipanidzeet al., 2005). These professional services are depicted in
the collaborative professional associations which can be é&igr formal networks and

associations for entrepreneurs or informal networking initiatives (Kimbu et al., 2019).

These professional associations and organizational entities could be also created and
supported by local governments tofulfil certain tasks relted to destination management
and marketing and promote partnership and collaboration projects between tourism

businesses (Dredge, 2017).

In addition, professional associations have a vital role in improving the quality dabour

forces involved in the burism industry through launching educationindustry cooperative

DAOOT AOOEEDPO O AAOGAI T B O1I OOEOI AT A EIT OPEOAI I
partnerships are also employed to incorporate tourism and hospitality industry standards

into the realm of education (Breen, 2002).

The professional associations, that take the collaborative network shape, aim to boost
networking, launch skills development initiatives, and reduce the entry barriers in face of
entrepreneurs (Kimbu et al., 2019). They also prade a better communication environment
and positive interaction atmosphere that contribute to knowledge exchange and promote
the organizational learning culture among the involved businesses, which, in return, serves
O OAABGAA ABOET Arasdnledtrepmhdiis Hiordg eCalh G0R1). £ O
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Maintaining the quality of services is also one of the significant issues addressed by these
professional associations through providing certification services. For instance, some
environment-friendly associations provide labelling systems and certification services for
the entrepreneurial activities to ensure their completeadherence to sustainability and

environment protection requirements (Lordkipanidze et al., 2005).

3. 4. Governmental bodies

State support is crucial in paving the way for entrepreneurship in tourism as it facilitates
the transition to the entrepreneurial culture by adopting adequate strategies that
contribute to tourism development on the local level (Booth et al., 2020). Whesetting
visions, strategies, and actions to enhance the business environment, governments usually
engage and consult with the private sector following the industryoriented policy approach.
However, this could sometimes result in directing these policiesotvard the interests of
large tourism firms at the expense of small businesses due to the closer proximity to and
greater impact of large corporations on policymakers (Dredge, 2017). Besides theseaacro
strategies and policies, the public sector's contribtion to the development of
entrepreneurship in tourism can be also reflected in developing the needed infrastructure,
research and development projects, entrepreneurshipriented policies, and safety
(Lordkipanidze et al., 2005).

Moreover, the governmentd endeavours to enhance the entrepreneurial environment
could include promoting entrepreneurial education along with launching and supporting
tourism-related vocational training, reducingunnecessary regulations, restrictions, and
bureaucratic procedures,and prioritizing nascent entrepreneurs and the less advantaged
social categories such as people in rural areas, women (Moyle et al., 2020). Government
interventions might be also through addressingthe taxation issues and adopting the
necessary welfare andnon-welfare strategies for promoting entrepreneurial activities
(Wang et al., 2022).

However, this is highly determined by the institutional environment in which businesses
work. For instance, countries with great size of state sectors, high taxation levels, and

extensive welfare systems are unlikely to provide appropriate incentives for
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entrepreneurial activities (Aidis et al.,, 2012). Moreover, entrepreneurs might be less
interested in starting a new business in an environment with weak institutions, inefficient
regulatory systems, high level of corruption, and weakness in the market ecomg, as those
present in many developing countries, resulting in negatively influencing the expected
return on investment and hampering entrepreneurs from running a business (Aidis et al.,
2012). In contrast, governments in developed countries might take #hlead in promoting
entrepreneurship in tourism by carrying out some topdown exogenous development
interventions through conducting mega pioneer projects or events in the less advantaged
regions (Qu & Zollet, 2023). For instance, many European countriesaientrepreneurship
in tourism to address the need for development in rural areas and to improve the quality of

life for people living in these marginalized regions (Lordkipanidze et al., 2005).

4. Infra -structure and super -structure needed for tourism

entrep reneurship

Tourism entrepreneurship is in need fortheseA A1 1 AA OAT AAT ET ¢ Al 1T AEQEI
tourism industry flourish through paving the way for businesses to work, generate

revenues, and gain the expected profits. The enabling conditions includafety and security

in terms of the low crime rates as a prerequisite for operating a business as well as attracting

tourists, offering the adequate quality of services in the tourist destination, and visa and
immigration and other entry-related procedures (Dredge, 2017). Communication and

information technology-related services are also requiredo improve the entrepreneurial

environment (Zapalska & Brozik, 2004).

From a tourist destination life cycle perspective, the speed of development is determined
by the availability of services, infrastructure including transportation, security, and
communication, easy access to finance, and skilled workforces, which represent the pillars
on which entrepreneurship is based (Weiermair et al., 2006). The lack of adedea
infrastructure might hinder the flourishment of entrepreneurial activities and the
development plans in the destination as a whole. In particular, entrepreneurs in rural and
marginalized areas are most likely to be exposed to service and infrastructureferiority

and shortage at the first stages of the destination lifecycle which negatively prevents them

47



from developing and operating their businesses appropriately (Weiermair et al., 2006). In
this regard, the government plays a crucial role beside adapy policies infavour of tourism
and carrying out and supporting development efforts, as it is mostly responsible for
constructing roads, railways, airports, and providing power, water, efficient sewage
systems, and other facilities and services that enéb entrepreneurs to reach the supply
sources and access thiabour market (Lordkipanidze et al., 2005). However, the ability to
build adequate facilities varies between countries based on their size and economic
structure. Most developed countries usualljhavethe financial capacity to heavily spend on
infrastructure projects needed for entrepreneurship while poor countries are mostly
deficient in this regard (Aidis et al., 2012).

The availability and quality of superstructure facilities are also important to create a

vibrant tourism environment and enhance local tourism growth. Although tourist

destinations can capitalize on their natural and cultural assets to attract both touris and

investments, it is required to improve the tourism business environment by securing om

the variety and quality of tourist-related facilities including resorts, hotels, restaurants,
transportation services, shoppingcentres entertainment centres, and museums that are

Ei PAOAGEOA O1 AT EATAA AAOGOET AGET 180 Al i DAOEOE
and make entrepreneurial activities in tourism flourish (Lerner & Haber, 2001; Dredge,

2017).

4.1. Capacity Building, empowerment and investment facilita  tion

4.1.1  Training and education

Human capital is the heart of entrepreneurship thus, enhancing its quality through
entrepreneurship education and training is crucial. Entrepreneurship education refers to

AAOGAT T PET ¢ ET AEOEAOAI Ob6 Acorcdps, sk, and valuds@hlt AT A C
enable them to interpret, evaluateanalyse and solve the faced challenges (Gurel et al.,

2010), while training refers to developing knowledge and skills that help individuals

perform specific tasks and reach the requiregherformance (Fayolle et al., 2006).
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Local governments usually have the lead in putting the appropriate strategies to establish

and promote educational and vocational programs that provide qualified workers to the

tourism labour market (Daniel et al., 20X). From a socieeconomic perspective, education

and training programs are particularly importantfor OOBD BT OOET ¢ 11T AAl CT OAOI1
in addressing challenges faced by the marginalized categories including women and the

poor people in the less advaraged geographical regions, especially in the rural areas, and

improving their economic and social conditions (FigueroeDomecq et al., 2020).

In the tourism entrepreneurship context, people with higher educational attainment and
strong attachment to the real work environmentthrough either on-site training or past
work experiences in tourism and hospitality are more likely to venture and succeeih
enterprising, thus, spreading theentrepreneurial culture can be through reforming the
formal education and fostering the vocational programs (Shane & Venkataraman, 2000).
The successful tourism programs focus on developing studed@ntrepreneurial mindset,
exposing students to the real work environment, preparing students to get engaged directly
in the tourism labour market, and building a strong and effective educatioindustry

partnership (Daniel et al., 2017).

On the other hand, launching trainingprograms for those who are already working in the
field (referred to as continuing and lifelong learning or professional development
programs) is of great importance. This can be done through developing a strong partnership
between educational institutions, tourism and hospitality businesses, and professional
associations in the field (Breen, 2002). Yet, taking into consideration that most tourism
businesses are SMEs, training programs need to overcome the constraints that might hinder
the involvement of ertrepreneurs in these businesses especially the distance for the
external trainings, time that has to be flexible, and cost that should be affordable (Becton &
Graetz, 2001). In addition, when targeting small entrepreneurs, the training programs seek
to enhance their ability to analysethe business environment in whit their enterprises are
operate as well as build their capacity on how to act accordingly (Kallmuenzer et al., 2019).
Moreover, considering that most small entrepreneurs are suffering from stress and
excessive work addiction (workaholism), these training programs might consider
AT O O0A P O A T-HeiafddmentahHedlth and aid them.
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4.1.2  Business Support, coaching and mentorship

Support programs need to focus on the main challenges in the face aitrepreneurship
(Shane & Venkataraman, 2000). For instance, entrepreneurs face challenges in handling
internal and external finances at the early stage of running the businesses, which is, in many
cases, imputed to the lack of required financial knowledgend skills, thus, training nascent
entrepreneurs on how to plan financially for their entrepreneurial journey is imperative to

surmount this obstacle (Zapalska & Brozik, 2004). Public sector support is important in

AT EAT AET ¢ AT OOA D OAT idnCadddtiining AppdrtOndies Qhafardeh &.A A O

2015), and in conducting workshops and trainings in which experts in different
entrepreneurial aspects are invited to coach local people on the best practices in operating
AOOET AOGOAO j ' i UArequiklaudchirg publicprigage GhliativeEte iGhild

OEA 1T AOAAT O A1 OOAPOAT ABDOOS8 AAPAAEOEAO AT A EIi b

personal support, mentoring, expertise sharing and exchanging (Lordkipanidze et al.,
2005).

On the other haml, social capital, that facilitates the interaction between entrepreneurs and
locals, is also an important approach to introduce local people to opportunities that tourism
offers in their region by looking at stories of success and might trigger their intest in
enterprise in tourism (Shane & Venkataraman, 2000). Entrepreneurs can train locals on
how to start businesses in tourism, market and sell their products using traditional and
digital channels including social media platforms, and even create a brr{Wang et al.,
2022).

- A1 01T OOEEDP EO AT T OEAO OIT1 OEAO AAT AA
networks, operational knowledge, and skills. Mentors, old practitioners, and experienced
AT OOAPOAT AGOO AAT AT OEAE OEA ambiayl oOtBeAdaiiyrod A
entrepreneurship, and prepare them to handle the adverse situations (Kumar et al., 2022).

41.3 Business incubation

Promoting entrepreneurship in tourism requires consistent support to the individuals with
the intention to enterprise. This can be through facilitating the entrepreneurial journey by

eliminating the constraints in the face of entrepreneurs whichhinder them from investing
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in tourism projects. Furthermore, the generosity in offering economic incentives for
investors, the nasent entrepreneurs in particular, will render venturing into tourism be
more feasible and lucrative in terms of expected revenues and profits (Lordkipanidze et al.,
2005).

Being mostly labelled by the limited financial resources and insufficient past
entrepreneurial experience, entrepreneurs need to be incubated to start a business and
accelerate its growth. When starting a business, small entrepreneurs mostly face liquidity
problems that force them sometimes to follow the sA A1 1 AA OAT T OOOMADPDET C6o
that include eliminating some infrastructure costs (e.g. working from home instead of

renting a space), searching for a job to cover the cost of the operated business, or relying on

unpaid students who join the business in their internship period (RodiguezSanchez et. al.,

2019). The lack of managerial skills is also among the factors that can hinder entrepreneurs

from succeeding in the entrepreneurial journey, thus, incubation should address these
drawbacks by arming entrepreneurs, through wellstructured training programs, with the

necessary skills and techniques to overcome challenges and survive their businesses
(Lerner & Haber, 2001). Through working as a hub that helps entrepreneurs in receiving

low-cost facilities and connects with field expertsconsultants, government, and lending

ET OOEOOOET T O OAPOAOAT OAOEOAON ET AOAAOI 00 AAId

mindset in dealing with entrepreneurial processes and practices (Zapalska & Brozik, 2004).

The incubation initiatives could be suported and financed by private firms, NGOs, local
municipalities, and public bodies including educational institutions. For instance,

Ol EOAOOEOEAO T ECEO ET OO AOOET AGO ET AOAAOT 00 O
them in pursuing their entrepreneurial journey, and offer them access to the necessary

resources to venture into tourism (Fayolle et al., 2006). Implementing incubation programs

and offering entrepreneurs an affordable workplacevas found to be effective in increasing
entrepreneurial intention and, eventually, driving tourism growth and creating jobs (Moyle

et al., 2020). Offering entrepreneurs physical workspace and incubator sessions is reckoned

to be important especially when conglering their limited financial resources (Selby et al.,

2011).
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Moreover, establishing supportcentres that provide nascent entrepreneurs with market

research services to identify potential opportunities based on the targeted audience's needs

can significd O1 U OAEOA OEA bDOi OPAAOEOA AT OOAPOAT AC
initiatives that can be launched and, subsequently, will lead to the development of more

creative and sustainable entrepreneurial activities (Lordkipanidze et al., 2005).

It should be nded that although entrepreneurs are usually more stimulated to explore

potential entrepreneurial opportunities considering the high unemployment rate (Fu et al.,

2019), governments in developing countries are criticized for not being supportive of

nascent entrepreneurs, especially in rural areas. For instance, the active role of local
governments in seeding andincubating new ventures in tourism along with training

DOT COAT O AT A ET AAT OEOGAO I O 1T AAl AT OOAPOAT AD¢
(Jaafar et al., 2015).

4. 2. Sustainability of tourism entrepreneurship

4.2.1  Promoting local entrepreneurship

Promoting the entrepreneurship culture among locals is aligned with the required inclusive
development that Sustainable Development Goals (SDG) calls fdnited Nations, 2015). To
promote local entrepreneurship, the local decisiormakers have to explore first tourism
entrepreneurship potentials in their region, barriers that hinder entrepreneurial activities

in terms of shortage in financial and human resurces and lack of marketing skills, and the
AAOGET T O OANOEOAA O AAAOAOO 1T AOAAT O AT OOAPOAT
this, governments are called to adopt the right strategies to foster entrepreneurship in
tourism, yet, the strategiesneed to be scrutinized whether they fit the local contexts by
consulting and engaging local people in the initial phases of the development plan (Booth et
al., 2020). Later, governments can launch awareness and education campaigns and
advocacy initiatives in order to introduce local communities to the entrepreneurial
opportunities and reach the desired cultural change (Dredge, 2017). The policy makers
need to facilitate knowledge exchange about entrepreneurial activities between individuals
to motivate the reluctant local people to an enterprise by eliminating their fear of
uncertainty (Ramos2 T AOp COAU AO Al 8h ¢mpcgQs8
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In addition, entrepreneurs have also a considerable role in promoting and introducing the
entrepreneurial opportunities for their local employees to encourage them to enterprise
and arm them with professional experience that entitles them to become tourism producers
(Matarrita-Cascante & Suess, 2020). Through the social entrepreneurship, entrepreneurs
can also lead the transformation in their soieties through spreading the entrepreneurial
culture among the poor and most marginalized categories to secure a source of income and

create job opportunities (Kimbu & Ngoasong, 2016).

4.2.2  Enhancing value chain in tourism entrepreneurship

To make the tourismindustry more beneficial for local communities, tourism value chain

might rely on motivating enterprises that provide a wide range of tourism services and

products to use creative design thinking and innovations in increasing the positive impacts

in the local contexts where their businesses are operated (Mahato et al., 2021). In this vein,

plans and strategies on the regional level need to be undertaken in order to support local

AT OOAPOAT AOOO ET Al OOOAOET ¢ AT A ROOAAI EOEET C

Moreover, when considering severe competition in the tourist market, local small
enterprises need to boost the collaboration by sourcing out some product components to
each other and building strong partnerships and alliances among them in order to lileer
competitive tourist services and products, in return, this will lead to increase the integration
between the various tourism providers as well as increase tourism contribution to local

economic development (Weiermair et al., 2006).

4.2.3  Encouraging diffe rentiation and innovation

Tourism product differentiation and innovation are necessitated due to the highly
competitive environment and radical changes the tourism industry witnesses in terms of
new consumer, technological, and environmental trends alongitikh increasing demand for
unique and novel tourism experiences and the advent of many innovative tools in the
tourism market (e.g. sharing economy platforms) which might be seen as threat and

opportunity for the brick and mortar tourism businesses (Daniel et al., 2017).
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Entrepreneurs have to consider innovation in their businesses due to its critical role in
achieving sustainable business stability and survival in the lonrgun. This is particularly
important considering the fact that entrepreneurs in tourian are usually prone to the crises
and fluctuations in generated income due to the seasonality, hence, innovative tools should
be adopted to develop new andattractive tourism products to mitigate crises and

seasonality consequences (Jaafar et al., 2015).

Enterprises with innovative vision and practices are more likely to reach economic growth
and have better access to new markets (Ahmad et al., 2022). Besidkentifying market and
community needs while onsidering the various resource constraints and potential
challenges, entrepreneurs have to design their strategies carefully in order to enhance the
business competitiveness in the market and brand themselves as creative product
designers and producers (Mahato et al., 2021). In addition, the emengj techrological
trends require entrepreneurs to periodically revise their strategies and operational
techniques to be aligned with these novel technological tools as this will be beneficial in
terms of reaching flexible prices, reducing communication and distribiion-related costs,

and affronting some market entry barriers (Fuchs et al., 2010).

Local governments are called to run projects to help entrepreneurs explore local potential
opportunities in tourism and seek innovative mechanisms to improve their operatns
i1 UAT AO Al 8h ¢mgpQ8 -1 OAT OAOh ci1 OAOT I AT OO
products and promote partnerships between small and large enterprises in order to
overcome marketing barriers nascent entrepreneurs commonly face (Jaafar ef,a2015).
This could be also made through strengthening the publiprivate partnership and
establishing innovation platforms that bring together all relevant stakeholders including
government bodies, external investors and experts, and NGOs with local péoto facilitate
learning, and organizational, institutional, and technological innovation, and enhance
entrepreneurial processes and practices (Wu et al., 2022). The platforms can boost the
entrepreneurial embeddedness which, in return, will pave the wayfor acquiring and

exchanging knowledge and necessary skills (Wu et al., 2022).
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4.2.4  Branding, franchising and internationalization in Entrepreneurship

Expanding businesses and creating international brands are perhaps the most silent
indicators of entrepreneurial success. After achieving success on the local level, tourism
entrepreneurs might seek business growth and expansion through franchising as well as
endeavouringto penetrate the international market which might imply further investment

needs and increae the affronted risks.

The tendency for internationalization has been promoted by the revolutionary advances in
information and communication technology over the past few decades that have massively

AT 1 OOEAOOGAA O1T OEA AOOE hddGtihod strany @IAOISApOET T Al
AT A TAOxT OEET C xEOE EIT OAOT AGETT Al DHAOOGI AdbOh A
foreign tourist markets at a staggering pace. Information and communication technology

has also facilitated exploring new busiass opportunities and reaching distant markets at
minimum cost and risk (Glavas et al., 2014). Despite the several advantages that could be
reached through internationalization, both local businesses and tourist destinations might

face certain challengesOn one hand, small tourist destinations invaded by multinational
companies might not be able to provide these large businesses with their needs of qualified

and well-trained employees opening the windows for foreign workers to come which, in

turn, will result in increasing the economic leakage (Booth et al., 2020), while on the other

hand, it could be challenging for local entrepreneurial firms to maintain the balance
between building relationship with the large international businesses and the need to awbi

being totally controlled by them (Zapalska & Brozik, 2004).

"OAT AET ¢ EO AT1T OEAO EIi Dl énfedvodtonhiODglodtd O aE OEA
local level, government support should be directed towardsgeveloping networking efforts

and cooperation between local entreprenaurs to strengthen their product identity and

£l Of 01 AGA A AEOOET AOCEOA AAOOET AGET1T AOATA j '
social media platforms represented a turning point in promoting and branding the local
entrepreneurial activities at no/minimum costs as people, young generations particular,

are seeking and chasing novelty (Wu et al., 2022).
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Franchising is also an indicator of success and expansion and it contributes to a stronger

brand image of the franchisr. Through building franchise partnerships, the franchisor can

CAET AAAAOO OI OEA &EOAT AEEOAAGO 11 AAl 1 AOEAO
partners should be carefully handled through considering certain criteria such as the

AOAT A E eEarialkedddrce&£kriowledge of the local market, access to tabour market,
OADOOAOGEI T h AT A PAOO PAOOT AOOGEEDPON O AOIEA A
j!'1 OET AU AO Ai8h ¢mpoQs8 &OIiI A £EOAT AEROAAGO ¢
followed by nascent entrepreneurs who prefer to use an existing business formula of

success instead of building a new one from scratch. The franchisee entrepreneurs can

AAT AEZEO &EOT I OEA EOAT AEEOI 060 AOAT A yskeind EI ACA
supporting services, and networking, in return, they are demanded to pay franchisors a

royalty and other requested fees. However, the franchisees are more likely to be imitative
entrepreneurs who although highly accepted in the market, are expectdd affront severe

competition (Koh & Hatten, 2002).

5. Situation Analysis for OIC Member Countries

5. 1. Institutions, structures and Networks in OIC member states and their

role in tourism entrepreneurship

SESRIC (2006) discusses that the promotion of internatial tourism among OIC members
was explored as an important managerial implication in a report (SESRIC, 2006). It was
suggested that actions should consider local communities with economical and practical
support, as well as develop entrepreneurial capacitis in small and mediumsized
enterprises to improve the competitiveness of tourism products and services by involving
other OIC member countries (SESRIC, 2006). Therefore, institutionalization and structural
innovations are considered important processesdr addressing this implication. Tourism
entrepreneurship requires a wide range of institutions, structures, and networks that
should be involved in the process of expanding entrepreneurial activities. These guide for
entrepreneurs to reduce or overcome unertainty. Entrepreneurial activities depend on
formal and informal rules, so institutions, structures, and networks play a vital role in

framing entrepreneurship (Sautet, 2015).
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In OIC member countries, the formal and informal institutional environment preides
essential guidance for individuals who wish to utilize the resources at their disposal.
Entrepreneurs in these countries desire to use qualified institutions that allow them to
exploit resources and opportunities, rather than relying on the economy dving various
resources. To respond to entrepreneurs' calls, OIC members have created and developed
numerous institutions, structures, and networks, as these impact entrepreneurial decisien
making and incentives to start a business and engage in vatadding activities (Audretsch,
Belitski, Caiazza, & Desai, 2022).

The major items mentioned above are highly interrelated since one cannot exist without the
other. To this end, OIC countries have established significant institutions funded for
professional andeconomic purposes within their borders. The following are a few examples

that represent the overall institutional efforts of OIC member countries:

Ministry for the Promotion of Private Investment, Small and Medium Enterprises

(SME) and NationaEntrepreneurship (Mali)

Ministry of Trade, Industry and Youth Entrepreneurship (Niger)

The National Confederation of Entrepreneurs (Employers) Organizations of the

Republic of Azerbaijan (ASK) (Azerbaijan)

The Ministry of Primary Resources and Tourism Engépreneurial Development

Centre (Brunei Darussalam)

O$Ai O %l OOADPOAT AOGOOGEED $AOAT T PIi AT O &OT A0
%l OOAPOAT AGOO 1T &£# OEA 2APOAT EA 1T £ +AUAEEOOA
Ministry of Entrepreneur Development and Cooperatives (Malaysia)

SME and Entrepreneur Federation of Maldives (Maldives)

31 AT "OOET AOOAO AT A O0OOEOAOA %l OOAPOAT A(
(Uzbekistan)
3i AT ATA T AAEOGI AT OAOPOEOAOG AAOGAT T PI AT O 1

The development of supportive institutions is ssential in providing entrepreneurs with the

necessary resources and support to start and grow their businesses. These institutions

provide funding and technical assistance to tourism entrepreneurs in OIC member

countries. For example, tourism entreprenev® ET 41 OEEUA EAOA OAAAEOA,

from KOSGEB to start their tourism businesses, such as opening hotels. In addition, the
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Islamic Development Bank (IDB), an important funding institutional provider, helps OIC
member countries foster economic deelopment and social progress. By providing access
to funding, institutions can help entrepreneurs overcome financial barriers and invest in

their businesses.

Tourism-specific structures, such as tourism boards and associations, can aid
entrepreneurs in acessing information and resources related to the industry. These
structures can also facilitate networking opportunities, which are vital for creating positive
relationships and partnershipsthat can lead to business growth and development. Zamani
Farahaniand Eid (2016) investigated tourism in OIC member countries and highlighted its
importance in terms of foreign investment and financial reserves. The authors emphasized
the importance of institutions, structures, and networks by illustrating the benefitof these
efforts. Although tourism entrepreneurial activities differ among OIC member countries,
with some (such as Saudi Arabia and Iran) focused dtuslim-friendly tourism investments
(i.e., hotels, restaurants, etc.) and others on internationaliberal, and leisurefocused
investments, their institutions and structures serve common purposes for tourism
entrepreneurs, such as helping them find economic sources, reducing poverty, and

providing economic growth (ZamaniFarahani & Eid, 2016).

Networks for tourism entrepreneurship are critical for entrepreneurs to access
information, resources, and expertise for collaboration and partnership in tourism
investments. Furthermore, networks play a crucial role in creating significant opportunities
for OIC member gates. Recognizing the importance of networks in tourism entrepreneurial
activities, SESRIC has started to prepare a program focusing on Tourism Capacity Building
(Tourism-CaB). According to this program, OIC member countries should promote
sustainable touism development and entrepreneurship through training and capacity
building. Moreover, COMCEC organized a Training of Trainers (ToT) Course on 'Promoting
Entrepreneurship for Tourism Industry Competitiveness'. Similarly, the Islamic Tourism
Centre (ITC) ams to network with stakeholders to create entrepreneurial activities. In its
latest seminar, ITC aimed to introduce tourism industry players, ranging from small and
medium-sized enterprises (SMESs), hoteliers, travel agencies, postgraduates, community
basel businesses, mosque volunteers, and more, to Islamic Tourism and the Muslim

friendly ecosystem.

58



Institutions have a significant impact on tourism entrepreneurship in various ways. Formal
institutions, such as governments, regulatory bodies, and industrysaociations, create an
enabling environment for tourism entrepreneurs by providing a legal framework,
infrastructure, and access to resources (Zamaftarahani & Eid, 2016). These institutions
also play a vital role in promoting tourism and creating awarengs of the opportunities
available to entrepreneurs. Moreover, informal institutions, such as social norms, cultural
values, and traditions, can also impact tourism entrepreneurship. For example, in some
cultures, entrepreneurship may not be considered a sally acceptable career choice, which
can discourage individuals from pursuing it. On the other hand, in cultures that value
innovation and risk-taking, entrepreneurship may be more encouraged and supported (Koe

Hwee Nga & Shamuganathan, 2010).

Researches have long recognized that institutions, structures, and networks play a key role
in enhancing tourism entrepreneurship. These entities are essential for supporting tourism
entrepreneurship in OIC member states. Providing entrepreneurs with access to rasges,
information, and networking opportunities, institutions, structures, and networks can help
promote the growth and development of the tourism industry, which can have significant

economic and social benefits for both entrepreneurs and the wider comnmity.

In sum, professionalization, institutionalization, and internalization are crucial for creating

a strong entrepreneurship culture in the countries by giving importance to institutions,
structures, and networks in OIC member states. For example, theyeate a conducive
atmosphere for businesses to thrive and expand, facilitating the connection between
businesses and the necessary resources and expertise that lead to their success. In
particular, in OIC member countries, these can promote professionatition with training

and development opportunities for individuals. This aids in ensuring that individuals have
the skills and knowledge they need to be successful in their activities. Further, in terms of
professionalization, ethical standards, fair compétion and a commitment to continuous

Ei DpOT OAI AT O AAT T1TAAOO ET 1 Ai AAO AT O1 OOEAOGES
institutions, structures, and networks could also enhance institutionalization in such
countries to be more formal and structured. Theristitutionalization can help entrepreneurs

to create more defined roles and responsibilities, which in turn improve efficiency and
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productivity that may attract potential investors to OIC countries. Finally, to internalize

across the globe, built entrepreerurial capacity should adopt its practices and standards
5.2. Characteristics of Entrepreneurship OIC member states

In OIC member countries, entrepreneurship is a critical driver of economic growth and a
promoter of social change. Therefore, understanding theharacteristics of successful
entrepreneurship in these countries is crucial for policymakers, investors, and
entrepreneurs themselves to formulate, organize, and manage business ventures (Khyareh
& Amini, 2021). It would be better to illustrate the currert economic situation in a sector

context to comprehend the overall characteristics.

SMEs constitute the majority of businesses in OIC member countries and play a crucial role
in national economic development by creating job opportunities (Statistical, Ecamic and
Social Research and Training Centre for Islamic Countries, 2022a). Additionally, OIC
Member States are home to 350.8 million youthsaged 1524 years), accounting for 18.5%

of their total population and 29% of the world's total youth population as of 2022
(Statistical, Economic and Social Research and Training Centre for Islamic Countries,
2022h). Llisterri et al. (2006) highlighted in their research that young entrepreneurs, who
are generally welleducated and belong to the middle or uppemiddle class, play a
relatively larger role among high-growth entrepreneurs. Considering this, OIC has launched
youth entrepreneurship activities within its programs, such as the Jointoic Youth Strategy
and the VIl Kazan OIC Youth Entrepreneurship Forum. Despitee significant contribution

of these characteristics to the economy, the most pressing problem faced by OIC member
countries is internationalization. To address this, OIC has prepared a report on "Increasing
Internationalization of Small and MediumSized Enterprises (SMESs) in OIC Member
Countries," which highlights principles and recommendations for making SMEs structure
global. In the forthcoming periods, it is estimated that these actions will have a vital impact
on the OIC members' economy by promotinghe development of entrepreneurship (The

Standing Committee for Economic and Commercial Cooperation (COMCEC, 2022).
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To better understand the current characteristics of entrepreneurship in OIC member states,
two major perspectives should be considered; emgpreneurship itself and the

entrepreneur.

From the first perspective, it is stated that the most significant characteristic of
entrepreneurship is that goods and services can be marketed through smalzed
enterprises, which areregarded as the smallestnit of a country's economy. Additionally,
entrepreneurship can influence the economy itself and change economic parameters
i VUAAOAAET g1 O O +AOAAARh ¢mpug8 &OOOEAOh EO
the following characteristics.

Choosingwhat is marketable(i.e., products and services)n the targeted market,

Aiming to make a profit,

Human and material resources should be focused on basic elements,

In financial terms, itcanconsist of foreign and equity capital components,

Making possible multiple functions such as finance, productiosales,and recording,

etc.

A research report in Malaysia has focused on entrepreneurship development and explored
the characteristics of entrepreneurship. So, Gautam and Singh (2015) summarized these

characteristics as shown below.

It is a function of innovation

It is a function of leadership

It is an organization-building function.

It is a function of high achievement

It involves the creation and operation of an enterprise.

It is concerned withunique combinations of resources that make existing methods
or products obsolete.

It is concerned with employing, managing, and developing the factors of production.
It is a process of creating value for customers by exploiting untapped opportunities.
It is a strong and positive orientation towards growth in sales, income, assets, and

employment.
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Indonesia has revealed several significant traits of entrepreneurs. These incleidonfidence,

task orientation, outcomedriven mindset, risk-taking, leadership, originality, and future

I OEAT OAOET 18 "AOAA 11 OEA AEAOAAOAOEOOEAO I £
stated that an entrepreneur's success comes from these traitand "personality traits,"

"ability to learn from experience," and "ability to adjust to his/her environment" are major

determinants of an entrepreneur's characteristics. Similarly, Burbar and Shkukhani (2021)

explored the characteristics of entrepreneurs n Palestine and found that being self

confident, passionately seeking new opportunities with a good network of professionals,

being patient, persistent, determined, and adaptable to change were the most important

attributes of entrepreneurs.

+ Al Ae  ArhaA (2626 hinvestigated the history and development of Turkish
entrepreneurship. According to the authors, entrepreneurs who attempted to enter
economic activities in the 1980s were solely profitdriven, had low levels of education,
lacked professionalbehaviour, and did not have a vision or mission. The authors proposed
that a novel free market economy and the desire to open up to the world have resulted in
the emergence of new types of entrepreneurs and their characteristics. For example, the
authors define new entrepreneurs and state that they should have the following
characteristics: () being dynamic, open to change, and having a desire to develop
themselves, (Il) following professional management guidelines, (1) providing higlguality
products and rvices, (IV) having a good education level, (V) meeting the expectations of

different people, and (VI) aiming to provide customer satisfaction.

Selfconfidence, independence, the ability to learn from failure, the need for achievement
motivation, risk-taking tendencies, and innovativeness are regarded as vital characteristics
of tourism entrepreneurs (Jaafar et al., 2011). Based on these characteristics, entrepreneurs

can enter the industry or cope with the challenges they face in the industry.

5. 3. Drivers an d Challenges of tourism entrepreneurship in OIC

There is wide agreement thatnations with more access to finance typically have a higher

rate of entrepreneurship, thus leading to greater economic development. However,
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entrepreneurs in OIC member countrieften suffer from a lack of financial capital in the
market, which makes it difficult for them to enter new business ventures in the tourism and
hospitality industry. The availability of funding for a new business is a major driver of
tourism entrepreneurs in terms of supporting their service performance (Jaafar et al.,
2012). Some authors relate psychological attributes such as personality traits to drive
tourism entrepreneurs while attempting to invest their savings in the industry. Therefore,
this attrib ute is considered the most important driver of tourism entrepreneurs (Haddoud
et al., 2022).

Destinations require entrepreneurs and new business startips to serve their growing

tourism market and create economic and social value. Furthermore, the tourism industry

demands entrepreneurial behaviours to apply necessary innovations. In OIC countries,

tourism has not received the desired market share in the global travel industry. A report

OEOI AA O)1 OAOT AGET 1 Al 41 OOEOI ET 4EA 1 )# #1
attempted to find the role of tourism in regional integration and proposed entrepraeurial

activities to stimulate growth in these countries. These activities are believed to improve

the quality and competitiveness of tourism products and services (Organization of Islamic
Cooperation, 2020). To create appropriate strategies for tourismrgrepreneurship, it is

necessary to review the drivers and challenges that exist.

Addressing challenges that tourism entrepreneurship facesis vital to fostering and
developing the tourism industry in OIC member countries In this sensepolicy-makersneed

to address various challengesnclude lacking or inadequate infrastructure, lack of finance,
exiting policies, and international sanctions (Bagherifard et al., 2013Despite their desire

to engage inentrepreneurial activities, migrant and ethnic minorities are often challenged
by legislative and administrative challenges, such as bureaucracy, complex procedures;
market-related issues including a lack of qualified human resources, an influential black
market, market ambiguity and instability, high turnove rates, unfamiliarity with the market
environment, and limited market growth; financial challenges such as limited access to
financial resources and high tax rates; and socicultural challenges, such as the language

barrier, and social insecurity (Alrawadieh et al., 2019).
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5. 4. Current needs and requirements for local tourism entrepreneurs to

grow

OIC member countries lack a social structure to promote and support entrepreneurship and
other local improvement efforts. Furthermore, the latest pandemic has sevely impacted
the economic activities of locacommunities in OIC states. To overcome pandemielated
issues, these countries are developing their entrepreneur facilities or microeconomic
entrepreneur activities for economic recovery (Statistical, Economiand Social Research

and Training Centre for Islamic Countries, 2022c).

To understand the current needs for local tourismentrepreneurship in OIC countries, it is

essential to understand the current situation of the tourism industry and create

AAOGAT T bi AT OA1l OOOAOACEAO j$Ailcal AO Al 8h

traditional systems for its operations, new technéogies are welcomed by service providers
to gain a competitive advantage in the global tourism industry. Thus, local entrepreneurs
should adapt to industry requirements. The following current needs and requirements

should be considered by local tourism emepreneurs.

Access to financial resources is one of the major needs for local tourism entrepreneurs to
grow in OIC member countries. Local areas in these countries have limited economic
sources, and entrepreneurs in such areas cannot access funding, imjrgttheir ability to
invest in their local tourism businesses (COMCEC, 2016b). Therefore, financial institutions
should provide reasonable and accessible financing options to local tourism entrepreneurs
to improve their infrastructure, enhance their localtourism services, and increase their

marketing attempts to bring potential visitors to their countries.

There is a lack of human capital in OIC member countries for local tourism
entrepreneurship. Capacitybuilding programs for training, mentorship, and caching

services can help local tourism entrepreneurs obtain the necessary skills and knowledge to
develop their business processes, tourist services, and marketing strategies (Statistical,

Economic and Social Research and Training Centre for Islamic Couety 2022a; 2022b).

Technology is essential in various fields of the tourism industry to deliver services to

tourists. Therefore, local tourism entrepreneurs should prioritize the use of technology in
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their services to improve their businesses' competencend efficacy. Technology can
facilitate business actions, achieve tourist relationships, and market products and services
(Maraga & Darmawan, 2016). To enable entrepreneurs to use technology effectively, there
is a need for the development of digital infratructure, including high-speed internet
(Ulbrich, 2023). Governments and other stakeholders should provide incentives and
support for entrepreneurs to adopt technology in their businesses. This will help them to
reach new international tourists, increaserevenue, and compete effectively with other
businesses in the sector (Abdullah, 2019; COMCEC, 2022).

Innovation and product development are key requirements for locagéntrepreneurs in OIC
member countries beyond their need to grow (COMCEC, 2022). Local tism
entrepreneurs should create new and unique tourism products and services téulfil
changing preferences, needs, and wants thvellers. Providing high-quality, personalized
experiences that differentiate their business from competitors across the wixt is critical
for local tourism entrepreneurs in OIC member countries. They may also invest in various
research programs and developments to explore popular trends and opportunities in the
tourism markets. Therefore, innovating and improving their core sesices and products can
help local entrepreneurs attract more visitors to the destination and benefit from their

enterprises.

In summary, local entrepreneurship is a dynamic process that involves vision, change, and
creation. It requires the application of energy and passion towards the creation and
implementation of new ideas and creative solutions (Economic and Commercial
Cooperation of the Organization of Islamic Cooperation, 2013). Therefore, local tourism
entrepreneurs should have passion, perseverange and persistence, leading to

entrepreneurial success and policy support.

5.5. Development of local tourism entrepreneurship and paths to growth

The main reason behind the low expenditure per capita in tourism is the lack of tourism
activities and a low standad of service. Due to restricted resources, OIC countries often
acquire foreign franchises to gain access to advantageous kndww, enabling them to

benefit from cutting-edge technology and other advantages brought by the franchisor.
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While international brands and management firms are working to improve service quality,
they are also causing significant economic loss by transferring profits' commissions to the
franchisor, expatriate staff wages, and management fees. Addressing these challenges
requires a facus on tourism entrepreneurship and strengthening local entrepreneurial

abilities. This approach can create more opportunities and promote economic growth.

The literature abundantly recognizes the significance of local tourism entrepreneurship in

the econanic development of countries. Research conducted on this type of
entrepreneurship is well-documented regarding its economic benefits and contribution to

enhancing residents' quality of life (Cihangir & Demirhan, 2021). Moreover, since OIC

member countriesalso prioritize sustainability in their policies, it has been highlighted that

local tourism entrepreneurship should be developed based on visitorglemands for local,

minor, and authentic tourism services and products. These values are considered importan

ET 1T AAl OAGEIT1TOh OOEI OI AGET ¢ O OOEOI A1 OOADPO
Local tourism entrepreneurship is responsible for a significant portion of economic growth

and job creation in local regions of OIC member countries and is considered a "lstsategy

A1 O TAOGEITT AT AARAOGATTPI AT O AT A AT i bAOEOEOAT AdOOe
type of entrepreneurship largely depends on the expansion of small and mediusized

enterprises (SMES) since the majority of tourism entrepreneurship actities are dominated

by SMEs in both developed and developing destinations. Moreover, these enterprises play

an essentialrole in job creation, output growth, export growth, participation in global trade

relations, poverty alleviation, economic empowermentand broader wealth distribution

(COMCEC, 2022).

The development of local tourism entrepreneurship in OIC member countries depends on
several significant factors, including social, economic, and legislative factors that can drive
individuals to participate in entrepreneurship activities and create the aforementioned
benefits. Moreover, OIC members have experienced different levels of development in local
tourism entrepreneurship and continue to increase their capital, including human, social,
political, financial, physical, natural, and psychological capital, to further promote local

tourism entrepreneurship (Aliyev, 2023).
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The development of local tourism entrepreneurship in OIC member countries has the
potential to generate employment opportunities, createincome, and promote economic
progress (OIC, 2018). However, OIC members face several obstacles, including limited
access to finance, inadequate infrastructure, and insufficient government support
(COMCEC, 2019). Overcoming these challenges is crucial ftee development of local
entrepreneurship, and local authorities should take steps to address these issues for the
betterment of OIC member countries. Moreover, OIC members can adopt strategies to

facilitate the development of local tourism entrepreneurshp.

Access to finance is one of the significant obstacles that OIC countries face in local tourism
entrepreneurship. Providing access to finance for entrepreneurs in the industry is seen as a
path to growth in OIC countries by promoting local tourism entrepeneurship (COMCEC,
2019). However, the majority of local tourism entrepreneurs lack the essential capital to
start or expand theirbusinesses (Haneef, Muhammad & Pramanik, 2014). To overcome this
issue and develop entrepreneurship in OIC member countriegovernmental bodies can
collaborate with financial organizations to deliver reasonably priced loans and other
financial products to them. Moreover, nationalauthorities can establish venture capital
funds to support innovative tourism start-ups for the development of entrepreneurship
growth (Deloitte, 2023).

Enhancing infrastructure is crucial to sustaining the development of local tourism
entrepreneurship (Nazmfar et al., 2019). Investing in better roads, accommodations, and
other local facilities can lea to greater tourist attraction and more growth opportunities.
Unfortunately, many OIC countries are struggling with insufficient infrastructure, including
OOAT OPT OOh AT i1 Ol EAAOEITh ATA AT AOCU j dEOAI
significant investments in infrastructure to enhance the competitiveness of the tourism
industry and boost its appeal to tourists. By modernizing existing attractions and increasing
access points, they can create an environment that accommodates more travelers.
Moreover, governnents can collaborate with private sector organizations to construct
necessary tourist infrastructure (Statistical, Economic and Social Research and Training
Centre for Islamic Countries, 2022c), such as accommodations, vacation spots, and

amusement parks.
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To encourage local tourism entrepreneurship, governments can provide training and
education to help progress their development (Zamanrkarahani & Eid, 2016). Such efforts
would benefit both tourists and businesses alike. Running a profitable tourism busise can
be challenging for entrepreneurs without the necessary experience or expertise. However,
with the proper guidance and resources, it is possible to build a successful venture in this
field. Governments should invest in training and educational worksbps for local tourism
entrepreneurs to ensure their success. These programs provide them with the necessary
skills and knowledge to succeed in the global tourism environment. Governments can
collaborate with universities and educational institutions to create courses and programs
related to the tourism sector. This could open up new job opportunities in this field and be
beneficial for all (Dabour, 2003).

Governments can further encourage local tourism businesses by creating a supportive
business ecosystemThis would assist potential entrepreneurs in taking advantage of the
opportunities present in this sector. To stimulate business growth, governments can take
steps to simplify the bureaucratic process, improve regulations' comprehension, and
provide tax breaks. Additionally, governments can establish tourism promotion bodies to
promote their countries as ideal vacation spots and attract more visitors. This would further
benefit the local economy and create more jobs. By creating a suitable business climate
governments have the power to foster entrepreneurship and stimulate economic growth
within the tourism sector. This could help attract investments and create new jobs, leading

to a prosperous economy.

5.6. Infra-structure and super -structure needs, and suppor ting services

for tourism entrepreneurship in OIC

Although tourism is known as an experiencéased industry, substantial infrastructure and
superstructures are key elements of tourism development. They are crucial in tourists'
decision-making and are als@onsidered important for investors. In order to meet the needs
required for the tourism industry to develop its services and products, longerm

government support in OIC member countries is necessary.
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Although some infrastructure and superstructure need and supporting services for tourism
entrepreneurship are partially provided, a report prepared by the Islamic Centre for
Development of Trade (2022) indicated that some OIC member countries, such as Mjge
Sierra Leone, Uganda, and Afghanistan, need to improve their structural needs for economic

growth worldwide.

Nowadays, the lack of infrastructure and superstructures are the most pressing issues that

the majority of countries face in tourism development Although locals benefit from these

structures, their development mostly depends on economic activities in the regions. Unless

OEAU AOA AAOGAI T PAARh ET OOEEZEAEAT O OOOOAOOO0OAO 1/
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infrastructure, superstructures, and supporting services in tourism destinations is crucial.
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Infrastructure Support Program" and ercouraged local authorities to improve their

structures and services (Development Agency, 2015).

In some OIC countries, inadequate and unstable electricity supply, telecommunications,
transportation routes, low technological capacity, and water supply areraong the few
infrastructures needed for the operation of tourism enterprises. Governments should
improve these limited resources to encourage people to participate in entrepreneurial
activities. In recent years, digital infrastructure has become the mosmportant attribute
that entrepreneurs consider when investing in tourism services. Additionally, COMCEC sees
technological infrastructure as a driver of innovation (Standing Committee for Economic
and Commercial Cooperation, 2022). Although local authoréds are responsible for most
infrastructure, they often have limited knowledge and competency to achieve large projects.
Considering that infrastructure aims to increase competitiveness in tourism and attract

international visitors, tourism entrepreneurs should be supported with these investments.

OIC member countries have rich cultural and natural attractions that can stimulate a large
number of potential national and international tourists. However, the inadequate
superstructure in the majority of OIC menier countries, especially in local destinations, is
a major challenge for tourism entrepreneurship since these structures are considered the

core facilities and services that support and improve the tourism industry. Therefore, OIC
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countries are required  invest in such areas to promote entrepreneurship in tourism. For
example, constructing airports, roads, and transportation systems can help targeted
tourists access tourist destinations. Additionally, hotels, restaurants, traveklated
companies, and dber hospitality services are major supporting services in tourism. Thus,
investing in these services partially completes tourism development in the destinations.
However, these steps are not enough to achieve desired tourism development in the region.
OIC member countries can identify major tourism destinations and attract tourism

entrepreneurs to invest their assets in such supporting tourism services.

Some OIC members lack certain services that are essential for tourism. Safety and security
measures, heahcare facilities, and emergency services are some of the services that
tourists prioritize during their visits to destinations. To address this, OIC has developed
some action programs that are related to tourism and create trust for entrepreneurs who
wish to invest in tourism services in OIC member countries. By investing in the overall
superstructure environment, OIC countries can create a conducive environment for tourism
entrepreneurship, which can lead to the creation of job opportunities, regional ecomic

growth, and poverty reductionz all of which are major issues in OIC countries.

The tourism industry requires a wide range of ancillary services to facilitate and support
primary tourism services in destinations. These services are desirable to makey travel
complete for tourists and play a vital role in tourismrelated products and services, despite
having indirect impacts on tourism development. Tour guides or escorts, theme parks,
souvenirs and shopping environments, car rentals, tourism brochue (online or offline),
travel SIM cards, airportrelated services, hotelbased services, and foreign exchange are
some of the vital ancillary services that tourists may demand during their visitation
(Anthony Camilleri, 2018). While some OIC member counss provide these services for
tourists, others cannot offer them. Therefore, the availability of these services is critical in

terms of creating a tourism entrepreneurship environment in member countries.

In summary, tourism entrepreneurs identify, createand develop new business ventures in
the industry while interacting with tourism demand and supply in destinations. If they
desire to connect with potential demand, tourism supply should be provided to help them

achieve their goals. OIC members should fas on improving their tourism supply to
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promote tourism entrepreneurship. Member countries may have specific attractions, and

they should create appropriate strategies for these attractions.

5.7. Improving local entrepreneurial capacity in tourism

OIC member ountries prioritize local entrepreneurship in their core plans and
development agenda. The key to the success of local entrepreneurship is mostly based on
the availability of enterprises, particularly small and mediumsized enterprises (SMES).
Improving these enterprises' capacity depends on creating intensive capital for local areas.
Moreover, the tourism industry is a highly competitive field of activity in the world.
Considering the major role of both aspects, it should be noted that they are the waycteate
new entrepreneurial activities. Additionally, entrepreneurs' knowledge of managing risks
and organizing the business environment is a crucial aspect of improving local

entrepreneurial capacity in tourism due to its nature.

In a strategic roadmap foasing on the period between 2020 and 2025 for OIC members,

major necessities and priority areas have been determined. According to the roadmap,
education and training for entrepreneurship are crucial for new starters to undertake
independent jobs in the cantry. It is stated that "entrepreneurs must acquire initial

training, develop skills through various means such as vocational training, informal

training, and onthe-job training, gain access to a paid job, and finally start self
employment" (Statistical, Economic and Social Research and Training Centre for Islamic
Countries, 2019). Education andraining are the best ways to improve local tourism

AT OOAPOAT AOOOEED OEEI 108 )1 DAOOEAOI AOh [ )# |
entrepreneurship education. For this, Within OIC, every country aimat various tailored

entrepreneurship training schemes for youth, women, and the unemployed.

According to a report on "Training Program on Entrepreneurship Development for OIC
Countries," member countries Bould create a common trainingbased platform to promote
entrepreneurship and create a roadmap for stable and sustainable economic growth
(Economic and Commercial Cooperation of the Organization of Islamic Cooperation, 2013).
This program aims to enhancette knowledge of local entrepreneurs on generating ideas,

developing various business models, managing financing and budgeting, legal and
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regulatory issues, marketing, organizational functions, and entrepreneurial growth.
Building tourism entrepreneurial capacity through training can help members create local
brands within OIC member countries, reduce leakages, and promote sustainable tourism

development.

Creating networks is a vital skill that entrepreneurs can use to improve their business
opportunities. Connecting with professionals across the tourism and hospitality industry
broadens their network of potential tourists, visitors, or travellers. In OIC member
countries, enhancing networks is considered a catalyst for promoting trade and economic
growth (Maraga & Darmawan, 2016). Che Senik et al. (2011) highlighted in their paper that
institutions, business associates, and personal relations create networking opportunities
for local businesses and entrepreneurship. They also drew an overall picture of thequess
from local to internationalization, with the implications that networking functions
(initiative awareness, trigger, accomplish, and strengthen/sustain) are critical linkages for

internationalization.

A study conducted in an OIC member countrigambia, by Carlisle et al. (2013) has provided
important implications for local economic development, highlighting that innovation is the
most important asset of a local destination. The advancement and quality of the
international tourism industry depend largely on collaborative capacitybuilding attempts
through stakeholders. The authors emphasized that local destinations should be aware of
their opportunities and list them through any association of smalkcale enterprises in

tourism.

The competitivenessof local economies is determined not only by their technology but also
by their skills. Therefore, the use of technology by local tourism entrepreneurs can lead to
success for OIC member countries, as it plays a major role in economic growth (Statistical,
Economic and Social Research and Training Centre for Islamic Countries, 2019).
Considering the importance of technology in local tourism products (Purnomo, 2021),
entrepreneurs can use these tools in their product development and marketing to increase
competitiveness (Sharafutdinov et al., 2020). Technology skills also aim to attract potential
visitors to local destinations and allow local entrepreneurs to share information about their

products and services. Moreover, technology helps local entrepreneursducelabour costs,
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improve operational efficiency, and provide welimproved tourism products and services
(Jadhav & Mundhe, 2011).

Government policies are critical for improving local entrepreneurship in tourism as they
provide funding for localsto start their businesses. Additionally, nearly all OIC countries
provide various incentives for foreign investors, such as exemptions from income tax, and
sales tax, and fewer required permits and licenses, which can benefit foreign entrepreneurs
attempting to conduct business in member countries (The Islamic Centre for Development
of Trade, 2022). These incentives can also provide opportunities for locals who desire to

open tourism enterprises or develop tourism products and services

The United Nations Conferace on Trade and Development (UNCTAD) has developed a
framework to build national entrepreneurial capacity in countries. Policymakers can follow
these guidelines to promote entrepreneurship. UNCTAD has investigated some OIC member
countries, such as Malaya and Pakistan while creating this strategy's goals and priorities.
OIC member countries also use these guidelines to promote inclusive and sustainable

tourism development while improving local entrepreneurial capacity.

Boosting entrepreneurship in the tairism sector can bring various advantages to OIC
member countries. It encourages the optimal use of tourism potential, promotes innovation,
and facilitates destination development. Alternative strategies to support tourism
entrepreneurship in OIC member cantries include investing in infrastructure in OIC
destinations, and adapting legislation and bureaucracy to create a more favorable
investment environment through subsidies, credits, land allocations, and tax reductions.
Additionally, offering capacity-building programs for local human resources and supporting
local entrepreneurs, intraOIC investors, and brands can facilitate the sustainable planned

development of member country destinations.
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5.8. Future needs of tourism entrepreneurs and the transformations o f

tourism entrepreneurship

To achieve success in the tourism industry, destinations require various transformations
and must keep up with the contemporary world. While OIC member countries are currently
building their capacity, they are also determining te future needs of tourism
entrepreneurs. To address this, countries are identifying the future needs of small and
medium-sized enterprises (SMEs) based on the development of the tourism industry. In
particular, they are following recent and future tourism trends to capitalize on

opportunities in the industry.

Tourism entrepreneurship is characterized by new developments in businesses,
attractions, services, and more. Successful tourism entrepreneurs are known for being
innovative, creative, and focused onhe needs of tourists. They are also eager to follow
emerging trends and changing tourist preferences in the industry. At this point, the tourism
industry requires new ideas to promote its attractions for longterm success and

sustainability.

Initially, the tourism industry is based on investments that require funding, which is
considered the most significant challenge that tourism entrepreneurs face in their
entrepreneurial activities. This challenge will also be relevant for future tourism
entrepreneurs. To overcome this issue, OIC member countries can provide a platform that
helps entrepreneurs find financial capital for their investments. Additionally, human capital

is another future need of tourism entrepreneurs.

Tourism is critical for OIC member coutries, and the organization has identified major
programs that member countries should prioritize (Organization of Islamic Cooperation,
2018). Firstly, OIC countries should raise public awareness of their tourism assets, including
attractions, resources, ad facilities, and provide detailed information on tourism values to
attract potential visitors. Countries should also enhance tourism infrastructure, support
joint projects, and encourage authorities to prepare national and regional tourism
strategies toattract tourism entrepreneurs to the industry. Additionally, appropriate legal,

institutional, and administrative conditions are crucial for expanding tourism activities in
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the countries. Planners and developers can frame these conditions to promote
entrepreneurial tourism activities, as these help potential entrepreneurs encourage and

facilitate tourism investments.

Statistical, Economic, and Social Research and Training Centre for Islamic Countries (2022c)
has proposed some future needs related to tourismentrepreneurship that member

countries should consider. At the OIC cooperation level, it has been suggested that:

Official tourism promotion organizations of the OIC countries should organize their
capacity building and prepare various training programs ncluding creating
networks, cooperation, tourism development etc.

The image of the OIC countries should be positive to attract tourists and encourage
entrepreneurs to make investments in the tourism industry of OIC members
Easing visa policies andleveloping regional solutions to make OIC members more
attractive to investors

OIC member countries should improve their regional transport networks (i.e.,
roads, airports and railways) for intra-OIC tourism.

OIC members should devise joint regional touris policies for effective tourism
development since integrity gives confidence to tourism entrepreneurs in the

future.

In addition to the suggestions made by the Centre, there are also natiodalel proposals
for OIC member countries. Investing in basic toism-related infrastructure, improving
safety, developing publieprivate cooperation, diversifying tourism destination services
through entrepreneurs, and raising awareness to improve entrepreneurial capacities and
managerial skills are the most importantneeds that can help tourism development in OIC
member countries. The cooperation and nationalevel needs are the challenges that OIC
member countries face in implementing sustainability and developing the tourism industry
(Dabour, 2003). Therefore, to mie tourism more attractive in OIC countries, authorities

should concentrate on fulfilling these needs to attract tourism entrepreneurs.

The tourism industry has been transformed by the emergence of Covi®, and tourism

entrepreneurship has also been impeted across OIC member countries. In particular, the
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digital transformation has shifted the tourism industry from traditional to modernized
services. For example, during the lockdowns, the majority of tourism ventures were
exclusively built on various digtal platforms, offering virtual city tours, online cooking
classes, and other services. Additionally, some tourisnelated services sold their products
through online platforms to earn extra revenue. This has led to the emergence of a new form
of entrepreneurship in tourism: digital entrepreneurship in tourism. The digital
transformation in tourism entrepreneurship has spread across OIC member countries, and
cooperation between OIC and the Digital Cooperation Organization has been established to
promote digitalization in the public and private sectors for a sustainable digital economy
(SmartCrowd, 2023).

As a specific example of OIC member countries, Nigeria has been reviewed by Etokakpan et
al. (2015) regarding the entrepreneurial development of the tourismindustry using a
transformational approach. According to the authors, business identification skills, business
selection skills, and business analysis skills are essential for transforming the industry and
entrepreneurial activities in the future. Therefae, the authors proposed that member
countries should establish a tourism entrepreneurial developmentcentre to capture
tourism opportunities for investors. Considering conventional tourism entrepreneurship,
OIC member countries should recognize the impaaince of transformations in the industry

to adapt to the new world of tourism.

5.9. Policies, legislation, facilitation and certification related to tourism

entrepreneurship in OIC

The success of tourism entrepreneurship largely depends on effective tourism ks and
programs organized by public or private associations for sustainable and inclusive growth
in countries (OECD, 2017). Most OIC member countries have their specific policies for
tourism development (Organization of Islamic Cooperation, 2018). In ptcular, various
organizations, such as the Islamic Chamber of Commerce and Industry, the Islamic Centre
for the Development of Trade, and the Islamic Development Bank, cooperate to develop
programs and decisive policies for tourism development. Throughhese policies, OIC
countries address the various needs of tourism entrepreneurs, including access to funding,

utilization of tourism resources, and human capital development. An article by Salmani et
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al. (2014), which examines the dynamic economic impact tourism on OIC members, found

that tourism expansion across regions determines economic growth.

Facilitating tourism entrepreneurship in OIC member countries generally involves creating
a businessfriendly regulatory environment to make tourism investmerts more attractive.
This largely depends on the legislative framework in these countries, which can offer a wide
range of opportunities, while some countries may constrain tourism investments for
sustainable tourism development. For instance, in Saudi Arah the new law for increasing
entrepreneurship capacity provides a stimulating entrepreneurial environment by
providing businesses with access to funding. Furthermore, the law regulates and enables
firms to offer their products and services online, whichis expected to accelerate the digital
transformation of entrepreneurial activities (Narayanan, 2023). The legislative process also
makes it easier to increase certified tourism productsand services for OIC members
(COMCEC, 2016a).

Although tourism entrepreneurship is often seen as an innate skill, it is believed that this
skill can also be acquired through various certifications or with endowmentsMany
organizations, platforms, and programs offer training in tourism entrepreneurship. For
example, during he recent health crisis, many SMEs failed to manage the crisis and had to
shut down operations. However, certified entrepreneurial programs can teach investors

how to avoid risks during difficult times by providing them with strategic thinking skills.

Regulatory reforms and appropriate certifications in OIC member countries are policy
options aimed at creating incentives for the tourism economy, strengthening destination
competitiveness, and facilitating tourism entrepreneurship, innovation, and job ciagion in

the tourism and hospitality sectors. While OIC member countries create policies to
encourage tourism entrepreneurs economically, various institutions have also started
certified training programs. These policies, legislative, facilitation, and cgfication efforts

related to tourism entrepreneurship should be based on the following features: creating a
sustainable entrepreneurial culture, reducing regulatory burdens to access national and
international markets, providing a second chance for failedtourism entrepreneurs,

enabling tourism entrepreneurs to use digitalization in their services, and focusing on

resilience during difficult times.
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To draw a comprehensive overview of tourism entrepreneurship in OIC countries and
explore strategies to enhawe the role of tourism entrepreneurship in destination
competitiveness, the present report draws on a mixeanethod approach delving into the
drivers, barriers, and success factors of tourism entrepreneurship. The report is based on a

sequential qualitativeNOAT OEOAOQOEOA ET OAOOECAOEI T ET O 1 OEIT
Jordan, and the Gambia.

6. METHODOLOGY

The following section will focus on the research approach, sampling, data collection
methods, and data analysis employed in the present study. The research is based on a
mixed-methods sequential explanatory study. The qualitative phase is used to inform @n

guide the quantitative phase.

6.1. Case Study Approach

The study draws on a mixedmethod approach to understand the drivers, barriers, and
success factors of tourism entrepreneurship as well as the strategies that can be adopted by
OIC countries to enhance the role of tourism entrepreneurship in destination
competitiveness. This study draws on a sequential qualitativguantitative research design.

A qualitative study is conducted to understand entrepreneurship motives, challenges,
succesdactors, as well as the role of government support. Based on an extensiegiew of
tourism entrepreneurship literature as well as initial qualitative findings, a survey is
designed to measure motivesfor, barriers to, and success factors of tourism
entrepreneurship as well as perceptions of strategies and tools used by goverents to

encourage and support tourism entrepreneurship.

6.2. Qualitative Stage

For the purpose of the current investigation, a qualitative research approach using semi
structured interviews was adopted. This approach is deemed useful in gaining deeper
insights into under-studied topics (Creswell et al., 2007). This approach is particularly
useful in research addressing issues related to tourism entrepreneurship (Alrawadieh &
Alrawadieh, 2018).
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6.2.1  Semi-structured Interviews with entrepreneurs and industry experts

To collect the qualitative data for the present study, idepth interviews were conducted

with tourism and hospitality entrepreneurs as well as tourism experts in Jordan and the

Gambia. A convenience sample technique was adopted; however, an attempt wasle to

cover various subsectors within the tourism and hospitality industry, including food and

beverage facilities, lodging businesses, travel agencies, and ancillary tourism businesses.
Semistructured interviews were conducted over a period of nine weks from 20 April to

¢¢ *O1T A ¢nmco8 5DPI 1T ET & OF AT 666 Al 1T OAT 6h OEA E
an average of 45 minutes, with the shortest lasting Participants were ensured complete
anonymity on their identities and confidentiality of their data. Interview protocol and

questions were determined following an extensive review of the relevant literature (Chen

& Elston, 2013; Chu et al., 2011; Alrawadieh & Alrawadieh, 2018; Fu et al., 2019; Fu et al.,
¢megenN "1 UAT AO Al 81023 mformants welfetagkddisdvéral duéstiodsl 8 h ¢
with the aim of understanding their motives to undertake entrepreneurial activities within

the tourism sector, the challenges they encounter, their success factors, and their
perceptions of government support n the creation and running of their businesses. The data
collection process was completed with a satisfactory level of theoretical saturation being
achieved following 29 interviews (14 from Jordan and 15 from the Gambia). A general

profile of the informants is presented in Table 1. These interviewsvere transcribed

verbatim following each interview. The data analysis process is explained in the following

section.
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Tablel. General profile of participants

Code  Country Gender Age Education Field

P1 Jordan Male 67 BA Travel agency

P2 Jordan Male 51 Ph.D. Petra Development & Tourism
Region Authority

P3 Jordan Male a7 BA Petra Development & Tourism
Region Authority

P4 Jordan Female 48 BA Jordan Restaurants Association

(JRA)

P5 Jordan Male 45 BA Hotel

P6 Jordan Male 48 Ph.D. Tourism expert

P7 Jordan Male 44 BA Hotel

P8 Jordan Male 48 BA Hotel

P9 Jordan Male 34 College Jordan Hotel Association

P10 Jordan Male 64 BA Ministry of Tourism & Antiquities

P11 Jordan Female 52 BA Ministry of Tourism & Antiquities

P12 Jordan Female 47 BA Ministry of Tourism & Antiquities

P13 Jordan Female 54 MA Ministry of Tourism & Antiquities

P14 Jordan Female 39 MA Ministry of Investment

P15 The Gambia Male 63 High school Hotel

P16 TheGambia Male 55 MA Hotel and Beach Bar

P17 The Gambia Female 44 College Hotel

P18 The Gambia Male 42 MA Restaurant

P19 The Gambia Male 35 College Beach bar and Restaurant

P20 The Gambia Male 34 MA Hotel

P21 The Gambia Female 37 Professional Restaurant

gualification
P22 The Gambia Female 40 Professional Travel agency
qualification

P23 The Gambia Male 47  Secondary school Bar and Restaurant

P24  The Gambia Male 48 MA Official at Gambia Tourism Board

P25 The Gambia Male 47 MA Official at TheGambia

Investment & Export Promotion
Agency (GIEPA)

P26 The Gambia Male 40 MA DPS at Ministry of Tourism &
Culture

P27 The Gambia Male 39 High School Travel agency

P28 The Gambia Female 60 BA Travel agency

P29 The Gambia Male 46 College Travel agency
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6.2.2  Thematic Content Analysis

The study adapts the sixstage thematic content analysis suggested by Braun and Clarke
(2006). The interview transcripts were carefully read several times by members of the
research team with extensive research expertise in qualitative research. Initial dong and
themes were discussed and agreed upon. Qualitative data collected from Jordan was
examined in the source language (i.e., Arabic) during the first three stages of thematic
analysis. This approach is deemed to be useful and highly reliable (Esfeh&iWalters,
2018). Data collected from the Gambia, however, was translated into English and analyzed
using the thematic content analysis (Braun & Clarke). Extensive authentitvivoquotations

have been utilized to enhance the reliability and credibilityof the analysis while also
AAAEI EOAOET ¢ A AAOOAO O1T AAOOOAT AET ¢ T &£ OEA
6.2.3  Findings

The qualitative data from tourism entrepreneurs and tourism experts in both Jordan and

the Gambia highlights thecrucial role of the tourism industry in contributing to economic
growth through boosting local entrepreneurship attracting foreign investment, creating
jobs, and attracting foreign currency. This is unsurprising given that the total contribution

I £ OOAOGAT AT A O1 O®ER® (WTT, 2022) add2A% 16 the Gadidan GOP p
(UNCTAD, 2019). The data also show that the tourism industry is a lucrative area for
venturing given the comparatively low initial capital and limited know-how required. The
following sections outlines in detail the key drivers of entrepreneurship, challenges, and

success factors.

Key drivers to venture in tourism
Content analysis of the qualitative data reveals various motives for venturing into tourism
and hospitality. These motives have been grouped under two broad categorigsrsonal

motivesand contextual motivegsee Figure 5).

Personal motives refer to thog intrinsic drivers that stimulate entrepreneurship action.
These are often shaped by both economic and social values. Informants mention tesire
to make a profit, desire to be their own boss, seek independence andesalice, desire to

continue thefamily legacy, exiting work experience in the field, family involvement in tourism,
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desire to live a fulfilling life, desire to contribute to the local economy, interest in the cultural

benefits of tourism andchallenging social barriersas key drivers fa venturing in tourism.

Unsurprisingly, the economic benefits of venturing into tourism through generating income,
achieving independence, and being own boss have been widely highlighted. For instance,
P18 notes:

Ondependence and seteliance [are my motives], to be independent and able to do what |
want without undue restrictions fromthe boss 8)y AT 180 EAOA O AAPAT A 1
my financial needé 8

Desire to continue the family legacy, family involvement in tourism, and exciting work

experiA1 AA  ET OEA EEAT A Al 01 OAAI O AA whatEl OAT OE
i T OEOAOGAA T A EO ¢#8yY OI AOEI ABAOpACAAUOBEAOdI U
Ovly work experience in the hospitality industry in another motivating factor. | hamtrherly

worked in the hotel industry prior to travelling to Switzerland. Whilst in Switzerland | had

worked in the hospitality industry as well. | have been in the business for over twivayyears

both in managerial and employee positions. Working irethospitality industry in Switzerland

has given me a lot of experiende.

Many informants were also driven by the desire to contribute to the local economy and the

development of their countries through creating jobs. For instance, P18 mentions:

(Having myown business to train young people has been my dream. | have had a vision of
impacting the life of young people by training them to acquire life skills in gastronomy to

enable them to earn éivingo 8

Interestingly, tourism entrepreneurship seemsto be a pah to challenge social barriers and
unfavourable stereotyping. This is especially valid for women entrepreneurs who view their

business as a way to gain social status in a mademinated environment. This is well
AAPDOOOAA ET 0px60 x1 OAO(

@ also wanted tobreak barriers in a maledominated sector and serve as a role model for

i ATU UT 0T c xTTAT8 1O A x11 AT h OOAdmmiedvaA AOOEIT

not easy at alb
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Figureb. Key drivers to venture in touris

\ “ r
@ Personal Motives Contextual Motives

+ Earning profit + High tourism demand and growth of
+ Being own boss the industry

+ Independence & self-reliance + Governmental support

+ Continuing family legacy + Political and economical stability

+ Exiting work experience + Encouraging business environment
+” Family Involvement In tourism + Lack of adequate service In the

+ Contributing to the local economy tourism industry

+ Culturual benefits + Existing supportive laws

+ Living a fulfilling life e + Less entry barries

+ Challenging social barriers @

Motives for Tourism
Entrepreneurship

Contextual factors refer to those extrinsic drivers that stimulate entrepreneurship action.
Informants seem to be driven by various contextual motives includingigh tourism demand
and growth of the industrysupport from the government, political anéconomic stability,
encouraging business environment, lack of adequate service in the tourism industry, fewer

entry barriers (know-how and initial capital), and existing supportive laws.

As in many OIC countries, tourism in both Jordan and Gambia is flourishing and is likely to

further grow in the coming decades. Informants highlight the opportunity in the market as
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evidenced in the high tourism demand and growth in the industry as a cruai factor

Ol AAROI UET ¢ OEAEO AAAEOEIT O OAT OOOA ET O 01 O
@ decided to start my{small lodging] business because | noticed a significant increase in

tourist arrivals [to Petra, Jordan]and growth in tourist demand as wehs the need for more

beds. | recognized the limited bed capacity in Pe&tra

3EI EI AOI UHRAWha& motivaied ni As €he, fadbthat the tourism sector contributes 30%
of ther ' Al AGDPHit@sYherefore licrative busines8 6

Governmental support, @couraging business environment, and existing supportive laws
were also mentioned as key drivers of tourism entrepreneurship. Confirming this, P6 notes
that:

(ver the last decade, Jordan has beadeavouringto attract investmentsthough creating a

lucrative business environment by

Political and economic stability is also mentioned as a key factor encouraging tourism
entrepreneurial action. This is unsurprising given the intertwining nature of stability and

tourism development in destinations (Causevic &ynch, 2013). P1 notes:

G is important to understand that there can be no tourism without safety and stability.
Tourism cannot, in anyway, thrive in the absence of political stability, in Jordan, we are lucky
to enjoy this stabilityp 8

This is also codlEE O1 AA AU 0¢h x\eituriig AsTddvéni by e pbliicAl@nd O
economic stability in Jordam 8

Finally, it is worth mentioning that tourism entrepreneurs can be driven by several different

factors, both personal and contextual, at the same timB15 notes:

@At the time[in 2001], there were a few hotels, and they were all located in one area called
Senegambidin the Gambia] There was no intense competition. | felt investing in the tourism

sector was a way of gaining revenue yet still contributc  O1 OEA AT OT O0OU8 O
Another reason that motivated me was being my own boss. | have always wanted to be my own

boss. The stability of the country was another very good reason that motivated me to start a
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business in the tourism sector. The lag@verning businesses are also part of those things that

motivated me to start a businegs8

Challenges of tourisnentrepreneurship

Informants were also asked about the key challenges they encountered during their
entrepreneurial journey. The content analysis of the qualitative data reveals a wide range
of barriers or challenges that tourism entrepreneurs are likely to navigate over €fierent
stages of their business. These were grouped under five key categorifisancial challenges,

legislative barriers, infrastructure, market issueand situational factors (see Figure 6).

Figure6. Challenges of tourism enépreneurship

|

Financial challenges including lack of initial capital, accessibility to loans, access to
financing, high prices of energy/water bills, high rental prices, high operational costs, and
economic instability were mentioned as key barriershampering tourism entrepreneurial

activities. For instance, P23nentions: O ( AOET ¢ AAAAOO O1 ££ET AT AET C
TT TAAT O OEOI OGE xEEAE xA AT Ol AP2DrotesRO4A4 Al T Al
instability of the foreign exchange rate svery big challenge. We do all the bookings in foreign
currencies, so the instability of the exchange rate and the constant depreciation of the Dalasi
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[currency of the Gambiajis a real problem. Sometimes, you do your conversion of US Dollar to

dalasi assixty Dalasi just for it to be ittRECEO $ Al AOE OFdlarlyeEP231 1T xET C
i AT OEThe ugend is not stable, today the exchange rate is this and tomorrow is that,

and our currency never seems to be at the winning éide rfegti@ns: ®he amual increment

of rentals is a real problem. The agents for rental services are constantly increasing rents. You

will have an agreement with them; set up your office, fully furnished, and you are known in

that location, and they will wake up one day andcirease the rend 8

Not less significant than the financial challenges are the legislative barriers. Informants
mentioned high taxes, restrictive laws, outdated existing laws, unstable existing laws, vague
legislative structure, lack of reliable data for inestors, and bureaucracy as key challenges.
&1 O ET OOAT A A hThedtax psudlyiat tAekstart obthe bdsiness is very tough as you
AOA OOOGAITT U ET OEA 1100 bPiOEOEIT ¢8¥Y8 )1

Development Taxes as well asrtral government taxes which strain the performance of the

(@}
T

business at starup8 6 10 Tc @A @udsm Gusinesses often complain about the bureaucracy
involved in the licensing process. To register, different institutions are invo[irethe process]
which means you need to go to each of these institutions to complete the registration and

licensing process. This can be sometimes discouraging to-€et O 6 8

Infrastructure -related barriers were also evident in the qualitative data. Informants

mentioned various issues including unreliable water and electricity supply, poor

accessibility to beaches, and poor internet services. For instance, R8es:0) O EAO AAAT
difficult for us to have access to a reliable supply of electricity, water, and internettibdy,

water, and internet supply have been very bad. Besides poor service, the cost of these services

is also very high for star® b Sir@ilarly, P23mentions: 091 & AT 61 A 111 U OOA A
Ol GCAO AAAAOO Oi OEA AAAAE AAOGS

High competition, shatage of trained and qualified human resources, fluctuation in tourist

arrivals, seasonality, weak efforts to diversification of tourism offerings, finding a suitable

location, and the industry being dominated by foreign/international businesses (e.g.,

foreign tour operators) were also mentioned as key barriers that are inherently associated

with tourism and hospitality business. For instance, P22hotes: O4 EAOA xAO A E
Al i PAOEOGETT ET OEA [ AOCEAO xEEAE [ AEA®IZTEO AE £

86



claims:031 1 AOEI AO xA EEOA OOAEE OE AfékeAderiitates O1 AA
whilst they do not have the knowledge, understanding and training they need to manage or
we are out of business for the rest of the seven months. This is difficult for the sustaingdiility

our businessp 8

Some informants also highlight some situational factors such as crisis (e.g., Ebola and Covid

19), instability in the region (e.g., Middle East), and bias towards women (i.e., gender gap)

as potential challenges with significant negative impact otheir tourism entrepreneurial

activities. For instance, P16notes: O! £0A O A DE| AE iwgsa @Eok ecéndonitAl OEA
instability such as the Ebola crisis, Thomas Cook went bankrupt and that affected tourist

arrivals, the COVID 19 pandemic also affected therigm sector. For over 2 years we had no
COAOOO diildr P2Grites:0) T OEA O1 OOEOI OAAOI Oh AT U 1 E
and sales. A typical example was the outbreak of Cavid AT A OEA %AT 1 A 1T OOA O,
Enablers of tourism entrepreneursp

After identifying the core challenges, informants were enquired about their trajectories to

navigate these challenges and the key factors that help entrepreneurs the most to survive.

Content analysis of the qualitative data reveals thatfavourable entrepreneurial ecosystem

and entrepreneurial mindset were the core broad factors crucial to the survival of tourism

businesses (see Figure 7).
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Figure7. Enablers of tourism entrepreneurship

Favorable
entrepreneuria
ecosystem

Informants view a favourable entrepreneurial ecosystem through various indicators

including streamlined accessibility to finance, friendly tax policies, removing barriers to

start-ups, friendly business policies, more incentives, governmental support, product
development, aiming towad competitive advantage, and overall resilience of the tourism

sector (Figure 8) Forinstanc& 0 x [ Atdufisk kect@r ghoudl be viewed as a significant
AOEOAO 1T &£ OEA 1T AAT AATTTiU ATA OEOO AA OODDI
it to be resilient, it is also crucial to develop tourism products to respond to the changing
demands in the international market. For instance, medical tourism in Jordan is great,

El xAOAOh 11T x xA EAOA OI OCE Al i pAOEv@ditiord | EEA 4
market from the Gulf countries has switched to these countries given their lower prices even

though their quality is not better than ourg 8
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Figure8. Indicators of favorable entrepreneurial ecosystem
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Alongside the favaurable entrepreneurial ecosystem, informants highlight the role of
various factors with relevance to the entrepreneurial mindset including creativity, hiring
the right people, focusng on customer satisfaction and loyalty, cost control and cutting
costs, networking, and political engagement, competing in quality services, persistence, and

patience, cutting personal pending and changing lifestyle, securing informal sources of
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initial inc ome, past experience, and building and maintaining a customer bag&gee Figure

9)8 0¢ | AinAvatibrd abdhcreddivity are the keys to survival in the tourism indusing
0c¢ w 1 TrddAd@dito téke it easy and be patient with the governmental agenSawxe we
cannot take the government to court for delayed payments, we had no chance but to be patient
with them. If we complain, thejgovernmental agenciesjwould not want to do business with

us again. Therefore, we had to be friendly with them evenutio they owe us monéy8

Figure9. Elements of entrepreneurial mindset

Competing in

Creativit
A = J / quality services

Persistence and

Hiring the right people Eateie

| Cutting personal pending
and chancing life style

Focus on customer
satisfaction and loyalty

Securing informal sources
of initial income

Cost control and
cutting costs

Networkingand [

o Past experience
political engagement |

Building and maintaining
customer base

Tourism entrepreneurs seem to betough cookiesthat are likely to challenge existing

barriers using their own resources. For instance, to deal with shortage in water and

hotel]. To solve the electricity issyave purchased aelectricity generatiod 8 4 EEOh 1T £ Al
EO | £Z0AT 1T AT OEITAA xEOE A OATOA 1T &£ 1AI AT OA
responsibility, not the entrepreneurs, to provide an adequate infrastructure. It is also

viewed as a loss of resours that could have been better utilized. Capturing this, P16 notes

(o overcome thiglack of accessibility],| constructed an access road to my hotel at a huge

cost which could have been invested in upgrading my hitsl
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6.2.4  The role of government in supporti ng tourism entrepreneurship
One key objective of the qualitative stage in this study is to understand the role of the

government in supporting tourism entrepreneurship. Informants were initially asked about

their perceptions of the role of the government(either encouraging or discouraging) and

what tools and resources they benefitted from in their entrepreneurial activities. Data from

both case studies (Jordan and the Gambia) shows that governments appreciate the role of
entrepreneurship in economic growh and sustainable development. Informants also seem

0l AA AxAOA 1T &£ OEA ci OAOT T AT 680 OIT A ET A
entrepreneurship. P3 notesthe [Jordanian]government pays great attention to encouraging

and attracting investments. The govement introduced an Aclass investor carda card

issued by Jordan Investment Commission and granted to nalordanians under specified

investment conditions] and[tax] A@AT DOET T O &El VE IEA ORI AT halHdp v 1 Al
conducive atmosphere is alwaywvailable to start and grow your business. | was able to get

my business registration and advice from some tourism experts with government
department® 8 41 OOEOI AT OOADPOAT AOOO OAAI ol EAOA
resources made available by the govament including tax reduction (especially to venture

into less developed regions), land allocation (e.g., the case of the Gambia), and advisory

support.

Informants were also asked about what the government could do to encourage venturing

into tourism. Qualitative data from both entrepreneurs and tourism experts show that

despite existing support, there is more room for improvement. Specifically, there seems to

be agreement on the need to streamline licensing and business registration procedures; up

dating existing regulations, improving infrastructure (e.g., roads, water, and electricity

supply), introducing a more encouraging tax exemption on nascent businesses., and

ET ACAAOGET ¢ AAOOET AGEIT T | AnGsBnde@auht@s shoEAs EoppD8 0 w
investors are exempted from taxes, electricity and water bills for the first five years. We need

the samdin Jordan], why not supporting nascent businesses by exempting them from paying

taxes for the first two years at lest? This is important to help them survige8 0 p x TheT OA Oq
role of the government at the stastip was encouraging. They allocated the land on which the

hotel was built and also made the paperwork very smooth. However, as the business is growing

the govenment is not doing much to support or encourage us. They are not promoting the
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tourism sector, and everything is dying down. As we speak, not even 10% of the rooms are
occupied. Customers are not comimg@nformants also highlight other issues that
governments need to focus on to encourage entrepreneurship including training tourism

and hospitality staff, encouraging niche tourism, improving the attractiveness of tourism
jobs by involving them in socal security systems, awarding prforming tourism businesses,
encouraging lowcost flights to destinations, decentralizing support to tourism businesses
through empowering local authorities (e.g., municipalities), and improving accessibility to

tourism sites.

6.2.5  Success factors of tourism entrepreneurs
Informants were asked about the key indicators of the success of tourism and hospitality

businesses. Content analysis of qualitative data reveals a wide range of indicators both at
organizational and personal levels. Unsurprisingly, these indicators are perceived be

largely intercorrelated and intertwined.

In terms of the organizational indicators, informants mention sustained profigenerating,

achieving customer satisfaction and loyalty, excelling in service provision, organizational
resilience, ability to suwvive crises, expansion, good reputation, adding value to tourism

offerings through innovation, and creating jobs to the local community, as key
organizational indicators of the success of tourism and hospitality businesses. Fexample,

P7 mentionsd, Théreare several indicators of success, if we consider hateGE A ET &£l O AT (
business] revenue per available room (RevPAR) is key to understanding performance.
Another important indicator is the continuity of business around the year without being
affectedby seasonality. | cannot wait for the summer break in Saudi Arafgiakey tourist

generator region to Jordan}o start the season and sell my rooms. | rather need to achieve an

I AAOPAT AU OAOA T &£ Otm TO otm AOI Gridly, ofed UAAO
asked if they considered themselves to be successful entrepreneurs, P17 confirivigs, | am

a successful entrepreneur because | have been able to expand, innovate, make substantial
profit, improve on my service, and meet the expectations ofamgtomers. The business has

been running for a very long time and sustainable. In the business | have trained a lot of people

who can also operate their own hotels, | have also built strong relationships that even ended

up being family. | have learned atl@nd will continue to innovate. | am also contributing to

the national developmeri 8
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In terms of the personal indicators, informants mention past experience in the same line of

business, creativity, personal financial assets (vs loans), patience, ability to cope with

emerging challenges, being passionate about business, persistence, andsgeerance,

working hard and diligence, adaptability, decisiveness, learning from own mistakes, ability

to build networks, strong interpersonal skills, and goodleadership as key personal

indicators of success of tourism and hospitality businesses (See 6@ A pmngs8 0Ocy 17T ¢
EAOA AAAT AT A ) AT 1 OET OA OI AA PAOGOEI T AOA AAT
AT A T AEA OOA 1T &£ OGEAOA 1 AOx1 OR20medtionsidl eobsikiér A AT A
myself a good communicator and negotiator. | ampeople person. | treat my employees and

customers with respect and dignity. | make sure that their needs are my wisl&s

FigurelO. Characteristics of the successful entrepreneur
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6. 3. Quantitative Stage

Based on the qualitativestage, a survey was designed and conducted on 157 tourism
entrepreneurs and experts in OIC countries. The survey looked into the motives for
venturing in tourism, barriers to entrepreneurs, and success factors. Perceptions of
strategies and tools used bygovernments to encourage and support tourism
entrepreneurship were also measured. The findings as descriptive statistics are presented

both in reports for each case country as well at the policy recommendations.

7. Case countries

Three case countries were absen based on their geographical representation from the
official three Regional Groups of the OIC Member States. Jordan was selected from the Arab
Group,4 I OEEUA £O0T 1 OE the Gadiitakrom the@fri@®®Group Folthe sake
of comparison and kenchmarking, two developed countries from outside the OIC were also
used (i.e., the UK and Australia). The contribution of tourism and travel industry to the GDP
as well as the significant growth in tourism entrepreneurship were used to identify these
countries. This section will provide an overview of each case country with a focus on
tourism entrepreneurship, its development and characteristics, drivers of tourism
entrepreneurship, challenges hindering entrepreneurship, and factors contributing to the
success of tourism businesses. Finally, policy recommendations customized for each

country are presented.

7.1. CaseCountry-4 i OEEUA

7.1.1  General Outlook

| OAO OEA 1 AOO AAAAAAR 4i OEEUA EAO ¢cOi x1T ET DI
over 50 milion 0T OOEOOO ET ¢mgc¢ j45)+h ¢mgoqh A OAI A
tourism industry indicating a speedy recovery and notable resilience in the aftermath of the

pandemic. While figures for tourist arrivals are not (and should not) be the sole indicataf
OOAAAOOh 41 OEEUA EO OAT EAA OEEOA ET 0OkOI O 1 &
OAOI O T &£ O1 OOEOI OAOGAT OGAOG j! 01l AG"ECh ¢m¢goQ8 )
tourism seems to be highly resilient contributing significantly to the econmic growth in the

Al O1 6ous )1 OAOT AGET T A1 O1 OOEOI OAAAEDOO Al Ol
pre-DAT AAT EA T AOGAT O j5.74/h ¢m¢goAQ8 41 OEEUA EO
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competitive destination, it is vital to consider the role of tarism service provision through

tourism and hospitality businesses as a crucial element in achieving and sustaining the

superstructure. Currently, there are over 17,794 lodging facilities with a bed capacity of
p8Yec8ocx j KATEEh ¢mg¢oqQs8 4EA 101 AAO 1T £ OOAOAI
in 2010 to over 12000in2020 (K 1 Oi © OA 4 OOEUI " AEATlaweah 18AQ
supply in the country seems to adequately respond to the increasing tourism demand

following two years of limited mobility due to the pandemic, venturing into tourism remains

an area that deservesttention given the vital role of tourism entrepreneurship in the long

term success of tourism destinations.

10O xEI 1l AA OEIT O1 OCEI U AAOAEI AAh 41 OEEUA AT ET |
that encourages venturing and supports business growth throgh various tools including
financial incentives, access to funding opportunities, and training/knowledge transfer
O00DPDPT 008 4EA %OOI PAAT 5TEITT ET OACOAOQEIT

support entrepreneurship through relaxing regulations and streamlining legal and

DOT AA

institutional procedures. Despite the important overall contribution of entrepreneurship as

a whole to economic growth, tourism entrepreneurship is particularly crucial to enhancing

OEA AT i PAOEOGEOAT AOO inaiondrbsténg toukismiedirephenddishipOE OO A/
A0 A PAOE O1 AT EATAA AAOOET AOGET1T Aii PpAOEOEOA
among the world's top five tourist destinations (UNWTO, 2023a) which raises the need for

more effort to sustain and maintain thecurrent position and achieve sustainability and
AOOOEAO OOAAAOGO8 'O xEI1 AA OAAT ET AAOAEI h -
conductive environment to support tourism entrepreneurship. One key advantage and

distinctive feature thatcontiA OOA O O1 41 OEEUAS8 O bi OAT OEAI ET O
highly young population. According to recent figures, 15.3% of the Turkish population
consists of youthaged 15, 1 8 4EEO POOO 4i OEEUA AO OEA Oi b 1
young popuation (TUIK, 2022). Moreover, according to the latest Global Entrepreneurial

2APT OO0 j¢mptqQqh 4i OEEUA EO OATEAA OEA OAAITA

countries including the USA, Japan, China, India, and Germany.
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47 OOEOI Al OOA D O Ad edofved neparddel ith towrismQIEvEIopment. Until
the 1980s, tourism's contribution to the Turkish economy was very limited with a share of
less than 1% of total fixed investments and a share of around 0.8% of the gross national
DOT AOAO | 'tirkdyr@E 2016. From 1980 onwards, tourism steadily developed
DOOOET ¢ 4i OEEUA ET AT AAOAT AAA DI OEOGEIT ET OR&
Crucial to the sustainability and competitiveness of theéourist product is the quality of

tourism services provided in the destination. Policy reports (e.g., COMCEC, 2021) indicate

that, like many OIC countries, low per capita spending is a major challenge in Turkish

tourism, which is partially attributed to the scarcity of tourism activities. Therefore,

fostering entrepreneurship and business growth in tourism is likely to contribute

significantly to the success of tourism destinations through enhancing the tourist

experience, prolonging the length of stay, and increasing tourist expenditure.

Despite itO BT OAT OEAI h OEA AT OOAPOAT AOGOEAIT AAT OGUbOO
factors that limit the contribution of entrepreneurship in general, and tourism
entrepreneurship, in particular. As seenirTable24 1 OEEUA EO OAT EET ¢ OAIl A
domain of open economies (i.e., investment environment, enterprise conditions,
infrastructure and market access, and economic quality). The recent report of Global

%l OOAPOAT AOOOEED -TTEOI O Al O ETAEAAOAO OEAOD
efforts to mitigate the impact of the crisis (i.e., the recent pandemic) on new staups and

supporting women entrepreneurs (Global Entrepreneurship Monitor, 2022).

7TEEIT A 41 OEEUA EAO AT 1 OEAAOCAAT U OOAAAAAAA ET
the last two decades which contributed to the notable increase in entrepreneurial activities

AOG xAl1l AO &£ OAEci ET OAOGOI AT O ET OEA A1 O1 60U
traditionally exposed to various crises; both internal and external, including terror attaks,

political tensions, and recently Coviel9. The economic crisis in the aftermath of the

pandemic is one of the ongoing and influential crises negatively affecting entrepreneurship

due to high inflation rates and currency volatility. Despite these crisgsthe Turkish
entrepreneurial sector is viewed as resilient with notable growth in the Total earlystage
Entrepreneurial Activity (TEA) rate (i.e., 15.7%) and Established Business Ownership (EBO)

rate (i.e., 11%) despite the recent pandemic crisis and ecomic instability (Global
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Entrepreneurship Monitor, 2022). The resiliency of the entrepreneurial ecosystem is a
necessary element to reduce failure rates and enhance the sustainability and survival of
existent businesses. The role of government in supportgitourism and hospitality business

is therefore crucial, particularly in times of crisis (COMCEC, 2021).

Table2.41 OEEUA8O POT OPAOEOU OATEET C
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Source: The 2023 Legatum Prosperity Index

Overall, the importance of entrepreneurship for community and destination development

EO xEAAIT U AAETT x1I AACAA j&O0 AO Al 8h c¢mpwgs8 ! O
significant potential and a wide range of opportunities for both local tourism enepreneurs

AT A £l OAECT ET OAOOI 008 41 OOEOI A1 OOADPOAT AOOOE
development and growth of the tourism industry, contributing to the country's economy,

creating employment opportunities, and promoting sustainable tourism practices.
4EAOAZEI OAh OODPDI OOET ¢ O1 OOEOI A1 OOAPOAT ABOOEE
environment is likely to further contribute to the competitiveness of the destination. This

cannot be achieved without identifying key barriers and challengs hindering the
entrepreneurial ecosystem, tackling these barriers and challenges, while also fostering and

building on success factors through developing efficient strategies to enhance the role and

contribution of tourism entrepreneurship in the destinaOET T AT I PAOEOEOAT AOO 1
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7.1.2  Tourism entrepreneurship, its development and characteristics

47 O1 AAOOOAT A OEA AOI 1 OOEIT AT A AAOGAI T BI AT O 1
necessary first to briefly track tourism development in the country. Tis is necessary given

that entrepreneurship has always been both; a crucial driver of, and a significantly impacted

ecosystem by tourism development.

Briefly, despite some limited efforts to harness the power of tourism as a tool for

AAOAT T Bi Alydsinéeithe #9608, it Was not until the 1980s that tourism was given

serious attention, and efforts were made to capitalize on tourism as a path to economic

growth. During this stage, the Tourism Encouragement Law in 1982 was issued giving pace

to the dewelopment of tourism and contributing to rapid growth in tourist arrivals and

tourism receipts (Yolal, 2016). This period has also withessed a shift towards liberalization

of the economy and inherently tourism policies, infrastructure development (e.g.,
construction of roads and airports), active marketing and promotion, and tourism

ET AAT OEOAO8 4EAOA AZ£EZAEI 000 EAI PAA 41 OEEUA Al AO
41 OEEUA EAO col xi AO A cilT AAl O1 OOEOI IMMAOOET A
the travel market including leisure tourists, businesgravellers, and culture and heritage

Ol OOEOOO j #/ -#%#h c¢mcpq8 7EEI A 41 OEEUA EI OOAA
decades, the number of arrivals reached over 50 million in 2022. thight be indicative to

note that in April 2003, the General Directorate of Investment and Enterprises was
AOGOAAT EOEAA O1 AAO OEA Oi AOCATT A 1T &£ OEA 2ADPOAIE
encouraging tourism entrepreneurship and improving the provsion of quality tourist

services in the country (Ministry of Culture and Tourism, 2023

O
(@}
~.

$AOPEOA OEAOGA AEAI 1 AT CAOh OAT OOOET ¢ ET OI
lucrative given the increasing demand and the market opportunity as well as ¢hlimited
required know-how in the tourism industry (e.g., souvenir shops, food and beverage
AOOET AOGOAOQ8 41 OOEOI A1 OOAPOAT AOGOOEED EIT 41 0
development of the country's tourism industry. Since the shift to a liberalanomy in the

poynO AT A OEA Ci OAOT I AT 060 AZ£EA 000 01 AADPEOA
significant increase in the number of tourism and hospitality businesses including lodging

businesses, restaurants, and travel agencies. Through the incraaginumber of these
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businesses, tourism entrepreneurship has contributed to the growth and diversification of

OEA OiI OOEOI 1 £#EAOEIT C ET 4i OEEUAS

47 1T AOAET AAAPAO ET OECEOO ET O OEA O1 O0OEOI Al
reflecting on the key chaacteristics of this subsector of the economy. First, tourism

AT OOAPOAT AOOOEED EIT 41 OEEUA OAAI O O1 AA 1 AOCA
or medium-sized family businesses (Pirnar, 2015; Avci et al., 2010). While this is the case in
severalAT OT OOEAOh Al OE AAOGAI T PAA AT A AAOGAI T PET Ch
traditions that are also reflected in entrepreneurial activities. Relationships and networks

amongst Turkish smalt or medium- businesses are also governed by traditionalalues and

family/social environment (Zcan, 1995). However, despite the collective economic
contribution of these businesses, they are usually limited in terms of resources to reach

internationalization and expand beyond the local market.

Another key chardd OAOEOOEA 1T £ O1 OOEOI A1 OOAPOAT AOOOEEH
diversity of services offered by tourism businesses contributing to the diversification of

tourist products. Along the mainstream market (leisuretraveller and cultural heritage

market), tourism entrepreneurs seem to have been attentive to niche tourism segments

including medical tourism, adventure tourism, and gastronomic tourism. This has helped to

attract a wider range of tourists and promote sustainable tourism practices while also
conDOEAOOET ¢ O1 A 0O00iTc 1T AAT AAOGOET AGET T EI A
that ethnic food and beverage businesses have significantly increased over the last decade

as a result of the increased tourist demand from specific market segmer{specifically the

Middle Eastincluding the Gulf countries).

47 OOEOI AT OOAPOAT AOOOEED EIT 41 OEEUA EO Al O1 ¢/
innovate and adopt. This is important given that tourism entrepreneurship is highly

sensitive to rapid danges in tourist behaviour, tourist preferences, and industry trends

j OEOT AOh ¢mpuQ8 41 OOAU Aii PAOEOEOARh O OOEOI /
to technological advancements and marketing strategies. Many tourism and hospitality
entrepreneurs have adopted online platforms, social media marketing, and other digital

tools to promote their businesses and attract customers. Celebrity restaurateurs such as

Nusret and CZN Burak are popular examples of hospitality entrepreneurs thriving and
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expanding internationally thanks to their active presence on and creative use of social
media platforms.

wAELAEAEAT O AT 11 AAT OAOGEIT AT A TAOxT OEET ¢ AiT1C
be considered as a key characteristic of tourism entrepreneurship.otirism and hospitality
businesses such as hotels, restaurants, and tour operators collaborate to create synergies,
cross-promote their offerings, and provide comprehensive tourism packages. This
collaborative approach has helped to create a more integratednd cohesive tourism
AAT OUOOAI ET 41 OEEUAS

Understanding entrepreneurial motives, barriers to entrepreneurship, and success factors,
as well as the role of governmental support from the perspectives of entrepreneurs and
tourism experts is keyproposing knowledge-based policy recommendations. To this end,
the following sections are based on quantitative data collected from a sample of 50
respondents (35 tourism entrepreneurs across different suksectors of the tourism and

hospitality industry and 15 tourism experts). The general profile of the respondents is

presented in Table3.
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Table3. Descriptive profile of respondents (The Turkish sample)

7.1.3  Drivers of tourism entrepreneurship
The underlying motives explaining why individuals engage in entrepreneurial activities

have been extensively examined in existent literature (e.g., Akbaba, 2012; Cetin et al., 2022).
Overall, these factors include the desire for independence, seHalization, and personal
development (e.g., Smith & Miner, 1983; Gatewood et al., 1995). Existing research also
distinguishes between opportunity- and necessitydriven tourism and entrepreneurship (Li

et al., 2020). It should be noted, however, that entreprenetai action is largely impacted by
various factors including cultural norms, attitudes, and institutional environment making

the contextwhere venturing takesplace of paramount significance.
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)T OEA OPAAEAEA AAOA | & 41 OF diveh by séekd GoRET C ET
including the desire to be own boss, enjoying working in tourism, generating income, lack

of employment opportunities, and benefiting from the opportunities created through

tourism (Akbaba, 2012). Overall, factors that motivate T AEOEAOAT O ET 41 OEEUA
be categorized under three broad categories, namely: extrinsic rewards (e.g. economic

motives), intrinsic rewards (e.g. seHachievement, seldevelopment, and independence),

and family security/desire to continue a Bimily tradition (Benzing et al., 2009). It should be

noted that entrepreneurial motives are usually complex and involve more than a factor,

albeit, with varying relative importance for the entrepreneur. The abovementioned four

categories are briefly detalied here.

4EA AOOOAT O AATTTITEA AEOAOI OOAT AAO ET 41 OEE
ET AEOEAOAI 06 11 OEOAOETT O O AT CAcCA ET AT OOADPO,
the economic growth and reforms, most of which were undertaken as paxf the EU

integration process, have encouraged entrepreneurs to benefit from simplified bureaucratic

procedures (Onder & Nyadera, 2020). On the other hand, however, the current economic

crisis and the scarcity of jobs haveushedtowards self-employment through venturing in

an attempt to secure alternative sources of income to make and sustain livelihood. The

recent report of Global Entrepreneurship Monitor indicates around 55% of entrepreneurs

ET 41 OEEUA AOA AOE OAlivind (Globd Efrepiede@ship Moni®i, A AOI
2022). In this vein, being a country dominated by the young generation with around half of

the population being under 30 years old, the unemploymenssueis an important challenge.

AEA xT 1T AT60 OAOA 1T &£ O1 Al P11 UlwhithQustte§vorBeEQEA O AT
seek other sources of income (Landig, 2011). To surmount this issue, the Turkish
government has adopted several strategies to raise awareness for and support
enDOADPOAT AOOEAI AAOQOEOEOEAO AO A Ui Oic PAIPIABO
2016).

Intrinsic motives including the desire for autonomy and independence, the desire to achieve
self-satisfaction, personal growth, and personal freedom are also cited as drivers of

AT OOAPDOAT AOOOGEED ET 4i OEEUA j " AT UEdegersdr@d Al 8h
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satisfaction and happiness through entrepreneurial activities (Landig, 2011). For some,

entrepreneurship is a path to foster their power and gain more prestige (Kozan et al., 2006).

Family security and the desire to continue a family traditio are also common drivers

AiTT¢c O1T OOEOGI AT OOAPOAT AOGOO ET 41 OEEUA j - Al EI
%l OOADPOAT AOBOOEED -11EOI Oh 1T OAO tnbkb 1T &£ Al OOAD(
desire to continue a family tradition (Global Entrepreneursip Monitor, 2022). Getting

involved in the family business as a motive for venturing is associated with the desire to be

own boss, achieve financial independence, and seizpotential entrepreneurial

opportunities (Ahmad, 2015). On the other hand, family ge can be a determinant factor in

pushing people to enterprise, especially for those big families where securiag alternative

Ol OOAA T &£ ETATI A AAAT T AO EIi PAOAOEOGA O DOT OEA
2012). T OOEOI AT OOA P O A WwWA® pedentedl withd doteriidE hotives for

starting a business in tourism and hospitality and were asked to indicate how important

these were for them when getting started their business using a scale ranging from 1 = Not

important at all to 5= Very important. Results(seeTable 4) show that the desire to become

c £ZET AT AEAT 1 U6 ET AAPAT AAT Oh OEA AAOGEOA O1 ATEI
growth are the key drivers of entrepreneurship. Motives such as providing jobs for family

members, eaning extra money in spare time, and building a business to pass on were rated

the least important. It should be noted, however, that the motives outlined above are valid

forprofit-i OEAT OAA AOOET AOOAOG8 ' O ET 1| AET OBBBASOI EO
social entrepreneurship is driven mainly by nonfinancial factors including a desire to push

toward positive change and to address social challenges (Eris et 2022). The norfinancial

motives can be also seen in some family businesses that might be driven by the desire to

preserve the socieemotional wealth of family members (Memili et al., 2020).
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Table4. Drivers of tourism entrepre AOOOEED ET 41 OEEUA

47 DPAOIEO I A O AAAT I A
To enjoy a good lifestyle

For my own satisfaction and growth

To be able to use my past experience and training
To be my own boss

To live in the right environment

To maintain my personal freedom

To make lots of money

To gain prestige by operating a business

To keep my family together

To try a different way to improve living

To keep this property in the family

To pursue a low -risk, manageable investment
To prove | can do it

To provide a retirement income

To earn a living because jobs are scarce

To meet interesting people

To fill a market gap

To provide me with a challenge

To build a business to pass on

To earn extra money in spare time

To provide job for family members

*Based only on responses from tourism entrepreneursN =35).

7.2. Barriers and challenges to tourism entrepreneurship

47 OOEOI AT OOAPOAT AOOOEED EIT 4i OEEUA EO EET AAc
common across different sectors of the economy while others are more inherently related

01 Oi 6OOEOiIi 8 / OAOAI T h EAU AAOOEAOO Oloupsd OOEOI
under four key themes; namely,economic factors, institutional barriers, attitudes and

perceptions, and market dynamics (see Figurgl).
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The unfavourable economic environment with severe market fluctuations, high inflation,
and economic instability 5 likely to result in discouraging entrepreneurship (Ozaralli &
Rivenburgh, 2016). These have decreased investor confidence and led to increasing fear of
failure. Under such economic circumstances, obtaining funding becomes significantly
difficult which fu rther reduces market entry and adds further stress to existing businesses
struggling to survive. Interestingly, while 59.3% claim to have the knowledge, skills, and
experience to start a business, only 31.9% saw good opportunities to start a business where

they lived (Global Entrepreneurship Monitor, 2022).

Institutional barriers also play a significant role in hindering tourism entrepreneurship.
Complicated regulatory and bureaucratic procedures, and challenges related to obtaining
permits, licenses, anccomplying with regulations can be challenging for aspiring tourism
entrepreneurs, especially those with limited resources and expertise in dealing with
regulatory requirements. This can hinder their ability to start or expand their businesses
and create adlitional burdens in terms of time, effort, and costs, hence hampering tourism
AT OOAPDOAT AOOOGEED EIT 4i OEEUAS

Attitudes and perceptions of both prospective and existent entrepreneurs can negatively

shape their entrepreneurship actions. Specifically, fear déilure emerges as a key barrier

Ol OA1 OO0OEiT C8 )O EO AOCOAA OEAO TAAOI U tmbhb 1A
and gender roles might also be considered as potential constraints to entrepreneurship.

This may partially explain why entreprenelOE AT AAOEOEOEAO ET 41 OEEUA
males with the number of male entrepreneurs being more than double the number of

women (Global Entrepreneurship Monitor, 2022). The role of training in fostering attitudes

and perceptions of prospective entre@ AT AOOO EO AAET T x1 AACAA8 (1 xA
fall behind in terms of the provision of entrepreneurship training either in undergraduate

and postgraduate programs or independently from the formal educational system.

According to the Global Entreprenetship Monitor (2023), the proportion of individuals in

41 OEEUA xEI EAA OAAAEOAA AT U OOAETEIC ET OOAO
is as low as only 6%. Thus, a lack of entrepreneurial education and training is a missing

opportunity to i mprove attitudes towards venturing.
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Figurell + AU AAOOEAOO O1 O0OEOI AT OOADPOAT AOGOOEED EI
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Finally, market-related challenges have a significant impact on tourism entrepreneurship.
1O AEOABOOAA AAOI EAakighl pdpiat dehtinatiod GttradidgAal | A
significant number of tourists every year, as a result, the market can be highly competitive,
particularly in popular tourist destinations (e.g., Istanbul, Antalya). This can make it
challenging for tourism entrepreneurs to differentiate themselves, attract customers, and
maintain profitability. Moreover, revenue fluctuations due to seasonality are a key challenge

for tourism entrepreneurs whereby peak seasons provide higher business opportunities
while low seasonsare likely to result in financial constraints for tourism business owners.
Another market-related challenge is a competition culture based on cutting prices rather
than product differentiation (Avci et al., 2010).

Tourism entrepreneurs and tourism exper® ET 41 OEEUA xAOA DOAOGAT O
barriers/challenges hindering tourism entrepreneurship and were asked to indicate their

level of agreement or disagreement with each barrier/challenge using scale ranging from 1

= strongly disagree to 5= strongly agreeResults(Table 5) indicate that factors including

high inflation rate and interest rates, severe competition, and instability are the most
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prominent barriers to entrepreneurship. Interestingly, respondents rated lack of
knowledge of what business is good for them as a potential challenge/barrier to be the l¢as

significance.

Table5." AOOEAOO Oi O1 OOEOI AT OOAPOAT AOGOOEED EI

Inflation rate is high

Interest rates are high

The industry competition is  high
Unstable conditions of the country

The cost for raw materials is high

Lack of proper entrepreneurship education and
training
Customers in tourism and hospitality industry

Lack of incentives to venture in tourism and
hospitalit
Employee turnover rate is high

It is hard to hire qualified employees

Fear of failure
Fear of financial loss

Do not have enough money to start a new
business

Do not have enough support from the
government

It is hard to find the right location to start a
business

Lack of knowledge, skills, or experience required
to start a new business

Too much hassle of getting a business license

Lack of the access to the financial and lending
institutions
The labor fee is expensive

Do not know what business is good for me
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7.3. Success factors of tourism entrepreneurship

Destination competitiveness is largely dependent on tourism service provision in the
AAOOET AGETT AT A ETEAOCAT Ol U O1 OOEOGI A1 OOAPOAT /
recognized the importance of supporting tourism and hospitality business statips and

attracting foreign investment as a key path to tourism development. The Turkish
government has implemented various supportive policies to encourage and promote

tourism entrepreneurship. This includes offering financial incentives, facilitating access to

funding and loans, providing training and capacitybuilding programs, and simplifying

regulatory procedures for tourism businesses. These government initiatives have helped to

create afavourable AT OEOT T 1 AT O &£ O O1 OOEOI AT OOAPOAT AbOC
OnekdJ Z£AAOT O Ai 1 OOEAOOETI ¢ OI OEA OOAAAOGO 1 £ Oi
ET AOAAOGAA AAI AT A8 &Ax x1 Ol A AEOACOAA OEAOQO 4i
crossroads of Europe and Asia making it an important gateway for travellers from various

regions. The richness of the tourist products (e.g., historical sites, cultural heritage, beaches,

AT A AT AOGOAT AOAAOQ 1 AEAO 41 OEEUA AT AOOOAAOQEC
over 50 million tourists in 2022 putting the country, for the first time, in an advanced rank

among the top five tourist destinations in terms of tourist arrivals (UNWTO, 2023a). This

increase in demand (i.e., tourists) usually encourages supply (i.e., tourism businesses)

through venturing into tourism and hospitality.

COOAEAI OiF OEA OOAAAOO 1T &£ OI OOEOI AT OOADPOAT AD«
to foster entrepreneurship in tourism. Several supportive tools including tax exemptions,

funding opportunities, and streamlined regulations have contributed to the deslopment

and success of tourism entrepreneurship. For example, the existing Tourism
Encouragement Law and its amendments aim to encourage tourism entrepreneurship

through introducing several benefits including tax reduction as well as access to loans and
fundingl DPT 0001 EOEAO &I O OI OOEOI AT OOAPOAT ADOO j
-ET EOOOU 1T &£ #01 OOOA AT A 471 OOEOI 60 " AT AOAIT $E
assumes a criticalrole in supporting local and foreign tourism investors/entrepreneurs

through giving incentives and allocating public lands for tourism development projects and

initiatives. Other governmentled programs such as Small and Medium Enterprises
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Development and Support Organization, known as KOSGEB, also play a significale o

supporting prospective entrepreneurs through providing funding opportunities.

The entrepreneurial orientation of the Turkish population is also a key factor contributing

to the success of tourism entrepreneurship. According to the Global Entreprenesthip
-TTEOIT O j¢gnmgoqh 4i OEEUA EO AiiTi1c¢c OEA Al O O0E
AT AOTT EAO8 7EEI A EOG6O O1T AIl AAO OF xEAO AgOAT O
entrepreneurship rate for non-graduates exceeds that of graduates (Global
Entrepreneurship Monitor, 2022), it is obvious that Turkish entrepreneurs are open to

innovation with over 50% of entrepreneurs planning to use more digital technology in the

near future to grow their business (Global Entrepreneurship Monitor, 2022). Stragic
entrepreneurial features such as having a vision, being able to see opportunities, self
guestioning, and innovation are also crucial factors contributing to the success of Turkish

Ol OOEOI AT OOAPOAT AGOO ' i UAT Aél thatlarSidtreasimgg p 8 ) |
number of Turkish hospitality businesses/brands have gained international recognition

AT A AgpAT AAA AAUTTA 41 OEEUA OEATEO O OEA AAIl.
ability to harness the power of social media through crating attractive content.

47 OOEOI AT OOAPOAT AOGOO AT A OiF OOEOI A@gPAOOO EI
success factors and were asked to indicate how important these were for them using a scale

ranging from 1 = Not important at all to 5= Very imporant. As presented inTable 6,
respondents view good general management skills, good customer service reputation for

honesty are the most important factors leading to the success oburism businesses.

Political involvement and support of family and friendsare however rated the least in

importance. In sum, as a maturing economy with a strong tourism entrepreneurial

I OEAT OAOEiI T h 41 OEEUA EO DPOEOEI ACAA xEOE A OAC
success of tourism entrepreneurship in the country These include increased demand,

supportive policies, and the entrepreneurial orientation of locals. If success factors are
iTTEOI OAA AT A £l OOAOCAA AT A AAOOEAOO Oi OO0A

entrepreneurship is likely to further thrive in the years to come.
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Table6. Success factors of tourism entrepreneurshipd | OE E U A

Good general management skills

Good customer service
Reputation for honesty

Ability to manage personnel

Maintenance of accurate records of
sales/expenses
Good location

Marketing factors including sales and
promotion

Appropriate training

Satisfactory government support

Charisma, friendliness to customers

Good product at a competitive price
Previous business experience
Hard work

Stable and supportive political and social
environment
Access to capital

Strong networks with relevant stakeholders
Community involvement

Support of family and friends

Political involvement

7. 4. Governmental strategies and tools to encourage and sustain
entrepreneurship
Based on the qualitative enquiry in Stage 1 arah extensive review of the literature, a total
I £ px EOAT O xAOA EAAT OEZEAA O 1 AAOGOOA OAODIT
the government uses to encourage and sustain venturing into tourism. Turkish tourism
entrepreneurs and tourism expets were asked to rateusing a scale ranging from 1 = Not
important at all to 5= Very important, a set of potential strategies and tools used by the
government to encourage and sustain tourism entrepreneurship(see Table 7).

Unsurprisingly, political stability, encouraging innovation, and offering entrepreneurial
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education and training were rated as the most important strategies/tools whereas land

allocation was viewed as the least important.

7.5.

Table7.' T OAOT i AT OA1 OOOAOACEAO

Political stability

Encouraging innovation

Offering entrepreneurial education and training
Tax reduction

Creating a supportive legal
frameworks/procedure
Finance scheme for small and medium enterprises

Reducing bureaucratic procedures
Helping entrepreneurs access networks
Improving labor laws

Providing policy encouragement and incentives
Legal assistance

Credit/loan facilities

Fostering a culture of entrepreneurship
Lower interest rates

Tax exemptions

HR support (social security contributions)
Land allocation

Policy Recommendations £ O 41 OEEUA

oi

AT AT OOACA AT A

4EA EECE ET £ A GsHikely to belatidhg thelkeydhistadic& i tAe face
of both; local entrepreneurship and foreign investment. The increasing inflation

rates and interest rates are likely to hinder market entry. Therefore, prioritizing

inflation is a key to encouraging andustaining entrepreneurship in tourism. Until

the inflation rate is stabilized, shortterm government intervention tools can be
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used to support earlystage tourism entrepreneurial activities that are most likely
to be vulnerable to economic instability.
Encouraging and supporting women's entrepreneurship in tourism is important.
This can be achieved through allocating special funding opportunities for women
entrepreneurs and those nascent entrepreneurs in particular. Capitalizing on the
rich Anatolian culOOOA AT A OOAAEOQOEIT T O ET 41 OEEUA
xI 1T AT60 AT CACAIi AT O AT A PAOOEAEPAOEIT EI
scales (e.g., handcrafts). This can empower women (through providing them with
the source of income), and increse their participation and contribution to the local
economy, while also contributing to the sustainability of cultural traditions, often
considered an important asset for tourism. On a more micro level, there is a scope
to link local women micro-entrepreneurs with specific skills (e.g., bread making,
homemade and authentic food cooking) with tourism service providers (e.g., hotels)
to create a winwin partnership benefitting both professional service providers and
local women.
Enhancing entrepreneurial resilience through efficient crisis management is
essential to respond to internal (e.g., economic instability) and external (e.g.,
pandemic) crises. This necessitates a closer eye on vulnerable businesses that are
likely to be negatively impacted during crses and tailoring support programs to
ensure survival. It is also imperative to monitor and measuréhe efficiency of these
support programs/ tools in enhancing resilience to prioritize those most efficient.
Access to entrepreneurial finance seems to be sgnificant challenge under the
current economic circumstances. As noted by other recent reports (e.g., Global
Entrepreneurship Monitor, 2022), there might be scope for more effort to
incentivize lending to tourism entrepreneurs either through governmenta funding
programs or by securing loans made by the financial sector. This should lead to
easier business entry and business survival rates.

4EA OAOA T &£ AT OOAPOAT AOGOOEED OOAET ET C EI

entrepreneurial activities in particular, extant tourism and hospitality programs should

design and offer modules focusing on entrepreneurship. These modules should peal

oriented arming potential entrepreneurs with the necessary knowledge and skills to
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identify opportunities in the market and navigate various processes of business entry
including paths to obtaining starting capital. Turkish universities may also estdish

university -based incubationcentresto promote entrepreneurial culture in society.

7.6. Case Country- Jordan

7.6.1  General Outlook
Tourism is a rapidly growing sector in Jordanas the country is known as a popular tourist

destination for its rich history, culture, and natural attractions. Moreover, the tourism
industry is a major pillar of Jordan's economygontributing 16.2%to Jordan's GDP with 5.3
million visitors and revenuesof 4.1 billion JD in 2019 (Ministry of Tourism and Antiquities,
2020; WTTC, 2023. In 2022, the country welcomed 5.05 million tourists (Quintero, 2023),
indicating a quick a recovery in the aftermath of the pandemicJordan's tourism sector
contributes substantially to the country's economy by creating employmenbpportunities
and exports, despite being hit severely by the recent health crisis. However, the country is
gradually recovering, with planners and developers taking steps to attract more visitor3o
achieve this, the Ministry of Tourism and Antiquities has declared a tourism strategy (2021
2025) that includes four major steps: response, recovery, resilience, and reforms.
Additionally, the strategy involves strategic objectives and a number of acti plans aimed

at rebuilding tourism in the future.

According to the Travel and Tourism Competitiveness Report (2019), Jordan's cultural

resources and business travel have shown significant improvement. Harahsheh et al. (2020)
highlighted Jordan's position as one of the top ten halal tourism destinations, alongside

- Al AUGEAh 5! %h 41 OEEUAh )T AT TAOEAh 3AOAE ! OAA
has also been selected by Lonely Planet, a renowned travel guidebook publisher, as one of

the 30 desthations to inspire travellers to visit in 2023.

Jordan has a wide range of cultural and natural assets that are attractive to various
entrepreneurs. These attractions draw numerous tourists each year, and their numbers are
expected to increase in the conmg years. For instance, Statista Market Insights (2023)
predicts growth in Jordan's tourism services, including hotels, package holidays, and
vacation rentals, between 2023 and 2027. During this period, the country aims to develop

several types of tourismsuch as wellness tourism (including wellness, medical, faithased,
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and adventure tourism), MICE tourism, and domestic tourism. Investments in these areas
are projected to increase (Ministry of Tourism and Antiquities, 2020). The Jordan
Investment Commisson (upgraded later to ministry level) (2021) has provided useful
guidance for entrepreneurs interested in investing in leisure and medical tourism. The
commission has highlighted Jordan's importance due to its diverse scenery, landscapes,
climates, and dstinctive cultural and religious heritage, combined with outdoor and

adventure tourism experiences.

According to the World Bank's Doing Busines&eport (2020), Jordan's economy has
exhibited notable improvement, ranking 75th out of 190 countries, up fromi04th in 2019.
The report noted that "for the first time, Jordan has been selected this year among the top 3
business climate improvers by jumping an unprecedented 29 ranks in the 2020 Doing
Business rankings, thanks to a series of economic reforms enacteder the past."
Furthermore, the Global Entrepreneurship Monitor 2019/2020 Report revealed Jordan's
significant achievements in various areas of entrepreneurial framework conditions, such as
internal market dynamics, commercial and legal frameworks, andhysical infrastructure.
Additionally, the Prosperity Index ranks Jordan 86th outof 176 countries based on
countries' annual prosperity ratings. However, Jordan's lowest score for open economies
(investment environment and enterprise conditions) is refleced in Table 8of the report. In
inclusive societies, Jordan's ranking for safety and security is 74th. Despite sooiallenges,

these significant indicators may encourage new business ventures in Jordan.
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Source: The 2023 Legatum Prosperity Index

Jordan recognizes the importance of new businesses in boosting its economy and aims to
enhance entrepreneurial capacity. There are numerous government and donor programs in
place to support entrepreneurs in the country. Jordan's national entrepreneurshipgicy
(2021) states that the government hasupported some entrepreneurs through the United
States Agency for International Development (USAID), the European Union, the European
Bank of Reconstruction and Development, the Innovative Startups and SMEs FyIISF)
funded by the World Bank, and the King Abdullai Fund for Development (Ministry of

115



Digital Economy and Entrepreneurship, 2021). The country also makes efforts to include
women in entrepreneurship training programs, such as the Arab Women Empowermein
Technology and Entrepreneurship Program (AWETE). The country also provides tax
incentives for new entrepreneurs to encourage individuals to start their own businesses. In
such a context, a recent study showed that the majority of young people (48%) Jordan
have a positive attitude toward entrepreneurship and aim to start their own enterprises or
business projects within five years (Assaad et al., 2021) despite their challenges derived

from the lack of educational and training programs on entreprenetship.

Jordan boasts a busineskiendly economy that is relatively open to investment
opportunities. In recent years, the government has been proactive in implementing a series
of economic and legislative reforms aimed at enhancing the investment climate and
attracting foreign direct investment. As a result, Jordan's ranking in the World Bank's Doing
Business report has improved, establishing the country as a "moderately easy" place to
conduct business (World Bank Group, 2020). In particular, phases that might b@lowed
by investors (either locals or foreigners) were summarized for entrepreneurial activities
(i.e., hotel and tourist facilities, tourist restaurantsjnformation technology) in the country
based on The Investment Environment Law No. 21 of 2022 (legt Jordan, 2022). Based on
this Law (Article 7), the Ministry of Investment is the main reference authority for all
investments in Jordan and it is responsible for setting the required strategies and plans to
promote local and foreign investment. The artile (8) of the same law has alluded to the
formation of the Investment Council that is chaired by the Prime Minister. This council
approves all investment policies, defines the targeted sectors and priorities, approves the
national investment map, and sugegsts any required regulatory or legislative changes to
improve the investment climate in Jordan. In addition, the law has introduced a wide range
of incentives for investors (outside the Development and Free Zones) including the custom
duties exemption anda zero-sales tax rate on all fixed assets, production requirements and
inputs, and the spare parts required to run the business (article 9). The investments that
recruit at least 250 Jordanians oare established in the lessdeveloped regions of the Jorda

are also entitled for an exemption or reduction by more than 30% of income tax for five
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approved by the Council of Ministers to certain economic activities in any region of the

country (article 13).

The recently enacted Regulating the Investment Environment Regulation (2023), that has
been issued according to the article (51) of Td Investment Environment Law No. 21 of
2022, has introduced a comprehensive range of incentives designed to facilitate business
investment at both local and international levels. These measures aim to stimulate
widespread economic growth and attract invesients across the country. Under this
regulation, investors can take advantage of various benefits, including access to foreign
labour, exemptions from customs duties and sales tax, income tax incentives for specific
regions, and additional incentives for elect sectors (Regulating the Investment
Environment Regulation, 2023).The regulation has specified the additional incentives that
economic activities that hire not less than 35Qlordanianscan benefit from including the
exemption from the rent of land, he contribution in the electric energy bills, tax reduction
on building and lands, and the deduction of the establishing infrastructure services costs
(Regulating the Investment Environment Regulation, 2023)n addition to these incentives,
the Ministry of Investment provides valuableonline assistanceo entrepreneurs, which has
proven to be an effective means of attracting investorgurthermore, Jordan boasts several
strengths that contribute to its favourable business environment. The country'sstrategic
geographical location, competitive labour costs, government support, and the presence of
free trade agreements all contribute to accelerating investments and making Jordan an
attractive destination for investors. These advantages provide investors with the

opportunity to access a large market and thrive in their businessndeavours

The significance of entrepreneurship is widely recognized by destination practitioners for
its contributions to the country's economy and its communities (Mehtap et al., 2017).
Jordan, being a major tourism destination, offers abundant investment opportuties and

resources for entrepreneurs. Additionally, tourism plays a pivotal role in the country's
economy and is prioritized on the destination agenda for economic development. It
provides employment opportunities, contributes to GDP through tourism recei{s, and

facilitates the improvement of infrastructure and superstructures. As tourism has

flourished in the country, there has been a corresponding increase in tourism
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entrepreneurship, reflected by the emergence of new tourism stamips in the destination
Promoting tourism entrepreneurship is expected to enhance the destination's
competitiveness. This can be achieved by addressing the barriers and challenges that
entrepreneurs in the tourism sector face. Lastly, identifying the critical success factorsrfo
tourism entrepreneurship will assist destination planners and developers in formulating

appropriate strategies to foster its importance within society.

Tourism entrepreneurship, its development and characteristics

It should be noted that exploring toursm entrepreneurship and its characteristics in Jordan
mostly depends on understanding the significance of tourism development. Jordan is a
major tourist destination due to its rich history and culture. The country boasts several
tourist centres including Agaba, Petra, and the Dead Sea. Agaba, located on the Red Sea
coast, is a popular destination for scuba diving anghorkelling because of its diverse marine
life and coral reefs Aqaba was launched as a Special Economic Zone in 2001 with a friendly
legislative environment in which investors enjoy various incentives. Petra, a UNESCO World
Heritage Site and one of the New Seven Wonders of the World kisown for its ancient
Nabataean ruins. The Dead Sea attracts visitors for health tourism since its high sajirand

low altitude are said to have healing properties, and the area is a popular destination for
relaxation (Minister of Tourism and Antiquities, 2019; Ekodialog, 2023). The country is
home to various natural attractions, such as Dana Biosphere Reser@&haumari Wildlife
Reserve, Ajloun Forest Reserve, and Mujib Biosphere Reserve, offering scenery and
opportunities for outdoor activities, including hiking, camping, and wildlife viewing (Jordan
Tourism Board, 2023). Moreover, Jordan has numerous archaegioal and tourist sites,

which can aid destination planners in designing various culturabased tourism activities.

Both private and public institutions in Jordan are dedicated to employing effective
marketing strategies to brand, position, and promote thecountry's tourism attractions.

Their collective efforts aim to establish Jordan as a preferred destination for international
visitors. Key institutions involved in these initiatives include the Ministry of Tourism and
Antiquities, the National Tourism Coucil, and the Jordan Tourism Board (Minister of
Tourism and Antiquities, 2019). As per the Ministry of Tourism and Antiquities' monthly

bulletin, Jordan experienced a recordbreaking influx of tourists in the first quarter of 2023,
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with a remarkable 1.476million visitors, reflecting a 90.7% increase compared to the same
period in 2022. This surge in tourism serves as an indication of the country's growing allure

among international travellers.

Recognizing the economic significance of tourism, the governmewnf Jordan organizes
various events specifically tailored for tourism entrepreneurs to foster networks and
promote sustainable tourism entrepreneurship (ENICBMED, 2023). Additionally, the
Jordan Tourism Development Project funded by UAid provided extensve support to local
entrepreneurs, offering assistance in branding their products and providing guidance on
organizing and marketing their services (USAID, 2008). The project also established
partnerships with several organizations to bolster tourism devéopment in the country,
offering grants and loans to local entrepreneurs and businesses. Continuously striving to
attract tourists, tourism entrepreneurs in Jordan constantly devise new and innovative
ways to showcase the country (Minister of Tourism and #tiquities, 2020). This includes
developing fresh tourism products and services while seeking novel avenues for marketing
Jordan to potential travellers. Notably, tourism entrepreneurs in Jordan are deeply
committed to sustainable tourism practices (ENICB®D, 2023), aiming to minimize the
adverseenvironmental and social impacts of tourism while maximizing the positive benefits
(Al-mughrabi, 2007). Consequently, tourism entrepreneurship emerges as a key catalyst for
economic growth in Jordan, and its contining expansion is expected in the coming years,
as it generates employment, and revenue, and promotes sustainable development in the
country. According to the Economic Modernization Vision (2022033), tourism has been

labelled as one of the highvalue industries and among the main economic growth priorities.

The tourism industry in Jordan heavily relies on the contribution of small and medium
enterprises (SMEs), which constitute over 95 pecent of all tourism businesses (European
Bank, 2020). These entgrrises continuously innovate to entice tourists to visit the country,
devising fresh tourism products, services, and innovative marketing strategies (USAID,
2020). In today's highly competitive tourism market, tourism entrepreneurs need to
embrace these aproaches in order to stand out from their competitors. Notably, these
efforts are significant in enhancing the overall tourism experience at destinations,

ultimately influencing visitors' future behavioural intentions.
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Despite the lack of official statistts on the number of family businesses operating in Jordan,
recent research indicates their significance in the country's business landscape (Saidat et
al., 2022). Familyowned enterprises have been identified as leaders within Jordan's
business community Gaidat et al., 2022). Moreover, the majority of tourism enterprises in
Jordan are confirmed to be familyowned businesses (Minister of Tourism and Antiquities,

2019; Pillmayer & Sherle, 2014), emphasizing their importance in the tourism industry.

In accordance with the country's nationatlevel sustainable tourism master plan, tourism
entrepreneurs in the area also engage in sustainable practices, aiming to minimize the
negative impacts of tourism on the environment and society (ECO Consult, 2022). As an
illustration, a non-profit organization outlines key principles for individuals providing
services to visitors, promoting environmentally friendly operations, supporting the
protection of cultural and natural heritage, and enhancing the social and economiceli
being of local communities (Safari Tours, 2023). These efforts contribute to the overall goal

of sustainable tourism in the region.

Tourism entrepreneurs in Jordan have displayed remarkableesilience in the face of
various challenges, including the C@D-19 pandemic and the Syrian refugee crisis. Despite
these obstacles, they have shown their ability to adapt and overcome these criskkreover,
the government has provided support to tourism enterprises to facilitate the industry's
recovery and transition to the new normal (Kebede et al., 2021). As a result of the collective
efforts of tourism entrepreneurs in response to these crises, the industry has experienced a
revival and has begun generating significant revenue. For instance, in 2022, tourism
receipts reached the same level as before ($5.3 billion), and the government expects further
growth in 2023 (Statista Market Insights, 2023; Le Monde, 2023). This demonstrates the
industry's aspiration to be competitive in relation to both developing and devieped

destinations.

A crucial characteristic of tourism entrepreneurship is its global nature, rather than being
confined to the local market, as entrepreneurs strive to achieve their marketing objectives.
To accomplish this, they leverage the power of fefictive digital technology (Hasouneh &
Alzeat, 2020). Technology is playing an increasingly significant role in Jordan's tourism

industry, and entrepreneurs are capitalizing on this trend to develop new and innovative
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tourism businesses. Furthermore, techalogy is being utilized by tourism entrepreneurs to
enhance the efficiency and sustainability of their operations. One example is the use of
Virtual Reality (VR) toursas a marketing tool for attractions. These tours evoke feelings of
anticipation and excitement among potential travellers, thereby increasing their interest in
visiting the Jordanian tourist sites (the famous city of Petra in particular) in person
(Shatnawi et al., 2020). By embracing technology, tourism entrepreneurs are able to expand

their reach and provide enhanced experiences for their customers.

Jordan boasts a diverse array of natural and cultural attractions that make it an attractive

destination for investors. The Jordanian government is committed to supporting business
infrastrucOO0OA AT A AAOGATTPEIC TAx ETAAT OEOA O1 1 OOE
digital capacity, temporary employment incentives, youth technology employment, and

OOAET ET C DPOI COAI OqaeEH A O AIA A0 JAICC B EBERBAI 00O
AEOOOEAQOOET ¢ x1 OE6h Oi xT ETC 1 PAOAOGEI C A@DPAOE!/
OAT AGET 1 66 h Aih dollalidiatfodwith @& Rihisr of Digital Economy and
Entrepreneurship, Chambers of Industry, Chambers of Commerce, and other sta&kters

through extensive legislation (Alawamleh et al.,, 2023). Additionally, the government

provides support for programs such as the Queen Rania Centre for Entrepreneurship, which

fosters networks among entrepreneurs. These approaches and comprehensiveograms

aid tourism entrepreneurs in creating a more competitive business environment at both

national and international levels. This strategy positions Jordan as a prime destination for

tourism entrepreneurship, with robust support from the government to asist businesses

in succeeding in this market.

The following sections are based on quantitative data collected from a sample of 60
respondents (52 tourism entrepreneurs across different suksectors of the tourism and
hospitality industry and eight tourism experts). The general profile of the respondents is

presented in Table9.
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Table9. Descriptive profile of respondents (The Jordanian sample)

7.6.2  Drivers of tourism entrepreneurship
Quantitative data collected from Jordanian tourism entrepreneurssee Table 10 showthat

the desire to live in the right environment, the desire to enjoy a good lifestyle, providing a
OAOGEOAT AT O ET AT T An AT A OEA AAOEOA O AAATTA e
of entrepreneurship. Motives such as keeping the property in thdamily, meeting

interesting people, and the desire to gain prestige by operating a business were rated the

least important.
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TablelO0. Drivers of tourism entrepreneurship in Jordan

To live in the right environment
To enjoy a good lifestyle
To provide a retirement income
47 DAOIEO [T A Oi
For my own satisfaction and growth
To earn a living because jobs are scarce
To try a different way to improve living
To maintain my personal freedom
To be able to use my past experience and training
To fill a market gap
To build a business to pass on
To pursue a low -risk, manageable investment
To provide job for family members
To provide me with a challenge
To keep my family together
To prove | can do it
To earn extra money in spare time
To be my own boss
To make lots of money
To gain prestige by operating a business
To meet interesting people
To keep this property in the family
*Based only on responses from tourisnentrepreneurs (N 52).

7.6.3  Barriers and challenges to tourism entrepreneurship
The quantitative data collected from tourism entrepreneurs and tourism expert¢see Table

11) indicate that factors including high inflation rate and interest rates, lack aupport from

the government, and lack of incentives to venture into tourism and hospitality are the most

prominent barriers to entrepreneurship. Interestingly, respondents rated meeting the

needs of picky customers in the tourism and hospitality industry ad lack of knowledge of

what business is good for them as potential challenges/barriers to be the least significant.

2A0PT 1T AAT 006 OAOET CO 1T &£ AAOOEAOO ET *1T OAAT A
41 OEEUAS8
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Tablell. Barriers to tourism entrepreneurship in Jordan

Interest rates are high
Lack of incentives to venture in tourism and hospitality
Inflation rate is high

Lack of the access to the financial and lending
institutions

The cost for raw materials is high
Employee turnover rate is high
Too much hassle of getting a business license

It is hard to hire qualified employees
Fear of financial loss

Lack of proper entrepreneurship education and
training
Do not have enough money to start a new business

The industry competition is high
Fear of failure

The labor fee is expensive
Unstable conditions of the country

Lack of knowledge, skills, or experience required to
start a new business
It is hard to find the right location to start a business

Do not know what business is good for me

Customers in tourism and hospitality industry are
picky

7.6.4  Successfactors of tourism entrepreneurship
As presented inTable 12, for Jordanian tourism entrepreneurs and tourism experts, good

customer service, reputation for honesty, good general management skills, and hard work
are the most important qualities of successful tourism ventures. Except for access to capital
(83.97), allindicators of success were rated highly @£>4).
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Tablel2. Success factors of tourism entrepreneurship in Jordan

Good customer service

Reputation for honesty

Good general management skills

Hard work

Charisma, friendliness to customers

Good location

Marketing factors including sales and promotion

Good product at a competitive price

Appropriate training
Ability to manage personnel
Previous business experience

Maintenance of accurate records of
sales/expenses
Strong networks with relevant stakeholders

Community involvement
Palitical involvement

Stable and supportive political and social
environment
Support of family and friends

Satisfactory government support
Access to capital

7.6.5 Governmental strategies and tools to encourage and sustain
entrepreneurship
Given that the core barriers to tourism entrepreneurship were more related to economic

and financial factors, it becomes unsurprising that tourism entrepreneurs and tourism
experts rate strategies oriented towards mitigating these economiand financial challenges
as the most important. In this vein, tax reduction @ 4.70) tax exemptions @£ 4.67), and
lower interest rates (3£€4.67) were viewed as the most importantstrategies/tools used by

the government to encourage and sustain ergpreneurship in Jordan (see Tabld 3).
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Tablel3. Governmental strategies to encourage and sustain entrepreneurship in Jordan

Tax reduction

Tax exemptions

Lower interest rates

Providing policy encouragement and incentives

Finance scheme for small and medium
enterprises
Reducing bureaucratic procedures

Improving labor laws

Creating a supportive legal
frameworks/procedure
Credit/loan facilities

HR support (social security contributions)
Helping entrepreneurs access networks
Offering entrepreneurial education and training
Land allocation

Fostering a culture of entrepreneurship
Encouraging innovation

Political stability

Legal assistance

7.6.6  Policy Recommendations for Jordan
The field study in Jordan shows that tourism is a key driver of the economy and thus

encouraging entrepreneurship in tourism and hospitality is viewed as a path to both
sustainable development of tourism and economic growth in the country. This is
01 OOOPOEOET ¢ CEOAT OEAO OEA O1 OAl A1 1 OOEAOQOEIT I
(WTTC, 2023. Based on a field study involving qualitative and quantitative data collected
from Jordanian tourism entrepreneurs and tourism experts, the following policy

recommendations are outlined:

Understandably, cultural and heritage tourism is heavily emphased in Jordan given the

richness of archaeological and heritage sites. To ensure lotgrm and sustainable
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