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ABSTRACT

In today's volatile and cutthroat business environment, companies must overcome a myriad of
economic, financial, and social challenges in order to provide consumers with exceptional
value. A company's ability to sustain service quality and the elements that contribute to its
improvement is crucial, since businesses in this sector face higher levels of vulnerability and
competition than other sectors. Looking at things from several aspects, this research shows how
company performance and associated issues are viewed from a broad perspective, which has
real-world consequences for everyone involved. The researchers drew on previous research
that had already shown how many creative techniques and aspects affected company success.
Both academics and practitioners can benefit from the study's recommendations and
suggestions.
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INTRODUCTION

Destination brands or reputations (Hanna et al., 2021), attractions (Buhalis et al., 2022),
infrastructure (Isichei et al., 2020), and services (Othman et al., 2021) have typically been the
focus of studies on organizational performance. However, a number of business researchers
have urged for more study because they believe that entrepreneurship and innovation play a
significant part in the formation of this global sector (Barbulescu et al., 2021; Kraus et al.,
2021). A number of studies have been conducted to investigate the relationship between
entrepreneurial activity and development, competitive advantage, and superior performance.
The field of current business literature implies that there is a lack of robust theoretical
frameworks related to the essential entrepreneurial orientation (EO) despite the increasing
interest in entrepreneurial activities (Albhirat et al., 2023; Lumpkin & Pidduck, 2021). This is
despite the fact that interests in entrepreneurial activities are growing. Businesses' response has
been to develop new products and services by embracing an entrepreneurial mindset (Aripin et
al., 2024; Satriadi et al., 2024). More organic and decentralized organizational structures have

also been the norm in recent years (Wang et al., 2020).

According to Traoré¢ et al. (2024), businesses provide a wealth of opportunities for
entrepreneurs and are a key component of the economies of many nations. They also provide
a wide range of services, amenities, and attractions. It is necessary to have an entrepreneurial
mind-set in order to seek out and seize the opportunities to provide travellers with one-of-a-
kind experiences (new services, new vacation packages). On the other hand, research regarding
the ways in which these companies make use of entrepreneurial talents and competences in
order to participate in and profit from EO is still in its infancy (Backman & Drevell, 2022;
Waulandari, 2023). For instance, according to Adro et al. (2021), most field research on EO is
phenomenological and understudied. While many businesses take employee engagement (EO)
for granted, few studies have really investigated EO in the workplace (Barra et al., 2024; Tanase

& Sihara, 2023).

According to Bamel et al. (2021), the increased dynamic environment necessitates the
formation of strategic alliances, partnerships, and cooperative endeavors. Collaborations with
controlled overbooking are an example of the new trend toward building partnerships with the
goals of fostering innovation and increasing financial return (Viglia et al., 2021). New
possibilities are opening up, such as the pooling of resources to create value and the

establishment of partnerships to encourage innovation (Linde et al., 2021). In order for
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businesses to achieve long-term success and growth, it is necessary to establish a relationship
of trust with their business partners and other stakeholders. According to Hadjielias et al.
(2022), the connections that exist between participants in cooperative entrepreneurial
businesses evolve over time, during which time they acquire mutual trust and commitment to
one another. The corporate world is rife with little, geographically scattered, interconnected
enterprises, and this phenomena is becoming more obvious, say Meyer and Brouthers (2023).
As a result, these companies find themselves with limited resources and uncertainties.
According to Tajeddini et al. (2020), these companies can be seen as a networked system due
to their ability to enhance decision-making, overcome obstacles, foster stronger relationships
among stakeholders, and enable the formation of both formal and informal partnerships and
collaborations between different organizations. Businesses in the service sector must,
according to Mishra et al. (2022), establish relationships with their clients and associates
through cooperative networks if they want to provide trustworthy, expert services that can
deliver maximum value regardless of where their clients are located in the world. According to
Alkahtani et al. (2020), networks in the service industry are crucial for innovative companies
to thrive and expand, and they also offer a substantial edge over the competition. They also
make it possible for these organizations to expand their operations. According to Kraus et al.
(2021), since new enterprises in the home services sector have emerged, the pressure on the
tourism industry has been much higher. Rapid change is occurring in this industry. According
to Pertheban et al. (2023), companies need to enhance their capabilities to be inventive,
proactive, and brave enough to take risks in order to thrive in situations that are both dynamic
and uncertain. More empirical research is needed to understand the connection between EO
and networking in the present uncertain environment, although previous studies have all
stressed the need for more of it (Wang et al., 2021). A more dynamic and competitive
environment is expected to arise as a result of the continuous expansion of technology and
communication, together with the continued appearance of new market participants, according
to Karneli (2023). Through the use of technology and communication, organizations are

becoming more worldwide.

Nowadays, in this digital age, entrepreneurial firms rely heavily on automated technological
communication and information technologies. These systems have been put in place to
facilitate the following goals: the reduction of security breaches (cyber-crimes), the open
sharing of information (best practices), the enhancement of learning and skill development,
and the elimination of inconvenient and time-consuming business travel (Perwej et al., 2021).
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Recognizing the factors that enhance business performance is crucial, especially when studying
how the ever-changing surroundings affect the outcomes of high-performance behavior
prediction (Khan et al., 2024). Regarding the connection between entrepreneurial strategy
development and business success, could you elaborate on the role that networking plays? It is
necessary for businesses to have strong connections to other organizations and social networks.
This study aims to examine the relationship between entrepreneurial strategy development,
long-term growth, and short-term financial return, with a particular focus on the moderating
effects of the dynamic environment and network linkages. The goal of this study is to synthesise
various existing areas of research in order to better understand the interconnected nature of the
component parts. The purpose is to emphasize the times when these elements have the greatest
influence on the business industry. Since views on the connection between EO and financial

success in businesses are still divided.
LITERATURE REVIEW

There have previously been investigations conducted from a variety of angles about the
management of crises in the business industry. Firstly, the relevance of terror and violence in
tourist areas was a significant factor that was taken into consideration (Krajiak, 2021; Ma et
al., 2020). The financial crisis and crises caused by natural calamities were two further
examples of crisis scenarios (Elmo et al., 2020; Patwary et al., 2024). A crisis circumstances
were proposed by Mansfeld (1999). Some of these suggestions included asking the government
for assistance, destroying infrastructure, and ramping up marketing to local consumers. Hu et
al. (2022) was based on a predetermined list of 21 distinct techniques that businesses can
implement in order to successfully overcome a crisis. In light of their findings, it became clear
that the availability of a grace period for local payments was the single most essential aspect
in ensuring survival during that particular crisis. During times of crisis, businesses have the
ability to identify opportunities and charge higher prices to customers by providing additional
value. Furthermore, several research have demonstrated that cost reductions play a significant
part in the process of surviving a crisis (Alom et al., 2019; Kraus et al., 2020; Islam et al.,

2024).

When taking into consideration the significance of devoted and local consumers in the process
of recovering from a crisis, it is essential to take into account the fact that customers place a
high value on the innovations that firms implement (Caballero-Morales, 2021; Leppdaho &

Ritala, 2022). According to Breier et al. (2021), innovations in the tourist sector are anything
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that deviates from the norm or marks a departure from prior practice for the innovative
enterprise. These innovations might manifest as new products or services, new approaches to
management or marketing, or even new ways of doing things at the institutional level.
Businesses are cognizant of the fact that customers want constant innovation from them
(Fleming et al., 2021). (AlTaweel & Al-Hawary, 2021). Therefore, there is a constant need for
innovation as a means of market competitiveness (Skordoulis et al., 2020). Nevertheless, in the
majority of instances, and as a result of frequently restricted financial possibilities and
capabilities, they are mostly incremental improvements of products and services (in contrast to
dramatic breakthroughs connected with rather technological developments such as the advent
of smartphones) (Patwary et al., 2024). As a result of the fact that destinations are in
competition with one another and are frequently viewed by visitors as a single product bundle,
innovations frequently occur in collaboration with a large number of players (Corte & Aria,

2016).

Bhatti et al. (2021) states that open innovation is rising in importance as a kind of innovation.
Open innovation differs from traditional in-house innovation in that it is driven by stakeholders
outside the company. The informal flow of ideas is often the catalyst for creativity, and
preliminary research suggests that visitors play a significant role in this process (Asyraff et al.,
2024; Massari et al., 2024). When it comes to the business world, this kind of innovation is
very much in its early phases. According to Lam et al. (2021), businesses need to establish
procedures and a culture of open innovation before they can consistently implement the
approach. On the other hand, what guests see can already be a goldmine of ideas. By facilitating
the discovery of new opportunities and the adaptation to rapidly shifting environmental

conditions, open innovation has shown to be a practical substitute in crisis situations.

According to Kraus et al. (2022), and Mohamed et al. (2022), business management innovation
is defined by the invention of at least one fundamental dimension, which may later lead to
changes in other parts of the business model. The study picked Parvez et al. (2024) as our
business management innovation scale of choice because they differentiate between the
productions of value from inside an organization which comes from outside the organization.
To go further, we made the decision to concentrate on the external value generation dimension
of business management innovations (business management innovation) for a variety of
reasons. The first thing that the authors describe is that both effectuation and causation were
shown to be successful on the external value generation dimension. In light of the fact that we

recognize the complexity of causality in the interface between causation, effectuation, and
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business management innovation, we proceed to do more research on this fundamental aspect
of business management innovation. Second, according to Clauss et al. (2022), the emphasis
placed on business management innovation external may make it possible for companies to
overcome resource limits by incorporating additions of value creation from the outside.
Building on the scale developed by Siegrist and Hartmann (2020), we accept that there are
variations in the way that the items on the scale are seen and the importance they have in various

industries.
METHODOLOGY

Together, a comprehensive keyword search and snowballing approaches were utilized in an
examination of the scholarly literature on the adoption of technology. These methods have been
utilized and suggested in the past for the purpose of gathering essential information about a
literature meta-analysis (Paul & Barari, 2022; Xu et al., 2023). For the purpose of this
investigation, EBSCO and Google Scholar were utilized rather than other databases. The
widespread, varied, and user-friendly literature on the topic of technology adoption in the
service industry likely has a role, but the accessibility and usability of the tools also play a role.
In addition, this study does not intend to, and does not pretend to, investigate an exhaustive
sample of literature in this area, nor does it intend to highlight the breadth of research being
carried out within this time frame. As a result, these databases provided a substantial amount
of material that could be searched for evidence of a gap in the existing literature on the subject
of technology adoption. According to Fischer et al. (2022), the review compiles the most recent
ideas in this area and provides an understanding of how knowledge has developed over the

course of time.

During the phases of original literature recognition, the list of suitable keywords has been
developed, polished, and expanded significantly. Through the use of keywords and databases,
a number of full-length, scientific, peer-reviewed papers in the English language that were
initially published on the adoption of technology were discovered. Following the completion
of many rounds of snowballing and citation monitoring, further publications that fulfilled the
requirements were constructed. All of these articles have been reviewed to make certain that
the key dependent variable that is being investigated in each of the selected pieces of literature
relates to the use of a certain technology. The selected values, emotional reactions, and personal
and non-locational drivers of technology adoption that have been shown to be repeating in a

number of research have been identified and grouped.
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DISCUSSION AND CONCLUSION

Arzubiaga et al. (2019) cites two pieces of research that suggest business management
innovation might help family businesses become more innovative. These two pieces of data
are consistent with this overall conclusion, according to new research from a cross-industry
context in several European nations (Kraus et al., 2020). We show that innovation in firm
management is important, but it becomes even more crucial in a crisis, and we admit that
innovation is important under normal circumstances. We find that crisis-driven innovations in
business management, even though organizations often make short-term adjustments to their
BMs to maintain liquidity, can have long-term effects. To phrase it another way, a crisis may
bring about fresh views and possible profit opportunities for businesses who are willing to grab
the chance for change. Within this context, we also investigated what prompted the emergence
of novel approaches to corporate management that proved useful throughout the crisis. Since
guests are seen as a source of innovation in the corporate sector, the invention was given
particular attention in the literature. Our findings do not support the claims made in the
literature that they are key players in open innovation (Boons & Freund, 2013; Patwary et al.,
2024), but neither does our research go in that direction. On the contrary, they were typically
seen as someone who could help with innovative company management. The features of the
inventive context can provide an explanation for this. In most cases, consumers who are able
to provide constructive criticism also have a strong desire to better their own situation, which
leads them to become innovators. The strict lockdown changed this environment as the
measures for social isolation also create distance for the exchange of ideas. It should be noted,
nevertheless, that open innovation is still mostly unknown in the corporate world, and that
laying the groundwork and procedures for it takes time (Mohamed et al., 2020). It seems that
the lack of institutions and the lockdown scenario, which limited communication between
outside parties and those making decisions, contributed to an absence of innovation. What this
means is that there might be serious consequences when there are no foundations in place
during a crisis. However, a distinct and maybe more important function of the invention during
the crisis is shown by our research. This position serves as a psychological support system for
them, especially during the launch and ongoing operation of a new innovation in company
management. With this in mind, the businesses were able to get over the first shock and inspired
the decision-makers to be innovative. First and foremost, environmental changes are significant
(Colombari et al., 2024), and perceived dangers were a crucial precursor to innovation in
company management (Patwary et al., 2023). These two things have an impact on how
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innovative company management is. Our analysis supports these sector-specific conclusions
since the COVID-19 pandemic is a marker of an unstable environment that presents a
significant risk to the organization. Overall, the crisis does help spur innovation in company
management, but it isn't enough on its own. In the end, several factors influence the decision
to move forward with implementing an innovation in company management. Financial
resources are a key motivator for innovation in the tourism business, according to the research
(Elmo et al., 2020). Companies in this study's particular context, however, have access to
substantial financial resources that allow them to weather the storm and keep operating
normally. The fact that the crisis's dangerous effects will be lessened may account for this
finding (Richter & Wilson, 2020). This will lead to a dramatic drop in the need to replace the
BM. Since worldwide crises in particular cause changes in both business and society, the future
of this enduring strategy is uncertain (Edwards, 2021). Businesses can weather the storm with
this tactic, but where it goes from here is anyone's guess (Yusof et al., 2021). Conversely,
innovative management practices are fostered by a number of enabling characteristics. Bello
et al. (2022) also found that when operational utilization is lower, more time and resources may
be devoted to strategic issues. This may be especially helpful for small and medium-sized
businesses (SMEs) without dedicated strategy-creation teams, say Patwary et al. (2023).
Financial pressure may motivate a corporation to innovate in business management, in contrast
to substantial financial aid, which inhibits innovation. During times of crisis, small and
medium-sized firms (SMEs) bear an even heavier burden, as they often have less financial
resources at their disposal (Chao et al., 2024). But it is precisely this financial pressure that

forces these businesses to reconsider the current BM and come up with a new one.
Implications for practice

Based on the results, companies may get some early recommendations on the function of
innovation in business management in the business sector, in times of crisis, and in the
aftermath of such events. Socially isolating policies, including those that limit free innovation,
can have disastrous consequences for businesses. New approaches to management may help
businesses turn a profit even in the midst of a crisis, and they can also help with future planning.
This is why it's crucial for company owners to continuously work on improving and expanding
their core capabilities. The digitalization of the BM also opens the door to new service
possibilities. In the event of an emergency, these services may be depended upon to assist
overcome the geographical barriers caused by the COVID-19 shutdown (Carlo et al., 2021).

Companies should use the opportunity given by digitalization as we go into the next phase so
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that we can tackle any challenges that may come our way. An excellent strategy for overcoming
a crisis and being future-ready is to make interim alterations to BMs, as previously shown by
Ahsan (2024). Businesses must actively work to reduce the effects of variables that limit
innovation and support characteristics that boost creativity, in addition to digitalization. The
establishment of dedicated periods for strategic planning and the integration of new ideas into
existing discourse are two such elements. This kind of planning paves the way for open
innovation as well as effective management innovations (Trzeciak et al., 2022). Also, this study
shows that open innovation might let us connect with customers on a more personal level and
actively include them in our products and services, which could be really helpful in any
situation, but especially during emergencies. The results of the research can also be used to
suggest areas for improvement. Whether the economy is booming, it is the duty of destination
managers to connect and inspire firms to innovate. Business models are just as much a part of
innovation as goods and services. Through the provision of training and collaboration with
professionals who specialize in innovation and creative training, firms may provide the
groundwork for innovation in business management. Meetings like this also have a major
impact on networking inside the industry, which boosts the flow of new ideas and developments
(Morioka & Carvalho, 2016). Improved resilience and the ability to recover from future crises

can be achieved with this. Because of this, these gatherings are productive.
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