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Abstract

Purpose: Entrepreneurship plays a pivotal role in ensuring the success and sustainability of small businesses, particularly in
dynamic and highly competitive market environments. This study investigates the influence of entrepreneurship - specifically,
innovation, risk-taking, and proactiveness - on differentiation strategies and overall business performance. The objective is to
elucidate how these entrepreneurial characteristics facilitate strategic differentiation and, in turn, enhance firm outcomes.
Research Design, Data, and Methodology: A quantitative research design was employed, utilizing survey data collected from
small business owners operating across diverse industries. Structural equation modeling (SEM) was used to test the hypothesized
relationships among entrepreneurship, differentiation strategies, and business performance. Furthermore, the direct effects of the
sub-dimensions of entrepreneurship - innovativeness, risk-taking, and proactiveness - on differentiation strategies were analyzed.
Results: The empirical findings reveal that entrepreneurship exerts a significant and positive influence on both differentiation
strategies and small business performance. Entrepreneurs exhibiting higher levels of innovativeness, risk-taking, and
proactiveness are more likely to implement unique differentiation strategies that strengthen their competitive advantage.
Conclusions: This study highlights the critical role of entrepreneurship in driving the performance of small businesses. The
findings offer valuable implications for entrepreneurs, policymakers, and educators by emphasizing the importance of innovation-
oriented strategies and the development of supportive infrastructures. Strengthening entrepreneurial capabilities enables small
firms to overcome resource limitations and navigate market uncertainty, thereby securing sustainable competitive advantage and
long-term growth.
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2.3. Entrepreneurship

o] o]52| dutof

|

=

o

Xt
15} STt Newbert (2008)

| 7|2t

3

.
=l
.
o
[

.
=

29

O|lgS &850 Xt

Tl
N
ofl

4

71 HH L

=
[

7| & 7} (entrepreneur)

ol

0

A Ip1|(creative

[

x
(b

Schumpeter (1950)

Runyan et al.

b

-
o
[

cC
o

SHALY.

b

X
(=

sl
25
lof o

=
o[zt
3
ofat

|

=

q

bS
~
[e)

A
e

I
=

27t xt
2 AF0|M= A27|UO0|EE HIEY e R A E7ts%

AL Rl A

|
i}
AN

3

[}

Peteraf and Barney (2003)
=

71gel gatof

s

}’4 0| CHLumpkin & Dess, 1996).

Covin and Slevin (1990)2 7|

]

OlF2 F27Ig0M 71718 E &

C}.

Y3 (Source-Positional Advantege-Performance

1T

2.2. SPP Framework
SPP

2%

b= (risk-taking),

=t

|d (innovativeness),

[EPN
=1

2

a4

Framework)

M AlSHRACE.

o

=

o
=

|

9l At

.
o

Ml ZHX]

[

[

(proactiveness)O| 2}

£3

S Ao A

K0

CIxfol, Al

=
=

o, A

&
=k

(innovativeness)= 7|=

S Al A
S o

o
Al

e

jod

oF

FCH(Lumpkin &

—

.
(s}

3y 252 o)

| A
(=]

EP
(i

3

.
O:

Dess, 1996).

2

~
(=]

tof oiXle &

-

2% HAGAM sojLtgs ¥ LE

=
(=

4= Sl 7|

a8

o

-

o
fofr
mju

ol

bF O XHR-OILE 7|eS &

|
o
—

o
aT

BEAO|| HIBH XtAZE B
Z =Lt.(Day & Wensley, 1988). 07| A Xt

o
[

=

=

217t o gEo =

<
o

SEAI
=4

?.

b= (risk-taking) 2 =
| X| O] EkMiller & Friesen, 1982). O]

FY

#
o

-

[

Joj2t 2ol ALt

=

o

ie E=3, 7HX7F 2,
INp=I= g

n]
9

7|0l Xt

-

[

YA

iz

L oSt RS2

SPP

Rl

i
ol



So-Young KIM & Ho-Taek Y1/ Journal of Economics Marketing, and Management Vol 13 No 1 (2025) 1-10

Wo HI mr S Hu mnmmwo__mwﬂme maw%ﬂc_ﬁwmaam_m il %m@m#ﬂﬂﬂi R 5l
o_e_l._,_u.__._|7o_e o_._x.um.____|=_m“mH .ﬁ_.w+0Am|L5_.E¢o K Mon%axs_,a._AoEx_. .___m_.
w B H g o W o _- W0 _ R -t -~ o IH 8§ K = o )|
v s X o LR gqp o WH s B o ER 5T UHERW 0oy
Rlggowor o 22X T g ™ E un B TR g 3 ey 2~ BoopH# oo
g2 FERESE BDERATORSU MmO LT E W R < B
a1 Ko U N = @R R N TR oH K- o2 or @ °F 0 Ty Er a0
il _u__._“_ —_ - — w _._._O od = _Al_ - hringe) ~N ol o o - — ._|Q=._ 0 . _u_._
K on = 44 Moy o £ . = oo EW_EL._.._.._mM_d K 2 mL_lA_. NN 0o H
m R Ho |:_EHA,m_A._W_E s 2 oF Bl oW - e —— _.lu__.e%_u_o._.mﬂlmﬂ_._._ﬁ. K
=% o >3 Mﬂl.__._A_.TE_‘W H_Lﬂl\o_u_.TJ_ﬁE._d|+.mu K K Moul._|_+/:_._7_“n_”__|§_.m mE_N_H
ml...N:_.________ @Qﬁ.wﬂﬁﬂ _OR g o KK ~ w5 B = = & — 3 %0
ol = HOZ T & Kio oF ! on 8 K Uk o ol W - 3 = 2 _
£ N Ko gy 3 o= KU g Bol o 7 SO A TR T
£ 7w T =] arool =gy ooy = g O RK 22T g oar ou m_Mox*=_7AotoM_n__As = Ok
F o, e Ws e My S wmr N T g R g TV F pon @2 I,
SufE, Fzlsdol Pesndgnl me E Ywo ogaRPLE U
S g A — g o §E X bty > ! s T _ EHE
MA ._|_| = 0% K ] nOmH._Hnm.Ao o_._._.u._|_|\).o__._._“_.n.u“_i|.l.pL||_ LIH___H m :._._HLI_AOl_O_ 8l X0 \).mo_._
NI K - Ns s 88X y &I T KO groproor U T £ ox O™ 2o o TN 2
I ol & )mur._l :_vm‘o WA_H%HE oln K M u._um Kk Bl ol ofu n H S ._.A._.on Rr __M.__| Moz fu M uu,7=_
arﬂ.ﬂ%7s_lh§m_ﬂﬂ.mn...:.%l.mrﬂ%%ﬁaﬁhxﬂ 5 w_ﬂmﬂm_m,wO%mwﬂh[M
R ™ =S oarByopd BT g NV R E M A ol OoE Kool g Ko 5 OHH
o s Mo g R g R Posmegd x_ 3xxr =2 X o)y k=D ° %0
ju P o g or ~ ol K K- 0 I % N A A R0 of% = s M R © .. oo & i
o LR ger o B X m e B g M ER o & HE el o TOg g oA
OF ol N = X ou T o & . oy & o o . K =Ko & =T T m @ Wor 2 HS 5 0l - kKA
] — = o O o = LH < & = - = L R
L 30 Uz dmmx L oar of o & _ = o 2 - T & ¥FT - 2N gN AL
DR A B st mZ gWg X X Mgy N Egg 50 ZH A DK
H o W [N o TTor El X g3 - ST obwrTH ol W N 2 5 B0 ]
X T WOEROS oF H oF R m 1 <k o & ~ N Ko RO ®l o W BN H <o &% o 2 M e =l H
.r_lumuo_eo_._@___qﬂ ._n_“_u._.__._uﬂmﬂo__ew Wﬂuo_uljmaa IR B YN .____maﬁmlm,m_.._o At
0 mr X0 — Bl H — uu O oF & _. 0| Ro 8r 0 N RO T of u Ho = RNO
= o o= = Ol = e ML of — =, = = i 5 = 7 ooy O 3
gl a2 0 — 0 o — o — — = l =
sxxﬂﬂEMo._.A.o 0T|:_H+oom|_o._OA MllJlmA_u_o_Ao_ %L._OA._%_._.E .El::ox&x_“_.m S
T B0 m_ms_ﬁM o M 80 T Mo yj an T %X o 7%@93@ %E_Eo_eagow <l
Tl mO &M T SIRE TR N 5l M o xS Ko — BF N of qir ;ol_“_awme_ T
oy Fo ROOHOO o RR = I - T
D|e._ﬁo:_._6ﬂw smMM&E,Eﬂ 5 u_eo_. Ry S o oo Ik = ol Z 5 o N
H o ._%o_os L O S . R TR TRRT =g, o0 o MO X T
R g T Ty o0z R o WL O pE 2w F oo g N o
=0 X 0 =p T o &~ O < =0 OF = = B0 o4 = B C K = _ Ho ™ Er — 1
RO Mr & = . go XU gr < TH = K d RY o) < — —m o LlA_u_Ao_._L||
ﬁoﬂﬁlﬂma_eﬂﬂuiﬁmu?uf& Mmﬁa_.x_.ﬁozo_ ﬁomnmw..ﬁml,_/ x O F
- 5w N b =0 o X _ T 5 Bl o
- £ o 10 oF 1 ~ o N _ 3 <0 O K S . -, Dol ol
=5 WMo 2N KT Ry E R T L = S L S L
FEpr _ WRgPazgbadyw®ser | g Sy Wyl AWe Ty TR
K0 = 20 R — — T ol — old ] = = 3 H o H
K Eo sl agpo ¥, "% xmrwibdl S WRaPgarzm® ., 32
SR Swp g Pag iy 0 dsy g DR P T xrng rogdog -
o = I = 20 o =7l 2 o ¥ o - H —
o__%_u._n__nﬂ%o:wmmolmmﬂMA._M_V_Amoxlo_n_lﬁ.x_hﬂu = Ysoaozdg R _nL oD
» KB 31 W 0K N zx % o HE < 20 25 S B KRR K g 0D - W o
S oy 0 5T < B 4 A 3D g T N T N0 oH Ol 4 noog b R 01 S T4 % oF ~
2 yu O N 1 N OT U 8 g B 19 &g o ALl RO 0fo H o= — 2 A
O — _n_._ o0 _.___._._ < N S X0 2 xr 3 _Il_ ,_O._ H - N g @ h _._._._ 10 ol Jof O_._ .A_I K _._.I _._._._O O_l
> OF K —- % o> 0 X r_n_l._o = = T (W] > K ol Ho o a = i
= s < _ o B DN o< ! £ A ) oF E Wl OF T o ol
5 ok m oz Ky = ol 4o 2 I 1o H o o s = =, b Q0 = o =0
< = =0 < 357 kD5 - — ol - o= = S o K = ol oF K Ll < o0 oF I K- ol
S _x po R W O Foy PN M oouor B un @ 2 2 o 0 44 = o ! RO i
SX Kk _RWmg g 0T L wo R Us Koy S ZH MM TR E kw0
e T o oxgm¥driBUphoysran g £ [TeW ioawdtxity =0
FROMTE K A_.Ao_ 0 B o < RH TS £ o = _m R o W ol U
ROl S 0 0oy W RO g o g O SggWogo g o o Ry
Lul KT FHORT 0t o ~ ol K of o ™ or oF < o oF £ &1 ofF oo ol K ol w0
H A< <X ol o F {F 81 B of 3T Ko T un B M O of oF ol =ome oF £ N oF T N2 T

=
(=

2 A

FCHPowell 1992).

tS

.
o
=

bS
A

q



So-Young KIM & Ho-Taek Y1 / Journal of Economics Marketing, and Management Vol 13 No 1 (2025) 1-10

E '\

a2 ®7|5t0] FEo5k1, Xt

2
=
i
X0
Kr

oF

mju
=

AF0ME 7Y

o
FA—

=Ho|H, 7ol

ajo

of, B+ g 04 9

o TEfO| Of

Z}EICh(Park et al., 2011).

o

o
a0l 270 fSsts &

=

A
e
x

o

=

=2 S7HA713, AE
i oA ZHX|

HAb= 2
o T
o =x
= &9

Al
o

gatof ojx|=

=
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3. Hypotheses and Research Model
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3.4. Research Model
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Figure 1: Research Model

4. Research Methods and Results
4.1. Data Collection
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Table 1: Sample Characteristics

Classification N | % Classification N | %
Manufacturing 48 |23.8 Nam-gu 11|54
Electricity/Gas/Airconditioning
Supplier 4120 Dalseo-gu | 57 |28.2
Water/Waste Treatment
T d -
y(;))fes Raw Materia 1105 Dalsung-gun | 9 | 4.5
Industry|  Construction Industry | 23 | 11.4 Donggu | 13| 6.4
Business
Wholesale and Retaiing | 36 | 17.8 |Location| Buckgu | 45 |22.3
Transportand Warehousing | 3 | 1.5 Seo-gu 211104

Accommodation and
Restaurant 251124 Soosung-gu | 21 [ 10.4
IT 9 |45 Junggu | 14| 6.9
Finance and Insurance 5125 Outside of 10| 5.0
Daegu
Real Estate 4120 Lease 152|75.2
Science & Technology
Services 13| 64 Store Self-owned | 41 |20.3
MRO/Business
SupportRental Services 2110 NoResponse | 9 | 4.5
EducaonSenvices | 7 | 35 Traditonal | 5| 55
Market
Health Industry/Social Local
Welfare Services 630 Commercial Area 62307
Art/Sport/Leisure-related Apartment
Senvices 735 Budng | & [ 40
Organ|zatl|(l)ns/A53(I)C|at|on, 9 |45 Shopping 5 |25
Repairing Services Center
Location
Male 152(75.2 Type (in) General Store | 52 | 25.7
Gender Female 41 120.3 efc. 60 | 29.7
No Response 9|45 NoResponse | 8 | 4.5

4.2. Reliability and Validity Analysis

=

2 AROME T

|§| A j_|. EISM S

M7 SFALY.

450l €M 59 BF =70
EIt517] 28l Cronbach's alpha test2t

stolx ol

2 A <'

4 (Confirmatory Factor Analysis, CFA)= A|45}
7é>01|/\1 o7t 22t AL BE MYz E HOE

2>0f A

o
Bttt Hiot 20|, 2¥o| Mtk = X* =299.278, AHFE(df)

=216, X*/d.f. = 1.377, RMR = 0.028, RMSEA = 0.043, GFI = 0.895,

=0.922, IFI =

0.977, TLI =
2% ¥uH +52

30| Sh

0.973, CFI =

=

0.9772 L}EFGLCE O]
H2gon, & 7o mH
= UAAULE,

Table 2: Confirmatory Factor Analysis and Reliability Results

Item Variable |stestmate| S.E.| C.R |AVE | CR | Qubatsa
linnovativeness 0.998
Riskaking E”'“Z";{i:”e“r 0.831 |0.076| 10.849 |0.789|0.918| 0.944
Proactiveness 0.825 |0.075| 10.256
Innovativeness4 0.844
Innovativeness3 0.876 |0.061| 16.019
Innovativeness 0.738/0.918| 0.918
Innovativeness2 0.857 |0.064| 15.412
Innovativeness1 0.859 |0.067| 15.49
Risk-taking1 0.865
Risk-taking 0.665|0.887| 0.895
Risk-taking2 0.88 |0.065| 15.961
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Risk-taking3 0.764 |0.071| 12.775
Risk-taking4 0.743 |0.067| 12.229
Proactiveness1 0.813
Proactiveness2 0.832 |0.072| 13.512
Proactiveness 0.69 [0.899| 0.899
Proactiveness3 0.81 [0.074| 13.007
Proactiveness4 0.866 |0.072| 14.266
Product
. vl 0.884
Differentiation2 Produd 0.767|0.868| 0.867
Product | DREEN | g7 |6 05| 16.212
Differentiation : : :
Service Differentiation1 0.862
Service Differentiation2 Senvice 0.889 |0.064| 17.04 |0.775|0.912| 0.91
Service Differentiation3 0.889 |0.064| 17.038
Sales Performance -
Sales Revenue 0.822
Sales Performance - Sales
Profitincrease | Performance | 0-892 | 0.07 | 14.22 10.721)|0.886| 0.884
Sales Performance -
Sales Growth 0.832 |0.075| 13.328
Customer Performance
-Customer Satisfaction 0.816
Customer Performance s
- Customer Retention mer | 0.876 | 0.08 | 13.628
Rate Perfommance 0.681{0.864| 0.863
Customer Performance
- New Customer 0.78 0.079| 12.001
Acquisition Rate

Model fi: X2=299.278, df =216, RMR=0.028, GFI=0.895, NFI=0.922, IFI=0.977, TLI=0973, CFI=0.977

Lo ol 20 2Mg S ==E JHE AEZ[E(CR)
o HEEAFEZHAVE)R ZF 518 7|&0 059 078 =
45t LIEIR2, Ol B350 FHETEN F&3 4
2lg = UASE Qojeict & AFQ 7t HES sl A8
B H=E 29| HAE HESH| Qo datEA 248 HAl
ob A1}, <Table 3>0A 2= HIQP 20| 2t H=F 7to| Qlut
A7 2™E 7rEel derdat XSt Aoz HOolX| Ut
Lot XY W42 72| AVE 0| SiY TN HEE= 49
oA MEED Acks A0V LYol o= EHE EtE
g8 552 Qnletrt
Table 3: Correlation Analysis Results

) Entrepren| Product | Senvice Saks | Customer

Vo | Men | SD- |y i | Dfseiion | Diertizion | Pefomence | Promnance
Entreprenevership | 34216 | 58918 | 1

Product
Difereniation | 3718 | 76526 | 317 1

Service
Difereniiaion | 32398 | 74011 | 349 | 832 1
SaesPefornance| 2.9257 | 70259 | 164 | 369 | 379 1

Customer

Perfommance 32541 | 64070 | 317 536 588 555 1

4.3. Hypothesis Testing Results

A
£ X2=544.869, AH7Z=(d.f) =220, X¥d.f. = 1.380, RMR = 0.031,
RMSEA = 0.043, GFI = 0.840, NFI = 0.857, IFI = 0.910, TLI = 0. 895
CFI=0.9092 LtELGICE CHE RS Motk X HAY 7|E
Z5HY], A7 REO| Xohdo| 53t AeZ *57HE|91EF
(Hair et al., 2006).

7td 435 4, ZE 7hEo| XX|EAC Zh2el It
A% 4ANE FHEHCE J|&stH 31t ZCH<Table 4> &
), RW, 7HE 10A A&SIe J[ATPEAE2 MHE At
of 3dAQ g2 D|XCHs At LEHHCHB = 0392, p-
value < 0.001). EM, 7Hd 20iM= Ad3Ql9 7|4 A0|
MH|A XpEstof] 0K SEE SEHQ Aoz LEIRICHE
=0.432, p-value < 0.001). 7t 32 H|Z XtE3}7t Zhof A b
OjXls @S CHEALH, ZE2 A& 0.1972 LtELLE THOY
datol }elojet e DS ZSRACHE =0, p-Value =
0.012). 7t 40M AMH|A XpHZE7 THof Mdato 0jX|&
g [Fo|0gt AR LIEHR2T(B = 0.302, p-value < 0.001),
7td s0lMe ME Atgetrt o dato] ikl geE L
EfHRAD, 2 H=E 02192 LIEFGCHB = 0.219, p-value =
0.002). OFX|2to 2 J7td 6O|AM= MH|A XEz7F 0 o
o 7ty 2 IS 0jFSH(B = 0.552, p-value < 0.001), O]
Aot HEfo| U duto] 01 et de¥e 0|XCHs

t (] =
AIE OISR UL

Table 4: Hypothesis Testing Results

H Path Stesimate| S.E. CR. | pvalue | Result
H1E) f&%’?&f’f‘n&gﬁ;ﬂ 0392 | 0087 | 4992 | * |Supported
Ho) Enwep%mtigﬁ;sme 0432 | 0077 | 5607 | ** |Suppored
H3#) Pms":gs%mm* 0197 | 0.071 | 2511 | 0012 |Supporied
Ha) Segaﬁmm* 0302 | 0078 | 3898 | ** |Supported
H(+) mm 0219 | 0,057 | 3.055 | 0.002 |Suppored
He(e) | SMODRRIN 55 | 0.068 | 7161 | | Suppored

Model fi: X2=544.869, d £ =220, RMR=0.075, GFI=0.840, NFI=0.857, IFI=0.910, TLI=0.895, CFI=0.909

olet #2 Zits 2= 7hd0| 2Tt dekgat X[t
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