Influence of religion on the entrepreneurial mindset and the mediating role of

entrepreneurial self-confidence: a study of the restaurant industry

Abstract

This study seeks to bridge a gap in the existing literature by exploring the role of religion in
entrepreneurship among Christians and Buddhists, specifically within the restaurant industry.
We use entrepreneurial orientation (EO), proposed as a critical component of high-performing
organizations, to examine how religion affects the entrepreneurial mindset. Our findings show
that religion has a significant and positive effect on EO dimensions such as autonomy, risk-
taking, innovativeness, and proactiveness in the restaurant industry. Additionally, the
relationship between religion and these EO dimensions is mediated by entrepreneurial self-

confidence, which refers to entrepreneurs' confidence in business competition.
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1 Introduction

Entrepreneurship affects society significantly by creating jobs (De Wit and De Kok 2014) and
promoting economic growth (Koellinger and Thurik 2012; Simén-Moya et al. 2012).
Numerous studies have examined the positive economic and social effects of entrepreneurship
(Anggadwita et al. 2021; Arroyo-Vazquez et al. 2010; Jeong and Yoo 2022; Neumann 2021).
For example, Stoica et al. (2020) analyzed 17 years of panel data from 22 European countries
and found that entrepreneurship significantly affects economic growth. It is crucial to identify
the determinants that shape entrepreneurial mindsets and actions to better understand what
drives these actions. Previous research has shown that religion, among other factors, plays an
important role in entrepreneurship by helping individuals develop a framework of implicit and
explicit values that influence their decision-making and actions (Astrachan et al. 2020).
Therefore, religion is a critical factor that affects individuals' lives by promoting specific

economic behaviors, such as entrepreneurial actions (Giacomin et al. 2023).

However, religion has often been overlooked in entrepreneurship studies, because it is
considered a sensitive subject (Farmaki et al. 2020; Kumar et al. 2022; Van Buren et al. 2020).
Although the literature has thoroughly examined various determinants of entrepreneurship,
research on the role of religion is scarce. Given that over 80% of people worldwide have
religious affiliations (Rietveld and Hoogendoorn 2022) and a positive relationship between
religion and entrepreneurship has been suggested, this topic has recently gained interest among
researchers (Block et al. 2020; Giacomin et al. 2023). Several studies show a positive
relationship between religion and entrepreneurship in various contexts (Alemayehu et al. 2023;

Ganzin et al. 2020; Kumar et al. 2022; Liu et al. 2019; Neubert and Dougherty 2018).

The current understanding of how religion affects entrepreneurship is limited for
several reasons. First, most research has focused on country-level variables (Audretsch et al.
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2013; Henley 2017; Smith et al. 2021; Zelekha et al. 2014), highlighting the need to analyze
individual-level data to improve our macro-level insights (Giacomin et al. 2023). Second, the
predominance of studies with a Western-centric view on the intersection of religion and
entrepreneurship necessitates the inclusion of perspectives from religions dominant in Eastern
cultures (Kavas et al. 2020). In addition, while existing research primarily addresses general
industries, the specific effects of religion on entrepreneurship within particular industries
remain largely unexplored. Lastly, it is important to examine the mechanism of how religiosity
influences entrepreneurial orientation. While studies have revealed the influence of religion on
entrepreneurship, the mechanism remains unexplored. It is anticipated that stronger religious
belief leads an individual to develop stronger psychological capital (Zhang and Chun 2018).
Thus, we examined the mechanism by examining a mediator, entrepreneurial self-confidence

as personal psychological capital.

Therefore, the main objective of this study is to bridge this gap in existing literature. To
achieve this, we explore the role of religion in entrepreneurship among Christians and
Buddhists, specifically within the restaurant industry. We measure entrepreneurial orientation
(EO), proposed as a critical component of high-performing organizations, to examine how
religion affects entrepreneurial mindsets (Covin and Slevin 1991; Lee and Peterson 2000; Lee

and Lim 2008; Lim and Envick 2011; Wulandari 2023).

We found that religion significantly affects various aspects of EO in the restaurant
industry, including autonomy, risk-taking, innovativeness, and proactiveness. Additionally, the
relationship between religion and EO dimensions is mediated by competitive self-confidence
(CSC), which refers to entrepreneurs' self-confidence in business competition. This finding
indicates a close relationship between available social capital and personal psychological

capital, thus adding to the existing literature.



The remainder of the paper is structured as follows. Section 2 reviews the related
literature. Section 3 describes the research methods used in this study, including the participants,
procedures, and measures. Section 4 reports the results of the data analysis. Lastly, Section 5

discusses the findings of the study and presents its limitations and future research directions.

2 Literature review and theoretical background

2.1 Religion and entrepreneurial mindsets

Previous studies have shown that religion significantly shapes human behavior. For example,
Di Pietro and Masciarelli (2021) argue that religion acts as a macro-level social force affecting
individual behavior. Van Buren et al. (2020) show how religion influences ethical behavior and
decision-making in organizations, and Henley (2017) suggests that religion molds individual
behaviors and attitudes by shaping cultural and social norms. Research has also explored the
positive association between religion and economic activities, indicating that religious beliefs
can encourage specific economic behaviors, such as entrepreneurship. For example, Neubert
and Dougherty (2018) find that religious affiliation encourages a mindset conducive to
entrepreneurship. Additionally, Giacomin et al. (2023) analyze how religious affiliation
(Protestant, Catholic, or Muslim) affects entrepreneurial intentions and show positive
relationships across these religions. This study measures the entrepreneurial mindset by using

EO.

Entrepreneurs encounter various challenges when launching their businesses (Godwin
et al. 2016). Previous studies have shown that religious individuals are often better equipped
to handle these challenges, because religious beliefs provide a cognitive buffer that helps

mitigate the risks associated with the uncertainties of entrepreneurial activities (Ganzin et al.



2020). Additionally, a longitudinal study by Judge and Douglas (2013) found that religious
practices play an essential role in developing the resilience needed to manage limited resources
and overcome obstacles. Because entrepreneurs must use their limited personal resources
effectively (Godwin et al. 2016), their ability to cope with these constraints is likely a

significant advantage in their pursuits.

Several studies suggest that religion significantly influences entrepreneurship by
shaping entrepreneurial mindsets and providing religious social capital. Maselko et al. (2011)
define religious social capital as the social resources individuals access through their
connections within a religious community. This community enables the development of social
relationships and strong bonds that encourage entrepreneurial actions (Deller et al. 2018;
Kumar et al. 2022; Liu et al. 2019). Furthermore, Alemayehu et al. (2023) developed a
framework showing how various dimensions of religious social capital (structural, cognitive,

and relational) enable effective entrepreneurial actions.

However, the findings on the relationship between religious beliefs and
entrepreneurship are not always consistent or unidirectional. Previous studies have shown
contradictory results. Some previous studies indicated the important role of religion in
developing an entrepreneurial mindset. For example, Rietveld and Hoogendoorn (2022)
analyzed data from the European Social Survey and found that individuals with religious
affiliations prioritize values related to conservation over values related to openness to change,
whereas entrepreneurs prioritize openness to change over conservation. On the contrary, some
other studies did not find any relationship between religion and entrepreneurship. For example,
Audretsch et al. (2017) found no significant effect of religious beliefs on entrepreneurship in
their US-based study. Similarly, Dodd and Seaman (1998) found no relationship between

religion and entrepreneurship in their UK-based study.



2.2 The influence of religiosity on entrepreneurial mindset

Recently, studies have suggested that the previous studies showed contradicting findings of the
influence of religion on entrepreneurship because there was no distinction between mere
religious affiliation and religiosity (Giacomin et al. 2023; Rietveld and Hoogendoorn 2022).
Giacomin et al. (2023) defined religiosity as the extent to which individuals actively participate
in religious rituals or activities. Giacomin et al. (2023) have highlighted it because while many
individuals identify as members of one of the religions, not all of them practice their religion
with the same intensity. The more religious individuals are, the more likely they are to adhere
to their core values and beliefs. In this light, examining religiosity is likely to reveal the effect
of religion on entrepreneurship more accurately than simply considering religious affiliation.
Therefore, our study examines the influence of religiosity on entrepreneurial mindsets and

behaviors in the restaurant industry by analyzing data from Christian and Buddhist individuals.

2.3 EO for measuring entrepreneurial mindsets (EO)

According to Miller (1983), an entrepreneurial firm is an organization that innovates in the
product market, undertakes ventures involving a certain degree of risk, and is the first to
develop "proactive" innovations, thereby outperforming competitors. He quantified
entrepreneurship through the dimensions of innovation, proactivity, and risk-taking. Previous
research has used these three dimensions extensively to define the concept of entrepreneurship
(Ahmad et al. 2024; Betakova et al. 2021; Covin and Slevin 1989; Lee and Peterson 2000;
Lumpkin and Dess 1996; Tarabishy et al. 2005; Wulandari et al. 2023). Covin and Slevin (1989)
agree with Miller (1983) that businesses are considered entrepreneurial if they are proactive,

innovative, and willing to take risks.



Lumpkin and Dess (1996) define EO as the processes, practices, and decision-making
activities that lead to new entry, emphasizing the behaviors administrators exhibit when acting
entrepreneurially, rather than simply defining entrepreneurship as "new entry." They identify
five key dimensions of EO (autonomy, innovativeness, risk-taking, proactiveness, and

competitive aggressiveness) that underlie most entrepreneurial processes.

According to entrepreneurship literature, EO and EM are conceptually distinguished.
EM refers to “the ability and willingness of individuals to rapidly sense, act, and mobilize in
response to a judgmental decision under uncertainty about a possible opportunity for gain
(Shepherd et al. 2010, p. 62)”. However, since we focus on the entrepreneurs who already run
their businesses in the restaurant industry, it would be more appropriate to measure
entrepreneurial behaviors and beliefs at the firm level rather than solely examining
entrepreneurial mindset (motivation and thought process) at the individual level. Therefore, the

current study employs the EO framework developed by Lumpkin and Dess (1996).

2.4 The mediating role of entrepreneurial self-confidence between religiosity

and EO

Self-confidence is an individual's self-perception of their skills and aptitude (Wilson et al.
2007). It is recognized as an important form of psychological capital (Luthans et al., 2004),
because it affects how individuals perceive their ability to achieve goals (Kasouf et al. 2025).
A high level of self-confidence enables individuals to sustain their efforts until they reach their
goals (Moreno et al. 2007). Stajkovic and Luthans (1998) show in their meta-analysis of 114
studies that self-confidence is significantly associated with work-related performance in the

business context.



Self-confidence has been extensively examined in the entrepreneurial context as the
concept of entrepreneurial self-confidence (ESC) (Moreno et al. 2007; Gelaidan and
Abdullateef 2017; Martins et al. 2018). Researchers have found that an individual's perception
of ESC positively affects their entrepreneurial intent and mindset (Krueger and Brazeal 1994).
For example, previous studies show that ESC is an important determinant of the ability to start
new ventures (Pittaway et al. 2011; Piperopoulos and Dimov 2015). Krueger and Brazeal (1994)
argue that individuals gradually develop a sense of ESC through previous cognitive, social, and
physical experiences. We expect that a high level of religiosity increases individuals' ESC,
because active engagement in religious practices builds social capital, which, in turn,
contributes to the development of personal psychological capital (Maselko et al. 2011; Deller
et al. 2018; Kumar et al. 2022; Liu et al. 2019). Based on previous literature, we propose that
ESC mediates the effect of religiosity on entrepreneurial mindsets. Therefore, we also examine
the mediating role of ESC. The study uses EO dimensions as a metric for individual-level

entrepreneurial mindsets.

3 Method

3.1 Participants and procedure

This study collected data from small- and medium-sized restaurant owners by distributing a
survey to participants at the annual meeting of the Food Service Industry Management Society

of the Republic of Korea.

The questionnaire was developed using a two-step translation process, because the
study's measurements draw primarily from prior research in English. The original questionnaire

was prepared in English by the authors. Next, two bilingual professors specializing in tourism



and hospitality translated this version into Korean to facilitate its use in South Korea. Following
this, a panel comprising academic experts and members of the Korean Food Service
Association reviewed the Korean version, providing their insights and suggestions on the
survey items. To ensure accuracy, two other bilingual professors in the hospitality field then
translated the Korean version back into English, adhering to the double translation method. The

two English versions showed no significant differences.

The analysis was based 250 responses, with 46% men and 54% women. The ages of
respondents ranged from their 30s to 70s, broken down as follows: 15.2% in their 30s, 31.2%
in their 40s, 38.4% in their 50s, 14.8% in their 60s, and 0.42% in their 70s. Regarding religious
affiliation, 38% identified as Buddhists, 38.4% as Christians, 16.8% as Catholics, and 6.8% as
other. Most participants worked in the Korean cuisine sector, which represented 57.6% (n =
114) of the sample, with the remainder involved in Japanese, Western, Chinese, and Italian
cuisines. Table 1 provides a more detailed description of the respondent profiles. In this study,
religiosity is defined as the extent of participation in religious activities, specifically measuring
behavioral engagement through the frequency of prayer, worship attendance, and the practice
of religious teachings. Non-religious individuals were excluded from the analysis, because

religiosity cannot be measured or assessed in this group.

At the start of the survey, participants indicated their current religion and level of
involvement in religious activities. They then completed questionnaires related to EO and, in a

subsequent section, restaurant operations.

Table 1 Sample profile

Frequency Percentage (%)




Gender Male 115 46.0
Female 135 54.0
Total 250 100.0
Age 30s 38 15.2
40s 78 31.2
50s 96 38.4
60s 37 14.8
70s 1 4
total 250 100.0
Religion Buddhism 95 38.0
Christianity 96 38.4
Catholicism 42 16.8
Others 17 6.8
Total 250 100.0
Restaurant Korean 144 57.6
classification Japanese 16 6.4
Western 13 5.2
Chinese 14 5.6
Italian 2 .8
Fast-food 8 32
Snack bar 13 52
Others 40 16.0
Total 250 100.0
Education High school graduate 127 50.8
College 55 22.0
College graduate 60 24.0




Graduate school 8 32

Total 250 100.0
Number of Less than 5 195 78.0
employees 5-9 30 12.0
10-14 11 4.4
15-19 7 2.8
More than 20 7 2.8
Total 250 100.0

3.2 Measures

The assessments for each construct in this study, which focuses exclusively on the restaurant
industry, are based on items from entrepreneurship-related studies, but we have tailored them
to our specific context. To measure ESC, we use self-confidence measures from Gelaidan and
Abdullateef (2017). We assess the entrepreneurial mindset using four elements of EO:
autonomy, risk-taking, innovativeness, and proactiveness. Although Lumpkin and Dess’s (1996)
EO framework includes a fifth dimension (competitive aggressiveness), we did not include it
in our study because we believe it co-varies with other EO dimensions, such as risk-taking and
proactiveness. We rate all items using five-point Likert scales, from 1 (strongly disagree) to 5

(strongly agree). Table 2 provides detailed listings of these parameters.

Table 2 Measurements

Construct Measurement items

How often do you attend church/cathedral/temple?

Religiosity (1) A few times a year (2) Once or twice a month (3) Every Sunday
service
(4) Every Sunday, Wednesday, Friday (5) Almost every day
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How often do you pray/ go on Buddhist pilgrimage?

(1) Never (2) Only in emergencies, such as illness or accident

(3) Regularly, a few times a week (4) Daily, but for a short time (less
than 15 minutes) (5) Daily, for an extended period (15 minutes or more)

How often do you read the Bible/ Buddhist scriptures?

(1) Never (2) Occasionally (3) Once or twice a week

(4) Daily, but for a short time (less than 15 minutes) (5) Daily, for 15
minutes or more

How much do you follow the **
(1) Not at all (2) Occasionally (3) Not often, but somewhat
(4) Often (5) Almost entirely

Entrepreneurial

self-confidence

I am confident that once customer demand is understood. I can fulfill it
more agilely than anyone else.

Even if existing companies obstruct in new markets, I am confident in
overcoming them and achieving successful entry and establishment.

Even if | become a latecomer, I am confident that I will quickly surpass
the early entrants.

Autonomy

When faced with important business decisions, I prefer to make my own
decisions and take responsibility for them.

Once I start something, I am determined to see it through, no matter the
obstacles.

I tend to execute any business ideas that come to mind.

Risk-taking

propensity

I am willing to embrace the significant risks associated with pursuing big
adventures if [ see substantial opportunities for business success.

Even if the future of a new venture appears uncertain, I believe in
enthusiastically diving in.

If I see a business opportunity, I think it is worth taking substantial
financial risks to pursue it.

Innovativeness

I believe that, even if the existing menu is successful, there comes a point
where it should be boldly replaced with new offerings.

I am inclined to effectively incorporate employees’ new ideas into
management.

Proactiveness

I have a talent for discovering and exploiting niche markets.
I excel at pioneering and leading in new trends.

I possess the talent to develop entirely new menus and introduce them to
customers, creating new demand.
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We conducted a confirmatory factor analysis (CFA) using AMOS to test convergent
and discriminant validity. The CFA model fit the data well (xz/df =2.014, p <.01, IFI = .931,
NFI = .872, CFI = .929, TLI = .899, and RMSEA = .064). All factor loadings of the
measurement items were significant (p <.001), supporting the convergent validity of the
constructs' measures (Comrey 1973). The average variance extracted (AVE) values
exceeded .5, indicating that the latent variables are highly reliable (Fornell and Bookstein
1982). As shown in Table 2, the square root of AVE is greater than any correlations among
the constructs, demonstrating sufficient discriminant validity. Additionally, all composite
reliability values for each construct exceed .60, suggesting that all constructs have sufficient

internal consistency (Bagozzi and Yi 1988).

Table 3 Results of confirmatory factor analysis

Standardized regression

Construct Items C.R. P-value
weights
1 0.738
2 0.831 11.005 *H*
Religiosity
3 0.692 9.613 ok
4 0.701 9.736 *kok
1 0.855
Entrepreneurial
2 0.826 12.658 *H*
self-confidence
3 0.571 8.892 ok
1 0.778
Autonomy 2 0.833 10.333 ok
3 0.587 8.463 *H*
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1 0.795

Risk-taking 2 0.682 8.595 sk
3 0.629 8.194 *ok %
1 0.574

Innovativeness s
2 0.848 6.731
1 0.766

Proactiveness 2 0.871 13.376 ek
3 0.82 12.855 * ok

Table 4 Average variance extracted and correlations between constructs and composite
reliability

RLG CFD ATN RTP INV PAT AVE CR.

Religiosity 728 530 818
entreprencurial g5k gog 686 864
self-
confidence
A 207* 431 807 652 846
utonomy
Risk-taking 006 269 233 747 559 790
Tnnovative- 194 524 440 533 785 617 757
ness
084*  476* 086 347 403 883 780 914

Proactiveness

Note. The values on the diagonal are the square roots of the AVE. Values below the diagonal represent
correlations between the constructs. * p <.01.
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4 Results

A test was conducted using structural equation modeling analysis with AMOS. The fit statistics
from this analysis indicated that the hypothesized model was a good fit for the data (x2/df =

2.436, p <.01, RMSEA = .076, NFI = .828, IFI = .891, TLI = .891, and CFI = .888).

The analysis results reveal that religiosity positively affects CSC (5 = .208, p = .009).
The path analysis shows that ESC positively affects autonomy (5 = .504, p <.000), risk-taking
(B =.419, p <.000), innovativeness (= .614, p <.000), and proactiveness (5 =.694, p <.000).
Therefore, we confirm that the data support all proposed hypotheses. Fig. 1 shows the results
of the hypothesis test, indicating that increased engagement and participation in religion
increase confidence in business operations, which, in turn, increases various entrepreneurial

spirit factors.

Entrepreneurial Orientation
Dimensions

- -~

Risk-taking
A22%5* propensity
Entrepreneurial

self-confidence

Religiosity

ek
601 Innovativeness

7034

Proactiveness

Fig. 1 Estimated model (***p<.001, *p<.01)

Table 5 Results of path coefficient
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Path

coefficient t-value S.E. p-value
Religiosity —>ESC 208 2.621 .050 .009
ESC —> Autonomy 498 5.547 115 roHE
ESC —> Risk-taking 422 4.638 120 ok
ESC —> Innovativeness .601 4.878 128 ok
ESC —> Proactiveness .703 7.851 11 ok

We examined the mediation effect of ESC on the relationship between religiosity and EO using
AMOS, and used bootstrapping with 5,000 samples to test the significance of the indirect effect,
as recommended by Hayes and Preacher (2008). The results for the total, direct, and indirect
effects are summarized in Table 6. The results show that while the total and direct effects are
not statistically significant, all indirect effects are. The indirect effect through ESC is
statistically significant, supporting the hypothesis that it fully mediates the relationship
between religiosity and EO. The results show that ESC acts as a full mediator in this
relationship, because the direct effect is not statistically significant, but the indirect effect is.
This suggests that the influence of religiosity on EO operates entirely through ESC, meaning

religiosity itself cannot directly enhance EO.

Table 6 Results of mediation test

. . Confidence
it ndepmden Mt o b enlos
LLCI ULCI
Entrepreneurial
i 510S] self- sk * sk
Autonomy Religiosity confidence .166 .104 .062 .016 121
Entrepreneurial
. . L self- o
Risk-Taking Religiosity confidence -.002 -.060 .058 .015 .109
Entrepreneurial
. L self- o
Innovativeness Religiosity confidence .100 .030 .070 .018 133
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Entrepreneurial

Proactiveness Religiosity consfiife_nce .092 -.011 102%* .023 185

We further examined whether our proposed model outperformed the best available rival
model. Based on previous research that applies structural equation modeling, we assessed the
models based on overall fit, the percentage of statistically significant parameters, and the
theoretical interpretation of the paths (Algesheimer et al. 2006). The rival model, shown in Fig.
2, includes a direct path from religiosity to autonomy, risk-taking, innovativeness, and
proactiveness, with confidence as the outcome variable. We selected this model for comparison
because it is considered the most realistic and conceptually reliable model available. The results
indicate that our proposed model fits the data better than the rival model does (y2/df = 3.080,
RMSEA = .091, NFI =.787, TLI = .786, RFI = .713, IFI = .845, and CFI = .841). In the path
analysis, out of eight paths in the model, only five were significant. In our proposed model, all
five paths (100%) were significant, compared to only 63% (five of eight) in the rival model.
Additionally, the standardized path coefficients in our model were higher than those in the rival
model. Therefore, we conclude that our proposed model is superior. The results also show that
increased engagement in religious activities and the strengthening of religious beliefs increase
confidence in possessing capabilities superior to those of competitors in the market, thus

strengthening the entrepreneurial mindset.
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___________ » non-significant

——» significant

Risk-taking
propensity

Entrepreneurial
self-confidence

Religiosity

Innovativeness

Proactiveness

Fig. 2 Results of path analysis for a rival model

5 Discussion and conclusion

5.1 Theoretical implications

The primary goal of this study was to address a gap in the existing literature related to the
effects of religiosity on entrepreneurship, specifically, among Christians and Buddhists in the
restaurant industry. Our findings show that participation in religious activities significantly
develops the EO dimensions of autonomy, risk-taking, innovativeness, and proactiveness,
within the restaurant service industry. Furthermore, the results indicate that the connection

between religion and each EO dimension is mediated by psychological capital, which is ESC.

The findings of this study offer significant theoretical implications for the relationship
between religion and entrepreneurship. First, a major contribution of this study to the literature
is its analysis of individual-level variables such as autonomy, risk-taking, innovativeness, and
proactiveness, whereas most research in this area focuses on country-level variables (Audretsch

et al. 2013; Henley 2017; Smith et al. 2021; Zelekha et al. 2014). In this context, Giacomin et
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al. (2023) emphasize the importance of analyzing individual-level data in studies of religion
and entrepreneurship, because this approach can expand our current macro-level understanding.
This study is particularly valuable, because it provides insights for relatively small businesses
by examining the entrepreneurial spirit of individual owners in the specific business field of
restaurants. This addresses a gap in the current literature that has overlooked the context of

individual business owners in the restaurant industry.

Second, we extend the Western-centric focus on religion and entrepreneurship studies
by including Buddhist samples. Researchers have argued the importance of broadening the
scope of study beyond Christianity. To address this, previous studies have included Muslims
(Giacomin et al. 2023; Kavas et al. 2020); however, studies that examine Buddhism in this
context are limited. By including various kinds of religion in this study, we enhance the

generalizability of the relationship between religiosity and EO dimensions.

Third, previous studies focused primarily on general industries, leaving a gap in
industry-specific knowledge about how religiosity affects the entrepreneurial mindset.
Recognizing this, we concentrate on the restaurant service industry, exploring how the level of
religious engagement influences entrepreneurial characteristics in various types of restaurants,
including Japanese, Korean, Western, and Italian. The restaurant sector, employing the largest
workforce share and significantly contributing to the national economies of many countries
(Lee et al. 2016), presents a critical area for examining factors that affect innovation and
entrepreneurship. Previous research has examined how to drive innovation and
entrepreneurship within this sector (Hu and Yuan 2020; Shah et al. 2023). Our findings show
that religiosity positively affects EO in the restaurant industry, thereby extending the existing

body of knowledge.

19



Previous research has highlighted the significance of religiosity in studies on individual
EO. It is important to understand how religious beliefs shape entrepreneurship. While religious
affiliation has received considerable attention in past studies, the effects of religiosity or
religious engagement on outcome variables remain less explored. A prior study emphasized the
need to examine the degree of religiosity to better understand how religion affects
entrepreneurship, noting that active engagement in religious practices and mere affiliation can
have different effects on developing entrepreneurial mindsets (Rietveld and Hoogendoorn
2022). This study aims to address this gap by analyzing the degree of religiosity and its
relationship with EO dimensions. Our analysis reveals that religiosity positively affects various
dimensions of EO, including autonomy, risk-taking, innovativeness, and proactiveness. The
findings highlight the significant role of religiosity as social capital, which can enhance
entrepreneurial mindsets (Maselko et al. 2011). Additionally, our study shows that the positive
relationship between religiosity and EO dimensions is mediated by personal psychological
capital, namely, ESC. These results demonstrate a close relationship between available social

capital and personal psychological capital, thus enriching the existing literature.

5.2 Practical implications

The findings of this study offer practical implications for the restaurant industry, part of the
service sector known for its relatively low entry barriers in terms of startup costs and required
expertise, but also being highly competitive and labor-intensive (Forbes 2020). Successful
startups and operations in this field require thorough preparation, and entrepreneurship support
programs need to be delivered more effectively. These results suggest several implications for
policies that support entrepreneurship in the restaurant service industry. The finding that higher

engagement in religious activities significantly improves EO can be used to develop more
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effective entrepreneurship support programs. Many entrepreneurship support centers primarily
provide technical knowledge on entrepreneurship, operational strategies, resources, and
funding. This support is often segmented based on the specific business field or category that
the entrepreneurs intend to enter. However, by using individual religious backgrounds, we can
devise tailored support programs. For example, forming entrepreneurial communities or
mentoring programs based on the religious backgrounds of entrepreneurs could enhance their
religious bonds and beliefs, ultimately leading to improved EO. Community activities and
mentoring based on the same religion can significantly and positively affect not only the
technical aspects of business, but also mental support, further enhancing engagement in

religion and strengthening the entrepreneurial spirit.

Stronger social support relationships are established by enabling individuals to share
religious experiences and engage in activities together via community or mentoring programs.
Furthermore, participation in religious activities standardized within a program is further
enhanced. Moreover, when industries in the community organize their activities into small
groups of similar members, this organization directly benefits the business. Relationships
formed through religious-based communities or networks can evolve into valuable business
partnerships, rooted in strong trust. Such tailored communities or networks not only enhance
EO, but also positively affect practical business outcomes. This, in turn, strengthens

engagement with and loyalty to the religious community, creating a virtuous cycle.

Several countries, including the United States, Israel, and Singapore, operate start-up
support centers to revitalize their start-up ecosystems. In economically developed countries,
there is a trend toward establishing infrastructure to support local start-ups. Within such
environments, the Entrepreneurship Support Center can run linked start-up programs that

encourage members of local religious organizations, such as churches, to engage in
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entrepreneurship. In relation to major religious facilities corresponding to the scale of each
region, it is feasible to implement programs that offer information on start-ups and operations,
focusing on members who actively participate in religious activities. These programs can
enable participants to express their entrepreneurial spirit by increasing confidence and a
willingness to take on the challenge of starting a new business. If this connection demonstrates
positive effects on start-ups or practical business management, it could result in increased
royalties for religious organizations. In essence, this connection could significantly benefit

religious organizations by enhancing their human and economic capabilities.

Lastly, the findings of this study are applicable to both individual entrepreneurship and
organizational perspectives. EO is essential for individual entrepreneurs, corporations, and
organizations alike. Corporate entrepreneurship (i.e., EO within companies) shows that the
entrepreneurial spirit of individual members significantly affects the performance and growth
of the company (Petzsche et al. 2023; Reibenspiess et al. 2022). Companies should encourage
their employees to think and act like entrepreneurs within their organizations. This involves
creating a work environment and culture that allows employees to propose and implement
creative and innovative ideas across different corporate activities. Additionally, companies
should support the formation of religious communities among their employees and promote a
corporate culture that encourages individual religious activities. While many companies are
investing more in improving employee welfare and working environments, support programs
for religious activities or spiritual enhancement are still insufficient. Increased support for
religious beliefs and engagement can be expected to affect innovative mindsets and increase a

sense of responsibility related to organizational tasks.

5.3 Limitations and future research
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The present study has several limitations. First, it focuses on the restaurant industry in South
Korea when examining religious engagement, which limits the ability to generalize the findings
across different industries and cultures. Because the country and religion are closely
intertwined, variations are expected in cases such as Hinduism in India and Islam in the Middle
East, where each country has a representative religion. Additionally, the cultural characteristics
of a country can greatly affect the encouragement and development of entrepreneurship. For
example, there may be differences in entrepreneurship development between the West, which
values individual growth and individualism, and the East, which values the interests of groups
and collectivism. As such, future research should conduct more in-depth comparative analyses
with different cultures in various countries to better generalize the relationship between

religiosity and EO.

Second, future research should conduct comparative studies among major religions
such as Christianity, Catholicism, and Buddhism. Each religion emphasizes different attitudes
and values in life, which are expected to affect entrepreneurial characteristics differently

(Henley 2017). Such studies would provide a deeper understanding of the role of religiosity.

Third, this study extends beyond mere religious affiliation to examine the relationship
between the degree of religiosity and EO dimensions. We define religiosity using the concept
of institutional religion from social and behavioral perspectives, although previous research
suggests treating religiosity as a multi-dimensional variable to better understand its influences.
Giacomin et al. (2023) analyze believing, behaving, belonging, and bonding as four distinct
dimensions of religiosity, each of which could affect the EO dimensions differently. Therefore,
future studies should explore these dimensions of religiosity. Measuring religiosity in multiple

dimensions, such as faith, religious values, and social capital, would enable a more thorough
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analysis and clarify the relationship between religion and entrepreneurship, and thus the

relationship between religiosity dimensions and EO.

Lastly, the current study uses a self-reported survey method with cross-sectional data
collection, which is subject to biases that may affect the accuracy of the data. Measuring shifts
in mindset and values influenced by religion using multiple-choice questions is challenging.
Additionally, the degree of religious belief evolves over time, which can also alter its effect.
Future studies could benefit from more controlled experimental research designs to produce
more accurate findings. Moreover, the cross-sectional survey method may have limitations in
establishing causal relationships between variables. Future studies should address this by
incorporating qualitative research methods, such as in-depth interviews and observations, or
longitudinal study designs to provide deeper insights into the relationship between religiosity

and EO.

24



References

Ahmad Y, Saeid K, Mina S, Pouria A (2024) The effect of environmental sustainability
orientations and entrepreneurial orientations on the performance of greenhouses. Sci Rep

14: 2095. https://doi.org/10.1038/s41598-024-52062-y

Alemayehu BZ, Steffens P, Gordon SR (2023) The formation and role of religious social capital
in driving entrepreneurial action.J Bus Ventur Insights 20: e00426.

https://doi.org/10.1016/j.jbvi.2023.e00426

Algesheimer R, Dholakia UM, Herrmann A (2005) The social influence of brand community:
evidence from European car clubs. J Mark 69(3): 19-34.

http://www.jstor.org/stable/30162054

Anggadwita G, Ramadani V, Permatasari A (2021) Key determinants of women’s
entrepreneurial intentions in encouraging social empowerment. Serv Bus 15: 309-334.

https://doi.org/10.1007/s11628-021-00444-x

Arroyo-Vazquez M, van der Sijde P, Jiménez-Saez F (2010) Innovative and creative
entrepreneurship  support services at universities. Serv Bus 4: 63-76.

https://doi.org/10.1007/s11628-009-0084-4

Astrachan JH, Binz Astrachan C, Campopiano G, Bau M (2020) Values, spirituality and
religion: family business and the roots of sustainable ethical behavior. J Bus Ethics 163:

637—-645. https://doi.org/10.1007/s10551-019-04392-5

Audretsch DB, Bonte W, Tamvada JP (2013) Religion, social class, and entrepreneurial

choice. J Bus Ventur 28: 774-789. https://doi.org/10.1016/j.jbusvent.2013.06.002

25



Audretsch DB, Obschonka M, Gosling SD, Potter J (2017) A new perspective on
entrepreneurial regions: linking cultural identity with latent and manifest entrepreneurship.

Small Bus Econ 48: 681-697. https://doi.org/10.1007/s11187-016-9787-9

Bagozzi RP, YiY (1988) On the evaluation of structural equation models. J Acad Mark Science

16: 74-94. https://doi.org/10.1007/BF02723327

Betakova J, Okreglicka M, Haviernikova K (2021) Entrepreneurial orientation of male and

female entrepreneurs in small firms. TEM J 10: 1307-1313.

Block J, Fisch C, Rehan F (2020) Religion and entrepreneurship: a map of the field and a
bibliometric analysis. Manag Rev Q 70: 591-627. https://doi.org/10.1007/s11301-019-

00177-2

Comrey AL (1973). A first course in factor analysis. New York, NY: Academic Press.

Covin JG, Slevin DP (1989) Strategic management of small firms in hostile and benign

environments. Strateg Manag J 10: 75-87. https://doi.org/10.1002/smj.4250100107

Covin JG, Slevin DP (1991) A conceptual model of entrepreneurship as firm behavior. Entrep

Theory Pract 16(7): 7-25. https://doi.org/10.1177/104225879101600102

De Wit G, De Kok J (2014) Do small businesses create more jobs? New evidence for

Europe. Small Bus Econ 42: 283-295. https://doi.org/10.1007/s11187-013-9480-1

Deller SC, Conroy T, Markeson B (2018) Social capital, religion and small business activity. J

Econ Behav Organiz 155: 365-381. https://doi.org/10.1016/j.jebo.2018.09.006

Di Pietro F, Masciarelli F (2021) The effect of local religiosity on financing cross-regional
entrepreneurial projects via crowdfunding (Local religiosity and crowdfinancing). J Bus

Ethics 178: 429-443. https://doi.org/10.1007/s10551-021-04805-4

26



Dodd SD, Seaman PT (1998) Religion and enterprise: an introductory exploration. Entrep

Theory Pract 23: 71-86. https://doi.org/10.1177/104225879802300104

Farmaki A, Altinay L, Christou P, Kenebayeva A (2020) Religion and entrepreneurship in
hospitality and tourism. Int J Contemp Hosp Manag 32: 148—-172. DOI 10.1108/IJCHM-

02-2019-0185

Forbes (2020) Restaurant revolution: how the industry is fighting to stay alive.
https://www.forbes.com/sites/hbsworkingknowledge/2020/08/10/restaurant-revolution-

how-the-industry-is-fighting-to-stay-alive/

Fornell C, Bookstein FL (1982) Two structural equation models: LISREL and PLS applied to

consumer exit-voice theory. J Mark Res, 19: 440-452. https://doi.org/10.2307/3151718

Ganzin M, Islam G, Suddaby R (2020) Spirituality and entrepreneurship: the role of magical
thinking in  future-oriented  sensemaking. @ Organ  Stud 4:  77-102:

https://do1.org/10.1177/0170840618819035

Gelaidan HM, Abdullateef AO (2017) Entrepreneurial intentions of business students in
Malaysia: the role of self-confidence, educational and relation support. J Small Bus Enterp

Dev 24: 54-67. https://doi.org/10.1108/JSBED-06-2016-0078

Giacomin O, Janssen F, Shinnar RS, Gundolf K, Shiri N (2023) Individual religious affiliation,
religiosity and entrepreneurial intentions among students in four countries. Inter Small

Bus J 41: 318-346. https://doi.org/10.1177/02662426221097910

Godwin JL, Neck CP, D’Intino RS (2016) Self-leadership, spirituality, and entrepreneur
performance: a conceptual model.J Manag Spirit Relig 13: 64-78.

https://doi.org/10.1080/14766086.2015.1122546

27


https://doi.org/10.1108/JSBED-06-2016-0078
https://doi.org/10.1080/14766086.2015.1122546

Henley A (2017) Does religion influence entrepreneurial behavior? Inter Small Bus J 35: 597—

617. https://doi.org/10.1177/0266242616656748

Hu MM, Yuan Y (2020) Constructing the assessment scale of youth’s restaurant
entrepreneurship  competency: the case of Taiwan. Sage Open: 1-18.

https://doi.org/10.1177/2158244019900566

Jeong E., Yoo H (2022) A systematic literature review of women in social entrepreneurship.

Serv Bus 16: 935-970. https://doi.org/10.1007/s11628-022-00512-w

Judge WQ, Douglas TJ (2013) Entrepreneurship as a leap of faith. ] Manag Spirit Relig 10:

37-65. https://doi.org/10.1080/14766086.2012.758047

Kavas M, Jarzabkowski P, Nigam A (2020) Islamic family business: the constitutive role of
religion in business. ] Bus Ethics 163: 689-700. https://doi.org/10.1007/s10551-019-

04384-5

Koellinger PD, Roy Thurik A (2012) Entrepreneurship and the business cycle. Rev Econ Stat

94: 1143-1156. https://doi.org/10.1162/REST_a_00224

Krueger NF, Brazeal DV (1994) Entrepreneurial potential and potential entrepreneurs. Entrep

Theory Pr 18: 91-103. https://doi.org/10.1177/104225879401800307

Kumar S, Sahoo S, Lim WM, Dana LP (2022) Religion as a social shaping force in
entrepreneurship and business: insights from a technology-empowered systematic
literature review. Technol Forecast Soc Change 175: 121393.

https://doi.org/10.1016/j.techfore.2021.121393

Lee C, Hallak R, Sardeshmukh SR (2016) Innovation, entrepreneurship, and restaurant
performance: a higher-order structural model. Tour Manag 53: 215-228.

https://doi.org/10.1016/j.tourman.2015.09.017
28


https://doi.org/10.1162/REST_a_00224

Lee SM, Lim S (2008) Entrepreneurial orientation and the performance of service business.

Serv Bus 3: 1-13. https://doi.org/10.1007/s11628-008-0051-5

Lee S, Peterson S (2000) Culture, entrepreneurial orientation, and global competitiveness. J

World Bus 35: 401-416. https://doi.org/10.1016/S1090-9516(00)00045-6

Lim S, Envick B (2011) Gender and entrepreneurial orientation: a multi-country study. Inter

Entrep Manag J 9: 465-482. https://doi.org/10.1007/s11365-011-0183-2

LiuZ, Xu Z, Zhou Z, Li 'Y (2019) Buddhist entrepreneurs and new venture performance: the
mediating role of entrepreneurial risk-taking. Small Bus Econ 52: 713-727.

https://doi.org/10.1007/s11187-017-9981-4

Lumpkin GT, Dess GG (1996) Clarifying the entrepreneurial orientation construct and linking
it to performance. Acad Manag Rev 21: 135-172.

https://doi.org/10.5465/amr.1996.9602161568

Luthans F, Luthans KW, Luthans BC (2004) Positive psychological capital: beyond human and

social capital. Bus Horiz 47: 45-50. http://dx.doi.org/10.1016/j.bushor.2003.11.007

Martins I, Monsalve J, Martinez A (2018) Self-confidence and fear of failure among university
students and their relationship with entrepreneurial orientation: evidence from Colombia.
Academia  Revista  Latinoamericana de  Administracion  31:  471-485.

https://doi.org/10.1108/ARLA-01-2018-0018

Maselko J, Hughes C, Cheney R (2011) Religious social capital: its measurement and utility in
the study of the social determinants of health. Soc Sci Med 73: 759-767.

https://doi.org/10.1016/j.socscimed.2011.06.019

Miller D (1983) The correlates of entrepreneurship in three types of firms. Manag Sci 29: 770—

791. https://doi.org/10.1287/mnsc.29.7.770
29



https://doi.org/10.1007/s11187-017-9981-4
https://doi.org/10.5465/amr.1996.9602161568
https://doi.org/10.1287/mnsc.29.7.770

Moreno J, Castillo L, Masere E (2007) Influence of entrepreneur type, region and sector effects
on business self-confidence: empirical evidence from Argentine firms. Entrep Reg Dev

19: 25-48. https://doi.org/10.1080/08985620601043372

Neubert MJ, Dougherty KD (2018) Innovative work and worship contexts and their
associations with regulatory focus mindset and nascent hybrid entrepreneurship. In: Ewest
T. (ed) Faith and work: Christian perspectives, research and insights into the movement.

Baptist University Press, Houston.

Neumann T (2021) The impact of entrepreneurship on economic, social and environmental
welfare and its determinants: a systematic review. Manag Rev Q 71: 553-584.

https://doi.org/10.1007/s11301-020-00193-7

Petzsche V, Rabl T, Franzke S, Baum M (2023) Perceived gain or loss? How digital affordances
influence employee corporate entrepreneurship participation likelihood. Europe Manag J

20: 188-209. https://doi.org/10.1111/emre.12530

Reibenspiess V, Drechsler K, Eckhardt A, Wagner HT (2022) Tapping into the wealth of
employees’ ideas: design principles for a digital intrapreneurship platform. Info Manag

59:103287. https://doi.org/10.1016/1.im.2020.103287

Rietveld CA, Hoogendoorn B (2022) The mediating role of values in the relationship between
religion and entrepreneurship. Small Bus Econ 58: 1-27. https://doi.org/10.1007/s11187-

021-00454-z

Piperopoulos P, Dimov D (2015) Burst bubbles or build steam? Entrepreneurship education
entrepreneurial self-efficacy, and entrepreneurial intentions. J Small Bus Manag 53: 970-

985. doi: 10.1111/jsbm.12116

30



Pittaway L, Rodriguez-Falcon E, Aiyegbayo O, King A (2011) The role of entrepreneurship
clubs and societies in entrepreneurial learning. Int Small Bus J 53: 37-57.

https://do1.0org/10.1177/0266242610369876

Shah P, Dhir A, Josh R, Tripathy N (2023) Opportunities and challenges in food
entrepreneurship: in-depth qualitative investigation of millet entrepreneurs. J Bus Res 155:

113372. https://doi.org/10.1016/j.jbusres.2022.113372

Simén-Moya V, Revuelto-Taboada L, Ribeiro-Soriano D (2012) Are success and survival
factors the same for social and business ventures? Serv Bus 6: 219-242.

https://doi.org/10.1007/s11628-012-0133-2

Smith BR, McMullen JS, Cardon MS (2021) Toward a theological turn in entrepreneurship:
how religion could enable transformative research in our field. J Bus Ventur 36: 106139.

https://doi.org/10.1016/j.jbusvent.2021.106139

Shepherd DA, Williams T, Patzelt H (2015). Thinking about entrepreneurial decision making:
Review and research agenda. J Manag 41(1): 11-46. https://doi.org/

10.1177/0149206314541153

Stajkovic AD, Luthans F (1998) Self-efficacy and work-related performance: a meta-analysis.

Psychol Bull 124: 240-261. https://psycnet.apa.org/doi/10.1037/0033-2909.124.2.240

Stoica O, Roman A, Rusu VD (2020) The nexus between entrepreneurship and economic
growth: a comparative analysis on groups of countries. Sustainability 12: 1186.

https://doi.org/10.3390/sul12031186

Tarabishy A, Solomon G, Fernald L, Saghkin M (2005) The entrepreneurial leader’s impact on

the organization’s performance in dynamic markets. J Priv Equity 8: 20-29.

31


https://doi.org/10.1016/j.jbusvent.2021.106139

Van Buren III HJ, Syed J, Mir R (2020) Religion as a macro social force affecting business:
concepts, questions, and future research. Bus Soc 59: 799-822.

https://do1.0org/10.1177/0007650319845097

Waulandari R (2023) Entrepreneurial orientation in faith-based nonprofit organizations: the
crucial role of collaboration, and interpersonal and managerial skills. Int J Relig Sprit Soc

12: 57-81. DOI:10.18848/2154-8633/CGP/v13102/57-81

Zelekha Y, Avnimelech G, Sharabi E (2014) Religious institutions and entrepreneurship. Small

Bus Econ 42: 747-767. https://doi.org/10.1007/s11187-013-9496-6

Zhang, Z, Chun D (2018) Becoming entrepreneurs: How immigrants developed entrepreneurial
identities. Int J of Ent Beh Res 24(5): 947-970. https://doi.org/10.1108/ijebr-07-2016-

0214

32


https://doi.org/10.1007/s11187-013-9496-6

