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Abstract
Purpose - The study explores creativity as a mediator in the impact of proactive personality on
customer orientation in light of Allport’s trait theory, 1961.
Methodology/Design - The study was conducted in four- and five-star hotels in a destination resort,
Cesme, Izmir. The data was obtained via a questionnaire. 194 valid questionnaires were subjected
to reliability and validity test. The hypothesized relationships were tested by regression.
Findings - The results show that although proactive personality increases hotel employees’
creativity, proactive personality decreases their customer-oriented behavior. In addition, the results
show that employee creativity has a partial mediating effect on the relationships between proactive
personality and customer orientation.
Originality of the research - The results can contribute to the literature on customer orientation
in the hospitality industry and assist hoteliers in hiring the right employee. They offer practical
implications to encourage the proactive and creative tendencies of their current employees.
Keywords proactive personality, creativity, customer orientation, hotels

INTRODUCTION
The concept of customer orientation has drawn great attention of researchers in tourism
(Grissemann et al. 2013; Li Sa et al. 2020; Zhang et al. 2021; Tajeddini 2010). In today’s
competitive business environment, hotels are supposed to find ways to promote service
innovation and improvement in order to create customer value (Tang 2014). Being guest
centric in business strategies and decision-making process is important for the success
of hotels (Grissemann et al. 2013). It benefits hotels in terms of innovativeness, financial
performance, reputation, and guest retention (Grissemann et al. 2013). In hospitality
industry, both customers and service providers relationship impact a hotel’s innovation
skills and successful performance (Tajeddini and Trueman 2012). Therefore employees’
understanding the needs of customers and serve accordingly with enjoyment are two
important issues of customer focus (Brown et al. 2002).
The self-confidence, self-efficacy, and intrinsic motivation of proactive employees lead
them to exert more effort in the process of achieving customer satisfaction goals, and
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thus, it is possible to reach a higher level of customer focus (Yan et al. 2021). Active,
future- oriented proactive employees that act in advance with an intended impact
can handle the emotional demands of customer- service provider interaction at the
hospitality industry (Loi et al. 2016) and place greater emphasis on customer satisfaction
and show less corner-cutting behaviors (Yan et al. 2021). Kim et al. (2010) suggest that
proactive personality is also linked to employee creativity which results in innovation.
An intrinsically motivated employee with a proactive personality shows a highly creative
behavior (Horng et al. 2016). Creativity of front-line employees at hotels promotes
customer-oriented boundary spanning behaviors, including external representation,
internal influence, and service delivery (Chien et al. 2021).
The study aims to identify the proposed relationships via drawing on the Trait Theory
by Allport (1961). The theory suggests that the human itself was purposive, future
oriented, goal striving, and self- directing (Pervin 1994). It also emphasizes that traits
are expression of personality and shape human behavior. They are comparably stable
over time and show individual characteristics (Novikova 2013). With appropriate stimuli
behaviors, the true nature of the person can emerge. Based on Trait Theory, personality
traits of an employee potentially influence the behaviors in the organization (Hee and
Johari 2014). Personality matters as a predictor of various work behaviors (Barrick
2005). Accordingly, Brown et al. (2002) suggest that employee’s degree of customer
orientation is influenced by the personality traits. Kuşluvan and Eren (2011) indicate
that the service habits of employees are related to their personality traits. Proactivity as
a personality trait therefore can drive the behavior of creativity (Du et al. 2021, Horng et
al. 2016) and then customer orientation (Hee and Johari 2014).
The study generally aims to examine creativity as a mediator in the impact of proactive
personality on customer-orientation in the light of trait theory by Allport (1961). The
specific aims are: (1) to examine the effects of proactive personality on creativity; (2) to
test the effects of creativity of the employees on their customer-oriented behaviors.; (3)
to test the effects of the proactive personality of employees on their customer-oriented
behaviors: (4) to test the mediation effect of creativity of employees between proactive
personality of employees and their customer-oriented behaviors. The study takes place
in Turkey where tourism industry is of immense importance. Based on the results of
World Economic Forum Travel & Tourism Competitiveness Index 2019 Turkey ranks
71st among 140 countries in terms of degree of customer orientation (WEF 2019).
Therefore, it is crucial to understand the concept of customer-orientation behaviors of
the employees and its antecedents from the point of trait theory at Turkish hotels as
employees are placed more important in competitive differentiation (Bettencourt et al.
2001). Thus, the results can expand the hospitality literature on customer orientation
and guide the hoteliers in the hiring process of the right employee and offer practical
implications to foster the proactive and creative tendencies of their current employees.
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1. LITERATURE REVIEW
1. 1. Proactive Personality
Proactive personality, first defined by Bateman and Crant (1993), is a behavioral
phenomenon that affects the individual and his/her environment by leading to change.
Bateman and Crant (1993) stated that those with proactive personality are individuals
who foresee the future, act against potential problems and opportunities and create
meaningful change. On the other hand, non-proactive individuals act exact opposite of
these behaviors (Crant 1995). Proactive behavior of their employees is important for
businesses in today’s rapidly changing business world. Because it includes self-initiated
future-oriented behaviors for change in subjects such as taking responsibility, proactive
problem solving, using personal initiative, arranging work, and providing feedback to
improve individuals’ working methods (Parker et al. 2011). Fuller and Marler (2009)
in their meta-analysis, found that employees with proactive personalities provide
higher positive output in the workplace both individually and organizationally. The
studies also show that proactive personality has positive relationship with performance
in the workplace (Bakker et al. 2012), creativity (Kim et al. 2010), career success
(Fuller and Marler 2009), work dedication (Yang et al. 2017) and learning motivation
(Vignoli and Depolo 2019). Due to the labor-intensive nature of the hospitality industry,
quality service provision is largely linked to the knowledge, skills, and attitudes
of the employees. Attitudes and behaviors of employees have a positive effect on
customer satisfaction (Nunkoo et al. 2020), while personnel quality can increase the
competitiveness of the business (Chen 2013). At this point, proactive employees are
important for hotel businesses. Quality service delivery requires employees to establish,
develop and maintain positive relationships with colleagues and customers (Chen 2016).
The contact that proactive employees establish with their environment has a positive
effect that accelerates their achievement of performance goals (Thompson 2005). In
addition, employees with this qualification tend to do whatever is necessary for greater
performance (Bergeron et al. 2014) and improve (shape) their work environment by
participating in personal development activities (Shea-Van Fossen and Vredenburgh
2014). At this point, hotels, which must cope with the increasing competition brought by
technological developments and constantly changing customer demands, increasingly
need proactive employees.
1.2. Employee Creativity Behaviors
With increasing national and global competition, the dynamic market structure brings
along a steady and forward-looking innovation demand. Thus, the concept of creativity
has drawn attraction in literature as a critical issue in developing innovation. Today,
managers expect employees to be more creative in the workplace. Amabile (1988)
defined creativity as new and useful (profitable) ideas that generated by an individual with
other individuals or groups who works together. Creativity depends on the individual’s
creative thinking, specialization, skills, and experience. Employee creativity requires a
high level of intellectual knowledge and experience (Shafi et al. 2020). Curiosity, on the
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other hand, supports creative behavior and idea generation as a source of motivation
(Chang and Shih 2019). Individuals with personality traits associated with creativity
are likely to perform better and produce new products (Oldham and Cummings 1996).
However, it is not possible to limit creativity only to the personal characteristics of
employees. Creativity is a result of personal characteristics as well as organizational
factors and the interaction between these two component (Shalley et al. 2004). Apart
from personal characteristics, job design (Oldham and Baer 2012), stress (compelling
and disabling stressors) (Hon et al. 2013), leadership (Amabile et al. 2004; Hughes et
al. 2018), reward (Eisenberger and Byron 2011), conflict in the workplace (Pitafi et al.
2020), organizational support (Tsai et al. 2015) are factors associated with creativity.
An individualized and selective management approach should be adopted to increase
creativity in the workplace (Oldham and Cummings 1996). Creativity in the tourism and
hotel industry can be developed by hiring passionate and talented individuals, supporting
new ideas, and providing a physical environment and working conditions that encourage
creativity (Horng et al. 2016).
1.3. Customer Orientation
The concept of customer orientation took place in the marketing literature with Levitt
(1960) seminar paper called marketing myopia. In his paper Levitt criticized the fact that
businesses are in a position to provide products and product-oriented to customers rather
than serving them and based on the marketing concept of Drucker (1954). He separated
the marketing function from the sales function. Levitt’s work was incomplete in terms of
applications for the service sector. Customer Relationship Management (CRM) (Buttle
2008), which has a strategic approach and focuses on technology-supported functional
practices (Payne and Frow 2006), could be a step towards filling this deficiency (Duffy
et al. 2020). According to Narver and Slater (1990) customer focus is defined as “the
sufficient understanding of one’s target buyers to be able to create superior value for
them continuously”. Two different dimensions of customer focus can be mentioned, the
first is the “needs” dimension, which includes understanding the needs of customers
and the willingness to fulfill them, and the second is the “enjoyment” dimension, which
conveys the pleasure of the employees in dealing with the customer (Brown et al. 2002).
Although customer orientation is different from “customer-led” and “market orientation”
in terms of definition and concept, it is often used interchangeably in practice. Market
orientation includes the adoption of a strategic approach focused on long-term needs
and desires and profitability in the decision-making process and is explained together
with behavioral components such as customer orientation, competitor orientation, interfunctional orientation (Duffy et al. 2020; Narver and Slater 1990).
Employees working on the frontline and in-service positions in the service sector
often have improvised and unpredictable relationships. This situation emphasizes the
importance of the personality structure of the employees. This study assumes that
creative and proactive personality structures influence customer orientation. Creative
personalities of employees play an important role in establishing these relationships
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correctly and reducing customer complaints (Hochschild 1983). According to Moon et al.
(2019), there is a positive relationship between creativity and customer-orientation. Also
to the proactive motivation model, proactive personality structure can affect employees’
behavior (Parker et al. 2010). Yan et al. (2021) pointed out that proactive employees can
be more customer-oriented and avoid negative behaviors thanks to their high sense of
self-efficacy (Seibert et al. 1999) and commitment to their goals (Newman et al. 2017).
2. HYPOTHESES DEVELOPMENT
Trait Theory assumes that a person’s behavior will be formed in a way that is consistent
with their own personality traits (Allport 1961). The tendency of employees to serve is
related to their personality traits (Kuşluvan and Eren 2011). Empirical studies suggested
that personality traits are related to customer-oriented behaviors (Barrick 2005; Brown
et al. 2002; Chu-Mei and Kuang-Jung 2006). Employees with proactive personality
traits tend to maintain control over their work and create circumstances for individual
effectiveness (Valls et al. 2020). Therefore, the main underlying reason is that proactive
personality directs employees to identify customers’ needs and better meet each
customer’s needs in order to ensure customer satisfaction and maintain control over their
work (Brown et al. 2002). We thus predict the following:
H1. Proactive personality of employees positively affects their customer-oriented
behaviors.
There are some studies explaining creativity with personality traits (Baas et al. 2013;
Batey and Furnham 2006). One of these personality traits is the proactive personality.
Proactive personality refers to active role tendencies of individuals, such as initiating
change and influencing their environment (Bateman and Crant 1993). Proactive people
initiate change, take risks, and persevere to achieve their goals (Crant 2000); they seek
new information and applications to improve their performance (Bateman and Crant
1993). Employee creativity helps organizations gain competitive advantage, be successful
in the long run, and survive (Oldham and Cummings 1996). Creativity of employees is
explained as creating value, developing new , ideas, goods and services, methods, and
processes by employees working together in a complex social system (Woodman et al.
1993). Early studies have focused on the antecedents of creativity and found out that it
is particularly affected by personality traits (Oldham and Cummings 1996; Zhou 2003).
Kim et al. (2009) and Kim et al. (2010) indicated that proactive personality is associated
with employee creativity. Based on the explanations and empirical research results, H2
is recommended.
H2. Proactive personality of employees positively affects their creativity.
Customer-oriented behavior is the ability of employees to help customers by displaying
extra role behaviors to increase customer satisfaction (Stock and Hoyer 2005). Employees
who are committed to the values of the organization tend to show customer-oriented
behaviors to achieve the goals of the organization (Chien et al. 2021). In order to do this,
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they use their talents, skills, knowledge, experience and creativity to increase customer
satisfaction (Keh et al. 2013). For this reason, employees with creative features are
expected to show customer-oriented behaviors. We thus predict the following:
H3. Creativity of employees positively affects their customer-oriented behaviors.
Creative behaviors go beyond familiar practices in solving customer problems and
meeting their needs, allowing employees to take initiative and try different methods.
For this reason, the creative behaviors of the employees in hotel businesses are accepted
as an important input for increasing customer satisfaction and organizational efficiency.
Proactive individuals can be open to changes positively (Parker et al. 2006). These
individuals attempt to identify growth opportunities and make meaningful changes
(Crant 2000). Therefore, proactive people take responsibility by displaying creative
behaviors to solve problems and develop new procedures.
From the perspective of the trait theory, it is accepted that employees with proactive
personality traits have a high tendency to serve. Proactive employees strive to positively
affect customer experiences in their organizations. This results in customer-oriented
service delivery in hotel businesses. The proactive behavior characteristics of employees
are to strive to shape the future instead of showing instant trouble shooting behaviors.
Employees with these characteristics prefer to engage in regulatory activities to increase
customer satisfaction, rather than trying to fix the negative impacts of low customer
satisfaction.
Creativity is accepted as a personality trait that enables employees to try the untested
and develop novel solutions and processes. In addition, creative workers are motivated
to create new ideas for business processes (Parker and Collins 2010). Creativity towards
customers also provides an increase in customer-oriented behaviors. In summary,
employee creativity acts as a mediator in the customer-focused behavior of proactive
employees. Thus, we hypothesize the following:
H4. Creativity of employees mediates the relationship between proactive personality of
employees and their customer-oriented behaviors.
Figure 1: Hypothesized model
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3. METHOD
3.1. Measures
The self-reported questionnaire in the study consisted of multi-item three scales (proactive
personality, employee creativity, customer orientation) and demographic questions. The
nine-item proactive personality scale (α = 0.87) by Bateman and Crant (1993) validated
in Turkish by Akgunduz et al. (2017) was used to test employees’ proactive personality
traits. The employee creativity scale (α = 0.87) developed by Jaiswal and Dhar (2015) had
4 statements based on the self-reports of employees’ own creativity. The validated Turkish
form by Akgunduz et al. (2017) was used in the study. For customer orientation scale (α
=0.96), three items were adopted from Dean (2007). The responses were measured on a
five-point Likert scale ranging from ‘strongly disagree (1) to strongly agree (5). In the
last part of the survey instrument the employees were asked to share their demographic
features such as age, gender, education, department, and job experience. Before the
application of the questionnaires to the target respondents, a pilot test was conducted
with a different sample of seventy-nine hotel employees and the results showed that the
statements in the questionnaires were clearly understood.
3.2. Sample and Procedures
The universe of the study was hotel employees working in Cesme, Izmir, Turkey. Firstly,
in order to get the formal approval from hotel human resources managers, the aim and
scope of the study was shared with the parties. After approval, 250 questionnaires were
distributed to hotel employees by their human resources supervisor due to the COVID-19
precautions and received two weeks later. In the data collection period convenience
sampling was used. 194 fully completed questionnaires were taken into data analysis
after the elimination of the invalid ones. Regarding the demographics of the participants
117 were male (61%) and 75 were female (39%). 94 had university degree (49%), most
were aged between 25 and 34 years (44%). 107 participants had 5 years and above sector
experience (Table 1).
Table 1: Demographic profile of participants (n = 194)
Gender
Male
Female

N
117
75

%
60.9
39.1

Education
12 Years
Associate Degree
Bachelor’s Degree
Postgraduate

N
54
45
89

%
28.1
22.9
46.4

Age
18-24
25-34
35-44

N
60
86
35

%
30.9
44.3
18

5

2.6

45-54

9

4.6

54 or 4
above

2.1
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Department

N

%

Work Experience

F&B

54

27.8

Management

39

20.1

Less than
year
1 – 5 years

Rooms

72

37.1

More than 5 years 107

Engineering & 11
Maintenance
HR
4

2.1

Missing

7.2

14

N

one 18
68

%
9.3
35.2
55.4

5.7

3.3. Data Analysis
In the analysis, the data set met the assumptions of parametric tests except customer
orientation scale. Logarithm (Lg10(b-x)b transformation type was used to obtain normal
distribution. All skewness and kurtosis test values are within acceptable limits (Brown
2006). Exploratory factor analysis was used to determine the factor structure of the
scales via principal component analysis and direct oblimin rotation technique with an
eigenvalue statistic greater than one. Correlation analysis was used to determine the
relations between the study constructs and regression analysis was used for the direction
of the effect between constructs. The Cronbach Alpha value was used as a criterion in the
reliability analysis of the study.
4. RESULTS
Table 2 shows the factor analysis results for the scales in the study. Five items of the
proactive personality scale were excluded because the assumption that each dimension
consists of at least three items, item factor loads are at least 0.40 and the load difference
between the overlapping items is 0.10 was not met (Hair et al. 2010). These items
are “I am constantly on the lookout for new ways to improve my live.”, “Nothing is
more exciting than seeing my ideas turn into reality.”, “I excel at identifying opportunity
long before others can happen.”, “I am always looking for better ways to do things.”,
and “Wherever I have been, I have been a powerful force for constructive change.”
respectively.
To EFA results, the scales’ KMO and Bartlett’s test of sphericity values were significant.
Total explained variance of employee creativity was 46%. The mean was 4.618. The
mean scores show that employees evaluate themselves creative. Factor loadings ranged
from .923 to .766. Total explained variance of proactive personality was 14%. The mean
was 4.044 demonstrating that the participants rated themselves as proactive. Factor
loadings ranged from .880 to .593. Total explained variance of customer orientation
was 13%. The mean was 4.494 demonstrating that the participants rated themselves as
customer oriented. Factor loadings ranged from .893 to .829.
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Table 2: EFA Results
Scale İtems

Item
Loadings

Employee Creativity
(EC)
I generate novel, but
operable work-related
ideas

.923

I seek new ideas and
ways to solve problems

.890

I identify opportunities
for new ways of dealing
work

.796

I demonstrate originality
in his/her work

.766

Proactive Personality
(PP)

Mean

Eigenvalues

Variance
(%)

α

P

4.168

5.091

46.278

.887

.000

4.044

1.552

14.106

.808

.000

4.494

1.401

12.737

.876

.008

No matter what the odds, .880
if I believe in something
I will make it happen
If I believe in an idea, no .876
obstacle will prevent me
from making it happen
I love being a champion
for my ideas, even
against others’
opposition

.759

If I see something I don’t .593
like, I fix it
Customer Orientation
(CO)
The organization,
understands my needs

.893

The organization,
maintains a high level of
commitment to me, as a
customer

.872

The organization,
constantly creates value
for me

.829

Factor Extraction Method: Principal Components, Direct Oblimin
Kaiser-Meyer-Olkin = .858 (p<0.001)
Bartlett’s test of sphericity x2 = 1165.814 (p<0.001)
Total AVE= %73.122
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The relationship between dependent and independent variables (PP, EC, and CO) was
tested with correlation analysis. According to the results in Table 3, all study variables
were significantly related (p< 0.01) to each other. The highest relationship was between
proactive employee and employee creativity (r = 0.447 p < 0.01) showing a moderate
value. In the analysis with the untransformed original data, the degree of correlation
coefficient values among variables remains the same but the relationships between PP
and CO – EC and CO were direct (increasing) linear.
Table 3: Means, Standard Deviations and Correlations of the Constructs
PP

EC

CO

Mean
4.044

PP

1

EC

.447**

1

CO

-.404**

-.453**

** Correlation is significant at the 0.01 level (2-tailed).

4.167
1

.1361

Std Deviation
0.7623
0.7231
0.1619

Regression and Sobel (1982) test was carried out to test the research hypotheses (Table
4). Bivariate Regression analysis between proactive personality and customer orientation
was conducted in the first step. In the second step, bivariate regression analysis between
proactive personality and employee creativity was tested. Based on the results, proactive
personality predicted customer orientation F (1.192) = 37.353 p < 0.001 and explained
16% of the variance in the customer orientation. Proactive personality predicted
employee creativity F (1.192) = 47.839 p < 0.001 and explained 20%of the variance in
the employee creativity. In the third step, multiple regression with proactive personality
and employee creativity was conducted as predictors of customer orientation. Proactive
personality and employee creativity predicted customer orientation F (2.191) = 32.850
p < 0.01 and explained 25.6 % of the variance. Next, the relationship between employee
creativity and customer orientation was tested. Employee creativity predicted customer
orientation F (1.192) = 49.630 p < 0.001 and explained 20% of the variance in the
customer orientation. H2 was supported while H1 and H3 hypotheses were not supported.
Table 4: Regression Analysis
Unstandardized coefficients
Variables
Customer orientation

Constant
Proactive Personality

B

Std. error

t

.483

.058

8.365

-.086**

.014

-6.112

Note(s): R = .404, R2 = .163, ΔR2 = .159 F= 37.353, Sig. = .000 (p < .001)
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Creativity

Constant

2.455

.252

9.738

Proactive Personality

.424

.061

6.917

**

Note(s): R = .447, R2= .199, ΔR = .195, F = 47.839 Sig. = .000 (p < .001)
Customer Orientation Constant
.559
.061
2

-.102

Creativity

**

.014

Note(s): R = .453, R = .205, ΔR = .201, F = 49.630 Sig. = .000 (p < .001)
Customer Orientation Constant
.670
.067
2

9.175
-7.045

2

Proactive Personality

-.076

Creativity

-.053

**
**

10.051

.016

-4.888

.015

-3.602

Note(s): R = .506, R = .256, ΔR = .248, F = 32.850 Sig. = .000 (p < .001)
**
p < 0.01
2

2

Figure 2 shows the results of the hypothesized model. In order to test the indirect effect
for significance Sobel test was used (Table 5). It was significant at p<0.05 level. The
indirect effect was 0.043. This shows that employee creativity is a partial mediator of
the direct effect of proactive personality on customer orientation (Hayes 2013). Thus, H4
was also supported.
Table 5: Sobel Test
Input
a .424
b .053
sa .061
sb .015

Sobel test
Aroian test
Goodman test

Test Statistics
3.14974051
3.12415255
3.17596767

Std. Error
0.00713456
0.00719299
0.00707564

P-value
0.00163416
0.00178318
0.00149338

Figure 2: Results of the hypothesized model.

551

Tourism and Hospitality Management, Vol. 28, No. 3, pp. 541-558, 2022
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), THE EFFECT OF PROACTIVE PERSONALITY ON ...

DISCUSSION AND IMPLICATIONS
The first aim of this paper was to examine the effects of proactive personality on
creativity. Due to the research results employees see themselves as proactive and
creative. Due to the correlation analysis the highest relationship is between EC and PP. A
proactive employee’s behaviors starts a creative process. Proactive person taking risk of
other people’s disapproval and barriers on the work process can go on with their beliefs
patiently (Crant 2000). This leads them to search for new ways of doing their job and
create unique process in the organization. The research findings correspond with those
of previous similar studies (Bateman and Crant 1993; Bergeron et al. 2014; Chien et al.
2021).
Second, the study focuses on testing the effect of creativity of the employees on their
customer-oriented behaviors. Apart from the studies of Chien et al. (2021) and Moon et
al.’s (2019) the study doesn’t support the empirical evidence of a positive relationship
between employee creativity and customer orientation. On the contrary, the employees’
creativity let them to be less customer oriented. This may be due to the flow of employees’
creative energy not to customers. Being equipped with particular skills needed for
creativity may be more than serving customers only such as professional growth, etc.
If employees are not given any chance for growth, customer service may not make any
sense to those creative employees. Therefore employees are needed to be involved in
creating new processes requiring responsibility on employees to be flexible, voluntary
to try to develop new ways of doing the job in providing excellent service (Ek Styvén
et al. 2022). Next, being less customer-oriented may result from the change in creativity
across cultures (Cabra and Guerrero 2022). Creativity in eastern cultures is taken as a
self-actualization of the one rather than focus on the outcome (Lubart 1999 as cited in
Cabra and Guerrero (2022).
Furthermore, the findings of the research confirm that employee creativity has a mediation
effect between proactive personality and customer orientation. This result implies that
proactive employees’ strong relations with their supervisors, resulting in more autonomy
and entrustment of the work to be done can lead to creativity, but reduce customeroriented behaviors. The way from proactivity to creativity may boost stress at work
(Bolino et al. 2013). Therefore, employees may rethink pros and cons of the required
tasks at work they reduce being guest centric which puts high pressure on mental and
physical resources.
Third, the study tests the effects of the proactive personality of employees on their
customer-oriented behaviors. Prior research in the management literature suggests
proactive persons have sense of self-efficacy (Seibert et al. 1999) and are committed to
their targets and inherently motivated (Newman et al. 2017). Moreover, this personality
trait avoiding negative behaviors and contributes to positive work environment (Yan
et al. 2021). However, the study failed to support the positive relationship between
proactive personality and customer orientation. The reduction in customer orientation
may stem from leader (Spychala and Sonnentag 2011), co-worker (Sun et al. 2021) or/
and organizational factors rather than the personality trait itself. Spychala and Sonnentag
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(2011) revealing opposite relationships of distinct types of proactive work behavior with
a work-related outcome showed that proactive work behavior might also be affected
the involvement of the employee’s supervisor or colleagues resulting a different workrelated behavior.
The study has some important implications for practice. First, businesses may need
to take the necessary steps to identify candidates who act proactively for creativity in
personnel selection. The hotels should decide their priorities during recruitment process.
The proactive and creative personalities are not determiners of high customer-orientation.
So, if the businesses need is customer-oriented employees besides personality traits they
should focus on organizational factors as well. Employers should reconsider the tasks
and autonomy given, responsibilities shared, perks and satisfying salaries which are
important in keeping employees engaged and enthusiastic. Personnel training, reward
systems, clear career path that employee feel confident about and determining the strategic
goals of businesses are also essential. Considering the enjoyment and needs dimensions
of customer orientation, it is also important to create and preserve the suitable workplace
environment.
Limitations
The study is subject to some limitations. The study failed to support that personality traits
result in positive work outcomes. This may be due to the cultural and organizational
structure of the hotels in Turkey. The results need further clarification in other regions.
The study was also conducted in coastal hotels of which employees which are mostly
temporary in Cesme, Izmir, Turkey. The empirical results should be tested in different
types of hotels. The customer-orientation was self-evaluated and was based on the
perceptions of hotel employees. Further research may use supervisor /customer– rated
evaluations. The study failed to test the proposed relations with SEM. The data set did
not fit the model via SEM. Finally, because this study was cross-sectional, future research
should incorporate repeated observations of the linkages to see if the associations
between the constructs evolve.
REFERENCES
Akgündüz, Y., Özge, A.G. and Alkan, C. (2017), “Örgütsel destek algısı, iş stresi, işin anlamlılığı ve proaktif
kişilik özelliklerinin çalışanların yaratıcılığına etkisi: Beş yıldızlı bir otel çalışanlarında uygulama”,
Uluslararası İktisadi ve İdari Bilimler Dergisi, Derg. 3, pp. 50–68. https://doi.org/10.11122/
ijmeb.2013.9.20.334
Allport, G.W. (1961), Pattern and growth in personality, Holt, Reinhart and Winston, Oxford, England.
Amabile, T.M. (1988), “A model of creativity and innovation in organizations”, Research in Organizational
Behavior, Vol. 10, pp. 123–167.
Amabile, T.M., Schatzel, E.A., Moneta, G.B. and Kramer, S.J. (2004), “Leader behaviors and the work
environment for creativity: Perceived leader support”, The Leadership Quarterly, Vol. 15, No. 1,
pp. 5–32. https://doi.org/10.1016/j.leaqua.2003.12.003
Baas, M., Roskes, M., Sligte, D., Nijstad, B.A. and De Dreu, C.K.W. (2013), “Personality and creativity:
The dual pathway to creativity model and a research agenda”, Social and Personality Psychology
Compass, Vol. 7, No. 10, pp. 732–748. https://doi.org/10.1111/spc3.12062
Bakker, A.B., Tims, M. and Derks, D. (2012), “Proactive personality and job performance: The role of job
crafting and work engagement”, Human Relations, Vol. 65, No. 10, pp. 1359–1378. https://doi.
org/10.1177/0018726712453471

553

Tourism and Hospitality Management, Vol. 28, No. 3, pp. 541-558, 2022
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), THE EFFECT OF PROACTIVE PERSONALITY ON ...
Barrick, M.R. (2005), “Yes, personality matters: Moving on to more ımportant matters”, Human Performance,
Vol. 18, No. 4, pp. 359–372. https://doi.org/10.1207/s15327043hup1804_3
Bateman, T.S. and Crant, J.M. (1993), “The proactive component of organizational behavior: A measure
and correlates”, Journal of Organizational Behavior, Vol. 14, No. 2, pp. 103–118. https://doi.
org/10.1002/job.4030140202
Batey, M. and Furnham, A. (2006), “Creativity, Intelligence, and personality: A critical review of the scattered
literature”, Genetic, Social, and General Psychology Monographs, Vol. 132, No. 4, pp. 355–429.
https://doi.org/10.3200/MONO.132.4.355-430
Bergeron, D.M., Schroeder, T.D. and Martinez, H.A. (2014), “Proactive personality at work: Seeing more to do
and doing more?”, Journal of Business and Psychology, Vol. 29, pp. 71–86. https://doi.org/10.1007/
s10869-013-9298-5
Bettencourt, L.A., Gwinner, K.P. and Meuter, M.L. (2001), “A comparison of attitude, personality, and
knowledge predictors of service-oriented organizational citizenship behaviors”, Journal of Appllied
Psychology, Vol. 86, No. 1, pp. 29-41. https://doi.org/10.1037/0021-9010.86.1.29
Bindl, U.K. and Parker, S.K. (2011), “Proactive work behavior: Forward-thinking and change-oriented action
in organizations”, in Zedeck, S. (Ed.), APA Handbook of Industrial and Organizational Psychology,
Vol 2: Selecting and Developing Members for the Organization, American Psychological
Association, Washington, pp. 567–598.
Bolino, M.C., Klotz, A.C., Turnley, W.H. and Harvey, J. (2013), “Exploring the dark side of organizational
citizenship behavior”, Journal of Organizational Behavior, Vol. 34, No. 4, pp. 542-559. https://doi.
org/10.1002/job.1847
Brown, T.A. (2006), Confirmatory Factor Analysis for Applied Research, Guilford publications.
Brown, T.J., Mowen, J.C., Donavan, T. and Licata, J.W. (2002), “The customer orientation of service workers:
Personality trait effects on self-and supervisor performance ratings”, Journal of Marketing Research,
Vol. 39, No. 1, pp.110–119. https://doi.org/10.1509/JMKR.39.1.110.18928
Buttle, F. (2008), Customer Relationship Management, 2nd ed, Routledge, London.
Cabra, J.F. and Guerrero, C.D. (2022), “Regional creativity: Cultural and socio-economic differences”, Journal
of Creativity, Vol. 32, No. 2. https://doi.org/10.1016/j.yjoc.2022.100022
Chang, Y.-Y. and Shih, H.-Y. (2019), “Work curiosity: A new lens for understanding employee creativity”,
Human Resource Management Review, Vol. 29, No. 4. https://doi.org/10.1016/j.hrmr.2018.10.005
Chen, W.-J. (2013), “Factors influencing internal service quality at international tourist hotels”, International
Journal of Hospitality Management, Vol. 35, pp. 152–160. https://doi.org/10.1016/j.
ijhm.2013.06.004
Chen, W.-J. (2016), “The model of service-oriented organizational citizenship behavior among international
tourist hotels”, Journal of Hospitality and Tourism Management, Vol. 29, pp. 24–32. https://doi.
org/10.1016/j.jhtm.2016.05.002
Chien, S.-Y., Yang, A.J.-F. and Huang, Y.-C. (2021(), “Hotel frontline service employees’ creativity and
customer-oriented boundary-spanning behaviors: The effects of role stress and proactive
personality”, Journal of Hospitality and Tourism Management, Vol. 47, pp. 422–430. https://doi.
org/10.1016/j.jhtm.2021.04.015
Chu-Mei, L. and Kuang-Jung, C. (2006), “Personality traits as antecedents of employee customer orientation:
A case study in the hospitality ındustry”, The International Journal of Management, Vol. 23, No.
1, pp. 478–485.
Crant, J.M. (2000), “Proactive behavior in organizations”, Journal of Management, Vol. 26, No. 3, pp. 435–
462. https://doi.org/10.1177/014920630002600304
Crant, J.M. (1995), “The proactive personality scale and objective job performance among real estate agents”,
Journal of Applied Psychology, Vol. 80, No. 4, pp. 532–537. https://doi.org/10.1037/00219010.80.4.532
Dean, A.M. (2007), “The Impact of the customer orientation of call center employees on customers’ affective
commitment and loyalty”, Journal of Service Research, Vol. 10, No. 2, pp. 161–173. https://doi.
org/10.1177/1094670507309650
Drucker, P.F. (1954), The Practice of Management, Harper Business, New York.
Du, J., Ma., E. and Lin, X. (2021), “Can proactive translate to creativity? Examinations at individual and
team levels”, International Journal of Hospitality Management, Vol. 98. https://doi.org/10.1016/j.
ijhm.2021.103034
Duffy, S., Bruce, K. and Moroko, L. (2020), “Customer orientation: Its surprising origins, tumultuous
development and place in the future of marketing thought and practice”, Australasian Marketing
Journal, Vol. 28, No. 4, pp. 181–188. https://doi.org/10.1016/j.ausmj.2020.03.007

554

Tourism and Hospitality Management, Vol. 28, No. 3, pp. 541-558, 2022
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), THE EFFECT OF PROACTIVE PERSONALITY ON ...
Eisenberger, R. and Byron, K. (2011), “Rewards and creativity”, in Runco, M.A. and Pritzker, S.R. (Eds),
Encyclopedia of Creativity, Academic Press, San Diego, pp. 313–318.
Ek Styvén, M., Näppä, A., Mariani, M. and Nataraajan, R. (2022), “Employee perceptions of employers’
creativity and innovation: Implications for employer attractiveness and branding in tourism and
hospitality”, Journal of Business Research, Vol. 141, pp. 290–298. https://doi.org/10.1016/j.
jbusres.2021.12.038
Fossen, R.J.S.-V. and Vredenburgh, D.J. (2014), “Exploring differences in work’s meaning: An investigation
of individual attributes associated with work orientations”, Journal of Behavioral and Applied
Management, Vol. 15, No. 2, pp. 101–120. https://doi.org/10.21818/001c.17940
Fuller, B. and Marler, L.E. (2009), “Change driven by nature: A meta-analytic review of the proactive
personality literature”, Journal of Vocational Behavior, Vol. 75, No. 3, pp. 329–345. https://doi.
org/10.1016/j.jvb.2009.05.008
Grissemann, U., Plank, A. and Brunner-Sperdin, A. (2013a.), “Enhancing business performance of hotels: The
role of innovation and customer orientation”, International Journal of Hospitality Management,
Vol. 33, pp. 347–356. https://doi.org/10.1016/j.ijhm.2012.10.005
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010), Multivariate Data Analysis, Prentice Hall,
Upper Saddle River NJ.
Hayes, A.F. (2013), Introduction to Mediation, Moderation, and Conditional Process Analysis: A RegressionBased Approach, The Guilford Press, New York, NY.
Hee, O.O. and Johari, H. (2014), “A conceptual analysis of personality traits and customer-oriented behaviour
in the health tourism hospitals”, International Journal of Caring Sciences, Vol. 7, No. 2, pp. 368374.
Hochschild, A.R. (1983), The managed heart: Commercialization of human feeling, University of California
Press, Berkeley.
Hon, A.H.Y., Chan, W.W.H. and Lu, L. (2013), “Overcoming work-related stress and promoting employee
creativity in hotel industry: The role of task feedback from supervisor”, International Journal of
Hospitality Management, Vol. 33, pp. 416–424. https://doi.org/10.1016/j.ijhm.2012.11.001
Horng, J.S., Tsai, C.Y., Yang, T.C., Liu, C.H. and Hu, D.C. (2016), “Exploring the relationship between
proactive personality, work environment and employee creativity among tourism and hospitality
employees”, International Journal of Hospitality Management, Vol. 54, pp. 25–34. https://doi.
org/10.1016/j.ijhm.2016.01.004
Hughes, D.J., Lee, A., Tian, A.W., Newman, A. and Legood, A. (2018), “Leadership, creativity, and innovation:
A critical review and practical recommendations”, The Leadership Quarterly, Vol. 29, No. 5, pp.
549–569. https://doi.org/10.1016/j.leaqua.2018.03.001
Jaiswal, N.K. and Dhar, R.L. (2015), “Transformational leadership, innovation climate, creative self-efficacy
and employee creativity: A multilevel study”, International Journal of Hospitality Management,
Vol. 51, pp. 30–41. https://doi.org/10.1016/j.ijhm.2015.07.002
Keh, H.T., Ren, R., Hill, S.R. and Li, X. (2013), “The beautiful, the cheerful, and the helpful: The Effects of
service employee attributes on customer satisfaction”, Psychology & Marketing, Vol. 30, No. 3, pp.
211–226. https://doi.org/10.1002/mar.20599
Kim, T.-Y., Hon, A.H.Y. and Crant, J.M. (2009), “Proactive personality, employee creativity, and newcomer
outcomes: A longitudinal study”, Journal of Business and Psychology, Vol. 24, pp. 93–103. https://
doi.org/10.1007/S10869-009-9094-4
Kim, T.-Y., Hon, A.H.Y. and Lee, D.-R. (2010), “Proactive personality and employee creativity: the effects of
job creativity requirement and supervisor support for creativity”, Creativity Research Journal, Vol.
22, No. 1, pp. 37–45. Https://doi.org/10.1080/10400410903579536
Kuşluvan, S. and Eren, D. (2011), “İşgörenlerinlerin kişilik özelliği olarak hizmet verme yatkınlığı ve ölçümü:
Bir literatür taraması”, Anatolia: Turizm Araştırmaları Dergisi, Vol. 22, No. 2, pp. 139–153.
Levitt, T. (1960), “Marketing myopia”, Harvard Business Review, Vol. 38, pp. 45-56.
Li Sa, M.L., Choon-Yin, S., Chai, Y.K. and Aik Joo, J.H. (2020), “Knowledge creation process, customer
orientation and firm performance: Evidence from small hotels in Malaysia”, Asia Pacific
Management Review, Vol. 25, No. 2, pp. 65–74. https://doi.org/10.1016/j.apmrv.2019.07.002
Loi, R., Liu, Y., Lam, L.W. and Xu, A.J. (2016), “Buffering emotional job demands: The interplay between
proactive personality and team potency”, Journal of Vocational Behavior, Vol. 95–96, pp. 128–137.
https://doi.org/10.1016/j.jvb.2016.08.007
Lubart, T.I. (1999), “Creativity Across Cultures”, in Sternberg, R.J. (Ed.), Handbook of Creativity Cambridge,
Cambridge University Press, UK, pp. 339-350.

555

Tourism and Hospitality Management, Vol. 28, No. 3, pp. 541-558, 2022
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), THE EFFECT OF PROACTIVE PERSONALITY ON ...
Moon, T.W., Hur, W.-M. and Hyun, S.S. (2019), “How service employees’ work motivations lead to job
performance: The role of service employees’ job creativity and customer orientation”, Current
Psychology, Vol. 38, pp. 517–532. https://doi.org/10.1007/s12144-017-9630-8
Narver, J.C. and Slater, S.F. (1990), “The Effect of a market orientation on business profitability”, Journal of
Marketing, Vol. 54, No. 4, pp. 20–35. https://doi.org/10.1177/002224299005400403
Newman, A., Schwarz, G., Cooper, B. and Sendjaya, S. (2017), “How servant leadership ınfluences
organizational citizenship behavior: The roles of LMX, empowerment, and proactive personality”,
Journal of Business Ethics, Vol. 145, pp. 49–62. https://doi.org/10.1007/s10551-015-2827-6
Novikova, I.A. (2013), “Trait, Trait Theory”, in Kenneth D.K. (Ed.), The Encylopedia of Cross-Cultural
Psychology, John Wiley & Song, Inc., New York, NY, pp. 1-2.
Nunkoo, R., Teeroovengadum, V., Ringle, C.M. and Sunnassee, V. (2020), “Service quality and customer
satisfaction: The moderating effects of hotel star rating”, International Journal of Hospitality
Management, Vol. 91. https://doi.org/10.1016/j.ijhm.2019.102414
Oldham, G.R. and Baer, M. (2012), “Creativity and the Work Context”, in Mumford, M.D. (Ed.), Handbook of
Organizational Creativity, Elsevier, pp. 387–420.
Oldham, G.R. and Cummings, A. (1996), “Employee creativity: Personal and contextual factors at work”,
Academy of Management Journal, Vol. 39, No. 3, pp. 607–634. https://doi.org/10.5465/256657
Parker, S.K., Bindl, U.K. and Strauss, K. (2010), “Making things happen: A model of proactive motivation”,
Journal of Management, Vol. 36, No. 4, pp. 827–856. https://doi.org/10.1177/0149206310363732
Parker, S.K. and Collins, C.G. (2010), “Taking stock: Integrating and differentiating multiple proactive behaviors”,
Journal of Management, Vol. 36, No. 3, pp. 633–662. https://doi.org/10.1177/0149206308321554
Parker, S.K., Williams, H.M. and Turner, N. (2006), “Modeling the antecedents of proactive behavior at
work”, Journal of Applied Psychology, Vol. 91, No. 3, pp. 636–652. https://doi.org/10.1037/00219010.91.3.636
Payne, A. and Frow, P. (2006), “Customer relationship management: from strategy to ımplementation”,
Journal of Marketing Management, Vol. 22, No. 1-2, pp. 135–168. https://doi.
org/10.1362/026725706776022272
Pervin, L.A. (1994), “A critical analysis of current trait theory”, Psychological Inquiry, Vol. 5, No. 2, pp. 103113. https://doi.org/10.1207/s15327965pli0502_1
Pitafi, A.H., Khan, A.N., Khan, N.A. and Ren, M. (2020), “Using enterprise social media to investigate the
effect of workplace conflict on employee creativity”, Telematics and Informatics, Vol. 55. https://
doi.org/10.1016/j.tele.2020.101451
Seibert, S.E., Crant, J.M. and Kraimer, M.L. (1999), “Proactive personality and career success”, Journal
of Applied Psychology, Vol. 84, No. 3, pp. 416-427. https://psycnet.apa.org/doi/10.1037/00219010.84.3.416
Shafi, M., Zoya, Lei, Z., Song, X. and Sarker, M.N.I. (2020), “The effects of transformational leadership on
employee creativity: Moderating role of intrinsic motivation”, Asia Pacific Management Review,
Vol. 25, No. 3, pp. 166–176. https://doi.org/10.1016/j.apmrv.2019.12.002
Shalley, C.E., Zhou, J. and Oldham, G.R. (2004), “The Effects of personal and contextual characteristics on
creativity: Where should we go from here?”, Journal of Management, Vol. 30, No. 6, pp. 933–958.
https://doi.org/10.1016/j.jm.2004.06.007
Sobel, M.E. (1982), “Asymptotic confidence intervals for indirect effects in structural
equation
models”,
Sociological
Methodology,
Vol.
13,
pp.
290-321.
https://doi.org/10.2307/270723
Spychala, A. and Sonnentag, S. (2011), “The dark and the bright sides of proactive work behaviour
and situational constraints: Longitudinal relationships with task conflicts”, European
Journal of Work and Organizational Psychology, Vol. 20, No. 5, pp. 654–680. https://doi.
org/10.1080/1359432X.2010.487646
Stock, R.M. and Hoyer, W.D. (2005), “An attitude-behavior model of salespeople’s customer
orientation”, Journal of the Academy of Marketing Science, Vol. 33, pp. 536–552. https://doi.
org/10.1177/0092070305276368
Sun, J., Li, W.-D-, Li, Y., Liden, R.C., Li, S. and Zhang, X. (2021), “Unintended consequences of being
proactive? Linking proactive personality to coworker envy, helping, and undermining, and the
moderating role of prosocial motivation”, Journal of Applied Psychology, Vol. 106, No. 2, pp.
250–267. https://doi.org/10.1037/apl0000494
Tajeddini, K. (2010), “Effect of customer orientation and entrepreneurial orientation on innovativeness:
Evidence from the hotel industry in Switzerland”, Tourism Management, Vol. 31, pp. 221–231.
https://doi.org/10.1016/j.tourman.2009.02.013

556

Tourism and Hospitality Management, Vol. 28, No. 3, pp. 541-558, 2022
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), THE EFFECT OF PROACTIVE PERSONALITY ON ...
Tajeddini, K. and Trueman, M. (2012), “Managing Swiss hospitality: How cultural antecedents of innovation
and customer-oriented value systems can influence performance in the hotel industry”, International
Journal of Hospitality Management, Vol. 31, No. 4, pp. 1119–1129. https://doi.org/10.1016/j.
ijhm.2012.01.009
Tang, T.-W. (2014), “Becoming an ambidextrous hotel: The role of customer orientation”, International
Journal of Hospitality Management, Vol. 39, pp. 1–10. https://doi.org/10.1016/j.ijhm.2014.01.008
Thompson, J.A. (2005), “Proactive personality and job performance: A social capital perspective”, Journal of
Applied Psychology, Vol. 90, No. 5, pp. 1011–1017. https://doi.org/10.1037/0021-9010.90.5.1011
Tsai, C.-Y., Horng, J.-S., Liu, C.-H. and Hu, D.-C. (2015), “Work environment and atmosphere: The role
of organizational support in the creativity performance of tourism and hospitality organizations”,
International Journal of Hospitality Management, Vol. 46, pp. 26–35. https://doi.org/10.1016/j.
ijhm.2015.01.009
Valls, V., González-Romá, V., Hernández, A. and Rocabert, E. (2020), “Proactive personality and early
employment outcomes: The mediating role of career planning and the moderator role of core selfevaluations”, Journal of Vocational Behavior, Vol. 119. https://doi.org/10.1016/j.jvb.2020.103424
Vignoli, M. and Depolo, M. (2019), “Transfer of training process. When proactive personality matters?
A three-wave investigation of proactive personality as a trigger of the transfer of training
process”, Personality and Individual Differences, Vol. 141, pp. 62–67. https://doi.org/10.1016/j.
paid.2018.12.027
WEF (2019), The Travel & Tourism Competitiveness Report 2019, viewed 15 October 2021, https://www3.
weforum.org/docs/WEF_TTCR_2019.pdf
Woodman, R.W., Sawyer, J.E. and Griffin, R.W. (1993), “Toward a theory of organizational creativity”, Academy
of Management Review, Vol. 18, No. 2, pp. 293–321. https://doi.org/10.5465/amr.1993.3997517
Yan, H., Hu, X. and Wu, C.-H. (2021), “When and why does proactive personality inhibit corner-cutting
behaviors: A moderated mediation model of customer orientation and productivity climate”,
Personality and Individual Differences, Vol. 170. https://doi.org/10.1016/j.paid.2020.110443
Yang, K., Yan, X., Fan, J. and Luo, Z. (2017), “Leader-follower congruence in proactive personality and work
engagement: A polynomial regression analysis”, Personality and Individual Differences, Vol. 105,
pp. 43–46. https://doi.org/10.1016/j.paid.2016.09.033
Zhang, D., Liu, C. and Jiao, Y. (2021), “Abusive supervision, affective commitment, customer orientation, and
proactive customer service performance: Evidence from hotel employees in China”, Frontiers in
Psychology, Vol. 12. https://doi.org/10.3389/fpsyg.2021.648090
Zhou, J. (2003), “When the presence of creative coworkers is related to creativity: Role of supervisor close
monitoring, developmental feedback, and creative personality”, Journal of Applied Psychology,
Vol. 88, No. 3, pp. 413–422. https://doi.org/10.1037/0021-9010.88.3.413

Selcen Seda Turksoy, PhD
Ege University, Çeşme Faculty of Tourism İzmir/Turkey
Department of Travel Management
35945 Dalyan/Çeşme/İzmir/Turkey
Phone: +90 232 724 9522
E-mail: selcen.seda.turksoy@ege.edu.tr
Mehmet Alper Nisari, Research Assistant
Ege University, Çeşme Faculty of Tourism İzmir/Turkey
Department of Hotel Management
35945 Dalyan/Çeşme/İzmir/Turkey
Phone: +90 232 724 9522
E-mail: mehmet.alper.nisari@ege.edu.tr
557

Tourism and Hospitality Management, Vol. 28, No. 3, pp. 541-558, 2022
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), THE EFFECT OF PROACTIVE PERSONALITY ON ...

Yilmaz Akgunduz, PhD (Corresponding Author)
Dokuz Eylül University School of Applied Sciences İzmir/Turkey
Department of Gastronomy and Culinary Arts
Tınaztepe Yerleşkesi, Adatepe Mah. 205/60 No:1 Buca/İzmir/Turkey
Phone: +90 232 453 4864
E-mail: yilmaz.akgunduz@deu.edu.tr

Please cite this article as:
Turksoy, S.S., Nisari, M.A., Akgunduz, Y. (2022), The Effect of Proactive Personality on Customer-Oriented
Behaviors: The Mediating Role of Employee Creativity. Tourism and Hospitality Management, Vol. 28, No. 3,
pp. 541-558, https://doi.org/10.20867/thm.28.3.4

Creative Commons Attribution – Non Commercial – Share Alike 4.0 International

558

