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ABSTRACT

Thispaperaimstoinvestigatetherelationshipbetweenentrepreneurialleadership(EL)andcreativity
inprojects.Additionally,thestudyalsoexaminesthemediatingeffectofinnovativeworkbehavior
(IWB)andthemoderatingroleofentrepreneurialself-efficacy(ESE).Employingaquestionnaire
survey,theresearchercollected210responses.Multipleregressionwasusedtoanalyzethedata.
TheresultsofthestudydemonstrateapositiverelationshipbetweenELandcreativityinprojects.
Furthermore,IWBpartiallymediatestherelationshipbetweenELandcreativityinprojects.The
results also suggest that ESE moderates the relationship between EL and IWB. Theoretical and
practicalimplicationsofthecurrentstudyarehighlightedattheendofthepaper.
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INTRodUCTIoN

Leadership isaversatileprocesswhich includesall thesteps fromidentifyingaspecificgoal to
motivatingandsupportingtheemployees’/teammemberstoachievethatgoal(Chen,2020).Itisasoft
skillwhichdoesnotteachwhattothinkbutdefinitelyenlightenhowtothinkinaspecificsituation
(Anning,2018).Duringthelastfifteenyears,anumberoftheoriesregardingleadershiphavebeen
emergedincludingcharismatic,transformational,visionaryandinspirational,whichfocusedonthe
exceptionalabilitiesoftheleader(Bednalletal.,2018).AccordingtothestudyofLaguna(2019),there
isnosingleleadershipstylethatcanbeclaimedasbestsuitedforallthesituations;thesuccessofa
leaderdependsupontheabilitytoadaptaleadershipstyleaccordingtotherequirementofthetime.

Leadership stylematters a lot inmanagingaproject andcan result in increasedoutput and
sustainability(Zaech,2017).Aneffectivestyleof leadership is requiredforprojectsbecause the
limited-timenatureanddiverseteammembersmakesthemlesscommittedandinterested,hence
givingrisetomismanagement,conflictandmiscommunication(Xie,2018).Leadershipinprojects
isacombinationofmanagementandleadership,whereasaleader,achievingobjectivesisthefocus
andasaleader,influencing,guidinganddirectingaretheemphasis(Leitch,2013).

Itisimportanttohaveastrategicadvantage(difficultforcompetitorstocopy)forthelong-term
sustainabilityofthefirms,whichcanbeaccomplishedwithacreativeapproachtosupposed(Tlaiss,
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2019).ManyhaveagreedthatEntrepreneurialLeadership(EL)isofconsiderablevaluefordominant
firms(Paudel,2018).OnthewordofKim(2017)andBagheri(2018),ELcreatesuniquegoalsfor
theorganizationsthatareinnovativeandcreativeandendorseasenseofrisktaking.

Inthepresentageofinnovation,thereisanincreasingdemandoftheinnovativeworkinthe
behaviorsoftheteammembersandcreativity(Pradhan,2019).Thusleadersneedtoknowwaysof
producinginnovativeworkbehavior(IWB)atindividuallevel,nodoubtthecollectivemovewillattain
thenoveltyandcreativityintheprojectsthatmayconsequentlygaintheattractionandsatisfaction
ofcustomersaswellasmoveastepaheadofthecompetitors(Javedetal.,2017).

ThisresearchaimstoexplainSocialCognitiveTheory(SCT),theprocessbywhichELinfluence
theIWBofemployees(Mokhberetal.,2016;Afsar,2017).Thistheoryhasestablishedtheconnection
amongindividualfeatures,behavioralfactorsandenvironmentalfactors(Ng,2016).Accordingto
SCT,employeeswithahighdegreeofself-efficacyperformriskierandtoughertasksthanpersons
withlowself-efficacywhoviewstheproblemasunpredictableandrisky(Jaiswal,2015).Hmieleski
(2008)hasshownthatself-efficacy,inparticularEntrepreneurialSelf-Efficacy(ESE),improvesIWB
andcreativityforworkers(Newman,2019).Astheresearchersstudiedleadershipliterature,theyfound
thatleadershippracticesbegininthebusinessworldandinvestigatedabivariatecorrelationthatthis
willbeinsufficientwithoutrecognizingthecorporatecontextinwhichorganizationalcreativityis
concerned(Tabassietal.,2016).Itisthereforeimportanttorecognizeandanalyzefactorsthatcan
influenceorganizationalinnovationwithleadershipbehaviors(Bani,2018).Drawingfromtheprevious
literature,(Newman,2019)verifiesthatESEmayimprovetheassociationofEntrepreneurialLeaders
andIWB.Additionally,thepriorstudiesshowlittleattentioninexploringthemoderatingroleofESE
(Chen,2017),thisstudywouldbeinsightfulinexploringtheimpactofELonIEBandtakingESEas
moderatingvariableandthateventuallyextendingthecurrentknowledgegap.Basedontherational
andjustification,fromthestudiesofPradhan,(2019),Nasifogluetal.,(2020),andYangetal.,(2019),
thepresentstudythus,designedtoexaminetheroleofELonCIPwithamediated-moderationeffect
ofESEandIWB,sotherolesofthepredictorvariablesmaystimulateandencouragecreativityin
highlycomplexandcompetitivemanners.

Contribution of the Study
Thisstudyextendstheliteratureofprojectmanagementinthefollowingways.Thepreviousstudies
exploredtheconnectionbetweenparticipatoryleadershipandemployeecreativitythroughamediator
andmoderatormodelthatisemotionalsafetyandcreativeroutecommitment(Chen,2020).Nasifoglu
(2020)conceptualizedthemodeltoformtheconnectionbetweenHighperformanceworkpractices
andcompetitiveadvantagethroughmediation-moderationeffectofIWBandemployeecreativity.
Moreover,Li(2020)alsoexaminedtheexistingtheorywithnewvariablessuchasconnectionbetween
ELandIWBwithorganizationalinnovativeenvironmentthatisESEbetweenELandIWB.Keeping
thenotionbehindthementionedstudiesandtheirrecommendations,thecurrentstudyhence,extended
theexistingbodyofknowledgethroughnoveltyinthetheoreticalmodelwhereELisexaminedwith
CIPsthroughIWBandthentestedESEasamoderatedvariabletodeterminetherelationbetween
ELandIWB.Thismodelhasnotyetstudiedinthepastthusthestudywillhelptheleaders/managers
infindingoutthewaysofproducingcreativityinprojects.

The problem that has already been explored by Pradhan (2019) in his study conducted in
manufacturingfirmsinEasternIndiathatmostoftheprojectsbecamefailureduetotheinabilityof
theleaders/managersthattheycan’tusetheireffectiveleadershipskillstogaincreativityinprojects.
Thus,thesimilarissuehasbeenaddressedinPakistanicontext.

Variousstatisticaltechniquesandtoolsthatwereemployedtochecktherelationshipamongthe
variablesthatweresamplingtechnique,simpleregressionanalysis,samplesize,andmeasurement
scales,yetveryfewstudieshavebeendonetoadoptallthestatedtechniquesinasinglestudy.Thus,
thecurrentstudyhasalsogainitsmethodologicalcontributionwherethescaleswerecheckedthrough
themeasurementmodels,andtherelationsweretestedusingPreacherandHayes(2004)moderation-
mediationmodelwithSMARTPLS.
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