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ABSTRACT

The dissertation seeks to find the significance of entrepreneurial marketing skills on
performance in small entrepreneurial businesses in Malaysia. This in order to improve
the economic conditions of societies where most often small medium enterprises
dominate. As a result, successful small medium enterprises lead to healthier societies
with vibrant standards of living. In order to do that the entrepreneurial marketing skills
have to be measured and should be imparted to these small businesses. To do this, a
collection of skills have been collected from various research and through rigorous
efforts affirmed in this dissertation. Those not having these skills have been found
unable to perform. The analysis done was structural equation modelling using partial
least squares. Not only that, experience and training are elements that cannot be left
out. Experience of owners of small medium enterprises do help in performance
especially when all the balanced skills are being acquired notwithstanding
entrepreneurial marketing skills. Yet even though training does help performance it
does so in a unique manner. Entrepreneurs are not trained in entrepreneurial marketing
skills in Malaysia. Thus, training can only go so far. The results show that increased
levels of training do not enhance entrepreneurial marketing skills. As a result, in order
to improve performance, further entrepreneurial marketing skills should be taught so
that entrepreneurs succeed and a major part of the society enjoys a higher standard of
living.



Coudl yards

ol e m el Gy 0o e AT e gl B g LY sds s
slasYl Oy bl cwd xl e e Ll 3 kel asllll ol
i By Al gl g 5 paall ST AN e Rl 050 L UL )l Sl
o s ST Olrait ) (635 dommr Wl dbw il 3 pmall oS 2N OB
fLEN G ges S jles OB By pLaN ol e el teall s radl i polas
p i U ad 5 il OS2 eds ] et a5k ST el o O (2
£anjlo oVl y i s D ey il O e O s asgas
ol O gizy -yl Sl ol OF (ol s SVt 0 STG 0d) Ly bYI ol (3 L)
alall B> Al dmgie Jo a6 o A Ll O bYW e 0B ke il
S Ol b st M LA rl Ol d b sl 2JSK
alaw sy 8 panall asladl Ol 3 O AR SN Ol aie Wyl
By ohles Gk o Gl Jpad) v bdie L Yy oY e Lasm delis
G O r b 3 ey cells oy L L Grged Sl lgn 2y o B o
dosdle 3 JlasVI sl O lge 55 e 3y AR oy S5 iy wilb ehsY1 e dslay
e i b sl ga ligh cade s s ladl Grss O les e O e | g
Shler 555 Y Gl Sl g 8345 OF iy bYT sl ks o gbl Wl Laled
Grsed S len n M OB bW et ol ag (U By L L2 (5 g
S s P maen STy el g JlesWI sy oy ST 05 OF o m Ll



APPROVAL PAGE

| certify that | have supervised and read this study and that in my opinion; it conforms
to acceptable standards of scholarly presentation and is fully adequate, in scope and
quality, as a dissertation for the degree of Master of Science in Marketing.

Kalthom Bt. Abdullah
Supervisor

Junaidah Bt. Hashim
Co-Supervisor

| certify that | have read this study and that in my opinion it conforms to acceptable
standards of scholarly presentation and is fully adequate, in scope and quality, as a
dissertation for the degree of Master of Science in Marketing.

Rozailin Binti Abdul Rahman
Examiner

A.K.M Ahasanul Haque
Examiner

This dissertation was submitted to the Department of Business Administration and is
accepted as a fulfilment of the requirement for the degree of Master of Science in
Marketing.

Noor Hazilah Abd Manaf
Head, Department of Business
Administration

This dissertation was submitted to the Kulliyyah of Economics and Management
Sciences and is accepted as a fulfilment of the requirement for the degree of Master of
Science in Marketing.

Maliah Sulaiman
Dean, Kulliyyah of Economics and
Management Sciences



DECLARATION

| hereby declare that this dissertation is the result of my own investigation, except
where otherwise stated. | also declare that it has not been previously or concurrently
submitted as a whole for any other degrees at IIUM or other institutions.

Muhammad Akmal Afzal

Signature.........ocoeiiiiiiiiiici Date .......cooeeiiiiiii.



INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA

DECLARATION OF COPYRIGHT AND AFFIRMATION OF
FAIR USE OF UNPUBLISHED RESEARCH

THE INFLUENCE OF ENTREPRENEURIAL MARKETING
SKILLS ON THE PERFORMANCE OF SMALL MEDIUM
ENTERPRISES IN MALAYSIA

| declare that the copyright holder of this dissertation are jointly owned by the
student and 1HUM.

Copyright © 2017 Muhammad Akmal Afzal and International Islamic University Malaysia. All rights
reserved.

No part of this unpublished research may be reproduced, stored in a retrieval system,
or transmitted, in any form or by any means, electronic, mechanical, photocopying,
recording or otherwise without prior written permission of the copyright holder
except as provided below

1. Any material contained in or derived from this unpublished research may
be used by others in their writing with due acknowledgement.

2. 1IUM or its library will have the right to make and transmit copies (print
or electronic) for institutional and academic purposes.

3. The IHUM library will have the right to make, store in a retrieved system
and supply copies of this unpublished research if requested by other
universities and research libraries.

By signing this form, | acknowledged that | have read and understand the 1HUM
Intellectual Property Right and Commercialization policy.

Affirmed by Muhammad Akmal Afzal

Signature Date

Vi




This dissertation is dedicated to my beloved parents

Vil



ACKNOWLEDGEMENTS

| thank Allah for His Mercy and Kindness through this journey. I thank Him for
making me listen to my mother who bore with my vacillations in my consistency and
advised me through all this effort. I am grateful to my mother for being there when I
digressed from my goals.

| thank my sister Sofia and her husband lzzat for setting up the internet data
collection system and doing the said effort on my behalf. They also translated the
instrument for which I am obliged. | am beholden to both my supervisor Assoc. Prof.
Kalthom and co-supervisor Prof. Datin Dr. Junaidah for their work with me. | thank
Assistant Prof. Suharni for advising me in the nuances of the statistical concepts in
this dissertation.

The examiners patiently bore with me and saw me through the end. My fellow
colleagues and researchers gave me ideas that worked. Last but not the least, | thank
the Post Graduate Unit and the CPS for their help and support.

viii



TABLE OF CONTENTS

ADSTTACT ...t bbb n s ii
ADSEFACE IN ATADIC ...ttt sre e ii
APPIOVAL PAJE ...ttt nre e anes iv
[ =Tod 2T = U1 o] o ISR PUS PP v
LO10]0) Y/ T | 1| AU USURSTPSRRSR vi
=T [ o= U1 o] o [PPSR vii
ACKNOWIBAGEMENTS ... .ot reeneenes viii
LISt OF TADIES ... et xii
LISE OF FIQUIES ..ttt e e nre e enes xiii
List OF ADDIEVIALIONS ......ooviiiiiiice e e Xiv
CHAPTER ONE: INTRODUCTION ....cocoiiiiiiect st 1
1.1 Background of the StUdY .........c.cceeiiiiiiic e 1
1.2 Problem StatemMent.........ooveiiee et 3
1.3 ReSEArCh QUESTIONS......civviiiiciiiecree ettt ettt ere e s e e beesaee s 4
1.4 ReSEArch ODJECLIVES.......ccuiiiiiiiiiieiieeee et 5
1.4.1 General ODJECHIVES .......ccviieiiece e 5
1.4.2 SPECITIC ODJECLIVES ....ocvveiiiiiiieiee e 5
1.5 Significance of the StUdY.........c.ccoveiiiii i 6
1.6 DefinitionS OF TEIMIS.......oiieiieie et 9
1.7 Structure 0 the STUAY .....cceoivviiiece e 12
CHAPTER TWO: LITERATURE REVIEW.........ccoooiiiiiiiiene s 14
2.1 INTFOTUCTION. ...ttt sre e sae e nrees 14
2.1.1 Parallel STUdIES. ......cooiiieieieee e 18
2.2 Entrepreneurial Marketing Dimensions in the Conceptual Model.............. 19
2.2.1 Common Dimensions of Entrepreneurial Marketing........................ 20
2.2.1.1 INNOVALIVENESS ....veveeiieeieeiiesieesie e e e ee e sie e snee e eeeenes 21
2.2.1.2 Pro-active Marketing .........ccccovevveveiieie e 23
2.2.1.3 RISK TaKING.....ceiiiiiiiiieiie s 24
2.3 Redundant Dimensions of Entrepreneurial Marketing ............cccoovevviienen. 26
2.3.1 Size and Entrepreneurial Marketing ..........cccooevenenenenenenieeen 26
2.3.1.1 Value Creation through Relationships and Alliances........... 27
2.3.1.2 Dyadic Relationships with ConSUmers...........ccccoovevveiernene. 28
2.3.1.3 Growth DiSpOoSItioNn...........ccceceeiieiiieiieieeie e 29
2.3.1.4 Opportunity Orientation ...........ccccevverereieneieseseseeeeeeen 30
2.3.1.5 Informal Marketing...........cccovveveiieiiciecce e 30
2.3.1.6 Market IMmErsION ........cccveveieeneee e 31
2.3.2 Effectuation in Entrepreneurial Marketing ...........ccccoeveviveviecieesinen, 32
2.3.2.1 Market Research and Prior EXperience ..........ccccvvvevveiveinenn, 33
2.3.2.2 Affordable Loss and Decision Framing...........cccccceveiveennene. 34
2.3.2.3 Product, Market, Price and Channel ............ccccccoeovvevivennnne. 34
2.3.3 Miscellaneous Entrepreneurial Marketing Behaviours..................... 35
2.3.3.1 ResoUrce LevVeraging ........cocueveeeeieienieniesesiesieseseseeeenes 35
2.3.3.2 RisK Management.........ccccvveiieiiieiie e 36



2.3.3.3 VAU CreatioN .....eeeeeeeee et a e 37

2.4 Experience and TralNINg.......cccooeierereninise e 37
2.4.1 Significance of Experience on Firm Performance..............cccccoeevenen. 37
2.4.1.1 Effects of Experience on Entrepreneurs .........ccccocvevveiiennenne. 37
2.4.1.2 Experience as a Moderator ..........cccoovevveveiieeneene e 46
2.4.1.3 Measurement of EXPErienCe ........cccovveieieniiininisieieee, 50
2.4.2 Significance of Training on Firm Performance ..........cc.cccooevvevenen, 52
2.4.2.1 Training as a Performance Factor...........cccoccevvnviiininennenn, 52
2.4.2.2 Training Owners of Small BUSINESSES.........ccccvevvvveeiieernenne. 60
2.4.2.3 Training as @ MOGerator ...........ccocvevveieneiene e 60
2.4.2.4 Measurement Of TraiNiNg ........cccevevveevieiesieese e 63
2.5 Self-Report Evaluation of Small Medium Enterprise Performance............ 64
2.6 Theoretical and Conceptual Framework and Hypotheses ...............cccoc..... 66
2.6.1 Resource Based View and Dynamic Capabilities View ................... 66
2.6.2 Capability and Competitive Advantage .........cccceeevvevencieieenesinennnn 70
2.6.3 Model of Measuring the Performance of SMES ............ccccccevviienen, 71
2.7 VarTADIES ... e 73
2.8 HYPOTNESES. ...ttt 73
2.9 Conceptual FrameWOIK...........ccveviiieie e s 74
2.10 Chapter SUMIMANY ........coieieieieieniesie sttt 75
CHAPTER THREE: RESEARCH METHODOLOGY .....cccoceviviiriiceeeeieeens 78
T8 A 10T [0 Tox o] o TSR 78
3.2 Philosophical VIBW ... 79
3.3 RESEAICH DESION ...ttt 80
3.3.1 Reasons for using Smart PLS 3.0........ccooviiniiiiiieceseeeeeee, 81
3.4 Data COlECHION ..ot s 82
3.4.1 Development of QUESLIONNAITE ..........cceiiiirieieieesereee e, 84
3.4.1.1 Common Method VariancCe ...........cccceoerererenieneneneereeneens 88
3.5 Sampling DeSigN PrOCESS ........ccovevirieriiiiiiisiisiesieee e 90
3.5.1 Population and SamPIe..........cccveveeiiiieiece e 90
3.5.1.1 Sampling Frame Issues and Sample Size ........c..cccocvvvennne. 91
3.6 Data ANAIYSIS.....ccveiiiiieiie et 95
3.6.1 Preparation Of the Data .........ccccooeiiiiiiiiiieeee e, 95
3.6.2 Demographic Profile of Respondents ...........cccocvevevieeieciecic i, 95
3.6.3 Missing Data and Normality ............ccccocvveveiiieiicic e 97
3.6.4 Confirmatory Factor Analysis (Measurement Model)...........c.......... 98
3.6.5 Structural MOdel .........ccooviiiieie 99
3.7 Chapter SUMIMAIY ........coiiiieiieieieiese sttt 100
CHAPTER FOUR: DATA ANALYSIS ...ttt 102
o I 1 (o To [0 Tox o] o TSRS 102
4.2 G*Power 3.1 Analysis: SamMPIe SIZe ... 103
4.3 Measurement MO ..........c.ooiiiiiii e s 104
4.3.1 Loadings of Reflective ItemMS ..., 104
4.3.2 Divergent Validity of all Constructs..........cccccevvviviiiiiiiiciie e, 105
4.4 Structural MOdel ..........ooov o 106
4.4.1 Robustness of the Moderation Effects ...........cccceveveiiiiiiniieen 114
4.4.2 Coefficient of Determination and Predictive Relevance................... 120



4.5 Chapter SUMMAIY ......cccoiviieiiesie e e et re e enes

CHAPTER FIVE: CONCLUSION ..ottt
5.1 DUSCUSSION ...ttt ettt ettt ettt e et e et e e et ee e e e e eeeeeeeeeeeeeeeeeeeneeneneeeeeeenens
5.2 Conclusion, Recommendations and LimitationsS ..........ccovvvveeeeeeeeeeecieenn.

REFERENCES

APPENDIX A:

APPENDIX B:

APPENDIX C:

APPENDIX D:

APPENDIX E:

APPENDIX F:

APPENDIX G:
APPENDIX H:

APPENDIX I:

APPENDIX J:

APPENDIX K:
APPENDIX L:
APPENDIX M:
APPENDIX N:
APPENDIX O:

APPENDIX P:

SURVEY INSTRUMENT FOR ENTREPRENEURS IN
ENGLISH.....cooii e
SURVEY INSTRUMENT FOR ENTREPRENEURS IN
BAHASA MALAYSIA Lo
COMMON DIMENSIONS OF ENTREPRENEURIAL
MARKETING ..ot
SIZE AND ENTREPRENEURIAL MARKETING ................
EFFECTUATION IN ENTREPRENEURIAL
MARKETING .....oooiiiiiiii e
MISCELLANEOUS ENTREPRENEURIAL

MARKETING BEHAVIOURS ........ccccooiiiiiii,
MEASUREMENT OF EXPERIENCE AND TRAINING......
SELF-REPORT EVALUATION OF SMALL MEDIUM
ENTERPRISE PERFORMANCE ..o
ENTREPRENEURIAL MARKETING ITEM

LOADINGS......oooi e
LATENT VARIABLE CORRELATIONS AND

FORNELL LARCKER CRITERION ........ccooviiiiiiiiciiieen
CROSS LOADINGS OF CONSTRUCTS ..o,
COMPLETE MODEL .....ooiiiiiiieiieeeee e
COMPLETE MODEL; PATH DIAGRAM ......ccccovviiiiiinn.
ROBUSTNESS OF MODERATING ANALYSIS ........ccco.....
NORMALITY AND MISSING DATA ANALYSIS.............
MODERATOR GRAPHICAL ANALYSIS ...,

Xi



Table No.

11

3.1
3.2

3.3

3.4

3.5
3.6
3.7
4.1
4.2
4.3
4.4
4.5
4.6
4.7
4.8

4.9

4.10

LIST OF TABLES

Indicates Training and Programmes given by the Government
Ministries and Departments as mentioned before.

Pilot study
The Sources of Measurement Items in the Questionnaire

Population Parameters based on the Malaysian Government’s
Criteria

Sample designs used by researchers in entrepreneurship
literature using quantitative analysis

Demographic Profile of Respondents

Normality test

Missing Data Analysis

Loadings of Indicators for Entrepreneurial Marketing
Cross Loadings of Constructs

Latent Variable Correlations and Fornell and Larcker Criterion
Reliability and Convergent Validity of all Constructs
Effect Size for Moderators

Hypotheses Testing Results

Multicollinearity

Effect Size for Moderators

SRMR Common Factor Fit Indices for the Constrained and
Unconstrained Model

Coefficient of Determination and Predictive Relevance.

xii

Page No.

86

87

91

93
96
96
98
104
105
106
107
107
108
114

119

119

121



LIST OF FIGURES

Figure No. Page No.
2.1 Resource Based View 70
2.2 Conceptual Model 74
4.1 Structural Model (PLS Algorithm) 109
4.2 Structural Model (Bootstrapping) 110
4.3 Moderating Effect Experience 112
4.4 Moderating Effect Training 113
4.5 Constrained Model for Training (PLS Algorithm) 115
4.6 Constrained Model for Training (Bootstrapping) 116
4.7 Constrained Model for Experience (PLS Algorithm) 117
4.8 Constrained Model for Experience (Bootstrapping) 118

Xiii



B2B
EM
PLSC
SME
SRMR
TQM

LIST OF ABBREVIATIONS

Business to business

Entrepreneurial marketing

Partial least squares consistent

Small medium enterprise

Standardised root mean square residual
Total quality management

Xiv



CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND OF THE STUDY

“Small and Medium Enterprises (SMEs) in Malaysia contribute to economic
development by virtue of their sheer numbers and increasing share in employment and
Gross Domestic Product” (Aris, 2007, p. 1). Therefore the performance of any SME is
vital to the Malaysian economy. The government of Malaysia is taking pro-active

actions towards achieving this objective.

Table 1.1 Indicates Training and Programmes given by the Government Ministries
and Departments as mentioned before.

Financial

No. Focus Area Prozlroa{n%es Allocation BeEnXe?‘?cCifr?es
(RM mil.)

1. Market Access 36 89.7 18,842

2. Human Capital Development 36 70.7 19,558

3. Access to Financing 29 4,102.9 422,838

4 Innovation & 'I_'echnology 93 3573 7.051

Adoption

5. Infrastructure 15 224.0 228

Total 139 4,844.5 468,517

Source: SME Annual Report: 2014/15 (SME Corp Malaysia, 2015a)

Entrepreneurs might be owners of small businesses but not all small business
owners are entrepreneurs (IONITA 2012). According to IONITA (2012), the main
difference between the two lies in the fact that entrepreneurs are profit and growth
oriented and small business owners satisfice to a nominal amount of income for them
and their families to survive. IONITA (2012) asserts that the latter are not innovative

in their mien concerning their business. Examples can be taken of “Uncle BOB” (a



small growing entreprencurial enterprise) and your local “mamak stall” in Malaysia.
The question remains - if a small business owner wants - how can he emulate the
entrepreneur and become successful in his marketing tactics?

Basically, programmes that give training and consultation (and also financing)
to the entrepreneur partitioned in modules concerning different fields relevant to
entrepreneurship such as marketing, product development and the like are available;
but again none touch on entrepreneurial marketing (Abdullah, 1999; CEDAR, 2016;
Hussin, Ismail, & Alias, 2015; Zulkifli-Muhammad, Char, Yasoa, & Hassan, 2009).

Thus, the focus of the dissertation would be to examine the influence of
entrepreneurial marketing skills on the performance of SME entrepreneurs and to
impart these skills to small business owners through training. This is done by finding
out which entrepreneurial marketing skills lead to SME performance. Entrepreneurial
marketing is not a fad but a phenomenon that has existed ever since entrepreneurship
existed. It is currently recognized that entrepreneurs do not use marketing as taught in
text books (it is a socioeconomic pattern that has been hidden for a long time yet
existed in society). Further it is stated in American Marketing Association (2014),
“experienced, expert entrepreneurs deploy unique strategies when confronted with an
uncertain, shifting marketplace—strategies that invert traditional market research
approaches used by managers with less entrepreneurial experience (n.d.)”.

It is a true fact that they do not call these unique strategies as entrepreneurial
marketing but any marketing remotely related in any way to entrepreneurial essence is
really a subject in its own right (Martin, 2009; Miles, 2011; Morrish, 2011). The
definition of entrepreneurial marketing by Kraus, Harms and Fink (2010) is:

EM is an organizational function and a set of processes for creating,

communicating and delivering value to customers and for managing
customer relationships in ways that benefit the organization and its



stakeholders and that is characterized by innovativeness, risk-taking,

pro-activeness and may be performed without resources currently

controlled (9).

Small business owners differ from entrepreneurs, in that, they do business for
mere subsistence (IONITA, 2012). To improve the performance of owners of such
SMEs it would be worthwhile to conduct a study that examines the entrepreneurial
marketing strategies that would help them in their business. Currently, there are
training modules that emphasize on traditional marketing concepts such as customer

relationships, customer segments (1 Malaysia EnTrepreneur, n.d.) which are far

removed from what real entrepreneurs do (Martin, 2009; Miles, 2011; Morrish, 2011).

1.2 PROBLEM STATEMENT

The reason that entrepreneurial marketing should be taught to small business owners
is that, it is important to understand that entrepreneurial high performance SMEs do
marketing differently than small businesses (Siu & Kirby, 1996). Also, it should be
noted, that entrepreneurial marketing is not the only ingredient that is needed for SME
performance. Training and experience should moderate the relationship between
entrepreneurial marketing skills of small business owners and SME performance
(Brush & Chaganti, 1999; Jusoh, et al., 2011; Kader, et al., 2009; Orr et al., 2011).
Thus, keeping in view of the latter, it is important for all stakeholders to know
what entrepreneurial marketing skills are and how SME owners can be trained to use
these skills. “Marketing at least within the format employed by large companies may
not be appropriate for small firms” (Parrott, Azam & Holliman, 2010, p. 8). SMEs are
not smaller versions of large organizations. Rather, their marketing activities and

processes are different. Their marketing issues are not the same (Carson & Cromie,



1989; Davis, Hills & LaForge, 1985). Yet, this study found out that training does not
moderate the relationship between entrepreneurial marketing skills and performance.

Malaysia faced a near recession in 2015 due to the large foreclosure of SMEs
by banks. Malaysia, being a developing economy, is dependent on GDP produced by
the huge plethora of small businesses that could not survive the tempest. According to
a research on the first quarter of 2015 on the condition of SMES’ business health, 34
percent of the SMEs say that they were weakening based on their perceptions of sales,
production and exports (SME Corp Malaysia, 2015a). This is where entrepreneurial
mindset and entrepreneurial marketing skills play a role (though they are not the
panacea). The Malaysian economy might have been writhing in the first quarter of
2015 (SME Corp Malaysia, 2015a), but in situations like this, entrepreneurial thinking
and entrepreneurial marketing skills become important.

For SMEs to survive the economic tempest (even in the long run),
entrepreneurial marketing skills which is just one ingredient that lie in tandem with
other resources, becomes a unique capability. This not only makes the small firm to
perform but makes it adaptable to any changes in the environment. Thus, the resource
based view and dynamic capabilities view have a part to play in the mechanism that
entrepreneurial marketing skills as a well-oiled cog in the SME create a competitive
advantage. Entrepreneurial marketing skills in that sense also makes the SME, robust

to economic and financial headwinds (Crane, 2013; Read et al., 2009).

1.3 RESEARCH QUESTIONS

1. What is the relationship between a SME owner’s entrepreneurial
marketing skills and SME performance?

2. What is the relationship between experience and SME performance?



How does experience of the entrepreneur affect the relationship between
entrepreneurial marketing skills and SME performance?

What is the relationship between experience and SME performance?

How does training of the entrepreneur affect the relationship between

entrepreneurial marketing skills and SME performance?

1.4 RESEARCH OBJECTIVES

1.4.1 General Objectives

1.

To explore the influence of entrepreneurial marketing skills on the
performance of small medium enterprises in Malaysia in training SME

entrepreneurs to be successful.

1.4.2 Specific Objectives

1.

To examine the relationship between entrepreneurial marketing and
performance.

To explore the relationship between experience and SME performance.

To determine if the experience of the entrepreneurs moderates the
relationship  between entrepreneurial marketing skills and SME
performance.

To explore the relationship between training and SME performance.

To establish if training of the entrepreneurs moderates the relationship

between entrepreneurial marketing skills and SME performance.



1.5 SIGNIFICANCE OF THE STUDY

There are some studies that try to close the gap concerning entrepreneurial marketing
and its effect on SME performance in the literature. One such article by Janet and
Ngugi (2014) links entrepreneurial marketing to growth of small firm. The differences
are that they take the predictors of product, price, place and promotion in the context
of SMEs. This dissertation’s main contribution would be to comprehensively measure
entrepreneurial marketing and then look at whether this measured variable contributes
to SME performance. The said article only considers some aspects of entrepreneurial
marketing and the focus on performance (only growth) is also limited. This
dissertation also focuses on business volume (not only growth) and tries to see the
influence of training and experience in a model, which will enable policy makers to
prescribe policies concerning the content of SME training for entrepreneurs in
Malaysia.

On the other hand, two other articles that are similar to this dissertation by
Pratono and Mahmood (2015) and Hussain, Ismail and Shah (2015) discuss the
relationship between entrepreneurship and marketing separately with the performance
of small firms; however, these two concepts are under the umbrella of entrepreneurial
marketing in this dissertation. Their conceptual models are completely different. They
also do not focus on the training and experience aspect of the entrepreneurs in the said
context in order to help policy makers in this respect.

Hilmi and Ramayah (2008) state that market innovativeness is a capability of
the firm not a skill, whereas entrepreneurial marketing in the context of this
dissertation is a skill. The framework posited by the researchers needs a fresh
approach as a firm as an entity cannot be trained but entrepreneurs can be trained. In

the academia, a lot of research focuses on various surrogates of marketing with their



relationship to marketing performance and financial performance. The simplest and
most glaring example of such research is done by Hilmi and Ramayah (2008). It is
posited that the entrepreneurial marketing skills of an entrepreneur are related to SME
performance as opposed to traditional marketing or marketing capability of firms.
Thus, a modified model of Hilmi and Ramayah’s (2008) work will include,
“entrepreneurial marketing” that eventually relates to firm performance.

In the relevant literature, there are few instances of where entrepreneurial
marketing is quantitatively connected to small business performance, apart from the
references mentioned above and interspersed studies done recently. Even when they
look at the entrepreneurial marketing field, they look at it from a different angle. The
subsequent results of the research will further enhance the repository of modules
already there for training for entrepreneurs. It aims to improve the training
programmes offered by trainers, so that there are fewer failures, and to that end,
influence government policies concerning entrepreneurial training. This can be done
by introducing modules in the programmes that teach entrepreneurial marketing to
entrepreneurs. It will enable the owners of SMEs to use their entrepreneurial
marketing training in their SME context since academic classroom traditional
marketing is only relevant for established large organizations.

Hopefully by integrating entrepreneurial marketing into business owners’
cognition, they have a chance to be pro-active and meet the challenges ahead. As a
result, the entrepreneurs will be cognizant in their marketing efforts that marketing in
small businesses is not always black and white. This contribution to SMEs might be a
drop in the ocean as there are many other factors involved but every drop matters.
According to Aris (2007), the SME sector has a large contribution to the economy.

“SMEs contribute 32 percent of Gross Domestic Product (GDP), 59 percent of



employment and 19 percent of exports” (SME Corp Malaysia, 2013, p. 29). Thus, the
more well performed SMEs there are, the better the Malaysian economy.

Entrepreneurial marketing skills in the context of contribution to the theory of
resource based view gives a fresh perspective to the generalisation of the theory in the
context of SMEs. For instance, the acquirement of entrepreneurial marketing skills
(through appropriate training), has an impact on the strategic marketing thinking of
the entrepreneurs, in terms of entrepreneurial efforts that shape the value the firms
have to offer and thus the resulting in effects on performance of their SMEs. Thus, to
the entrepreneurs’ purpose, the main aim i.e. profit generation, business volume and
growth are fulfilled. For small business owners that are not entrepreneurial, it at least
opens avenues for strategic thinking that will help them survive and adapt to the
changing environment.

In terms of the academic contribution, we will also see the direct links of
experience, training and entrepreneurial marketing to performance. This will further
the assertion that training, experience and entrepreneurial marketing together become
a capability, that creates competitive advantage and thus leads to performance. This is
different from moderation effects. The difference mainly lies in that experience and
training enhance entrepreneurial marketing by honing the entrepreneurial marketing
skills of the small business owners. The resources are training whatever it might be,
(not only entrepreneurial marketing modules), experience (not only the entrepreneurial
experience) and entrepreneurial marketing. These resources combined, which can be
called entrepreneurial marketing capability, creates an advantage which more often

than not, creates success for the entrepreneurs.



1.6 DEFINITIONS OF TERMS
Entrepreneur
A person who organizes and operates a business or businesses, taking on greater than

normal financial risks in order to do so.

Entrepreneurial Success

Being a successful entrepreneur means more than starting new ventures every other
day. It means the right attitude towards a business and the determination and grit to
achieve success. A successful entrepreneur has a strong inner drive that helps him to

succeed.

EM

A commonly used acronym for entrepreneurial marketing. Entrepreneurial marketing
is less about a single marketing strategy and more about a marketing spirit that
differentiates itself from traditional marketing practices. It eschews many of the
fundamental principles of marketing because they are typically designed for large,

well established firms.

Entrepreneurial Marketing

EM is a spirit, an orientation as well as a process of pursuing opportunities and
launching and growing ventures that create perceived customer value through
relationships, especially by employing innovativeness, creativity, selling, market

immersion, networking and flexibility.



Entrepreneurial Marketing Capability
Marketing capability of large and small firms that leads to success in resource
constrained environments. It is synonymous to entrepreneurial marketing orientation

of the firm.

Entrepreneurial Marketing Orientation
It is the capability of the firm from various resources such as the entrepreneurial
marketing skills of the entrepreneur and his venture team, their networks, the firm’s

strategic alliances, etc.

Entrepreneurial Marketing Skills

The marketing skill of the entrepreneur characterized by pro-activeness,
innovativeness and risk taking. It is an interface of entrepreneurship and marketing
that the entrepreneur is bound to follow due to the hostile and resource constrained

environment, both within and outside his firm.

Experience
Exposure to and contact with facts and events, that inculcate wisdom and knowledge

in the entrepreneur to do marketing entrepreneurially.

Training

Educational effort and practice in order to obtain competencies and skills that improve

the way an entrepreneur does business.
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