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Background: Entrepreneurial marketing concentrates on the marketing for small and 

micro enterprises. It provides the tool to compete on the market with limited resources 

and thus innovative marketing strategy might be a good weapon and particular value for 

the micro and small sized entrepreneurs. Traditional marketing concepts are generally 

not appropriate for the small and micro enterprises, which creates a need for generating 

new solutions.  

Purpose: To investigate in the particular ways of practical application of the 

entrepreneurial marketing for small and micro enterprises. To understand the 

entrepreneurial marketing relevance for small and micro companies that operates in 

fast-changing environment.  

Method: The study is qualitative, with deductive approach, interpretivist epistemology 

and objectivist ontology. 4 micro and small entrepreneurs from Växjö have participated 

in the semi-structured interviews, and the results have been interpreted through an 

operationalization table, in a “cross-company case” model. 

Results, conclusion: The study aimed at helping the micro and small entrepreneurs to 

have a better understanding of the entrepreneurial marketing relevance. It has been done 

through the analysis of the seven dimensions which the concepts and theories have been 

confirmed most of the time by the empirical results. It gave the insurance that micro and 

small entrepreneurs have high interest to be aware of these dimensions, which may help 

them in their business. 
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1. Introduction 

The study will be first introduced with elements about the subject’s background. Then, 

it will deal with a problem discussion before the purpose and the research question are 

presented. 

1.1 Background 

This part of the introduction will describe what entrepreneurial marketing is, and then 

explain the concept accordingly to what can be considered as limited resources in 

marketing. Lastly, the passage will present the definitions of micro and small 

enterprises. 

“Micro, small and medium-sized enterprises (SMEs) are the engine of the European 

economy. They are an essential source of jobs, create entrepreneurial spirit and 

innovation in the EU and are thus crucial for fostering competitiveness and 

employment…”  

Günter Verheugen, 2009, 

Member of the European Commission 

Responsible for Enterprise and Industry 

 

During the last 25 years, entrepreneurship and marketing are two well-established 

scientific fields, which are central in business studies (Hills & Hultman, 2013). 

Historically, these two scientific fields had not any common and clear relationship. 

However, recent studies proved the opposite, since scientists found the relationship 

between marketing and entrepreneurship. These studies identified the theoretical and 

practical connection between recently independent subjects. There is a widespread 

thought that successful entrepreneurship needs marketing as successful marketing needs 

entrepreneurial approach (Hills & LaForge, 1992). 

Entrepreneurial marketing describes the marketing enterprises of micro, small and 

medium sized entrepreneurs (Kraus, Rainer & Harms, 2010). Entrepreneurial marketing 

takes place in a firm of any sizes, but the meaning might be different for the small and 

big companies (Bjerke & Hultman, 2002). It provides the tool to compete on the market 

with limited resources and thus innovative marketing strategy might be a good weapon 

and particular value for the micro and small sized entrepreneurs. 
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The idea of marketing with limited resources can take many forms (Bettiol, Di Maria & 

Finotto, 2012). Indeed, the marketing planning and its execution can be hampered in 

micro and small enterprises by obstacles such as financial constraints, small size, lack of 

marketing expertise, scarce use of specialists (Huang & Brown, 1999). It can also be 

added that, according to many studies, marketing in these kind of firms is often 

unstructured or not-fully understood (McCartan-Quinn & Carson, 2003), and this 

because of lacuna in marketing knowledge, lack of idea, or no time enough to think 

about it. That is why in this way the potential development of the marketing function 

may be constrained (Cacciolatti & Fearne, 2013).  

However, it must be noticed that if entrepreneurial marketing is entrepreneurial, it is 

because there are limited resources for marketing and so the absence of formal 

marketing strategies and planning within micro and small enterprisers is not to be 

interpreted as a lack of marketing at large (Bjerke & Hultman, 2002). Micro and small 

enterprises manifest specific forms of marketing that differ from conventional and 

structured forms typical of large organizations, and they require novel conceptual 

frameworks to be fully understood (Hills et al, 2008). Therefore, small and micro 

entrepreneurs, in an entrepreneurial perspective, need market in a way that suits a small 

and/or growing firm that does not have the resources or operational structure of a large 

company (Gilmore, 2011). 

As seen, there is a lack of resources for micro and small enterprisers, as finance, 

knowledge, information, time and opportunities to keep up to date, to compare with 

larger firms, which have a bigger number of employees, a broader technology, and more 

time with proceeding decisions according to the further actions (Bjerke & Hultman, 

2002; Gilmore, 2011).  

The nature of micro and small enterprises makes it obvious that they have limited 

resources for marketing. International experience confirms that small and micro-

enterprises across the world are often established with limited capital. Indeed, of the 

fastest-growing American private companies in 2000, 16 per cent started with less than 

1000 $, 42 per cent with 10000 $ or less, and 58 per cent with 20000 $ or less; and 

fewer than 5 per cent started with venture capital (Reynolds et al., 2005).  

Moreover, number of employees, amount of annual turnover and annual balance sheet, 

categorize the division of micro and small enterprises. There is a threshold, which 
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distinguishes the stand of micro or small enterprises according to the following criteria: 

as staff headcount, annual turnover, and annual balance sheet (European Commission, 

2003). 

Micro enterprises have less than 10 persons employed; annual turnover and annual 

balance sheet have to consist no more than 2 million euro while small enterprises are 

defined as enterprises which employ fewer than 50 persons and whose annual turnover 

and/or annual balance sheet total does not exceed 10 million euro (European 

Commission, 2003). The authors have chosen to define these kinds of entrepreneurs 

according to the European legislation, because it is where they lead the study. 

1.2 Problem discussion  

It is known that the SMEs, and more specifically small and micro-enterprises, are 

economically important. For example, in the European Union, with 99.8% of an 

estimated 22.3 million enterprises defined as SMEs, the SMEs provide around 87 

million jobs. Again, almost all of these are small enterprises, with 20.5 million 

enterprises (92.7%) employing less than ten people (and only 35,000 enterprises 

employing more than 250 people) (OECD, 2011). The average European business 

provides employment for four people, including the owner/manager.  

Figures show that SMEs account for roughly two thirds (67.1%) of employment within 

the EU, with SMEs contributing 57.5 % of the value added generated within the EU’s 

non-financial business economy (Eurostat, 2015). 

Micro and small enterprises are becoming more and more important in European 

economy, even if their share of value added within the non-financial business economy 

is considerably lower, around one fifth, their number has increased these last years 

(Eurostat, 2015). So if their marketing capability and so their viability can be improved, 

their success could insure to fight against unemployment and improve economic 

growth. They have a powerful impact on the economic environment. (Bjerke & 

Hultman, 2002). 

Unfortunately, micro-enterprises find it difficult to progress beyond the 

existence/survival stages of growth. Many firms fail in their formative years and most 

people in business would state that «the first three years are the hardest» (O’Dwyer & 

Eamon, 2000: 345).   
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So it is very important for small and micro-entrepreneurs to focus their resources on 

efficient entrepreneurial marketing, because they cannot take the risk to waste money 

and time in that kind of things, running the rest of the business. It will allow them to 

develop more easily (Morris et al., 2002). 

Indeed, allocating marketing resources is a complex decision in a constantly evolving 

environment. The emergence of new media such as online search and display 

advertising, video games, virtual worlds, social networking, online user-generated 

content, and word of mouth marketing is creating both new opportunities and challenges 

for companies (Nobre & Silva, 2014). 

It is not easy to isolate the effect of a marketing instrument in this dynamic business 

environment where multiple factors influence sales and profits (Gupta & Steenburgh, 

2008). This inability to determine what source of information is relevant to their 

marketing decision making may be related to the scarcity of resources available to 

SMEs (Cacciolatti & Fearne, 2013). Consequently, many managers continue to rely on 

simple heuristics and decision rules for resource allocation, which means risk taking 

(Gupta & Steenburgh, 2008).  

In that view, the authors must notice again that traditional marketing concept, which 

turned out to be successful, when applied in a large firm context, turn out to become a 

failure, when applied to the small sized business (Gilmore, 2011). Micro and small 

sized enterprises perform a different marketing behaviour compared to the large firms 

(Freel, 2000); they do not possess the same amount of resources as large firms, which 

means that marketing principles developed in the large businesses are not universally 

suitable. It can force them to operate a resource leveraging, which allows them to reach 

their goals. 

Therefore, how managers or owners operate business and conduct marketing decisions 

is crucial in understanding entrepreneurial marketing. Entrepreneurial marketing can be 

understood as “marketing with an entrepreneurial mind-set” (Kraus, Harms & Fink, 

2010: 19). As it has already been said, micro and small enterprises approach to 

marketing varies from traditional and established ways (Gilmore & Carson, 2007).  

Entrepreneurial marketing can be described in several dimensions, with an impact more 

or less beneficial for the business. What is important is how micro and small 
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entrepreneurs actually do business and how they make their decisions, deliver their 

market offering in the market place with their limited resources for marketing (Gilmore 

& Carson, 2007). While in the same time they focus on their innovativeness, sometimes 

guided by an opportunity focus or not, to have something different from the competitors 

to offer. 

Indeed, it is more difficult for an individual consumer to forge a true partnership with 

the seller. The micro/small entrepreneurs must insure that their customers will be 

satisfied, because even if they do not show strong loyalty toward the product/service of 

the firm, they can act on the reputation of the firm in an important way. The individual 

consumer can offer money, positive word of mouth, and loyalty over time (Arnould, 

Price and Zinkhan, 2004). Therefore, there is a huge challenge here about what kind of 

behaviour must be adopted toward the customers by the entrepreneur; it balances 

between customer intensity, and the development of value creation for the 

product/service. 

Moreover, to create opportunities, the entrepreneur will certainly have to develop his 

own frameworks that give meaning to the environment (Bettiol, Di Maria & Finotto, 

2012). Because as the authors show in the beginning of the discussion, there are plenty 

of SMEs, together forming a sort of eco-system, with synapses. Entrepreneurs who are 

aware of what happen around them, who are conscious that the environment has an 

impact on them and that they affect their environment, are said to have a sense of 

proactiveness (Alexandrova, 2004). 

This is why it is crucial to understand how businesses can operate with limited 

marketing resources, because marketing in micro and small enterprises is not only a 

simpler version of the marketing in big firms, it is an area on its own. Thus, adaptation 

and creation of the new marketing concepts, created with consideration of the micro and 

small enterprises characteristics, such as limited marketing resources, is actual in a fast 

changing economic environment with a highly developed enterprisers sector (Ciochina 

& Cebuc, 2013). 

1.3 Purpose  

The main aim of this study is to investigate in the ways of practical application of the 

entrepreneurial marketing for small and micro enterprises. Through this research, an 
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understanding of the entrepreneurial marketing relevance to small and micro enterprises 

will be developed in order to provide managerial insights. 

1.4 Research question  

How can micro and small enterprises operate more efficiently with given limited 

resources for marketing? 
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2. Theoretical framework  

This chapter will present entrepreneurial marketing concept (EM), and will explain the 

seven dimensions of the EM, which are the point of departure for the further 

establishment of work progress.  

2.1 Historical introduction to the Entrepreneurial marketing  

Marketing can be view as the business function, which has own strategies, purposes, 

goals and instruments. Moreover, marketing is a business function that should be used 

appropriately by entrepreneur in product development as well as in business-

development in general. At the same time, entrepreneurship is more than one type of 

management style, due to it is an art to open, provide and keep a business, which can 

bring maximum achievements (Hisrich, 1992). Both have similarities, they have to be 

based on customer orientation, and customer plays key role as a goal which has to be 

reached.  

There are some areas of interface between marketing and entrepreneurship as 

opportunity-driven, innovative and focused on changes (Cristina, 2011).  

Traditional marketing can operate in corporations with multi-structured management 

system, and provide existed pattern of strategies for the big companies and effectively 

works for them. The entrepreneurial marketing provides the pattern of behaviour for 

small businesses, which just start to operate on the market, and they cannot apply 

traditional marketing for companies with more than 1 000 employees inside. 

Entrepreneurial marketing becomes as a tool for entrepreneurs of just started operating 

or young operators of the market (McAdam, 2004). 

2.2 Entrepreneurial marketing   

The unstable business environment forces companies to use non-standard approaches of 

business development and thus traditional patterns of marketing have to be adjusted for 

the companies of the distant levels of the resources. It is a well-known fact that EM 

works more effectively when resources are limited, with which small and micro 

enterprises have to operate (Becherer & Maurer, 1997). Thus EM approach is focused 

on innovation, risk management, resource leveraging and value creation (Becherer, 
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Haynes & Helms, 2008). As previously mentioned EM combines two scientific fields of 

knowledge - marketing and entrepreneurship. Hence, EM has two orientations as 

marketing and entrepreneurial orientation at the market (Morris, Schindehutte, & 

LaForge, 2002). Market orientation (MO) and entrepreneurial orientation (EO) are 

important strategic aspects of the company, which may increase the performance 

effectiveness of the company on a market in general, as in developing a new product 

(Frishmmar & Horte, 2007). The work effectiveness of the combination of these two 

market orientations is conceivable to measure by seven dimensions of EM. Four of that 

dimensions are proactiveness, opportunity-focus, risk taking, innovation orientation, 

which characterized the entrepreneurial orientation of the firm. The next two 

dimensions are customer intensity and value creation, which can be associated with the 

market orientation of the firm. The last dimension is resource leveraging, which is a 

single element of marketing perspectives (Morris, Schindehutte & LaForge, 2002).  

2.3 Market orientation  

Market orientation (MO) is one of the central component of marketing concept, which 

shows a response of companies to the current marketing demand (Narver & Slater, 

1990). It is defined as a company’s environment, which creates the necessary 

behaviours for the creation of value for buyers, and thus more effectively, performance 

on the market. 

According to Frishmmar and Horte (2007), the definition of MO is following: it is a 

satisfaction process of customer needs through analyses and assessment of customer’s 

wishes by a company. Thus, market orientation might be defined through behaviour 

indicators such as customer orientation and value creation on a two decision criteria: 

long-term focus and profitability (Li, Liu & Zhao, 2006). MO in concept of small firms, 

which can help to improve for the last performance on the market. MO is a management 

task that, if well applied by customer intensity and value creation dimensions, can lead 

to the successful company’s performance (Kreiser, Marino & Weaver, 2002). 

2.4 Entrepreneurial orientation  

The concept of Entrepreneurial orientation (EO) was identified by studies as 

possibilities and desires of companies to risky, innovates and seeks new business 
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opportunities for growth. In this perspective, there are four marketing dimensions, 

which explore what is the EO:   

1. Proactiveness;  

2. Risk taking;  

3. Innovation orientation;  

4. Opportunity-focus.  

EO is considered as a construct that gives opportunity for the firms to take an advantage 

of the given occasion by market. EO provides technical knowledge and thus creation of 

the technical solutions for firms to satisfy preferences and needs of customers 

(Workman, 1993; Gatignon & Xuereb, 1997). 

2.5 Entrepreneurial marketing dimensions   

There are seven dimensions of Entrepreneurial Marketing, explanations of which are 

given below. 

2.5.1 Proactiveness 

Proactiveness might be characterized as environmental conditions where firms operate 

and thus take into consideration action that might influence firms’ environment 

(Bateman & Crant, 1993). This means that firms will achieve competitive advantages 

through internal changes by improving and evaluating health and safety practices 

(Andersen et al., 2010), as one of part internal changes also can be the changes in 

methods of production, sales and distribution (Morris, Schindehutte & LaForge, 2002). 

Reactiveness explores the firm’s actions, which are directed on introducing new 

products or services ahead of competitors and thus succeed on a market, and create 

bigger demand on the provided actions (Rezvani & Khazaei, 2013).  

2.5.2 Risk taking  

Risk taking is the predisposition of the firm to engage an abundant amount of resources 

in some uncertainly successful activities (Eggers et al., 2013). Within entrepreneurial 

framework, risk taking it is not just actions which firms undertake in order to prevent 

breaking down, it is either to take into consideration possible risk that might bring 

failures for the company. Micro and small entrepreneurs have a lower level of risk 

perception rather than big companies (Palich & Bagby, 1995). There are various levels 
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of the risk taking. It can be range from depositing money in a bank to developing a new 

product and present it on a completely new market. According to this, the risk that can 

be taken by the companies could be measured by their effective level of performance 

and reputation (Lumpkin & Dess, 1996). 

2.5.3 Innovation orientation  

Accordingly to Lumpkin and Dess, (1996) innovativeness is a “firms’ tendency to 

employ and support new ideas, experimentations, creative processes and novelty that 

may create new services, products or advanced technological processes” (Lumpkin & 

Dess, 1996: 142). 

Innovation as a marketing action involves ability to bring a new level of quality to the 

products, services, processes and opportunities to lead a company on new markets. Day 

to day changes in market tendencies, demands on already existing products, and 

successfully perform on a market companies have to bring innovation in a process of 

doing business (Fiore et al., 2013).  

There are different degrees of the successful innovation actions of companies on a 

market; it can range from the highly innovative new market creator or incremental 

market maker. The difference between these two dimensions is that market creator has 

to produce completely new solutions for the customer, since market maker can just 

follow already existing customer relations and use market knowledge. Small business 

may choose focus on innovation since they might do not have the resources to meet 

industry standards (Carson & Gilmore, 2000).  

2.5.4 Opportunity Focus  

Comparing traditional marketing with entrepreneurial marketing, the latter is more 

opportunity-driven. There are two crucial marketing actions, as acknowledges and 

occupation that can bring success for small enterprises. There is a need to choose the 

“right” opportunity that determines success for firms (Becherer, Haynes & Helms, 

2008). Take a right action at the right time might bring successfulness for firms. Being 

forward looking as a key point of opportunity focus for entrepreneurs means serve 

unsatisfied needs and capture new opportunities before their competitors. In this case, 

innovation and creativeness might help to move forward companies in two steps 

forward than competitors (Kilenthong et al., 2010). 
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2.5.5 Resource leveraging  

There is still a lack of resources for companies, where owners have to mitigate it and for 

gathering resources have to add extra financial resources. In this situation, EM develops 

a creative capacity for resource leveraging. The ability to recognize a resource, which 

was not used optimally, allow seeing how the resource could be used in a non-standard 

way. The most critical form of leveraging involves the ability to use other people’s 

resources to accomplish the marketer’s purpose. There are several ways to get it as 

bartering, borrowing, renting, leasing, sharing, recycling, contracting, outsourcing 

(Rezvani & Khazaei, 2013).  

2.5.6 Customer intensity  

Wide scientific attention has identified that successful companies emphasize on 

customer intensity (Sheth, Sisodia & Sharma 2000; Han, Kim & Srivastava, 1998; 

Hamel & Prahalad, 2013; Jaworski & Kohli, 1993; Narver & Slater, 1990). Enterprises 

have to be aware about their image since it influences on the customer’s perception of 

the company (Spence & Essoussi, 2010). The dimension of customer intensity can be 

viewed as a central driving force of marketing, which drives companies to create, build 

and sustain customer relationship (Jones & Rowley, 2011). Customer orientation 

emphasizes and guarantees customer equity, strong relationship between enterprises and 

customers, and an emotional dimension, to the firm’s marketing efforts. EM 

consolidates the need for creative approaches to customer procurement and loyalty 

(Kurgun, Hulya et al., 2011). EM focuses on innovative approaches either to create new 

relationships or using existing relationships to create new markets. The relationship 

between company and customers is dyadic, where the company identifies with the 

customers at the fundamental level, and identification of customers with the company 

(Becherer et al., 2012).   

2.5.7 Value creation  

The central definition of EM is innovative value creation, the task of that is to discover 

new sources of customer value and create unique combinations of resources to produce 

value. Firms can create new value by using existing technology to serve customers in an 

unconventional manner either use emerging technology better satisfy customer’s needs 

(Hamel & Prahalad, 1991).  
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To summarize presented theory concepts and give for readers’ easier perception of 

information was created the operationalization table (Table 1.1). 
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Table 1.1 – Operationalization table 

Concept Sub-concept 1 Sub-concept 2 Definition  Questions 
E

n
tr

ep
re

n
eu

ri
al

 m
ar

k
et

in
g

 

E
n

tr
ep

re
n

eu
ri

al
 o

ri
en

ta
ti

o
n

 

 

Proactiveness 

focus 

Environmental conditions where firms 

operate and thus takes into consideration 

action, which might influence firm’s 

environment. Achieveing competative 

advantages thriugh uinternal changes 

(Bateman & Crant, 1993). 

How do you react to changes 

within your industry? 

Compared to competitors is 

your company usually engages 

in actions that competitors 

respond to? Or you usually 

respond to competitors actions? 

Do you monitor trends, identify 

future needs of customers, and 

forecast the future demand 

conditions? 

Risk taking 

Predisposition of the firm to engage an 

abundant amount of resources in the 

uncertainly successful activities  
(Eggers et al., 2013). 

Is your company usually 

engaged in the risky projects 

with uncertain success? 

Does your firm analyze risks in 

order to minimize uncertainty 

and how? 

How risky, in your opinion, are 

your marketing activities and 

why so? 

Innovation 

focus 

Firms propensity to employ and support 

new ideas, experimentations, creative 

processes and novelty that may create 

new services, products or advanced 

technological processes  

(Lumpkin & Dess, 1996:142). 

Do you concentrate on the 

development of the new and 

innovative products or services? 

Does your company encourage 

experimentation and creativity? 

How often do you introduce 

new or upgrade existing 

products or services 

Opportunity 

focus 

Company has to serve unsatisfied needs 

and capture new opportunities before 

their competitors  

(Becherer, Haynes & Helms, 2008). 

Are you searching for new 

market opportunities? 

Are you planning to explore and 

expand to the new markets in 

the future? 

Would you state that you 

exploit new opportunities? 

M
ar

k
et

 o
ri

en
ta

ti
o
n
 

Resource 

leveraging 

Expanding resources further than others 

have done in the past, using resources 

for accomplishment marketing purposes. 

Complementing resources and use in 

non-standard way to create greater value 

(Rezvani & Khazaei, 2013). 

Would you state that by using 

small initial investments you 

usually get high results? 

Have you ever used or planning 

to use resources in a non-

standard way, as an opportunity 

to create greater value? 

Customer 

intensity 

Central driving force of marketing in the 

organization: a “customer-centric” 

orientation employing innovative 

approaches to create, build, and sustain 

customer relationships 

(Jones & Rowley, 2011). 

What are your business 

objectives? Is it generally driven 

by customer satisfaction? 

Do you monitor/measure your 

customers’ satisfaction level? If 

yes, please, explain how. 

Would you state that your 

business strategy is based on 

understanding the customer 

needs/customer focused? 

Value 

creation 

Discovering new sources of customer 

value, creation of unique combinations 

of resources to produce value 

(Hamel & Prahalad, 1991). 

Are there any possibilities to 

discover new sources of 

customer value? 
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3. Methodology 

This part will first present the methodology, starting with the research strategy, which 

will have the form of a qualitative research study, lead in a deductive way, with an 

interpretivist epistemology and an objectivist ontology.  

Then it will look at the research design, an operationalization, and the research method, 

based on semi-structured interviews. What kind of sample has been chosen will be also 

described, and the limitations of the study too. 

The last parts will deal with reliability and validity of the research, with ethical 

considerations, and then with the structure of the qualitative study. 

3.1 Research strategy: qualitative 

The authors are here going to lead a qualitative research study. In their view, it means 

that the research will emphasize words rather than quantification in the collection and 

analysis of data and it will also reject the practices and norms of positivism in particular 

in preference for an emphasis on the ways in which individuals interpret their social 

world (Bryman & Bell, 2011). They have chosen to follow a deductive process. 

The deductive theory is concerned at the beginning with what is known about a 

particular domain and of theoretical consideration to that domain. Here, the researchers 

put an emphasis on concepts and theories that must then be subjected to empirical 

scrutiny. These concepts and theories have a need for being translated into researchable 

entities in order to prove their relevance (ibid). This is supposed to be a very linear 

process, but the authors keep in mind that set of data can become relevant only after 

having been collected, or cannot set with the original concepts and theories elaborated 

(ibid). Maybe they will have to alter these concepts and theories a little for the research 

question; however, the basis will be preserved.  

To be understood by entrepreneurs, the researchers need to get how entrepreneurs in 

SMEs define things around them. Interpretivism epistemology will lead the research, 

because it must get the subjectivity necessary to understand what the entrepreneurs’ 

issues are (Schutz, 2012). Interpretivism is concerned with the empathic understanding 

of human action rather than with the forces that are deemed to act on it, it is opposed to 

the positivist approach of the social science, which is about explanation of human 
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behaviour (Bryman & Bell, 2011). It reflects “the distinctiveness of humans as against 

the natural order” (ibid: 16).  

Through that study, theories and concepts must be confirmed. Objectivist ontology 

implies that social phenomena confront us as external facts that are beyond our reach of 

influence (ibid). It is considered here that entrepreneurial marketing in micro and small 

firms comes across as something external to the actor and as having an almost tangible 

reality of its own. It has the characteristics of an object and hence of having an objective 

reality (ibid). 

3.2 Research design: operationalization 

The research design will be an operationalization. It derives from physics to refer to the 

operations by which a concept (such as temperature or velocity) is measured (Bridgman, 

1927). In the sense of the study, it will allow to devise measures of the concepts, in 

which the researchers are interested (Bryman & Bell, 2011). Measures of the concepts 

are indicators, which are viewed as indirect measures of a concept. Indicators are used 

to tap concepts that are not quantifiable (ibid). The indicators will be visible in the 

tables of the analysis part. It means that the authors are going to make sub-research 

questions to represent these indicators. There will be indicators that will stand for the 

concepts, indicators devised through an examination of the empirical results and public 

informations, and through content analysis (ibid). By this way, the study will avoid 

“shortcomings based on a lack of theory or a misalignment of concepts and 

operationalization”, so it will “use the manuscript to build theory in order to make sure 

that the paper will not be rejected” (Daft, 1995: 174).  

The operationalization table (Table 1.1) was given in theory chapter. 

3.3 Research method: semi-structured interviews 

Semi-structured and individual interviews will be used to ask questions to 

entrepreneurs, because the researchers want to focus on a specific subject, so they need 

clear answers, but the entrepreneurs must be able to develop their point of view and 

their experience on each of the questions (Bryman & Bell, 2011). This is why they must 

feel free; semi-structured interviews provide more open questions, allowing researchers 

to get specific data because the interviews do not follow a static scheme, they are more 

flexible (ibid).  
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Preferably, the authors will interview the entrepreneurs in their home or on their 

workplace, to make them more comfortable and it might help them to get more 

inspiration. They will question them on their entrepreneurial marketing experience 

within their business venture, asking for what they think of the advantages and 

disadvantages of marketing, why make marketing and how efficient was it. They will 

record the interviews and transcript them to exploit the data. 

3.4 Sample  

For the study, the lead of semi-structured interviews is limited by time and space. The 

aim was to lead the semi-structured interviews with between four or eight small or 

micro entrepreneurs in Växjö, to establish a “cross-company case” using the semi-

structured interviews in order to ascertain the seven dimensions of entrepreneurial 

marketing the researchers focus on, a method for sampling based on another study 

(Nobre & Silva, 2014). The researchers have looked for firms in Växjö, to make the 

organisation of the semi-structured interviews easier, and businesses dealing with both 

private customers and other firms to insure that their entrepreneurial marketing will be 

varied and interesting. 

Many people working in relation with micro and small businesses have been contacted 

in Växjö, aiming at a “snowball” effect for a sampling based on convenience (Bryman 

& Bell, 2011). They all refuse to communicate about potential interviewees except one. 

The main reason for these organisations (The municipality of Växjö, Coompanion, 

Almi, Ruuda Consulting AB…) to refuse to do this was the respect of secrecy of their 

partners. Macken, a social and economic organisation, accepted to communicate on two 

companies (only one could be interviewed).  

Websites with lists of firms in Sweden have been used. First, http://www.allabolag.se/, 

but this website was not efficient enough to find the contacts needed. 

http://www.forreg.nu/vaxjo/search.aspx offered a better opportunity to meet the good 

interviewees. Therefore, a hundred of firms in Växjö, with between one and fifty 

employees, have been contacted. E-mails have been sent to all of them. Twenty firms, 

which seemed to be well established in Växjö, and whose the phone number was 

available, were contacted by phone. In the end, only four firms answered positively.  

http://www.allabolag.se/
http://www.forreg.nu/vaxjo/search.aspx
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3.5 Limitations 

The limitations to which the authors are confronted to in that kind of study depend on 

the entrepreneurs and their accessibility, for many reasons. First, they sometimes merely 

do not have time to consecrate for an interview that last for one hour or more, because 

they are too busy with dealing with their customers and running the rest of the business 

(production, employees). They also can feel uncomfortable with the idea of sharing how 

they rule their business. Another issue can be the absence of marketing in its operational 

form. The entrepreneur has not started to think about it, and so he has not launched the 

communication activities, nor sometimes has he not even launched the business. In 

addition, even if he is already thinking to his marketing actions, there is no result to 

measure for the study.  

Last but not least, to find businesses making marketing in an entrepreneurial way is not 

easy at all, because sometimes they are not conscious about the entrepreneurial side of 

their marketing, and even organisations working with them are not very often clearly 

aware about the marketing’s side of the businesses they assist.  Anyway, there will 

certainly have a bias in the study because of these situations of “non-response”; the 

results of the interviews of those who agree to participate may differ from the others 

(Bryman & Bell, 2011).  It is necessary to be conscious about the context of the study, 

because even if looking for global answers, the investigation took place in one Swedish 

city, Växjö. 

3.6 Reliability and validity 

To insure the reliability and the validity of a study, there “are different kinds of 

measures of the quality, rigour and wider potential of research, which are achieved 

according to certain methodological and disciplinary conventions and principles” 

(Mason, 2006: 21). Quantitative criteria can be turned into qualitative ones for the needs 

of qualitative researches: external reliability, internal reliability, external validity, and 

internal validity are the criteria kept for this study (LeCompte & Goetz, 1982). 

The internal reliability is respected through the study, the researchers agree on the 

empirical data extracted from the semi-structured interviews.  

The external reliability is more difficult to respect, because even if the methodology 

explains how the study must be lead, in a clear way, it will be difficult to replicate, 
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because of the context in which the study has been lead. Replicating the study in 

another place, at another moment, will certainly bring different results. Maybe some of 

the interviewees will refuse to answer, maybe they will be more difficult to contact. 

Nevertheless, if researchers wish to replicate this study one day, it will certainly be 

possible in a broad way. 

In the theoretical framework, many concepts are explained, and the results of the semi-

structured interviews reflects that these concepts are the ones, which needed to be 

chosen; they fit with the research and the findings. In this sense, internal validity is 

testified in the study. 

On the contrary, the external validity is more difficult to insure, because being 

conscious about the size of the sample, the conclusion may have vary with more data. 

For that reason, the conclusion of the study will be difficult to generalize in some 

extents. 

3. 7 Ethical considerations 

The main ethical considerations will be about lack of informed consent, invasion of 

privacy, deception and copyright. 

First, the authors make here ethical considerations because they are going to interview 

people and transcript what they will say, and maybe diffuse it. This is why copyright is 

held as something important (Bryman & Bell, 2011). Because as they know, the words 

that will be told belong to the interviewees, and they only own the transcript. The 

researchers will ask the people, in the beginning of the interview, to tell that they know 

they are recorded and accept the transcription, and diffusion, of what is going to be said. 

Another thing that can be done is to ask the interviewees to sign a document saying that 

they accept the use of the data for a research purpose.  

To get these interviews, the authors are not going to lie to the entrepreneurs they want to 

interview. Deception is something that they do not want to practice, and that has no 

interest in the research, because the questions to the interviewees will be very clear 

(ibid). Therefore, making the first contact, the authors clearly tell the entrepreneurs they 

want to interview that they are working on a thesis, related to entrepreneurial marketing. 
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However, the authors are conscious about the care for invasion of privacy (ibid).  

Probably some firms will refuse to answer, considering that their entrepreneurial 

marketing methods must not be shared, part of their secrecy. There might be questions 

the entrepreneurs will not completely answer; hiding truth, they do not want to share for 

different reasons. Moreover, of course, during the interviews, the authors will avoid 

asking personal questions to the interviewees, but they are aware that small firms’ 

entrepreneurs sometimes cross their private and professional life.  

Then, there should not have any lack of informed consent (ibid), because the 

interviewees will know what the subject is and why the authors are going to interview 

them. 

Considering all this point, the ethical considerations allow the authors to be clear to the 

people they will interview, and clear to the use of the information in the research. 

3.8 Structure of qualitative data 

In this part, the authors remind that the study is a qualitative one, but with a deductive 

approach. The concepts are already known and clearly settled. For that reason, the study 

is objective. But it has been chosen to lead the study in an interpretative way, because 

the semi-structured interviews are supposed to show, from the entrepreneurs’ point of 

view, the relevance or not of these concepts, and how they should be considered by 

entrepreneurs. The concepts and theories will be more surely confirmed or not doing so.  

In the questionnaire, the themes are clearly visible. The empirical data will be studied 

through these themes; a comparison of the semi-structured interviews on each themes 

will be done, so the study is a “cross-company case”. The results of this comparison will 

allow explaining the level of relevance of the concepts, how true they are for 

entrepreneurial marketing. 

Indicators, based on the concepts of the theoretical framework, will allow making the 

comparisons necessary to validate or not the concepts and their relevance. 
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4. Empirical framework  

This chapter will present data, which was collected by interviewing owners of small 

companies that are located in Sweden, Kronoberg Stad, Växjö city. Background 

information about companies is given bellow and presented in Table 1.2. Then, the 

empirical investigation will present the results concerning the seven dimensions of the 

entrepreneurial marketing. Last part will present the effective marketing actions of the 

companies, for a better interpretation of the results in the analysis. 

Table 1.2 Background information  

Name of the 

company 
Sweden Designsten Stenbäcks mattor Markisfabrik 

Markis & Persienn 

fabriken 

Founder Ahmed Bakalaev 

Karin Ingrid 

Birgitta 

Gustafsson 

Lena Birgitta 

Broström 

Lars Göran Niklas 

Roström 

Main 

activities 

Timber & Building 

Supplies, Wholesale 

Home Furniture, 

Retail trade 

Home 

textiles&curtains 

Shades&Blinds 

Shades&Blinds 

Location 
Hjalmar Petris road 

50 

Marketntevägen 

2, Växjö, Sweden 

Annavägen 2B, 

Växjö, Sweden 

Arabygatan 19, Växjö, 

Sweden 

Number of 

the 

employees 

4 5 9 8 

Turnover 

(annual) 

2014 (€) 
909238 8 659 414 8 234 778 2 381 338 

Start up 

capital 
100 000 SEK n/a n/a 

500 000 SEK bank’s 

credit + own money  

 

4.1 Proactiveness 

It results here that most of the time, the entrepreneurs focus on the competitors only in 

the beginning of their marketing activities, in order to know more about their offer, their 

price, and what must be done to get some competitive advantage. They also must handle 

with having a good profitability. Then, after the observation and analyses of what the 

competitors do, most of the interviewees tend to focus on their own business, without 

time for spying on competitors. At Sweden Designsten, if the decision was taken to 

launch a new product, another observation would occur. Therefore, there are some 

adaptations if necessary. However, for two of the best-implanted firms, they now try to 

be, or are, first at what they do, with competitors trying to copy them. The entrepreneurs 
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prefer to focus on developing their own competitive advantages, especially when they 

work at the management of their business. 

The entrepreneurs try to keep informed about what customers want, and they want them 

to be satisfied in three cases. Markis & Persiennfabrik relies on word of mouth 

communication and that is why it is important that customers are satisfied. In this 

company, feedbacks of the customers are collected on a Facebook account, so that 

everybody can see it. At Stenbäcks Mattor, it is important to discover what are the 

customers going to look for, what will be the new trends. Sweden Designsten’s owner is 

also very interested in what the customers need, even if he has never sold the product 

asked, he will try to answer the demand, and if he is able to do so, he will add that kind 

of product to his offers. In that view, the entrepreneur does not try to suggest new 

products, but he uses the customers with specific demands as a way to enlarge his offer, 

to be ready for answering future demands of the same kind.  Växjö Markisfabrik only 

focuses on the season, people are more interested in their kind of product during a 

certain period of the year, and they take care about that to deal with their expenses in 

marketing.  

Among the four businesses interviewed, two of them do not hesitate to look at other 

countries in order to find new products to sell in Sweden, and so to propose a better 

offer. They look for quality and diversity, and checked for other suppliers from time to 

time. 

4.2 Risk taking  

Most of the interviewed companies mentioned that take a part in risky activities, as 

opening  their businesses were risky, as was mentioned by DesignSten, due to owner 

cannot be sure that his business plan can be successfully executed, owner  always has to 

adjust actions according to the fast-changing business environment. Stenbäcks Mattor 

company mentioned that it´s hard to predict any results of any your activities, that is 

why they focus only on attractive marketing activities, and do not experiment with this. 

Whereas Markis&Persiennfabriken take the risk of funny commercial, which works for 

them until now, the perception results of customers might be different, but now 

customers like them for this approach. For some of the companies were surprised that 

page on Facebook will work better rather than printed materials, and will be the most 

productive source for them, as it was in case with the DesignSten. 
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Markis&Persiennfabriken before providing new activities especially new products they 

forecast future customer’s demands based on their customers’ needs, due to any 

activities for them it is financial risk. Whereas Växjö Markisfabrik don’t provide many 

risky projects, in case of providing one risky project for minimization uncertainty they 

conduct an analysis of place where customers live, just to be sure that those people need 

their products due to strongly focus on their customers’ needs.   

4.3 Innovativeness 

Innovation as one part of the marketing actions might bring a new level of quality of 

products, services for company, since it might improve their business in general. 

Sweden DesignSten always searchers for the new options to improve their products and 

new ways to improve their customer service. They are currently working on the 

introducing a new material for their products, which will make it easier to operate with. 

As well as for the Stenback Mattor direction of moving forward is extremely important. 

They are trying to be innovative in terms of their marketing activities. In order to attract 

customers and keep the ones that the company already have through social media, 

provide innovative way to be in touch with customers and show care of customers. 

Stenbäcks Mattor has special contests, where the prize for the winner is one of their 

products. In order to participate in the contests you just have to visit their page on 

Facebook, like it and share it on your timeline. While innovativeness for 

Markis&Persiennfabriken might be founded in providing new products in new colors or 

characteristics execution only, since they are not producers of products, they are sellers 

and providers services for that. As well as in case with the Växjö Markis fabriken this 

company cannot be considered  innovative, but they are able to create an important 

range of products, and even to answer to personal demands, so it is able to become 

innovative to catch customers with very specific needs, which gives the company a 

competitive advantage in Sweden.  

4.4 Opportunity Focus  

Four interviewed companies presented data, which shows the desire to move forward 

their businesses. The Stenbäcks Mattor’s company sees that way of moving forward as 

a way for improvement of their business. Växjö Markisfabrik has in plans to go to the 

other cities, but before thoroughly check information about competitors on the market. 

One of the interviewed companies DesignSten mentioned that has plans to expand the 
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whole territory of Sweden, but now they are focus on opening new local locations, as 

for example in Alvesta town. Markis&Persiennfabriken sees the opportunity of 

expanding new market as a way of better satisfaction of their customers’ needs, since 

the customer satisfaction stays in priority for them.  

All of the companies mentioned, that the reason of expanding new market it is the 

opportunity to be number one in the area of their operations, and it is the main point of 

it, all of them have to capture new market opportunities before their competitors.  

Since innovation and creativeness are the way to move forward company all of the 

companies think to provide new alternative way of selling, promoting their products.  

4.5 Resources leveraging 

The interviewees all agree on the efficiency of small initial investments in their 

marketing activities. It appeared that the results were good, sometimes surprisingly very 

goods. Three of the entrepreneurs have stated that it is important to invest in what you 

feel will bring success, to invest in right business, to invest correctly, in logic choices. 

These choices seem to be instinctive. Markis & Persienn Fabriken adds that the results 

can be better with that kind of investment if it is done for something new on the market 

in an area. For Växjö Markisfabrik, even if the investment does not look so big, they 

have to be done. 

The resources cannot be said to be used in a non-standard ways according to the 

interviewees, one of them, Stenbäcks Mattor’s manager, only stated about some social 

networking, but it cannot be considered as a non-standard way. Sweden Designsten’s 

entrepreneur wishes he could use his resources in a non-standard way, but he has no 

idea about how he could do, in which action he should invest. Markis & 

Persiennfabriken has never try or plan something like this, because the owner thinks he 

just cannot do anything special to promote his products, he thinks that this is something 

that only producers can do, but not sellers. In these interviews, entrepreneurs seem to 

feel unable to use their resources for marketing in a non-standard way for different 

reasons, like an unexpected potential or a lack of idea. 
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4.6 Customer intensity 

Successfulness of company can be measured by factor as customer intensity. All 

interviewed companies emphasized that customer satisfaction was the most crucial 

factor. Customers for the Sweden DesignSten are the main concern of the company, all 

their customers have to be satisfied with their products and service, as well as for the 

Markis&Persiennfabriken customers are not just people, but they are friends for the 

company. Some of the companies establish personal contact with customers, reason for 

that to understand what needs of customers still need to be satisfied, as it was in case 

with Stenvback mattor company. Whereas Växjö Markis fabriken established strong 

communication with their customers who can at any time to get advices and help. The 

same approach to satisfy customer needs provide Markis&Persiennfabriken where 

customers will get advices and ideas for installation of their products.  

As one of the factor which can measure customer satisfaction can be existence of 

feedbacks book, for Sweden DesignSten it is the main source to understand the quality 

of their operations on the market, they have a Facebookgroup where customers have 

opportunity to leave feedbacks. As well as for the Stenvback mattor plays important 

role of taking part in social media as strongly developed Facebook group and existence 

of special contests, where the prize for the winner is one of their products. While for the 

Markis&Persiennfabriken and Markis fabriken source of understanding how effectively 

they are operate is the amount of new clients, which was suggested by their friends to 

use the products and service of these companies.  

All of the companies mentioned that word of mouth marketing is the crucial part of their 

activities. They strongly depend on the customers’ opinion and impression that they will 

spread around them. Many of the clients are brought to them through the 

recommendations and suggestions of their friends and relatives. 

All of the companies invest in the creating personal relationships with their customers 

and all of the firms are strongly customer oriented. 

4.7 Value creation 

In the end of the interviews, according to all the interviewees, it appeared that the best 

way to discover new sources of customer value was to keep in contact with them in the 

closest way as possible. Concretely, by listening to them when you keep in touch with 
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them, through social media like Facebook, meeting them in the stores. The aim is to get 

more information, to learn how to make them happy with the product or service, and 

then improve him to add some customer value. Nothing else about value creation for 

customers appeared during the interviews. 

4.8 Marketing actions 

Three of the interviewees have testified that they spend important amounts of money in 

marketing, and they invest this money in different kind of marketing actions. 

All of them use the Internet, through their websites and social media accounts, to 

communicate more efficiently. They also send mails and e-mails to customers or 

potential ones. Signs on the car, paper advertisement, and billboards are a way for the 

firms to appear in public places. They also appear in the newspaper, and two of them 

use the local radio. Växjö Markisfabrik has developed some partnerships with stores 

throughout Sweden to commercialize its products, and it makes advertising in the public 

transports of Växjö. Stenbäcks Mattor participates in exhibits to be seen by more 

people. And of course, all of these firms rely a lot on word-of-mouth communication, it 

is the top priority of Sweden Designsten. None of the interviewees spoke about external 

help concerning their marketing actions; they did not ask for the help of a professional, 

they all make it with their own level of experience in terms of marketing. 

Of course, the results all have things in common, according to what the main problems 

were. The lack of money is always cited, and one interviewee stated that he clearly 

lacked of knowledge about marketing. It was necessary for them to invest their time and 

money in a good way, avoid wasting it. Two firms already had a basis of customers, so 

they had some reputation, but still, they wanted to expand. Stenbäck Mattor’s owner 

said that he always think about what might work and what will be a waste of money, but 

he never knows. Sweden Designsten experienced it, sending brochures by mail; it was 

costly, but not efficient.  

The entrepreneurs have tried many things before they found relevant marketing actions 

to repeat, but they are still looking for ways to expand, with more or less need to do so 

in order to keep being profitable. 
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5. Data analysis 

Through this chapter, the concepts related to entrepreneurial marketing of the seven 

dimensions will be analyzed in function of what has been noted in the empirical results 

parts, in order to validate, entirely or for part, or to infirm, parts of these concepts. 

Indicators elaborated through operationalization will be used in order to do so. Then the 

research question will find an answer. 

5.1 Proactiveness 

After the interviews, it appeared that the entrepreneurs are not always acting 

proactively. Indeed, in the beginning of the business, the interviewees have shown that 

it was important to them to understand their environment, their customers, their 

competitors, in order to deal with it. They try to see if they have positive answers from 

the customers after each of their marketing actions and they are ready to make the 

internal changes that are necessary in the beginning of their action. But then, it results 

that the entrepreneurs are more focused on what they are doing, after the first good 

results, they keep following the last way to do thing they chose. Therefore, the concept 

of proactiveness of Bateman and Crant (1993) is respected, and the theories on internal 

changes to make improvement (Andersen et al., 2010; Morris, Schindehutte & Laforgen 

2002) are confirmed. But it is necessary to clarify, giving the results, that entrepreneurs 

respect these concepts only in the beginning of their venture, or only if something major 

happens on the market, something like a new product launched by some competitors. 

According to what has been said by Rezvani and Khazaei (2013) about the reactiveness 

of micro and small enterprises, the actions of some entrepreneurs, and the results they 

have, go in a way that insure the relevance of this concept in proactiveness. Their 

success rests on expanding their offer, trying to guess what customers may ask for, 

adding to their offer a very specific demand, or finding new ideas of products in special 

events like fairs.  

Introducing new products or services ahead of competitors truly gives them an 

important competitive advantage, so it is a good way to operate better.  

The structured data analysis of proactiviness is given below (Table 1.3).  
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Table 1.3 – Proactiveness data analysis  

Proactiveness 
Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & 

Persienn 

fabriken 

Reaction to changes within 

industry: competitor behavior 

Only at the 

establishment 

stage 

Only at the 

establishment 

stage 

yes 

Only at the 

establishment 

stage 

Reaction to changes within 

industry: customer behavior 
yes yes yes yes 

Monitor and forecast of the 

future demand conditions 
yes yes 

to some 

extend 
yes 

 

5.2 Risk taking 

As Palich and Bagby (1995) mentioned it in theory part, smaller entrepreneurs have a 

less level of risk perception and thus any risk activities will not completely change the 

companies’ environment. All of the interviewed companies mentioned that even 

opening their business was risky action for Markis&Persiennfabriken as well as for 

DesignSten. There are various levels of risk taking; mostly from the marketing side 

presenting a new product was the biggest risky actions, especially for the Markis & 

Persiennfabriken, which provide the special funny commercial. While some of the 

companies do not see any senses experimenting and provide only attractive promoting 

campaign as it was in case of Växjö Markisfabrik. According to the Lumpkin & Dess, 

1996 taken by company risk might be measured by companies’ level of performance 

and this case DesignSten and Markis&Persiennfabriken can be presented as risk-takers 

companies and can show the productive in their areas of operations results.  

The structured data analysis of risk taking is given below (Table 1.4).  

Table 1.4 – Risk taking data analysis  

Risk taking 

Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & Persienn 

fabriken 

Engaging in the risky 

activities 
yes to some extend no yes 

Risk calculation to some extend no no yes 

Risk forecast yes no no yes 
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5.3 Innovativeness 

As it was mentioned previously, innovativeness it is a “firms tendency to employ and 

support new ideas, experimentations, creative processes and novelty that may create 

new services, products or advanced technological processes” (Lumpkin & Dess, 1996: 

142). Due to the constantly changing environment, companies have to bring innovation 

into their way of doing business. (Fiore et al., 2013) Based on the empirical results all of 

the companies employ innovativeness to the different extends.  

According to Carson & Gilmore (2000), there are different degrees of the successful 

innovation actions of companies on a market; it can range from the highly innovative 

new market creator or incremental market maker.  Market creator produces completely 

new solutions for the customer while market maker can just follow on already existed 

customer relations and use market knowledge. It was noticed that companies tend to be 

more innovative at the early stages of their existence. Sweden DesignSten, which exists 

on market only since October 2013, turned out to be more concentrated on the 

innovation rather than more established players. Sweden DesignSten can be considered 

as market creator because they are constantly working on introducing and generating 

not used material and technologies before. Other companies, which are operating on the 

market for more than 10 years are more concentrated on the innovation in terms of 

marketing activities rather than in the research and development area, they have 

established way of operating. They employ already existing marketing knowledge and 

customer relationships and can be considered as market.  

According to Carson and Gilmore (2000), small business may choose to focus on 

innovation due to the shortage of the resources, which are needed to meet industry 

standards. Which means that innovation focus might be considered as a solution for 

small and micro enterprises to operate more efficiently with limited resources. Not all of 

the companies employ the innovativeness to the full extend.  

The structured data analysis of innovativeness is given below (Table 1.5).  
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Table 1.5 – Innovativeness data analysis  

Innovativeness 

Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & Persienn 

fabriken 

Experimentation and 

creativity 
yes yes yes yes 

Emphasis on the R&D no no no no 

Introduction of new 

technologies 
yes no yes yes 

 

5.4 Opportunity focus 

Since entrepreneurial marketing is more opportunity-driven, the four interviewed 

companies showed a desire to move-forward their business based on the results that 

they already have. Before expanding new markets, companies going thoroughly analyze 

the competitors, as it do Växjö Markisfabrik. According to Becherer, Haynes and 

Helms, (2008) to choose the “right” opportunity  determines success for company, in 

this case for some of the companies by word “right” means, to choose right customers 

and better satisfy their needs, as it was in case with Markis&Persiennfabriken. Just as 

take a right action at the right time can bring for the companies the opportunity to be 

number one in the area of their operations on the market. All interviewed companies are 

forward looking and want to serve unsatisfied customers’ needs before it will do their 

customers, and thus capture new market opportunities. According to Kilenthong et al., 

2010 innovation and creativeness might help companies move their business forward, in 

case with Markis&Persiennfabriken using untraditional marketing approach (funny 

commercial) brought the strong channel of constant customers.  

The structured data analysis of opportunity focus is given below (Table 1.6).  

Table 1.6 – Opportunity focus data analysis  

Opportunity focus 

Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & Persienn 

fabriken 

Desire to move forward 

business 
yes yes yes yes 

Expending on the new 

markets 
yes yes yes yes 
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5.5 Resources leveraging 

Through the analysis of the empirical results, the relevance of using the concept of 

resources leveraging to get more efficiency on the market is proven, in many ways. The 

most important part that has to be shown concerns the use of other people’s resources 

encouraged by Rezvani and Khazaei (2013). Indeed, it appears in the empirical results 

about resources leveraging that the entrepreneurs did not find any non-standard way 

relevant to develop their business; one stated that he uses social networking, and some 

of the others seem to be not conscious about their non-standard way of doing marketing. 

In the rest of the results, it appears that the entrepreneurs do marketing in a non-

standard way for some of them, and it brings good opportunities, better efficiency. One 

of them has created partnership with stores, so that they can sell its product, it was a 

good way to expand the business. Three of the interviewees outsourced the production 

of the products they sell; they have partnership with trustworthy suppliers who bring 

diversity. It must also be added that resources leveraging in entrepreneurial marketing 

depends on the entrepreneur. Therefore, if he refuses to use other people’s resources, he 

will have a restricted potential, because as it can be seen in the marketing results part, 

the entrepreneurs have the same ideas on how to market, for example in papers, on 

internet, guided by what seems logic to them, good investments, according to their 

feelings. If most of them do not see how they can get more resources related to 

marketing in terms of ideas has nothing surprising. This is why they must develop their 

network; it will certainly bring an important part of uniqueness in their business. 

 The structured data analysis of resource leveraging is given below (Table 1.7).  

Table 1.7 – Resource leveraging data analysis  

 

Resource 

leveraging 

Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & Persienn 

fabriken 

Partnership yes yes yes yes 

Suppliers yes yes yes (6) no 

Retailers no no no yes (20) 

Customer groups no no no no 



31 

 

5.6 Customer intensity 

A wide range of scientist underline the importance of the customer intensity in the 

operation of the successful companies (Sheth, Sisodia & Sharma 2000; Han, Kim & 

Srivastava, 1998; Hamel & Prahalad, 1994; Jaworski & Kohli, 1993; Narver & Slater, 

1990). As an empirical results state – all of the interviewed companies have a strong 

emphasize on their customers. Accordingly to the (Spence & Essoussi, 2010) 

enterprises have to be aware about their image, since it has a strong influence on the 

customers perception of the company. As the study shows, all of the firms are highly 

concerned with their client’s opinion about them. Most of the companies rely heavily on 

the word-of-mouth communication, which cannot be proceeded successfully without 

creating a high level of satisfaction for the customers.  

 Based on what Kurgun and Hulya (2011) wrote, customer intensity can be considered 

as a central driving force of marketing, which drive customers to create, build and 

sustain a customer relationship. Interviews prove that all of the companies are customer 

concentrated and invest in the establishing personal relationship with their customers. It 

is crucial to listen to their customers’ wants and needs, through the created system of 

feedbacks and base the firm’s decisions regarding the marketing activities, products 

specification, service and operation of the company in general, on the customers’ 

preferences.  

As it was mentioned in the Theoretical framework, the relationship between company 

and customers is dyadic, where the company identifies with the customers at the 

fundamental level, and identification of customers with the company (Becherer et al., 

2012).  The practice shows that entrepreneurial marketers treat their customers as a part 

of their decision-making system. They strongly rely on the client’s opinion, therefore 

customer’s demand shape the future products and services options. Companies spend 

many efforts on creating and sustaining a positive relationship with their customers. 

The structured data analysis of customer intensity is given below (Table 1.8).   
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Table 1.8 – Customer intensity data analysis  

Customer intensity 

Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & Persienn 

fabriken 

Customers' focus yes yes yes yes 

Monitoring customers 

satisfaction level 
yes yes no no 

Understanding customers’ 

needs 
yes yes yes yes 

Fulfilling customers’ specific 

orders 
yes no yes no 

 

5.7 Value creation 

Contrary to what has been said in the theoretical framework, the results revealed that it 

is more important to focus on what the customers want if you want to create value for 

your firm. Indeed, even if it is always interesting to serve customers in an 

unconventional manner, for example doing exactly what they want like Växjö 

Markisfabrik does, the most important is to listen to what the customers want. 

According to what Hamel and Prahalad (1991) said, the use of emerging technologies 

and the use of existing technologies in an unconventional manner to satisfy customers is 

right. But it is not relevant to try to do that things if the customers does not ask for it. 

Moreover, the customers are able to give new idea to reach the point made by Hamel 

and Prahalad. Sweden Designsten’s owner discover new ways to satisfy his customers 

listening to them, he discovers that his firm was able to provide other services and 

product in an unconventional manner to answer specific demands, and so he can 

improve its catalog of offers. To be efficient on the market, the entrepreneurs must be 

aware of what customers want; they cannot do what they are able to do just because this 

is something different from their competitors or from what we use to see on the market, 

they cannot do this when they are small. 

The structured data analysis of value creation is given below (Table 1.9).  
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Table 1.9 – Value creation data analysis  

Value Creation 

Sweden 

Designsten 

Stenbäcks 

mattor 

Växjö 

Markisfabrik 

Markis & Persienn 

fabriken 

Use of the existing 

technologies/products in the 

unconventional manner 

yes no yes no 

Use of the emerging 

technologies/new products 
yes yes yes yes 

 

5.8 General Analysis 

The research that was done can be interpreted by the analysis of the seven dimensions 

of entrepreneurial marketing. Each dimension showed the importance and the level of 

influence on further operations of companies on the market. All interviewed companies 

started their business with limited amount of knowledge about marketing and 

knowledge about opening/providing new business idea, financial support, placement 

and small amount of people who helped with their occupations on the market. The level 

of given resources depends from case to case, some of the companies had already a 

small customer base and placement, other just started operate and had to build 

reputation on their own.  

One item was incorporated for all of the interviewed companies, it was focus on 

customers’ needs, and thus the “customer intensity” dimension was the ground and 

object that conducted them. Customers are, for some of the companies, not just people 

but they are friends. Appropriately, those people move forward the businesses for 

improvement. Correspondingly, owners provide innovativeness in marketing 

approaches as funny commercial or innovative-products in general, thus following the 

“innovativeness” dimension, which works good for companies.  

Any new company’s action might be seen as a risky action, as it was seen at the 

beginning of opening by interviewed companies’ business as well in case of providing 

new characteristics or qualities of products, and appropriately proved the existence and 

importance of “risk taking” dimension. While some of companies were satisfied with 

operations’ results and thus did not see a relevance to provide innovativeness and take 

this risk at that time, so “innovativeness” is to be taken into consideration in their 

further actions. To take the lead over competitors is a way to capture new customers’ 
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demand and thus opportunity to succeed on the market area of the operations. All of the 

interviewed companies were interested in taking initiative and being number one in an 

area of operation, thus, the concept of “proactiveness” is one that the companies 

followed and tried to implement. As well as all of the companies showed the interest in 

expanding in new markets opportunities, not only in one region, but even expanding in 

the whole territory of Sweden, which can be interpreted as “opportunity focus” 

dimension.  

According to the data, which were analysed, the companies’ resources and the way of 

using them was not mentioned very specifically, however the novelties provided by 

suppliers were used in marketing approaches of some of the companies, and 

partnerships were made, which mean the relevance of “resources leveraging” dimension 

for companies.  

All of the interviewed companies showed that the customers are a driver force for them, 

since they determine the further direction of the companies. Companies have to listen 

customers and understand what kind of their needs have to be satisfied. Appropriately, 

the “value creation” plays the crucial role for the companies.  

All of the companies abide at the developing and growing stage of their business image, 

and thus they have plans to expand their business in future and keep their customers 

satisfied with their products and services. To lead operations more efficient on the 

market, companies have to implement sets of entrepreneurial marketing concepts, which 

all together will give them opportunity to become leader in their operation area. 
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6.Conclusion 

To conclude this study, a general conclusion will be done, dealing with what must be 

remembered here. Then it will look at the theoretical and managerial implications. 

Finally, it will purpose tracks of improvement for future researches on the subject. 

6.1 General conclusion  

The study is aimed at helping the micro and small entrepreneurs to have a better 

understanding of the entrepreneurial marketing practical relevance to their operating. It 

has been done through the analysis of the seven dimensions which the concepts and 

theories have been confirmed by the empirical results. It gave the insurance that micro 

and small entrepreneurs have high interest to be aware of these dimensions, which may 

help them in their business. However, it must be kept in mind that according to the 

business they are running, maybe some concepts will not be interesting for some 

entrepreneurs, but others will certainly be relevant and useful.  

The study has been lead in an interpretivist way, so this study should provide something 

that talks to the entrepreneurs. The deductive approach and the objectivism in the study 

allowed verifying the degree of relevance of the concepts and theories, explaining how 

they materialize. 

The micro and small entrepreneurs, in a proactive view, must be aware of who are the 

competitors on their market when they start their business, and sometimes they must 

keep referring to what they are doing. It is also important to look at the customers’ 

needs and desires, and their satisfaction level. The entrepreneur must know his 

environment, and how act on it. Moreover, listening to customers is the best way to get 

more value creation in the business, trying to make things new for them. In relation to 

this, customer intensity has been proven to be important, not only to be aware about 

what the customers want, but also to make sure that the entrepreneur is doing things in 

the good way, fully satisfying the customers. Doing so, the entrepreneur can inforce his 

opportunity-focus. Indeed, it should help him to focus on the right customers, the right 

market.  



36 

 

However, the entrepreneurs, being creative and innovative, can provoke opportunity-

focus to purpose new products for new markets. In this sense, it must be noticed that the 

innovativeness for micro and small firms is important, every innovative action bring 

something more to the firm, it can be on the levels of product/service, marketing, 

process, and more, allowing to move forward of the competitors. However, because of 

the limited resources, and the necessary savings it includes, it has been shown in the 

study that the most efficient way to operate resources leveraging in entrepreneurial 

marketing is the creation of partnerships with all the actors on the market. 

In the end, the aim of this paper was to bring a beginning of essential answers on how 

small and micro entrepreneurs can operate more efficiently with limited marketing 

resources. Even if it can be improved, it still brings interesting things to consider for 

micro and small entrepreneurs. All the interviewees or important part of them validated 

most of the concepts, because the ones acting in the sense of these concepts were most 

successful. This is a reason why micro and small entrepreneurs encountering difficulties 

to expand through their marketing actions should refer to this study.  

In addition, it may help them to open their eyes on unexpected opportunities, in terms of 

partnership, customer focus… referencing to the framework of the seven dimensions. It 

must be considered as a simple tool to assist them in their marketing decisions. Being 

aware of the concepts, they can use it to structure their strategy, to focus on their 

efficiency to penetrate the market, and following this coherent structure, they should 

save time and money. Micro and small entrepreneurs act in an intuitive way, but with 

that kind of awareness, their intuition will be efficiently guided through this structure 

they built knowing the concepts of the seven dimensions. 

6.2 Theoretical and managerial implication 

The practical usefulness of the study can be determined through the creation of general 

guidelines for the small and micro enterprises to operate in the constantly changing 

environment with limited resources for marketing. It encourages entrepreneurs to 

employ entrepreneurial marketing concept thought the seven dimensions framework. 

This study contributes to the understanding of what issues are important to concentrate 

on for small and micro enterprises in order to receive better results with the resources 

that they have in their arrangement. 
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6.3 Improvements and future researches 

It is admitted that the research is not fully satisfying. It opens a gate to go further in the 

exploration of the seven dimensions in entrepreneurial marketing that have been 

established here, so it keeps some relevance. Nevertheless, as it has already been stated 

in the limitations part of methodology, the time was limited, and so the number of 

participants found for the study.  

In a future research, with more time, the number of participants should be increased, 

expanding the search field for participants; not only to one town. It will be interesting to 

replicate this research on a longer period than what it was here. The results might be 

different, more precise, and complete this study, which brings a basis to explore and the 

first issues that can be met during the research. 

There are certainly more things that can be found for the theoretical framework, and 

which remain to be confirmed, infirmed, or reviewed. Indeed, many theories about the 

seven dimensions have been dealt with, but there are certainly other ideas that could 

complete the actual theoretical framework of this study, allowing future research to go 

deeper in the subject. The results of value creation’s dimension compared to what has 

been said in the theoretical framework prove this; they are different from what was 

expected. Even if our interviewees did not confirm directly the relevance of Hamel and 

Prahalad theories concerning value creation, they revealed us something else more 

important about the value creation by customers, but it may have already been 

theorized. 

Moreover, the questionnaire revealed more surely that the entrepreneurs are not always 

clearly aware of the nature of what they do. In that view, it will be interesting for 

another study to spend time for some observations, to get more material for the analysis, 

in order to interpret the actions of the entrepreneurs in a more efficient way, and then 

explain better the analyses of the seven dimensions using the semi-structured interviews 

and observations data. 

To conduct a quantitative study on the subject could be interesting to discover some 

tendencies, but it seems difficult now from this study to see how the seven dimensions 

could be analyzed in terms of numbers. 
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Appendix A 

Interview Guide 

Central question: How can micro and small enterprises operate more efficiently with 

given limited resources for marketing? 

Background information 

1. Name of the company, year founded  

2. Industry, company’s activities  

3. Number of the employees 

4. Financial results  

5. How can you evaluate the level of your company performance on the market?  

a.  (Did you have a stable income at your annual balance sheet for the 

last three years? What are your margins of profitability?) 

b. Turnover 

6. Resources  

a. How would you evaluate your knowledge about the marketing?  

b. Did you use any professional marketing help?  

c. Did you face any problems within financial support of your 

business? How big was your startup capital? What is your capital 

structure?  

d. Did you had any financial constrains concerning your marketing 

activities? How this affected your choice on how to penetrate the 

market?  

Marketing actions 

1. Can you describe the marketing activities of your firm?  

2. What problems did you had in past or have now, regarding marketing activities?  

3. What was the hardest part of marketing for you? Was that the lack of resources 

(knowledge and financial aspects)? 

4. Which marketing activities of your company, that you performed brought you 

the best results, and which ones would you consider being less successful?   
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5. Would you state that your company invests a large share (percentage of the 

turnover) in marketing and product development?  

Proactive orientation 

1. How does your company react to changes within your industry?  

a. Competitors behavior (Compared to competitors is your company 

usually engages in actions that competitors respond to? Or you usually 

respond to competitors actions?)  

b. Customers’ behavior (How do you discover and satisfy customer needs?)  

c. Suppliers behavior 

2. Do you monitor trends, identify future needs of customers, and forecast the 

future demand conditions? Which source of the information do you consider 

important for your forecasts? 

Opportunity driven 

1. Are you searching for new market opportunities? If yes, how do you act on the 

discovery of the market opportunities?  

2. Are you planning to explore and expand to the new markets in the future?  

3. How do you organize in order to exploit new opportunities?  

 

Risk taking  

 

1. Is your company usually engaged in the risky projects with uncertain success?  

2. Does your firm analyze risks in order to minimize uncertainty and how?  

3. How risky, in your opinion, are your marketing activities and why so?  

 

Innovation-focused 

1. Do you concentrate on the development of the new and innovative products or 

services? Can you give us some examples?  

2. Would you state that your company has a strong emphasis on the R&D and 

stimulate innovation? Can you specify which R&D activities do you engage in? 

Which percentage of the turnover do you spend on the R&D?  

3. Does your company encourage experimentation and creativity? If yes, can you 

tell us how, and provide some examples? 
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4. How often do you introduce new or upgrade existing products or services?  

Customer intensity 

1. What are your business objectives? Is it generally driven by customer 

satisfaction? How do you generate a dialogue with your clients? What is the role 

of your customers in the development of your company? 

2. Do you monitor/measure your customers’ satisfaction level? If yes, please, 

explain how.  

3. Would you state that your business strategy is based on understanding the 

customer needs/customer focused? How do you proceed in order to do that? 

4. In general, is your company able to fulfil customers’ specific orders? And how 

do you ensure this? 

Resource leveraging 

1. Would you state that by using small initial investments you usually get high 

results?  

2. Have you ever used or planning to use resources in a non-standard way, as an 

opportunity to create greater value?  

Value creation 

      1. Are there any possibilities to discover new sources of customer value? How 

would you think it is possible to do? 

Is there something else you would like to talk add? Thank you for your time and 

help   

 

 

 

 

 

 


