LAPPEENRANTA UNIVERSITY OF TECHNOLOGY
School of Business
Master’s Degree Program in

International Marketing Management

Mari Kangasmaki

PLANNING AND IMPLEMENTATION OF ENTREPRENEURIAL
MARKETING PROCESSES IN SMES

1st Supervisor: Professor Sami Saarenketo, LUT

2nd Supervisor: Professor Sanna-Katriina Asikainen, LUT



ABSTRACT

Author’s name: Mari Kangasmaki

Title of thesis: Planning and Implementation of Entrepreneurial
Marketing Processes in SMEs

Faculty: School of Business

Degree program: International Marketing Management

Year: 2014

Master’s Thesis University: Lappeenranta University of Technology

Number of pages 91, figures 8, tables 10 and
appendices 2

Examiners: Professor Sami Saarenketo
Professor Sanna-Katriina Asikainen
Keywords: entrepreneurial marketing, SME marketing,

entrepreneurial marketing characteristics,
networking, word-of-mouth communication

Entrepreneurial marketing is newly established term and there is need for more specific
studies in order to understand the concept fully. SMEs have entrepreneurial marketing
elements more visible in their marketing and therefore provide more fruitful insights for this
research. SMEs marketing has gained more recognition during the past years and in
some cases innovative characteristics can be identified despite constraints such as lack of
certain resources. The purpose of this research is to study entrepreneurial marketing
characteristics and SME processes in order to wider understanding and gain more
insights of entrepreneurial marketing. In addition, planning and implementation of
entrepreneurial marketing processes is examined in order to gain full coverage of SMEs

marketing activities.

The research was conducted as a qualitative research and data gathering was based on
semi-structured interview survey, which involved nine company interviews. Multiple case
research was used to analyze data so that focus and clarity could be maintained in
organized manner. Case companies were chosen from different business fields so that
more variation and insights could be identified. The empirical results suggest that two
examined processes networking and word-of-mouth communication are very important
processes for case companies which supports the previous researches. However, the
entrepreneurial marketing characteristics had variation some were more visible and
recognizable than others. Examining more closely the processes companies did not fully
understand that networking or word-of-mouth marketing could be used as efficiently as

other conventional marketing methods.
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Yrittdjamainen markkinoinnin ollessa vielé tuore kéasite on tarkeéta tutkia sita tarkemmin.
Pk-yrityksilla yrittajaméisen markkinoinnin elementit ovat selkedmmin nakyvilla, mika
tuottaa mielenkiintoisia ndkemyksia tahan tutkimukseen. Pk-yritysten markkinointi on
saavuttanut enemman tunnustusta l&hivuosien aikana ja joissain tapauksissa
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Tutkimuksen tavoite on tutkia yrittdjamaisen markkinoinnin ominaisuuksia ja Pk-yritysten
prosesseja, jotta voidaan laajentaa ymmarrysta ja saada uusia nakokulmia
yrittdjamaisestad markkinoinnista. Sen lisaksi, yrittdjamaisen markkinoinnin prosessien
suunnittelua ja toteutusta tarkastellaan, jotta voidaan saavuttaa laajempi yleinen

ymmarrys Pk-yritysten markkinoinnista.

Tutkimus toteutettiin laadullisena tutkimuksena ja tiedonkeruussa kaytettiin semi-
strukturoitua haastattelua, mika kasitti yhdeksan yrityksen haastattelut.
Monitapaustutkimusta kaytettiin aineiston analysointiin, jotta selkeys ja keskittyminen
pystyttiin takaamaan organisoidummalla tavalla. Case yritykset valittiin eri toimialoilta,
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prosesseja case yrityksissa, mika tukee aiempia tutkimuksia. Kuitenkin yrittajamaisen
markkinoinnin ominaisuuksissa oli eroavaisuuksia ja osassa yrityksistd ominaisuudet
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voitaisiin kayttaa yhta tehokkaasti kuin perinteisia markkinointitapoja.
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1. INTRODUCTION

Entrepreneurial marketing is becoming an established discipline with its own concepts and
disciplines. Marketing and entrepreneurship have been examined to have significant
interrelationships, which means that they influence one another’s effect on performance.
The most of the advantages of entrepreneurial marketing are found in SMEs and in turbulent
environments. Based on this, in some cases entrepreneurial marketing is applied in
constrained form which leads to the result that the actual definition is not fully resolved.
(Sole 2013, 24-25)

Often entrepreneurial marketing is connected to small companies but it is actually relevant
both to large and small companies scenarios. Reasons why entrepreneurial marketing is
often related to SMEs is because it is more visible there and also entrepreneurial focus can
be challenging to maintain in large enterprises. (Collinson and Shaw 2001, 761)
Nevertheless, according to Hallbéck and Gabrielsson (2013, 1009) large companies have
bigger internal barriers to entrepreneurial marketing than small companies. Entrepreneurial
marketing was initially associated with small and resource poor firms that were seen
unsophisticated. Nowadays, the visionary nature of entrepreneurial marketing has raised
awareness. (Mort, Weerawardena & Liesch 2008, 559) Therefore, further studies are
needed to describe the visionary nature of entrepreneurial marketing that has been
estimated to increase its importance in future. SMEs were chosen as target group since the
elements of entrepreneurial marketing are more clearly visible and therefore can be better

recognized and analyzed.

SMEs represent 99 percent of the 23 million enterprises in EU. (Gilmore 2011, 137) The
international and European industry is dominated by SME’s in terms of volume (O’Dwyer,
Gilmore and Carson 2009, 505). It is becoming evident that marketing is actually
fundamentally different and more successful in SMEs than in large firms and no longer it
has been seen just as a simplified version of the large companies sophisticated marketing
practices. The main reason suggested for this is that marketing implementation can be more
important to success than planning and strategy. (Bjerke and Hultman 2002, 36-
100) Research about SMEs marketing is becoming more and more relevant since the
recognition of the power and influences of SMEs to economies. Since the most of the
current studies and writings focus on large companies marketing it provides space for

examining SMEs marketing more detailed especially when it has been discovered that there



are many differences compared to large companies marketing planning and

implementation.

Another dimensions of the study are the planning and implementation of marketing and
processes in entrepreneurial marketing. Planning and implementation processes will
generate information about the whole marketing management how companies proactively
plan their marketing and how those plans are implemented. According to Bjerke and
Hultman ( 2002, 189) a business process is a logical, related, sequential set of activities
that takes an input from a supplier, adds value to it and produces an output to customer.
Marketing planning can start when the core issues in the business models has been defined
such as mission, customers and competitors. A real realistic self-evaluation ensures that
company has realistic goals that can be achieved. The important details of marketing plan
are chosen based on the general marketing strategy. The most marketing plans do not
cover than a year since start-ups face such uncertain circumstances which means that
company needs to be flexible and open to quick changes. Marketing plans are drafted
based on input from all the different departments and internal factors, for example,
production, finance and personnel. Marketing decisions must consider also external
environmental factors that affect company’s performance. Metrics that are used to evaluate
the marketing plan should reflect the goals of the company. Goals can include maximizing
profit, reaching broader customer base, redefining market area etc. Every goal requires
different strategy and should be evaluated based on different terms. (Entrepreneurial
Marketing 2014)

Literature has proved that SMEs actively do networking and common is that individual
networks are strongly influenced by the personality and capabilities of the key persons. The
networking activity generally is very important especially to SMEs due to the resource
constraints and limitations they experience and the need for utilizing the limited resources
in order to be able to compete more effectively and strategically. Marketing networking in
SMEs is defined by the network processes that are done by owner-managers of the
company. (Carson, Gilmore & Rocks 2004, 371) SMEs can benefit of networking by
receiving knowledge and skills necessary to remain competitive and advantages of
economies of scale without having disadvantages of being large- scaled (Schoonjans et al.
2011, 169) Interaction with existing customers rely on word-of-mouth marketing in
spreading the information. Entrepreneurial marketing relies heavily on word-of-mouth
communication to develop the customer base through recommendations. Studies support

that recommendations are the number one source of new customers for small firms. These



recommendations can occur from customers, suppliers or other referral groups. (Stokes
2000, 11-12) Networking and word-of-mouth marketing were selected processes under
examination in this research based on the previous studies pointing out their importance in

SMEs marketing.

Research on the subject is considered important since the limited amount of researches of
entrepreneurial marketing processes in SMEs. Many marketing professional have realized
the differences and opportunities in SMEs marketing compared to large organizations.
Although, there are also many challenges in the marketing of SMEs is has been realized
that these constraints actually generate innovation and creativity in the marketing activities
and strategies. Entrepreneurial marketing describes marketing processes that are
characterized proactive, innovative and creative as entrepreneurs usually are. Examining
entrepreneurial marketing characteristic in SMEs and how those elements are actually
realized in planning and implementation or are they utilized at all will provide more details

on companies’ actual marketing activities.

1.1. The objectives and research problem

The goal of the study is to describe the planning and implementation of entrepreneurial
marketing processes in SMEs. Entrepreneurial marketing is characterized as an
organizational orientation having seven underlying dimensions: proactiveness, opportunity
focus, calculated risk taking, innovativeness, customer intensity, and resource leveraging
and value creation. (Hacioglu, Eren, Eren & Celikkan 2012, 871), it is reasonable to expect
some alteration in how processes are planned and implemented. From the seven underlying
dimensions five of the most meaningful and fruitful to research has been chosen to examine
in this research. The literature supports that these five characteristics innovativeness,
proactiveness, risk-tolerance, resource leverage and customer intensity are more often
used in academic literature of different researchers and chosen case companies are

expected to generate new data.

RQ. How entrepreneurial marketing processes are planned and implemented in SMES?

In order to be able to answer the main research question the chosen entrepreneurial
marketing processes needs to be carefully examined through planning and implementation.
Literature gives very strong basis to select networking and word-of-mouth communication

as key processes in SME context where entrepreneurial marketing is studied. Question
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word how makes is possible to go deeper with processes in order to understand in practice

case companies actions and motivations.

Sub- RQ. How innovative entrepreneurial marketing processes are in SMEs?

Sub- RQ. How resource-leveraging entrepreneurial marketing processes are in SMEs?
Sub- RQ. How risk-tolerant entrepreneurial marketing processes are in SMEs?

Sub- RQ. How proactive entrepreneurial marketing processes are in SMEs?

Sub- RQ. How customer intensive entrepreneurial marketing processes are in SMEs?

The five sub-questions examine the characteristics of entrepreneurial marketing so see if
there are visible elements of entrepreneurial marketing in case companies marketing
actions. All of the research questions help to focus on research topic so that clear structure

in compact form can be achieved.

1.2. Literature review

This part presents the central academic literature about the main concepts such as SMEs
marketing and entrepreneurial marketing. Entrepreneurial marketing definition is still not
clear and it seems that it is still forming based on the recent studies. In order to understand
the term one must first understand the terms separately so the connection can be
understood. Academic researchers have recently understood the importance and
opportunities that SME companies offer and as a result SME marketing has raised more
awareness and recognition. The chosen processes networking and word-of-mouth
marketing are also described to understand the connection and basis with entrepreneurial

marketing.

The research and attitudes towards entrepreneurship has changed rapidly over the last 20
years. First entrepreneurship was considered just an applied trade and entrepreneurs
where people could not attend college and therefore started new business start-up. The
traditional business research neglected entrepreneurship and young SMEs. Nowadays
literature suggests that entrepreneurial firms have a different set of marketing competencies
than large corporations such as superior understanding of customer needs, market trends
and market positioning. Some research state that successful entrepreneurial SMESs can use
marketing as a generator of competitive advantage since they differentiate their marketing
program by using the superior knowledge of customers, markets and technologies. (Hills,
Hultman and Miles 2008, 99)
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The actual concept is used in various ways and occasionally loosely. Nowadays,
entrepreneurial marketing still lacks an accepted definition and the field faces many
conceptualizations with slightly indistinct emphasis. The definition represent both an
opportunity for research and a constraint for further studies. (Sole 2013, 24-25) It has been
argued that entrepreneurial marketing is not only a capability that can be acquired by the
entrepreneur but it is actually the very core of entrepreneurial process. Both
entrepreneurship and marketing theory tend to objectify enterprise and markets in a way
that neglects their existence as processes. The entrepreneurial market does not exist as a
thing, but as an activity of becoming. Nevertheless, moving focus from product to
entrepreneurially creative firm focus requires a better understanding of communication. This
need goes beyond just transmitting information between existing company and customer to
engaging with all people involved. Relationships are also crucial for the success and it has
been discovered that relations are extended over time and space embracing the co-
production. (Gaddefors and Andersen 2008, 19-34)

The development of entrepreneurial marketing has expanded to include areas such as
creativity, networking, strategy and impact on education and growth issues. Networking
provides important information, which is used to evaluate and validate the decisions.
Entrepreneurial organizations have been found to search information from their networks
and then use this information to improve their pricing structures and communication. The
reason why small companies use their personal contact networks is that they are lacking
market information and knowledge. Besides that, smaller organizations also have available
less time and resources to use to generate market information. In some cases the
relationship can develop to trustworthy and these entrepreneurs do not need to use time
validating the information given. (Collinson & Shaw 2001, 766) SMEs do marketing mainly
by networking. Marketing by networking is done through personal contact networks (PCNSs)
with people whom the owner or manager has had relationship in the past or is having
currently. Networking is central to decision making process and through that affecting also
marketing decisions. (Gilmore, Carson & Grant 2001, 7) According to Hult et al. (2008, 109)
entrepreneurial marketing companies tend to be more flexible in strategically level and the

main focus in marketing activities is promotion and selling.

The definition of word-of-mouth marketing states that it is oral, person-to-person
communication between a perceived non-commercial communicator and receiver

concerning a brand, a product or a service offered for sale. The two main distinctions
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between other forms of communication and especially with word-of-mouth is that there is
actual face-to-face contact and communicator is perceived to be independent of the product
or service under discussion. Studies has shown that word-of-mouth is meaningful especially
to purchase decision in many consumer and B2B markets. This communication methods
supports the slow growing of small businesses since those companies are unable to cope
with large increases in demand for their services. (Stokes 2000, 11-12) More in-depth

overview of theory will be provided in later chapters.

1.3. Theoretical framework

The theoretical framework in this thesis is concentrated on entrepreneurial marketing
characteristics and processes. The characteristics include innovativeness, proactiveness,
risk-taking, resource leverage and customer intensity and processes networking and word-
of-mouth communication. Observations are from case companies that are all SMEs in
Finland and operating in different business fields. Firstly, entrepreneurial marketing
characteristics are examined in companies to see whether companies can be stated to have
elements of entrepreneurial marketing in their marketing activities. Secondly, processes are
studied to see how companies consider networking and word-of-mouth marketing in their
industry and are there entrepreneurial marketing elements there. The complete theoretical

framework is illustrated below in figure 1.

SME

Characteristics
Proceses

Networking

Entrepreneurial
:: marketing ‘

VWord- of -nmouth
communication

Figure 1. Theoretical framework
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1.4. Definitions of main concepts

The following sections will describe the main concepts of the research, which are
entrepreneurial marketing, SMEs marketing, planning and implementation, networking
and communication. The concepts will provide general understanding, which literature

part will compliment and expand.

1.4.1. Entrepreneurial marketing

Entrepreneurial marketing term comes from merging two formerly distinct disciplines
marketing and entrepreneurship together. The term describes marketing processes of firms
pursuing opportunities in uncertain market circumstances. Entrepreneurial marketing is
defined as proactive identification and exploitation of opportunities for acquiring and
retaining profitable customers through innovative approaches to risk management,
resource leveraging and value creation. It is characterized as an organizational orientation
having seven underlying dimensions: proactiveness, opportunity focus, calculated risk
taking, innovativeness, customer intensity, resource leveraging and value creation.
(Hacioglu, Eren, Eren & Celikkan 2012, 871) The term “entrepreneurial”’ refers to activities
and behavior of entrepreneurs. The core is identifying opportunities and using all the
resources and expertise that are available to the entrepreneur to create and realize value.
This process is more often done in a creative and innovative manner. In order to understand
entrepreneurial marketing it is necessary to realize how entrepreneurs or SMEs owners
make decision meaning how they produce the value within the constraints of limited

resources, expertise, impact and size. (Gilmore 2011, 138)

1.4.2. SME’s marketing

Some argue that SMEs pay less attention to marketing as a business function because
marketing is often perceived as a large organization activity. Nevertheless, it is seen as
problematic for SMEs. The recent researches highlights the differences between SMEs and
large organizations marketing. SME marketing considers more the firms unique business
environment, characteristics of owners and managers and available resources. The
management culture is more innovative and SME owners and managers tend to be more
proactive and opportunistic in nature. Several authors agree that SME marketing practices
and decision making seems more creative, alternative, instinctive, informal and

unstructured, chaotic and unplanned. Moreover, it is common that SME owners or
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managers lack of understanding of the definitions of marketing and its applications.
(Resnick et al. 2011, 38) Therefore, the conventional marketing planning models do not
apply to SME marketing management. (Bjerke and Hultman 2002, 100)

1.4.3. Planning and implementation

Planning and implementation are independent processes and it is a two-way relationship
meaning that content of marketing plan can determine the implementation but also how
marketing strategy is implemented can determine the content of marketing plan. Therefore,
the planning and implementation process is not as sequential as normally assumed.
(Hollensen 2010, 545) A marketing plan summarizes what the marketers have learned
about the marketplace and explains how the company plans to reach these objectives. It
normally contains tactical guidelines for the marketing programs and financial allocations
over the planning period. Nowadays, planning is becoming a continuous process because
the market conditions have become rapidly changing and the environment is dynamic.
(Kotler and Keller 2012, 76) Marketing implementation can be divided to internal and
external marketing program. The external includes mainly four P’s: product, price,
distribution and promotion. The internal on the other hand includes training, knowledge
generation, rewards, information sharing, and employee empowerment and status
distinctions. (Hollensen 2010, 547)

1.4.4. Networking

Networking of SMEs can consists of variety of networks such as personal contact networks,
social networks, business networks, industry networks and marketing networks. Networking
for business activities means that companies join together with a common objective,
working together and co-operating through sharing ideas, knowledge and technology. This
networking occurs, for example, through trade events and personal contacts. (Gilmore et
al. 2001, 7) Forming and maintaining a strong circle of contacts has increased importance
in many business practices and fields. Networking often takes a form of person-to-person
conversation, exchange of business cards, email or phone call. Strong connections
represent great value, but the success of relationships created through networking depend
on the actions and what we do. It has been said that power shifts to those that are able to
connect. (Collins 2012, 4)
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1.4.5. Communication

The main idea is to communicate with customers so that buyers receive the information
they need to make purchasing decisions. Communication mix includes information
interesting the customer but in the end it is designed to persuade the customer to buy a
product. Central to communication is creating relationships since through communication
companies can connect and create bonds with customers. Communication tools include
advertising, public relations, sales promotion, direct marketing and personal selling.
Communication is a wider concept that includes commonly known promotion. Promotion is
the process where marketers inform, educate, persuade, remind and reinforce consumers
through communication. (Hollensen 2010, 490- 498) The question for marketers is not
whether to communicate but rather what to say, how, when, whom and how often.
Customers are taking more active role in deciding what communications they want to

receive and how they want to communicate to others. (Kotler and Keller 2012, 497)

1.5. Methology

It is possible to combine deductive and inductive approach within the same research and in
many occasions it is an advantage to do so (Saunders, Lewis & Thornhill 2009, 127). As
there is no need for making clear line whether the research is deductive or inductive
combining characteristics from the both approaches is the most suitable manner in this
research. Dubois and Gadde (2002) define abduction as a systematic combining in relation
to deductive and inductive approaches. The abductive approach emphasizes on the
importance of connection between theory and reality. Based on the above, abductive

approach is the most suitable and advantageous for this research.

This research is conducted as qualitative research since goal is to create a hew theory and
gain a wider understanding. Common to a qualitative research is that sample size is small,
there are substantial amount of information from each respondent, analysis type is
subjective and interpretive and research is exploratory (McDaniel and Gates 2006, 79).
These characteristics support the selection of qualitative research since sample size will be
rather small and the amount of information will be substantial. However, the main reason
why qualitative research method is chosen are the research questions that are basis for
selection of research method. In this research the questions refer to a qualitative research
method. Theory developed from case study research more likely has advantages such as

novelty, testability and empirical validity, which formulates from the linkage with empirical



16

evidence. It is especially convenient in case when research areas where existing theory
seems inadequate. However, there are also risks in case study utilization such as ending
up with theory that is too complex or building theory from cases that result to narrow or
bizarre theory. (Miles & Huberman 2002, 30)

Data collection is organized by semi-structured interviews. According to McDaniel and
Gates (2006, 35) survey is a research in which interviewer interacts with respondents to
obtain facts, opinions and attributes. Interviews has been the main method for research
data gathering in qualitative research. Compared to other methods it is more flexible since
interviewer can change the structure based on each respondent and there are more
opportunities to clarify answers in order to gain deeper understanding. However, there are
also challenges and disadvantages choosing interview method. Interviews itself are usually
time-consuming, costly and interviewer needs to prepare and practice well in advance.
Nevertheless, interviewees might give answers that are socially preferable and do not want
to give honest answers. (Hirsijarvii, Remes and Sajavaara 2004 194-195)

1.6. Delimitations

As described earlier there are seven underlying assumptions of entrepreneurial marketing;
proactiveness, opportunity focus, calculated risk taking, innovativeness, customer intensity,
resource leveraging and value creation (Hacioglu, Eren, Eren & Celikkan 2012, 871). This
research will focus examining five assumptions that are considered the most relevant ones
for the specific research. The literature and academic researches mentions these
characteristics the most often and there are strong basis from previous researches. The
chosen five characteristics provide the most interesting results considering the case
companies and the industries where they operate. Opportunity focus party include already
to other characteristics in theoretical perspective and value creation does not provide the

most interesting results when examining from entrepreneurs perspective.

The chosen processes include communication which is one of the commonly known four
P’s (product, price, place and promotion). The reason why communication was chosen over
the other P’s is because entrepreneurial marketing companies normally focus their
marketing in selling and promotion (Hult et al. 2008, 109). According to Gilmore et al. (2001,
7) SMEs do marketing by networking. It is relevant to assume that comparing the different
characteristics of entrepreneurial marketing to networking, selling and communication it will

provide interesting results and variation.



17

The study is limited to concern the entrepreneurial marketing processes only in SMEs not
in large organizations even though theoretically entrepreneurial marketing concept is valid
both in large and small companies. The reason is that the entrepreneurial marketing is more
visible and recognizable in SMEs and many large organizations and also large
organizations have more internal barriers for executing it. Entrepreneurial marketing is
connected in many researches to growth and internationalization since small start-up’s or
born global have entrepreneurial characteristic very clear in the beginning stages. However,
the research does not examine the entrepreneurial marketing in different growth stages but
focuses determining whether the characteristics of entrepreneurial marketing are visible and
there in marketing planning and implementation. The perspective of the study is company

perspective.

1.7. Structure of the thesis

The thesis consists of four main parts. The first part introduces the background of the study
and presents the goals and main research problem. The part also clarifies the definitions of
main concepts and presents the theoretical framework. This chapter gives reader a picture
and perspective of what the research is all about. The second section gives more detailed
understanding of the theory of the subject. It provides a comprehensive overview about the
concepts and research done considering the topic. Theoretical part is important
understanding entrepreneurial marketing term meaning its characteristics and definition.
SMEs marketing is also examined in order to understand case companies’ challenges and
opportunities in marketing. The third part concentrates on explaining the empirical research
and providing the results of the nine interviews. When examining results analysis is done
by reflecting the theoretical basis to received results in order to identify connections or
patterns. Finally, the purpose of the last part is to conclude research findings and form
theoretical and managerial implications from the study and suggest areas for future studies.
Conclusion explains the fruits of the research what have been discovered in the multiple

case analysis.
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2. ENTREPRENEURIAL MARKETING

The following section will introduce literature about entrepreneurial marketing, which is the
basis for empirical part. Entrepreneurial marketing definitions are discussed, differences
compared to conventional marketing, characteristics and processes. The entrepreneurial
marketing characteristics include seven assumptions where five is chosen to this
research; proactiveness, innovativeness, risk-taking, and resource leverage and customer

intensity. Processes include networking and word-of-mouth communication.

2.1. The concept of entrepreneurial marketing

Entrepreneurial marketing is becoming an established discipline with its own concepts and
disciplines. Marketing and entrepreneurship have been examined to have significant
interrelationships, which means that they influence one another’s effect on performance.
The most of the advantages of entrepreneurial marketing are found in SMEs and in turbulent
environments. Based on this, in some cases entrepreneurial marketing is applied in
constrained form which leads to the result that the actual definition is not fully resolved. The
actual concept is used in various ways and occasionally loosely. Nowadays, entrepreneurial
marketing still lacks an accepted definition and the field faces many conceptualizations with
slightly indistinct emphasis. The definition represent both an opportunity for research and a
constraint for further studies. (Sole 2013, 24-25)

When studying marketing and entrepreneurship interfaces two major considerations occur:
the role of marketing in entrepreneurship and role of entrepreneurship in marketing. The
role of marketing in entrepreneurship mainly means the application of marketing tools,
concepts and theory in supporting new venture development. The second consideration
role of entrepreneurship in marketing explains how entrepreneurial attitudes and behavior
can be applied in marketing programs. There has been examined to be significant
correlation between market orientation and entrepreneurial orientation of a firm but also be
part of larger single overriding organizational philosophy. Customer focus integration,
continuous innovation and leading the market are all independent components that must
work together at the same time to ensure positive company performance. (Morris,
Schindehutte & LaForge 2001, 5) This research focuses on the starting viewpoint of role of

entrepreneurship in marketing.
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In the beginning it is important to define entrepreneurship and marketing separately in order
to understand what are the roots and basis of entrepreneurial marketing. The variety of
research done on entrepreneurship claim that it is vital element of social, organizational and
individual success. Traditionally entrepreneurship has been connected to uncertainty and
risk-taking as well as the efforts of the entrepreneur who ventures to transform vision into
business activities. (Katsikis and Kyrgidou 2008, 209-210) Defining entrepreneurship is
challenging since entrepreneurs are found in all professions such as education, medicine
and law. Many researchers think today that entrepreneurs are the most significant causal
factor of economic growth and development of societies. The survival and success in
today’s global economy requires constant change and innovation. Even if entrepreneurship
is examined from different perspectives the common factor is the change. It is all about
recognizing opportunity, living in change or even providing a change. That is why

entrepreneurship is so current and hot topic today. (Bjerke and Hultman 2002, 51- 57)

According to Kotler ( 2000,19) marketing concept holds the key to achieving organizational
goals, consist of the company being better than competitors in creating, delivering and
communicating customer value to its chosen market. Nowadays it is also claimed that
marketing is more a wider management responsibility than a specific function. Companies’
employees in different specialist functions contribute to firms marketing both directly and
indirectly. The standard model of marketing planning within the managerial school includes
the following steps market analysis, marketing goals, strategic marketing planning, planning
marketing programs and implementation. (Bjerke and Hultman 2002, 31) There has been
criticism of the customer-centric focus in marketing which has resulted in a lack of innovation

and therefore similar products and processes (Fillis 2010, 88).

Entrepreneurial marketing can be also examined from two different viewpoints that are
founder viewpoint and customer viewpoint. The founder’s viewpoint starts with opportunity
recognition and moves on to estimating company’s resources required to ensure success.
Customer’s viewpoint opportunity is an outcome of excellent idea and customer base. This
viewpoint states that in order to fill an existing need in the marketplace entrepreneurs must
be innovative. Founders tend to be mainly focusing on opportunities and customers on the
innovation. Based on founder’s viewpoint entrepreneurial marketing is about building out
and shaping the opportunity and therefore they must explore, examine, exploit and expand
the opportunity. These four aspects are called four E’s or entrepreneurial marketing. (Osiri
2013, 2-3)
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Common to entrepreneurs and small business owners is to apply innovation, identification
of target markets, interactive marketing methods and informal information gathering in their
marketing processes (Carter and Jones-Evans 2006, 332). Earlier studies evaluate
entrepreneurial marketing in terms of owner-manager experience, knowledge,
communication strengths and judgment abilities. These capabilities can be examined
through general management, marketing or entrepreneurship. Entrepreneurial marketing is
a way to describe the innovative use of organizations resources. Nevertheless, the actual
form of entrepreneurial marketing depends largely on the competencies of the owner-
manager. It is identifying market opportunities and transforming hard and soft resources
from internal and external locations into valuable products. Besides that common factors
with marketing and entrepreneurship has been recognized to be entrepreneurial effort,
energy, commitment and persistence. Creative competencies, on the other hand, include
self-belief, innovative thinking, imagination, vision, using creativity in a strategic sense,
transmutation of ideas, ambition, intuition, flexible and non-usual solution search. The most
research of entrepreneurial marketing focus on the pre-start-up and start-up stages of
enterprise and more attention should be paid to the ongoing development of the business
over time. (Fillis 2010, 90-91)

Entrepreneurship is not just a result of specific circumstances and personality of
entrepreneurs. Nevertheless, it is not a series of isolated activities and events. It is more of
a process where individuals acquire resources, manage people, market their enterprises,
manufacture goods, provide services, control expenses and much more. It is all about action
and change. (Bjerke and Hultman 2002, 51- 57) It has been argued that entrepreneurial
marketing is not only a capability that can be acquired by the entrepreneur but it is actually
the very core of entrepreneurial process. Both entrepreneurship and marketing theory tend
to objectify enterprise and markets in a way that neglects their existence as processes. The
entrepreneurial market does not exist as a thing, but as an activity of becoming.
Nevertheless, moving focus from product to entrepreneurially creative firm focus requires a
better understanding of communication. This need goes beyond just transmitting
information between existing company and customer to engaging with all people involved.
Relationships are also crucial for the success and it has been discovered that relations are
extended over time and space embracing the co-production. (Gaddefors and Andersen
2008, 19-34)

Entrepreneurial marketing is used an umbrella to capture conceptualizations of marketing

as an innovative, risk-taking, proactive area of managerial responsibility. These
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conceptualizations include guerilla marketing, radical marketing, expeditionary marketing
and subversive marketing. Marketing professionals are embracing creativity and innovation
in today’s marketing strategies and interest towards marketing and entrepreneurship
interface has never been higher. It has been argued that fundamental concepts of marketing
remain unchanged but more attention must be given in the contemporary environment to
customization and one-to-one approaches, relationships, networking, strategic alliances,
globalization and technology. (Morris et al. 2001, 1-2)

According to Hills and Hultman (2013, 441) entrepreneurial firm operates in an environment
that is characterized as dynamic, highly competitive and including non-linear changes. The
entrepreneurs that are making decisions are commonly vision driven, effectuate, influenced
by personal goals and decisions are unplanned and informal. The resource base is rich of
entrepreneurial skills and other resources are acquired by leveraging internal resources
through co-petition and alliances. As a result, there are set of observable entrepreneurial
marketing actions that are growth-oriented, opportunity-oriented, and highly interactive and
highly market immersed and customer value oriented.

External environment
* Dynamic

* Non-linear changes

* Highly competitive

The entrepreneurial firm
Observable EM-actions

* Growth-orientated

* Opportunity-oriented

* Highly interactive

* Highly market immersed and
customer value oriented

Entrepreneurs making decisions
* Vision driven

» Effectuative Resources base

 Unplanned * Rich of entrepreneurial skills

* Informal * Value-creation based on resources

* Influenced by personal goals acquired by leveraging internal
resources through co-operation and
alliances

Figure 2. Entrepreneurial marketing: conceptual and empirical research opportunities (Hills
& Hultman 2013, 441)
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2.2. Differences between conventional and entrepreneurial marketing

Today’s business environment is changing and market conditions are shaped by chaos,
fragmentation, unsureness, complexity and ambiguity. Instead of using a planned linear and
rational response that is conventional marketing approach, also a new entrepreneurially
creative alternative is introduced. The rational position has failed to explain why
entrepreneurial organizations behave differently compared to more conservative
counterparts. (Fillis 2010, 87) Traditional marketing emphasizes customer-orientation which
is market driven and connected to product development. Entrepreneurial marketing on the
other hand is more innovation-oriented which means that it is idea-driven and assessment

of market needs is more likely intuitive. (Stokes 2000, 13)

The management of conventional marketing is characterized by detailed planning process
which is drafted based on market research in order to be able to decide target markets and
marketing mix. However, entrepreneurial marketing is described to be based on intuition,
informality and speed of decision-making. The management of entrepreneurial marketing
processes is different compared to regular marketing approaches. One reason is the
environment that is changing rapidly and there is more fluctuations. Therefore, opportunities
are restricted related to the marketing planning process. Company cannot engage a lot of
time for planning process since market conditions change fast and it is possible that in the
end the decisions drawn from originally market conditions are not relevant anymore and
company has lost valuable time. Instead, the management of entrepreneurial marketing
involves a shorter decision-making process with little formal planning. (Collinson and Shaw
2001, 763)

The other difference compared to conventional marketing is the position that marketing has
in the organization. Entrepreneurial organization plans its activities around the customer
and marketplace, which reveals the marketing orientation in the business management.
This is because of the closeness with market place which leads to understanding of
customer needs, wants and demand even though expensive market researches are not
executed and organization does not have own marketing department or staff. The last factor
is the informal approach to management of entrepreneurial marketing organizations. This
is explained with the commitment of the organizational level to understand and respond to

the needs of a constantly changing market environment. Therefore, marketing becomes
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owned and managed by the whole organization and need of separate management of
marketing processes becomes less necessary. (Collinson and Shaw 2001, 763)

Criticism towards corporate/ traditional marketing (CTM) theory and education states that
there is heavy emphasis on the promotion elements of marketing mix, formula-based
general thinking and lack of accountability of marketing expenditures. Nevertheless, the
CTM concentrates on serving existing markets and customers by imitating instead of finding
new ones. Generally it is characterized short-term, risk-averse and reactive tendency.
American Marketing Association has endorsed the definition of marketing but still there is
lack of consideration towards aspects central to entrepreneurship such as innovation, risk-
taking and proactiveness. Commonly the core of corporate marketing has been seen as
four P’s: product, price, place and promotion and the process of planning has been
structured and disciplined step- by - step process. However, the focus on four P’s can leave
some other important factors outside process which might be important especially to
entrepreneurial viewpoint. The question is if four P’'s misses some fundamental parts of
marketing such as adaptability, flexibility and responsiveness. Therefore, it has been noted
that conventional marketing approach is not relevant to SMEs. (Martin 2009, 391-392)

Often time’s entrepreneurial marketing is related to relationship marketing. In relationship
marketing the goal is to retain a customer and therefore the time scale is longer. Companies
take actions to retain the customer and build trust and other sentiments that tie the specific
customer to the selling firm. The main characteristics of relationship marketing are
orientation on product benefits, long time-scale, high customer service emphasis, high
customer commitment, wide customer contacts and quality is a concern of all. We believe
that successful entrepreneurs practice both transactional and relationship marketing.
Despite that they rarely do both in equal extent and intensively at the same time.
Transactional marketing commonly has focus on single sales, orientation on product
features, short time scale, limited customer commitment, moderate customer contacts and
quality is primary concern of production. Transactional and relationship marketing are
usually introduced as extremes, but in real life those are never separated from each other’s.
It is more questions on priorities where to concentrate on. In a long-term both transactional
and relationship marketing are necessary depending on the stage of the firm. (Bjerke and
Hultman 2002, 193-196)
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2.3. Characteristics of entrepreneurial marketing

Many of the competencies connected with entrepreneurial marketing are typically
associated with entrepreneurs. These include attributes such as being innovative, not
averse to taking risks, creative, adaptable and being very task oriented. Additional
characteristics associated with entrepreneurs include being change focused in the
management and opportunistic in the behavior in the marketplace. Some claim that
entrepreneurial innovation will be as important to management in the future as the
managerial function itself is today. There are four key competencies associated with
entrepreneurial marketing management; experience of both the industry and the job,
knowledge of the product and market, communication skills and sound judgment of good
market opportunities or personnel. These competencies are not easily acquired in a short
time because of the intangible nature. Entrepreneurial marketing is characterized also by
responsiveness to the marketplace and intuitive ability to react to changes in customer
demands. (Collinson and Shaw 2001, 764)

Entrepreneurial marketing is also characterized having seven underlying assumptions that
are proactiveness, opportunity focus, calculated risk taking, innovativeness, resource
leveraging, customer intensity and value creation. These assumptions distinguish
entrepreneurial marketing from traditional marketing. The five first aspects are
entrepreneurial orientation dimensions and the last two are marketing orientation
dimensions. (Hacioglu et al. 2012, 872) Notable is that the different dimensions are not
independent and there is connections between them. Entrepreneurial marketing does not
require all the dimensions to be occurring. Entrepreneurial marketing is matter of degree
and different combinations of the underlying dimensions will result in marketing which might
be less or more entrepreneurial. (Morris et al. 2001, 17) The seven assumptions are

described below.
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Figure 3. Entrepreneurial marketing characteristics

The proactiveness refers to management orientation, which is driven by competitiveness
and risk taking. It is an opportunity-seeking and forward looking perspective which includes
attitude and capabilities for implementation and control of products, services or processes.
(Hacioglu et al. 2012, 872) Environmental proactiveness means that entrepreneurial
marketer does not take external environment as a given to which the company can only
react or adjust. Moreover, the environment is seen as an opportunity horizon and marketing
is proactively directed towards creating change in the environment. Marketer aims to
redefine elements of the external environment so that it reduces environmental uncertainty

and increases control over its own destiny. (Morris et al. 2001, 15)

Opportunities represent undiscovered market positions that are sources of sustainable profit
potential. Opportunity focus arise from market imperfections and the knowledge about the
imperfections and how to utilize them differentiate entrepreneurial marketing. Availability of
opportunities is tightly connected to the rate of environmental change and therefore,
marketers need to actively search and examine markets. Continuous exploitation of
opportunities creates learning and adaptation for marketers before, during and after the
actual implementation stage. (Hacioglu et al. 2012, 872) the perception of potential
opportunities has been considered as the “heart” of entrepreneurship. The most of the
opportunity recognition research have been focusing the idea of successfully establish a
company. The evidence shows that good entrepreneurs are opportunistic in general.
Opportunities go far beyond identifying new business concepts to including day-to-day
operations of the company. (Hills and Hultman 2013, 442-443) Entrepreneurial marketing

firms are constantly scanning the environment to discover or create new opportunities,
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asses these opportunities and then exploit those in order to create competitive advantage
(Morrish, Miles & Deacon 2010, 314).

Entrepreneurship is connected with calculated risk-taking since there are constantly efforts
to identify risk factors and reduce the risk or share it. There are risks in various resource
allocation decisions and especially in choice of products, services or markets. (Hacioglu et
al. 2012, 872-873) Calculated risk-taking involves a willingness to pursue opportunities that
have a reasonable chance of producing losses or significant performance inconsistency.
The nature of risk is not uncontrollable but instead moderate and calculated. Risk
management is controlled through many devices such as intelligence gathering efforts, test
markets, working with lead customers, staged product launches, outsourcing of many
activities tied to a new product or service, borrowing or sharing resources and partnering

with suppliers, distributors and competitors. (Morris et al. 2001, 14)

Nowadays innovativeness has become a vital factor for company’s competitive advantage
and survival. In entrepreneurial marketing process innovation in marketing is continuous
since managers continually consider new approaches to segmentation, pricing, brand
management, packaging, customer communication and relationship management, logistics
and various other operational processes. (Hacioglu et al. 2012, 873) Sustainable innovation
involves ability at an organizational level to maintain a flow of internally and externally driven
new ideas that are possible to translate into new products, services, processes, technology
applications or markets. Marketing has important role in sustainable innovation and roles
vary from opportunity identification and concept generation to technical support and creative

augmentation of company’s resource base to support innovation. (Morris et al. 2001, 13)

Resource leverage explains the recognition of resources that are not utilized optimally, non-
conventional way of using the resources and control over the resource. (Hacioglu et
al. 2012, 873) Resource leverage simply refers doing more with less. Entrepreneurial
marketers are excellent leverages of resources since in those companies ambition forever
outpaces resources. These companies are not restricted by the resources they currently
control or have at their disposal. Resource leverage have different considerations that are
stretching resources much higher than others, use out of resources that others do not
realize, using others resources to accomplish one’s own purpose, complementing resource
with another to add value and using certain resources to obtain other resources. The
resource leverage process is more creative than mechanical process. (Morris et al. 2001,

16) Current evidence show that high-growth firms extensively and systematically utilize
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external resources which means resources own by external organizations such as
institutions or companies. Therefore, these high-growth firms grow beyond the limits set by
internally controlled resources. (Furlan, Grandinetti & Paggiaro 2014, 21)

Customer intensity includes creative approaches to customer acquisition, retention and
development. Customer equity is guiding decisions regarding customer investment and
customization levels. (Hacioglu et al. 2012, 873) Customer intensity is used to capture a
sense of conviction, passion, enthusiasm and belief in where marketing is attempting to
take the company and how to get there. Entrepreneurial marketers reinforce the need for
all employees to identify at a very fundamental level with company’s products and brands
and what is the actual customer value proposition. Customer intensity goes beyond
technical competence in the marketing task. (Morris et al. 2001, 12) Customer retention is
not only about ensuring high customer satisfaction even though customer satisfaction is a
necessary prerequisite for customer retention. In some sectors satisfied customers show
little loyalty to a supplier and therefore active retention management needs to go beyond
merely ensuring customer satisfaction. The retention is not free and requires continuous

investments. (Homburg, Schafer and Schneider 2012, 39)

The main purpose of marketing is to create and distribute values among the parties through
the process of market transactions and market relationships. The process of creating and
distributing value implies that market objects, functions and institutions must create win-win
advantage. (Bjerke and Hultman 2002, 159) The important part of entrepreneurial marketing
is innovative value creation, which is based on the assumption that transactions and
relationships are the core. A challenging task for marketer is to discover unsatisfied sources
of customer value and create innovative combinations of resources to fulfill the needs and
desires. In the changing and dynamic markets, the value equation is continually redefined.
The continuous responsibility of marketer is to explore each marketing mix element in order

to find new sources of customer value. (Hacioglu et al. 2012, 873)

2.4. Entrepreneurial marketing processes

Companies have thousands of processes that form a complex, dynamic and formless
assortment of processes. Some processes are closely related to others and some have no
connection at all. At the lowest level that is the operational level there is an endless number
of sub processes such as shipping, production planning, staff training, budgeting, public

relations etc. Some studies support a hierarchical perspective stating that some processes
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are subordinated from others. In practice these means that many of the operational inter-
organizational processes are dependent on general visions and processes as innovation
and R&D. (Bjerke and Hultman 2002, 189-191)

According to Carter and Jones-Evans (2006, 332-336) the entrepreneurial marketing
process consists of four I's that are innovation, identification, interactive and information.
Examining more closely the meaning of the four I's reveals the linkages between the factors.
Many researchers have stressed the meaning of innovation to entrepreneurship and notable
is especially the incremental adjustments to existing products rather than large-scale
developments. The majority of such firms survive and grow by continuously making small
improvements and in such way create competitive edge. The second | stands for
identification of target markets which often comes after the development of idea and
customers are found through a bottom-up process of self-selection and recommendations.
The success is dependent on identifying a particular group of customers who need the
offering and often times niche markets are chosen for promising markets for smaller firms.
(Carter and Jones-Evans 2006, 332-335)

The interactive marketing method, on the other hand, refers to responsiveness of the
company meaning the ability to communicate and respond fast to individual customer.
Owner-managers usually spend a considerable part of their working day in contact with
customers because that is the most important selling point for small businesses.
Entrepreneurs interact with customers through personal selling and relationship-building
approaches. These methods rely on the influence of word-of-mouth marketing, which is
generated through image building, incentives and involvement. Word-of-mouth marketing
develops customer base through recommendations. Successful managers also recognize
the importance of building favorable images of their business in order to increase positive
word-of-mouth marketing. Many companies promote their business by offering different
incentives such as reduced prices and promotional offers. Nevertheless, a feeling of
involvement or participation with a small business can increase customer loyalty and
recommendations. The informal information gathering allows companies to monitor their
own performance compared to competitors and market threats. They are more open to new
ideas and opportunities through a network of personal and inter-organizational contacts.
The informal information gathering restarts the marketing cycle by forming the basis for

further innovative adjustments. (Carter and Jones-Evans 2006, 332—335)
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Entrepreneurial marketers use both formal and informal ways of carrying out business and

there is often a particular focus on the use of networking both personal and business

contacts ( Fillis 2010, 91) The importance of relationships in marketing is central to

entrepreneurial practice. Networking provides a crucial link between entrepreneurial theory

and relationship marketing. Personal contacts networks play a vital role in characterizing a

marketing orientation in a SME. The most relationships are one’s personal contact network

and contact networks are a natural phenomenon not planned processes. However, there is

differences how those networks are utilized. Marketing managers’ networks are consciously

used and entrepreneurs are more subconsciously used. (Martin 2009, 394-395) Smaller

firms survive in the dynamic environment not only by marketing to existing customers but

also by developing relationships to other individuals or organizations such as suppliers,
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bank, investors, advisors, trade associations, local government and public authorities.
These relationships might turn into customers and entrepreneurial marketing strategies can
go beyond the conventional definition of the term customer. In such sense, entrepreneurial
marketing resembles relationship marketing, which suggest developing a supportive
framework around the organization. Marketing can be seen as relationship management
which creates, develops and maintains networks in which the firm operates. Nevertheless,
entrepreneurial marketing can target any organization or individual which can have either

positive or negative effect on the small firm. (Carter and Jones-Evans 2006, 333)

Marketing communications represent the voice by which companies can establish a
dialogue with customers and other stakeholders. The importance of marketing
communications has grown in recent years due to emergence of IT and audience
fragmentation. There are several ways to reach the customers even though traditional or
nontraditional media and this has forced companies to move away from mass
communications model and to cope with increasing number of communications options.
Information from different media channels becomes part of messages about the company
and its offerings. In case they would be conflicting messages from different sources this
would create confused company image in the consumers mind. Therefore, need for a
systematic integration and coordination of messages and communication channels has
become a fundamental issue for marketers. Notable is the importance of personal
communication activities especially when firm has limited number of customers this means
in small firms communication frequently by the owner, entrepreneur or manager
herself/himself. Due to limited resources the budgets are commonly very limited in SMEs
and therefore marketing communications needs to especially focus. (Gabrielli and Balboni
2010, 276-278)

2.4.1. Networking

Networking of SMEs can consists of variety of networks such as personal contact networks,
social networks, business networks, industry networks and marketing networks. The main
importance lies in the understanding of how owners or managers use these networks in
practice. A one research states that generally owners-managers have relatively small and
non-expensive networks especially external contacts. However, networks were used
constantly to solve problems and help decision making process what is not in line the nature

of unstructured and coincidental relationships. SME networking is usually characterized
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informal, loose, unstructured, spontaneous and reactive. Therefore, the characteristics of
SME marketing are very similar to SME networking. (Gilmore et al. 2001, 7)

Literature has proved that SMEs actively do networking and common is that individual
networks are strongly influenced by the personality and capabilities of the key persons. The
networking activity generally is very important especially to SMEs due to the resource
constraints and limitations they experience and the need for utilizing the limited resources
in order to be able to compete more effectively and strategically. Marketing networking in
SMEs is defined by the network processes that are done by owner-managers of the
company. (Carson, Gilmore & Rocks 2004, 371) SMEs can benefit of networking by
receiving knowledge and skills necessary to remain competitive and advantages of
economies of scale without having disadvantages of being large- scaled (Schoonjans et al.
2011, 169)
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Figure 5. SME marketing networking: a strategic approach (Carson et al. 2004, 373)
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When examining marketing network processes (MMPs) more closely three dimensions are
studied. The first dimension structural dimension does not consider network relations as
structures but as processes which can from time to time be dealt with as structures. This
dimension include network size, network formality, network diversity, network density,
network stability and network flexibility. The network size refers to the actual humber of
direct contact by the owner-manager to help to do marketing. Network formality means the
extent to which formal business network contacts are used in doing marketing compared to
social network contacts. Network diversity, on the other hand, refers to the variety of network
sources used. Network density explains the extent to which network members are linked or
connected to each other. Network stability means the number of network linkages within the
marketing network. The last dimension network flexibility explains the number of network

linkages formed and broken within a specific period. (Carson et al. 2004, 371-374)

The relational dimension is defined as network linkages and the strength of these linkages.
There is need for examining the relational nature of networks since relational linkages are
important building blocks of a network. The three relational components are trust,
commitment and co-operation. Trust means willingness to rely on an exchange partner and
the level of trust can change over time. Trust is measured in terms of the nature of the
information shared and the level of confidential information. Commitment is defined in a
time and effort made in maintaining network linkages. It is commonly measured by the
frequency of communication between SME owner-manager and each network member. Co-
operation means the level of interdependence between an SME owner-manager and each
marketing network member. The measurement is based on the level of coordinated market
activities and mutual compatibility of marketing goals. Finally the usage dimension focuses
on the outcomes and benefits of the structural and relational dimensions. There is a wide
scale of marketing activities but based on literature the main for MNPs are managing
product decisions, managing promotional activity, planning marketing activities, managing
pricing, managing distribution, acquiring marketing resources, increasing market knowledge

and marketing innovation. (Carson et al. 2004, 371-374)

Networking relates closely to owner-manager decision making especially decisions
considering marketing because one must go outside the businesses physical place in order
to do business and this business is led by marketing activities. The cost of networking is
hidden because all expenses are low in the immediate term. These costs include for
example club or trade membership, dinner at trade functions, entrance fees to exhibitions.

The owner or manager does not constantly have to measure these intangible aspects of
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their marketing compared to more tangible conventional marketing activities. Nevertheless,
it supports the way SMEs management are normally doing business. (Gilmore et al. 2001,
7)

One reason explaining the contribution of marketing effectiveness of networking of
entrepreneurial organizations is the fact that there is lack of market information and
knowledge and to cover this with the information from personal networks in order to ensure
future development and progress. A second aspect relates to the time and resource
restrictions which leads also using networks for scanning market situation and changes
there. The meaning of personal networks becomes even more relevant since it is important
company has reliable and trustworthy relationships which provide real market information
and guide the decision-making process. Previous researches has found out that networking
contribute to product, pricing and promotional decisions of entrepreneurs. Management can
identify faster market opportunities and act in an innovative way such as new introducing

new products to the markets. (Collinson and Shaw 2001, 765)

Networking provides a crucial link between entrepreneurial theory and relationship
marketing. Personal contacts networks play a vital role in characterizing a marketing
orientation in a SME. (Martin 2009, 394-395) Marketing strategies can be developed based
on closeness to the customer meaning is marketing more transactional or relationship and
based on entrepreneurial activity which includes conservative and entrepreneurial activities.
A hybrid model of marketing styles include conservative-transactional style, conservative-
relationship style, entrepreneurial-transactional style and entrepreneurial-relationship style.
The conservative-transactional style applies to companies whose customers seek standard
goods or services at a competitive price and have a little interest in building a close
relationship with suppliers. The conservative-relationship style works for companies whose
customers also seek standardized goods or services but are willing to work closely with
suppliers to optimize quality or other mutual benefits. The entrepreneurial-transactional
strategy applies to firms that are operating in markets where customers are seeking
innovative products and services that requires not a close relationship with suppliers. The
last style entrepreneurial-relationship refers to companies which operate in a markets where
customers work in partnership with suppliers to develop innovative new products and
services. (Chaston 1997, 56)
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Figure 6. A small firm alternative marketing style matrix (Chaston 1997, 57)

2.4.2. Word-of-mouth communication

Internal and external communication capabilities are vital for competent marketing to occur
and it is a set of other competencies such as personality, relationship building, a long-term
perspective, trust, listening skills, empathy, adaptability and honesty. (Hill 2001, 213)
Interaction with existing customers rely on word-of-mouth marketing in spreading the
information. Entrepreneurial marketing relies heavily on word-of-mouth communication to
develop the customer base through recommendations. Studies support that
recommendations are the number one source of new customers for small firms. These
recommendations can occur from customers, suppliers or other referral groups. The
definition of word-of-mouth marketing states that it is oral, person-to-person communication
between a perceived non-commercial communicator and receiver concerning a brand, a
product or a service offered for sale. The two main distinctions between other forms of
communication and especially with word-of-mouth is that there is actual face-to-face contact
and communicator is perceived to be independent of the product or service under
discussion. Studies has shown that word-of-mouth is meaningful especially to purchase
decision in many consumer and B2B markets. This communication methods supports the
slow growing of small businesses since those companies are unable to cope with large

increases in demand for their services. (Stokes 2000, 11-12)

There are also some disadvantages related to word-of-mouth marketing. The reliance on

own networks and informal communication restrict the organizational growth based on the
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limits of networks and also it is non-negotiable, which means that company cannot control
word-of-mouth communication considering the offering and services. It is recommended for
the owners of the companies to adopt interactive marketing practices in their word-of-mouth
marketing so that involvement of customers or other groups is encouraged and that leads

to increasing commitment level between the participants. (Stokes 2000, 11-12)

Some previous literature has stated that relying on word-of-mouth recommendations
reveals the absence of marketing or represents poor marketing practices. The main
importance of word-of-mouth WOM processes is to be able to make marketing decisions in
entrepreneurial context. The most entrepreneurs rely on their own personal experiences
and intuitions to inform their marketing decisions. WOM processes are non-commercial by
definition and exclude involvement by a self-interested entrepreneur. WOM can be both
positive and negative. The challenge of negative output WOM is that it appears to be
capable of greater volume than the positive output. Successful entrepreneurs find ways of
encouraging recommendations by proactive methods. Small graphic design company used
bartering, hospitality, flexible pricing and differential handling of work in order to develop
their referral network. Nevertheless, feeling of involvement and participation with the
company can also encourage customer loyalty and recommendations. It has been claimed
that you can be as organized, thoughtful and systematic about WOM advertising as
conventional advertising methods. (Stokes and Lomax 2002, 350-356)

Internet has had a huge influence on traditional marketing conventions and promotional
platforms. Companies can communicate more effectively virtually in every industrial sector.
Even with minimum technical skills or financial resources entrepreneurs can consider
entering new markets anywhere in the world. Customers who enter cyberspace have much
more control over reacting to the promotional messages provided and therefore internet
promotions must involve education, entertainment and enticement. Internet provides
access to truth since customers can access to sites that are run by neutral brokers who are
willing to provide detailed information based on their experience. Nevertheless, the direct
contact between supplier and final customer can be established which improves information
sharing. (Chaston 2000, 56-57)

SMEs e-commerce environment is developing and so does the relevance of electronic
word-of-mouth communication. Consumers are today co-developing brands with or without
support of the firm and their interaction will be crucial in understanding brand

communication practices. It is important to consider the increasing importance of social
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networking through web page platforms, newsletters or emails as a mean to develop brand
communities. The companies will continue to discover brand opportunities through close
interaction with consumer communications which requires channel for allows consumers to
interact with company. Brand owners are also main drivers in communicating the brand as
spokesperson and therefore, it is important to polish their communication skills as well as
public relations to benefit brand communications initiatives. (Centeno and Hart 2010,
260)Some recent studies state that SMEs would benefit from social media marketing
strategy even though SMEs often lack sophisticated marketing or business plans.
Especially Facebook can facilitate communications between SME companies and
customers by advertising brand without requiring large budgets. Facebook enables
business to increase prospective clients but also offer current consumers a closer
relationship to the company and also create brand recognition and awareness. Social media
has an important role both in relationship development and increased sales and
memberships. (Nobre and Silva 2014, 150)

2.5. SME’s marketing

The definition of SME Company varies among countries. EU categorizes companies with
fewer than 50 employees as small and those were than 250 employee’s medium-sized
companies. Notable is that in EU these SMEs less than 250 employees comprise
approximately 99 per cent of all firms. (Hollensen 2011, 7) The ownership is also restricted
so that SME is not more than 25 per cent owned singly or jointly by a bigger company and
has an annual turnover of no more than € 40 million. Small and medium-sized enterprises
SMEs are categorized different ways in different countries, for example, in the United States
SME is stated to have less than US$ 20 million in annual sales and fewer than 500

employees. (Bjerke and Hultman 2002, 6)

Recently the contribution of SMEs to economic growth, job creation, innovation and
promotion of enterprise has been more recognized. SMEs are important in terms of the
overall share of GDP but at the same time these companies lack both managerial and
technical skills which decrease the effectiveness and possibility to succeed better.
Therefore, improving competitive advantage of SMEs is not only important for the individual
companies but for the whole national economy. Successful innovation is crucial for business
success and SMEs growth that underpins any regions long term economic
achievement. Innovation in SMEs include product innovations or process innovations that

have impact on employment. The importance of innovations is not only important because
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of the effect those have on employment but also for other factors such as turn-over,
economic growth and sustainability. (Rahman and Ramos 2014, 313-314)

Nowadays the competent and knowledgeable consumer have placed a challenge for SMEs
who traditionally have insufficient marketing planning and execution due to obstacles such
as financial constraints, small size, lack of marketing expertise and scarce use of
specialists. The recent entrepreneurship and marketing studies have implied that the
absence of formal marketing strategies and planning does not imply to the lack of marketing
at large. SMEs marketing differs from conventional and structured forms of marketing.
(Bettiol et al. 2012, 224) Managers or owners of small firms tend to give marketing a low
priority compared to other functions of their business. Marketing is generally considered
something that larger firms do. There are some specific marketing problems that small
business have such as narrow customer base, limited impact of marketing activities,
variable and unplanned efforts and over-reliance on managers own marketing
competencies. Despite these challenges researches has shown that marketing is still crucial
to the survival and development of small firms and key in entrepreneurial competency. The
most of the managers see marketing related to selling and promotion and do not see the
strategically meaning of it. However, notable is that owners and managers spend a lot of
time building relationships with satisfied customers who recommend the business to others.
Considerable time and resources were spent to networking and relationships but this was
not recognized or considered as marketing. (Stokes 2000, 1-6)

The most of the conducted research and theory focus on large companies marketing and
SMEs marketing activities are not as well understood. Marketing is practiced by small
companies but the degree of activities vary based on nature of the industry and small and
medium-sized enterprises (SMEs) cannot apply same marketing strategies as large
organizations. (Resnick, Cheng, Brindley & Foster 2011, 37) Small firms provide
employment opportunities and identify business opportunities that large companies might
not have realized or are not interested in. (Gilmore 2011, 137) despite the important role of
these companies marketing of SMEs are limited by the lack of resources such as finance,
skills, attitudes, personnel and perception of function. However, these same constraints
stimulate innovation to overcome these obstacles. The complex environment of SME’s
marketing is influenced by customers, competitors, trends and markets. (O’'Dwyer, Gilmore
and Carson 2009, 505)
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The emerging challenges in SMEs marketing are increasing global integration of markets,
explosion of variety in consumption and diffusion of communication instruments.
Consumption is changing due to individuals drive to develop identities and social
relationships and communicate the identity through use of goods or devices. Consumer
relationships also generate knowledge that can improve products or increase brand
awareness. Information and communication technologies have been responsible for the
empowerment of consumers which means that marketing is not anymore company’s own
control but rather distributed and interactive due to customers availability to find information
and ability to spread information. A change in marketing in general has also been
consumers increasing demand for intangible elements such as experiences rather than
traditional tangible products. (Bettiol et al. 2012, 225-226)

Notable in SMEs decision makers is that they notice outdoor advertisements but claim to
be unaffected by them. Direct mails is an effective way to communicate with them as long
as the information provided there is new and factual. Interned is offering easy access to
enormous amount of information. However, still the managers of SMEs prefer to
communicate by phone or in person. Therefore, it is very important for advertisers that they
provide necessary information through channels that meet the promises given in the
advertising. SMEs expect consistent service and contacts in an organization. (Young 2004,
15-17)

2.5.1. Brand building in SMEs

Branding has become an essential part of marketing and business. According to Groucutt
(2005, 119-120) companies of today are striving to increase the value of their brand. The
goal is to achieve strong brand image in order to generate more profit. Groucutt adds that
brands are not just packaged goods, icons or services. Moreover, brand includes the
product/service name, design, symbolic and values of the product/service and furthermore,
differentiates it from competing brands. In consumer markets brands provide differentiating
statement and a competitive advantage if used appropriately. Large organizations
strategically build their corporate image since brand image is becoming increasingly
important as a resource that should be exploited in order to obtain sustainable competitive
advantage. Nevertheless, it has been studied that SMEs put little emphasis on branding.
(Spence and Essoussi 2008, 1037-1040)
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The need for branding arose when mass produced products needed to be visually signified
by the producer or patent owner. When advertising and mobility of goods and people
increased, brands served as a differentiation factors. However, the perception of brands
and the needs for branding are constantly evolving. Hence, branding is an integral part of
our lives but still it remains to be a controversial subject. (Groucutt 2005, 122) First of all,
a company needs to decide whether it is actually relevant and beneficial to brand its
product/service. This decision can be done based on an assessment of the advantages and
disadvantages of branding and not branding. Non-branded products are called generic
products and the advantages of non-brand products are such as lower costs in marketing
and production, as well as lower legal costs. Whereas, branding a product will increase
those particular costs. (Hollensen 2011, 481, 483)

In business-to-business (B2B), branding is often not considered relevant since many
managers are convinced that branding should be executed only to consumer products and
markets. Their justification on not to brand relies on the fact that they are in commodity
business and that customers naturally know already their products. However, the reality is
that brands serve exactly the same general purpose in B2B markets as they do in consumer
markets: facilitate the identification of products, services and businesses as well as
differentiate them from competitors. B2B branding is also an important aspect of branding
that does not just reach the customers but all stakeholders — investors, employees,
partners, suppliers, competitors, regulators or members of the local community. Via a
tailored brand a company receives greater coverage and profile within the broker
community. (Kotler & Pfoertsch 2007, 357-358)

According to Leek and Christodoulides (2011, 1060), among the benefits of buyers in B2B
branding include increasing buyers’ confidence in and satisfaction with their purchase
decisions and reduces their level of perceived risk and uncertainty. Hence, branding and
brand management have become increasingly important assets in B2B markets and bring
major sustainable competitive advantage for the future of business. To be successful in the
B2B world, a step-by-step approach is required to cover everything from the development
and implementation of marketing programs, processes and activities. Marketing and brand
management are essential in order for a company to be successful in the future. (Kotler &
Pfoertsch 2007, 361)
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2.5.2. B2B versus B2C marketing

The key notification of business-to-business market is that customer is an organization
rather than individual consumer. The main difference is the nature of customer rather than
the nature of the product. However, organizations and consumers often buy the same
products. It has been said that consumer demand is direct and demand from business is
derived. This means basically that consumers purchase goods and services to satisfy their
wants and organizations only buy things to facilitate the production of goods and services.
The word derive means here that demand only exists as long as there is demand for the
goods or services that it helps to produce. Business- to -business markets are generally
seen higher concentration of demand than consumer markets. Business markets
distinguish from consumer markets by market structure, buying behavior and marketing
practices. A buyer power in business-to-business markets are typically much higher which
leads to preference of relational marketing strategies. This perspective develops tailored
solutions to individual customers rather than conventional marketing mix strategies. A
common classification to business products is installations, accessory equipment, MRO
supplies, raw materials, manufactured materials and business services. (Brennan et al.
2014, 22)

Business-to-Business marketing is often times based on long-term business relations and
advantages of creating strategic alliances. Faced with complex and turbulent environments
relationships are remaining difficult to maintain. There has been great deal studies of the
positive nature of business relations but there are times that these alliances fail. Despite,
the relations offer a range of benefits to buyers and sellers these attachments often
experience turbulence which is called relationship unrest. An example, of this is that
customer demands for increasingly high quality of service at lower cost and seller cannot
match those demands. The relationships can be damaged without being destroyed. (Good
and Evans 2001, 550) Relationship marketing is nowadays also considered feasible
strategy for mass consumer markets also despite the fact that earlier it was recognized in
industrial marketing what is commonly known business-to-business markets. Relationship
marketing is seen to apply in consumer markets since there are four tangible evidence that
are locking in customers, customer retention, database marketing and close personal
relationships. However, there has been also criticism that these factors are lacking mutuality
and cannot result in close, personal and long-term relationship. (O’Malley and Tynan 2000,
801)
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Traditional ‘push’ marketing is being replaced as consumers become experts at “pull’

marketing.

Consumer can not only compare products and prices but also research and interact with
retailers, brands and intermediaries. The speed of this transformation had taken the majority
of marketers by surprise. It is becoming very apparent that people who don’t understand
online marketing no longer understand marketing. Surprisingly business-to-business
companies are ahead of business-to-consumer companies in the digital marketing area.
Business-to-consumer companies are more concerned building a brand than measure
contribution. Business t-to-business brands are early-adopters of digital marketing and as
a result, they have increasingly relevant and more profitable communications between the
brand and the audience. Business-to-business companies actively collect data , for
example, from the own web page and use that in the traditional direct marketing techniques
of targeted offers and one-to-one messaging when business- to- consumer companies
rarely gather data. Business-to-consumer takes less sophisticated approach even though
enjoying greater volume of online activity when business-to-business companies think
about the return and profit. (Gordon and Margolis 2005, 14-15)
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3. RESEARCH METHOLOGY

This chapter explains the research design and approach used for the research in order that
research questions can be answered in the next chapters. At early stage decision of
qualitative research and exploratory nature was done considering researchers own
capabilities and interests. This choice was formulated also based on research question and
theoretical framework. Data was collected through semi-structured interview survey which
was the most appropriate method for this research in order to be able answer research
guestions and examine the topic deeper but leaving open space for the new considerations
that had not been thought by the writer. It was decided that multiple case research would
provide the widest perspective and deepest insights for later analysis. So that complete
coverage and full understanding to the depths of this research; case selection, data
collection method and analysis are explained in detail. Nevertheless, reliability and validity

of research are also considered in order to examine results critically.

3.1 Research approach

The research approach means choosing between deductive and inductive reasoning which
depends on the research topic. A topic that is rich of literature from which you can define a
theoretical framework and hypothesis refers more to deduction and topic that
new, consisting of debate and has little existing literature points more to inductive
reasoning. Deductive manner is generally emphasized as moving from theory to data, highly
structured approach and necessity to select samples of sufficient size in order to be able to
generalize conclusions. Inductive approach, on the other hand, is described as more flexible
structure to permit changed of research emphasis as the research progresses and less

concern with the need to generalize. (Saunders, Lewis & Thornhill 2009, 127)

Quantitative research sample is based on deductive process that moves from general
assumptions to more specific information. Through those generalizations it aims to forecast,
explain and understand results. Qualitative research, on the other hand, is based on
inductive process that moves from specific details to generalization. Theory and patterns
are developed in order to gain wider understanding. Nevertheless, as stated earlier these
two classes can be integrated using deductive methods in qualitative and inductive methods
in quantitative research and therefore it is not as black and white as might look at the

beginning. (Hirsjarvi and Hurme 2001, 25)
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It is possible to combine deductive and inductive approach within the same research and in
many occasions it is an advantage to do so (Saunders, Lewis & Thornhill 2009, 127). This
research topic is relatively new but there were literature well available which refers to
deductive viewpoint. However, the structure is more flexible and moves from specific details
to generalization that is quality in inductive approach. As there is no need for making clear
line whether the research is deductive or inductive combining characteristics from the both
approaches is the most suitable manner in this research. Dubois and Gadde (2002) define
abduction as a systematic combining in relation to deductive and inductive approaches. The
abductive approach emphasizes on the importance of connection between theory and
reality. Based on the above, abductive approach is the most suitable and advantageous for

this research.

3.2. Research design

The most commonly known way to categorize research methods is to divide them into two
types that are qualitative and quantitative. Earlier researches has emphasized the
differences between the two methods and these two types have been considered as
opposite to each other. However, nowadays it is recognized that qualitative and quantitative
methods can be integrated and applied in a same research to complement one another.
(Hirsjarvi and Hurme 2001, 21) The difference between qualitative and quantitative is that
gquantitative research uses mathematical analyses and qualitative research findings are not
subject to quantification or quantitative analysis (McDaniel and Gates 2006, 78).
Quantitative researches mainly test hypothesis and qualitative are mainly explorative
creating theories. Quantitative research begins with theories and hypothesis and qualitative
research ends with hypothesis and grounded theory. Quantitative research method also
allows identification and measurement of variables as qualitative research interpret that
variables are too complicated, connected to each other’s and difficult to measure. (Hirsjarvi
and Hurme 2001, 25)

This research is conducted as qualitative research since goal is to create a hew theory and
gain a wider understanding. Common to a qualitative research is that sample size is small,
there are substantial amount of information from each respondent, analysis type is
subjective and interpretive and research is exploratory (McDaniel and Gates 2006, 79).
These characteristics support the selection of qualitative research since sample size will be
rather small and the amount of information will be substantial. However, the main reason

why qualitative research method is chosen are the research questions that are basis for
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selection of research method. In this research the questions refer to a qualitative research
method.

Mc Daniel and Gates (2006, 79) state that when comparing qualitative and quantitative
research common is that qualitative is more exploratory and quantitative is descriptive or
causal. Descriptive studies answer the questions such as who, what, when, where, and
how. The core is that management already knows the underlying relationship among the
variables in the problem. A variable is a symbol or concept that can assume a set of values.
Descriptive studies can show relationships, which helps researcher to select variables for
other studies, for example, to causal studies. Causal studies examine whether the value of

one variable causes the value of another variable. (McDaniel and Gates 2006, 33-34)

Exploratory research is conducted to gain understanding of concept, clarify the exact nature
of the problem or identify the important variables to be studied. Notable is that exploratory
research is a preliminary research, no a definitive research defining a course of action.
Exploratory research can take several forms such as pilot studies, experience surveys,
secondary data analysis and case analysis. Pilot studies are characterized using a limited
number of respondents and often employing less precise sampling techniques. (McDaniel
and Gates 2006, 27) This thesis is conducted mainly as exploratory pilot studies including
a limited number of respondents and sampling techniques are not as sophisticated as done
in larger quantitative research. However, there are also some descriptive elements such as

type of research questions how and what.

3.3. Multiple case study research

Theory developed from case study research more likely has advantages such as novelty,
testability and empirical validity, which formulates from the linkage with empirical evidence.
It is especially convenient in case when research areas where existing theory seems
inadequate. However, there are also risks in case study utilization such as ending up with
theory that is too complex or building theory from cases that result to narrow or bizarre
theory. (Miles & Huberman 2002, 30) Case studies are suitable when trying to answer
questions “how and what” which are more explanatory questions and the researcher has
little control over the studied behavioral events. The most important differentiating factor
among various research strategies is to identify the research question asked. The utilization
of case study creates advantage when the target is to describe the incidence or

phenomenon and be predictive of the certain outcomes. (Yin 1994, 6-7) The research
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question is this thesis is supporting the use of case study research and existing theory is
relatively new which means there are still open issues that has not been studied.

According to Yin (1994, 45) the evidence from multiple cases is often considered more
convincing and the overall study more compelling. However, conducting multiple case study
requires extensive resources and time from researcher compared to single case
study. Multi case study can be showing replication or sampling which are different aspects.
Replication logic states that each case must be carefully selected so that it either predicts
similar results or produces contrasting results but for predictable reasons. On the other
hand, sampling logic presents a certain humber of respondents that are assumed to
represent the same data that could have been collected from the whole pool (Yin 1994, 45-
47)

Selection of certain number of cases controls irrelevant variation and helps to define the
limits for generalization and findings. It makes sense to choose cases describing extreme
situations in which the process of interest is transparently observable. (Miles & Huberman
2002, 12) According to Eisenhardt (1989) the number of cases is ranging usually between
four and ten, a number in this range enables to generate convincing theory, while avoids
complexity caused by too large amount of data. Nevertheless, in a multi-case design five or
more cases are necessary to facilitate replication logic with a higher degree of certainty (Yin
2009, 58). Based on literature basis nine case companies were selected to approach in
order to be able draw reliable analysis from collected data. The idea was to choose
companies operating in different industries in order to highlight the differences as said

above the aspect of interest is commonly better observable there.

The researcher screened online for potential companies and also own personal networks
developed past years working experience. The nine companies selected to the interview
are all SME’s in Finland. The definition of SME’s involves less than 250 employee and all
of the companies interviewed had ranging from 1-34 employee and in that sense the
companies were relatively small. However, as stated earlier in theory entrepreneurial
characteristics are more visible in small companies compared to large corporations and in
that sense it can create more visible indicators for closer examination and be advantage.
Companies were both B2B and B2C which generates differences in the marketing
operations and perspective to entrepreneurial marketing. The most of the companies were
operating in domestic markets but few of the case companies were exporting to international

markets and even gained the main sales from foreign customers. Companies were selected
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based on the different industries in order to gain deeper understanding of entrepreneurial

marketing processes in different business environments.

3.4. Data collection

Data collection is organized by semi-structured interviews following the structure of
guestions shown in Appendix 1. The questions are formulated in a manner that they provide
answers to sub-questions presented in a chapter 1.2. This allows the researcher to answer

the main research question:

How entrepreneurial marketing processes are planned and implemented in SME’s?

According to McDaniel and Gates (2006, 35) survey is a research in which interviewer
interacts with respondents to obtain facts, opinions and attributes. Interviews has been the
main method for research data gathering in qualitative research. Compared to other
methods it is more flexible since interviewer can change the structure based on each
respondent and there are more opportunities to clarify answers in order to gain deeper
understanding. However, there are also challenges and disadvantages choosing interview
method. Interviews itself are usually time-consuming, costly and interviewer needs to
prepare and practice well in advance. Nevertheless, interviewees might give answers that
are socially preferable and do not want to give honest answers. (Hirsijarvii, Remes and
Sajavaara 2004 194-195)

There are several types of interviews and the common way to categorize them is based on
how structured the questions are and what is the role of interviewer. A formal structured
interview is one class and all the other types of interviews formula the second class including
unstructured interview, semi-structured interview, half-structured interview, theme
interview, deep interview and qualitative interview. Semi-structured interview is considered
an intermediate from formal structured interview and unstructured interview. The format of
gquestions can be same for all respondents but interviewer can change the order of
guestions. The questions can be same for all but answers are not tight to certain options
and therefore interviewees can answer in their own words. As a conclusion it is common
that some perspective has been settled but not all. (Hirsjarvi and Hurme 2001, 43-47) The
empirical part involves semi-structured interviews comprising nine SME companies
operating in Finland. The respondents can formulate their own answer since there will not

be ready-made options to choose answer from.
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The chosen companies were contacted by email or phone and decided together suitable
time for both interviewee and researcher. Usually interviews were held in the afternoon
since researcher was working during the summer and had to leave from work in order to be
able to do the interview during office hours. Location was chosen by interviewee, in the
most cases the company’s office was the most convenient location. Notable was that all
companies agreed to give interview and were flexible having the interview in the afternoon
even though the most of the interviewees were busy entrepreneurs or managers. It turned
out that summer was a good timing to make the interviews since that was the quietest time
for companies business and other operations even though in the beginning it was estimated

that many managers would be having summer holiday during that time.

It was decided before the actual interviews not to mention companies or interviewees name
and that might have also generated motivation to give interview and not to be too cautious
about the given comments. Some interviewees commented that their name could have
been mentioned but the same decision was kept in order to have identical structure and
outlook in the research. The different case companies are referred to as from case A to
case |. The nine interviews were held within two months beginning in July and ending in
August 2014. The duration of one interview was approximately one hour depending on
interviewee enthusiasm to comment longer answers. All of the interviews were recorded in
order to later add information for own notes and analyze case more carefully. Based on
each interview two pages summary was written to highlight the most important findings of

each discussion in total 20 pages.

3.5. Research analysis

Qualitative research consist of interaction between data and theory (Ghauri &Grgnhaug
2010, 205). Data collection through qualitative research methods is usually unstructured
and in very detailed form. Therefore, researcher needs to provide some coherence and
structure to this data maintaining the original observations at the same time ( Miles &
Huberman 2002, 309) Analysis is a process of developing and verifying concepts with the
acquisition of data. The same concepts are compared for comparing similarities and

differences among the concepts. (Corbin & Strauss 2008, 57)

Data analysis consists of three concurrent flows of activities: data reduction, data display

and conclusion. Data reduction means the process of selecting, focusing, simplifying and
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abstracting the data that has been written in field notes or transcriptions. Data reduction
occurs throughout the qualitative research project even before the data is collected and it
is part of the analysis. The goal is to sharpen, sort and focus data so that final conclusions
can be drawn later on and verified. The second flow of analysis is data display which is an
organized information that permits conclusion drawing and action. The display helps to
understand what is happening so that actions can be taken based on that. The common
data displays such as matrices, graphs, charts and networks are designed so that organized
information is immediately accessible and compact form. The third stream of analysis is
conclusion drawing and verification. A competent researcher holds early assumptions such
as regularities, patterns and explanations lightly maintaining openness and skepticism.
Despite the certain attitude the conclusions start to form and are there. Conclusions are
also verified as the analysis proceeds further and considered the validity of the outcome.
The research provides interesting stories of unknown truth and new perceptions. (Miles and
Huberman 1994, 10-11)

3.6. Reliability and validity

Reliability and validity are crucial factors determining the results of the research to be able
to measure answers accurately, meaning the received answers are actually truth and can
those be replicated (Shank 2006, 110). Reliability is matter of accuracy of measurement.
There is no simple way to measure and therefore different questions need to be asked in
order to get what we are trying to find. In case there is interview in the research then
clarificatory questions need to be asked to be able to understand totally what have been
told. (Shank 2006, 110) The research questions were asked in Finnish so that possible
misunderstandings were minimized even though questions were originally developed in
English. Some of the interviewees asked questions and in case the answer did not relate to
the question asked the researcher explained more detailed what was meant with the

question using examples.

Validity considered what have been observed is really truth and the interview questions
connect to the central concepts of the research. This is tricky issue to analyze since there
can be many truths and who can determine what is truth and not one’s opinion. It is critically
important is to stay honest about the perspective (Shank 2006, 111). Research questions
were send to guiding professor and based on the feedback the form of questions were
modified. All the comments were written down so that as truthful picture of the cases as

possible could have been drawn also leading questions were avoided.
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4. EMPIRICAL RESULTS

This chapter introduces the case companies, empirical results and findings. The section is
very important in terms of answering research questions and problems. Theoretical part is
reflected when examining cases and findings. The chapter describes planning and
implementation, characteristics and processes of entrepreneurial marketing, which has
been the starting point of the whole research in order to provide new theory and insights
to entrepreneurial marketing in general. Data reduction and is done throughout the
process to sharpen, sort and focus data so that final conclusions can be drawn later on
and verified. Data display is based on tables in order to organize data so that it is in an
easily readable and compact form. (Miles and Huberman 1994, 10). The tables provided
the best methods for data display due to large number of case companies that are
presented. Multiple case analysis makes it possible to compare data in an organized
manner so that differences in various business sectors can be identified. A tool for

comparison is using business-to-business and business-to-consumer perspectives.

4.1. Case descriptions

The nine cases all have strong presence of entrepreneurial marketing processes and
therefore provide viewpoints from different business industries. The case companies are
introduced in order moving from smallest to the biggest company in terms of number of
employees. This provides a sight what changes occur when company size is larger and a
better basis for cross-case analysis. All the case companies are analyzed anonymously

referring companies from A to I.

Table 1. lindustries and interviewees of case companies

Company Branch Interviewee
Company A Hair Salon Entrepreneur
Company B | Watch, goldsmith and noble metal retail trade Entrepreneur
Company C Road transportation Entrepreneur
Company D Stone business Entrepreneur/CEO
Company E Pet shop Entrepreneur
Company F Wind farms building, development and Entrepreneur/CEO
operations
Company G Information technology IT Marketing and Sales Manager
Company H Finance services, raw-material trade Marketing Manager

Company | Advertising company Vice CEO
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The table above shows the business sector company is operating what is the position of
interviewee in the company. The most of the interviewees are the original entrepreneurs,
which generates a good perspective when examining entrepreneurial marketing
characteristics in the company. Companies were selected so that each company was
presenting one business branch which was considered to give more variation among

results.

Table 2. Basic information of case companies

Company Founded No. of Turnover Sales Domestic or Foreign
employees 2013 markets
Company A 2007 1 57 000 B2C Domestic
Company B 2011 1 100000 B2C Domestic
Company C 2007 4 221000 B2B Domestic
Company D 1992 5 5 300 000 B2B Foreign
Company E 2013 6 500 000 B2C Domestic
Company F 2009 6 700 000 B2B Domestic
Company G 2005 15 1 000 000 B2B Foreign/Domestic
Company H 2010 30 4 800 000 B2C Foreign
Company | 2008 34 1 850 000 B2C Domestic

The table 2 shows basic information and numbers about the company so that size of the
company, type of sales and market areas can be understood. These information can
explain some differences among results such as whether sales is B2B or B2C and if the
main markets are foreign there can be distinct perspective in marketing and especially in
entrepreneurial marketing. Notable is that the most of the companies are established in
recent years and only one company in 90’s. All the nine case companies are introduced
next in the following descriptions including the basic information and entrepreneurial
characteristics of their company’s original entrepreneur from each interviewee and also

the consideration what role marketing generally have in that company .

Company A
The company is operating in hair salon business since 2007 and there are no other

employees besides entrepreneur. Turnover in year 2013 was 57 000€ and company
operates in domestic markets. The interviewee was the entrepreneur. When asked to

describe entrepreneurial characteristics that the owner has itself motivation, hard-work,
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planning and destination- driven qualities are mentioned. The role of marketing is
meaningful and company does marketing constantly through Internet, social media,
magazines, word of mouth marketing and considers customer service to be important part

of marketing also. (Company A, 2014a)

Company B
Company B operates in watch, goldsmith and noble metal retail trade and is established in

the end of 2011. There is one employee and turnover in 2013 was approximately 100
000. The company operates in Finland but plans to expand in future and therefore the
web page is in several languages. Interviewee is the owner of the company and original
founder. When asked to describe entrepreneurial characteristics in himself he interviewee
mentioned strong professionalism, risk-taking and persistence. The role of marketing is
very important in the company since the business is online shopping. The main elements
were originally digital media and print. However, the company is decreasing print since
that has not generated enough visitors to their web page and was not cost-efficient for
small company. In digital media they utilize web pages that operate in same business
such as Naimisiin.com. Also general marketing in magazines, web pages and social
media. It is important to have the best photos and the most professional product
descriptions in internet and fast customer service contacts through phone or email.
(Company B, 2014a)

Company C
Company C was established in 2007 and it operates in road transportation business.

Currently there are four employees. Turnover in 2013 was 221 000€ and strong growth of
40 per cent. The company is doing B2B sales and it operates in domestic markets there
are no international business or sales. The interviewee is was one of the founders and still
operating as entrepreneur. Both of original founders are still owners of the company. The
interviewee described that main role of marketing is to take advantage of the existing
networks that the company has and maintaining updated information in the websites.
Long-term customer relations and references gain through those connections form the

main focus of the marketing strategy. (Company C, 2014a)

Company D
Company has operated in stone business since 1992 and turnover in year 2013 was 5, 3

million euros. The majority 95 per cent of the customers are foreign and the company has

currently five employees. The interviewee was the original founder of the company who
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still works in the company as CEO. Starting entrepreneurship was not spur of a moment
idea but result of long-term thinking and natural selection. Interviewee comments that
entrepreneur is an athlete who competes in decathlon. The role of marketing is one of the
key questions since without marketing sales cannot be done. The company operates in
B2B environment and oligopoly market where there are only few sellers and buyers. The
main elements in marketing are personal meetings with customers, a bit print marketing
and stone exhibitions abroad and customer meetings there. Marketing is based on long-
term work and certain operations model, for example annual stone exhibitions in Xiamen.
Visibility is important and updated annually. Marketing results in sales are measured in
volume in sales, however the volume is affected also strongly by the side groups.
(Company D, 2014a)

Company E
Company operates in pet industry and company is newly established in 2013. Turnover of

the last year 2013 was 500 000 and company serves domestic customers. The
interviewee is the entrepreneur of the company. The entrepreneur describes own
entrepreneurial characteristics to be hard-work, desire to gain good results and good
customer service skills. The main role of marketing is to gain constant customer flow and
that is accomplished through newspaper and magazine advertisements, Facebook, home
web page and sponsorship in different events. (Company E, 2014a)

Company F
The company builds and develops wind farms in the domestic markets and was

established in 2009. Currently there are six employees and turnover in 2013 was 700
000€. The interviewee was one of the original seven founders and formulated the
company idea in the beginning. The interviewee describes own entrepreneurial
characteristics to be innovativeness, stubbornness, speed and inspirer skills. Earlier
interviewee worked in large companies but wanted to see concrete work and results. The
role and need for marketing is very small it means more changing attitudes among
consumers, lecturers at the university, customer visits, strategic partnership and opinion
shaping. The core is through work showing the professionalism to customers and since
there is strategic partnership there is no need for getting public attention. (Company F,
2014a)
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Company G
Company operates in IT business was established in 2005 and currently employees 15

people. The turnover in 2013 was a bit less than million and 25 per cent of the sales to
foreign markets. The interviewee is the sales and marketing manager of the company and
development director. All the original entrepreneurs still work in the company and
interviewee characterize those people with want to do the work and liking what they are
doing, experience of success what they doing is top in the whole world. The role of
marketing is important since target is to internationalize, gain better visibility and grow
networks. Target is to get people visiting web page and make contacts, finding the real
customers is the challenge. The main element in marketing is clearly Internet because
there is all the marketing meaning web page, videos and social media. Company is
especially devoting creating videos and 66 000 viewers is good result. In social media
Facebook is not the most important and LinkedIn creates more recognition. There has
been also ideas to start a blog and generally to develop the social media side. More
traditional marketing is done through visiting fairs and cooperation with university.
(Company G, 2014a)

Company H
The company operates in finance sector and was established 2010. There are 30

employees and turnover in 2013 was 4, 8 million euros. The company is international
having customers from 120 countries all over the world and domestic customers form 4-5
per cent of the sales. Cooperation with IP-representatives can be considered as agents
because commission is paid to them. Interviewee is the marketing manager of the
company. The original entrepreneur still works at the company. Interviewee describes the
entrepreneur characteristics with ability to do big decisions in short period of time and
trying to find talent around him so that he can vision more. The role of marketing is very
important since it brings profit as well as sales. Marketing department is small and budget
is small but all departments support marketing and cooperation works well. Marketing is
value-based marketing and company focuses completely in Internet marketing. (Company
H, 2014a)

Company |
The advertising company was established in 2008 and employs 34 people. The turnover

2013 was 1, 85 million euros and it operates in domestic markets. The interviewee is vice
CEO of the company and shareholder but not the original entrepreneur. The original

entrepreneurs still works at the company in management and is said to be strong
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personalities, visionaries, break, having future vision and can sense changes. The role of
marketing is to create recognition so that customers can approach the company and it
forms a basic customer flow for the company. The company has three offices and
marketing is constant through partners, for example, sport clubs or involved building an
event. (Company |, 2014a)

There are some specific marketing problems that small business have such as narrow
customer base, limited impact of marketing activities, variable and unplanned efforts and
over-reliance on managers own marketing competencies. Despite these challenges
researches has shown that marketing is still crucial to the survival and development of
small firms and key in entrepreneurial competency. (Stokes 2000, 1-6) Companies
comment regarding importance and role of marketing varies highly. The most companies
considered marketing to have important role increasing company’s brand recognition and
awareness. The main task is to attract new customers and often times Internet is the most

utilized tool for that among case companies.

The marketing methods vary based on the market and customer segment and clearly the
B2C companies are more aware of different channels and tools compared to B2B
companies. Nevertheless, few of the B2B companies were still very advanced in their
marketing planning using very innovative channels. Company D stated that the market is
oligopoly, which means there are few sellers at the market. Oligopoly is a market condition
where few firms dominate the market and their decision making is strongly affected by the
competitors and therefore the behavior of oligopolists is hard to predict (Bishop 2004,
190) Due to that fact marketing actions are seen more day-to-day correspondence and
personal selling. Case company F considers that there are no need for marketing since
there is strategic partnership and the board does not see return for the investments used
in marketing. However, company F described that they are actively increasing awareness
of the company having lectures and presentations, for example, among university
students which is clearly marketing effort but the management did not consider that
important. In small companies the understanding and skills towards marketing varies
highly based on the expertise the entrepreneur or current managing director have. The
most of the managers see marketing related to selling and promotion and do not see the

strategical meaning of it (Stokes 2000, 1-6).
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4.2. Planning and implementation of entrepreneurial marketing

Case companies were asked to describe the planning and implementation of their
company’s marketing in order to gain perspective of the actual actions in practice and also
to find out whether the company does its own marketing plan and implements it or
outsources from advertising agencies and graphic designers. Table 3. Emphasizes shortly
the outcome and shows that in the most of the company’s marketing plan is done whether
by the entrepreneur or marketing manager of the company. Only one case B shows that
marketing plan is outsourced to advertising agency. Implementation reveals that the most
of the plans are implemented in house whether by the entrepreneur itself or other
employee. Generally speaking planning and implementation is done inside the company

in these case companies.

Table 3. Planning and implementation

Who does? Marketing Planning Implementation
Company A | Entrepreneur Graphic designer
Company B | Advertising company Advertising company
Company C | Entrepreneur Entrepreneur
Company D | Entrepreneur Employee
Company E | Entrepreneur Entrepreneur
Company F | Managing director In house
Company G | Marketing Manager In house
Company H | Marketing Manager In house

Company | | Board In house

“There are clear and tight marketing budget for every month and year and the results of all
marketing campaigns are measured. The central is to measure ROI (return on investment)

and to gain exact results from campaigns “(Case H)

“The managing director does the marketing plan but the plan is modest and there are no

targets.” (Case F)

Nowadays, planning is becoming a continuous process because the market conditions
have become rapidly changing and the environment is dynamic (Kotler and Keller 2012,
76). Company H stated above that marketing budget is planned for each month and the
measurement is done to all marketing campaigns. The importance of the marketing

planning and budget was very clear for this B2C Company. Nevertheless, company F did



56

not put much effort on marketing plan or measuring the outcome. This company thought
that marketing had generally very small role in their company because of the strategic
partnerships they already have and they felt there were no need to do marketing. These
two separate viewpoints were highly differing from each other’s in sense how two

interviewee considered marketing in generally and importance of planning.

“The board does the overall marketing plan for the company and results are analyzed
through the goal of raising awareness with measures such as web page visitor, contacts

or job applications.” (Case |)

Metrics that are used to evaluate the marketing plan should reflect the goals of the
company. Goals can include maximizing profit, reaching broader customer base,
redefining market area etc. (Entrepreneurial Marketing 2014) Company | pointed that
marketing plan needs to be in line with overall strategy of the company. Therefore, the
goal of marketing plan, which was raising awareness of the company was measured with
such tools that generated results to that specific goal. This viewpoint was differing from
other cases because the link between overall strategy and goals was clear with marketing
planning and measurement. It could be that other companies think in the similar way but
none of the other companies pointed out that as being the key aspects.

“In the beginning implementation followed the marketing plan, however soon it was
realized that noble metal retail sale did not reach customers as estimated. Invested
income ROI did not return as planned and the marketing plan was modified based on the

results.” (Case B)

The most marketing plans do not cover than a year since start-ups face such uncertain
circumstances which means that company needs to be flexible and open to quick changes
(Entrepreneurial Marketing 2014). Company B being the only company that had
outsourced marketing planning had to make changes to the plan since the market did not
react as estimated. The corrections were made soon after measuring results. This case
shows well how important the measurement of results is in order to be able to make
corrections in the actions and plans. Often time’s company cannot effect on factors that
come outside the company but these external aspects can have strong influence on the
success. Also few companies especially B2C companies were highlighting the importance
of ROI so that the invested money were earned back as key starting point for planning

process.
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“Marketing plan is implemented daily by all of the employees with the correspondence

with the customers, key focus is activating customers and follow up.” (Case D)

Implementation was often times done in house based on the skills of entrepreneur or
other employee in the case companies. Company D gave interesting comment that
marketing implementation is done daily by the employee in the correspondence with
customers. Many companies saw implementation as implementing actual marketing plans
and campaigns but company D thought that every correspondence with customer is

marketing itself and should be done accordingly.

The measurement of results in marketing is currently weak since doing B2B business but

should be improved in future. (Case G)

All the case companies were asked whether they do measure the results after marketing
plan implementation or campaign and many of the companies mentioned Facebook
visitors, Google Ad words and sales reports. Moreover, received job applications, time
spend on web page and conversion were also mentioned. All these meters were
mentioned by B2C companies. There were clear distinction between B2C companies and
B2C companies when it comes to measuring results. The comments revealed that
measuring marketing is common to B2C companies but B2B companies did not seem to
do that at all or in small level. The case company G commented that since the company is
B2B, therefore the measurement is weak. However, they recognized need for doing so in
future. Notable is that Case G was focusing on Internet marketing through web page,
social media and videos and therefore measurement could bring new data has the

marketing reach the potential customers.

It is difficult to know which advertisements reach people, but very often customers are

asked how they found the company and decided to try services. (Case A)

The measurement generally is considered difficult and case company an also felt that in
the end it is difficult to know how advertisements have reach people and therefore asking
straight from new customers has been the most effective way to gather data. The question
is how many people have actually decided to test the product or service based on the
marketing efforts. As earlier discussed the best way to provide return for the investment is

linking the marketing plan and measurement tools closely to company’s own strategy and
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values. Irrelevant indicators do not provide important data in case the results are not in
line with goals and strategy.

4.2. Characteristics of entrepreneurial marketing

Entrepreneurial marketing is also characterized having seven underlying assumptions that
are proactiveness, opportunity focus, calculated risk taking, innovativeness, resource
leveraging, customer intensity and value creation. These assumptions distinguish
entrepreneurial marketing from traditional marketing. (Hacioglu et al. 2012, 872) In this
research five assumptions were selected to examine closer in order to find entrepreneurial
characteristics among the case companies that were selected to interview. The chosen
assumptions were innovativeness, risk-taking, proactiveness, and resource leverage and
customer intensity. Entrepreneurial marketing does not require all the dimensions to be
occurring. Entrepreneurial marketing is matter of degree and different combinations of the
underlying dimensions will result in marketing which might be less or more
entrepreneurial. (Morris et al. 2001, 17) The following chapter examines how assumptions
are discovered among case companies and what is the degree of entrepreneurial
attributes.

4.3.1. Proactiveness

The proactiveness refers to management orientation which is driven by competitiveness
and risk taking. It is an opportunity-seeking and forward looking perspective which
includes attitude and capabilities for implementation and control of products, services or
processes. (Hacioglu et al. 2012, 872) There are several possibilities to find out how
proactive the company is and is there indicators of proactiveness proving existence of
entrepreneurial marketing. The case companies were asked about the marketing planning
in order to see how proactive they are generally in the marketing planning process. In
case marketing planning is thought and done in advance the implementation is expected
to follow the similar way in the company. The below table shows the comment from

companies.
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Table 4. Proactiveness in marketing planning

Proactiveness

Company A

Company B

Company C

Company D

Company E

Company F

Company G

Company H

Company |

Is marketing planned and if yes how many months in advance?
How often marketing plans are done (months or years)?

Marketing is planned seasonally taking into account Christmas and
other public holidays and based on own perceptions usually three-
four times a year.

Usually marketing plans are done four times a year and planning
is long-term.

Marketing is not particularly actively planned, usually two times
during year but the cycle changes based on market situation.

Marketing is mainly planned in annual level and in case some
market seems quiet the company reacts to that and also if some
materials do not sell as planned.

Marketing is planned one month in advance sometimes half a year
advance based on need for campaigns.

Business planning is constant but there no actual marketing
communications.

Marketing calendar covers one year and has horizon for 3-6
months ahead but can be altered based on factors coming outside
the company.

An inner manual in marketing is drawn and goals and
implementation inside company. Annually a larger scale marketing
plan is drafted but in case good opportunities rise then there might
be changes and spending on those.

The marketing plan is drafted once a year and more details are
added later on. Small changes can occur in fast schedule but
mainly estimated in advance since projects are large scale.

The above table 3 gathers the comments from the companies. It reveals that marketing is

mainly done 2-4 times a year basis and corrections are done based on external issues

such as market situation or attracting new opportunities. The B2C companies considered

also seasonal issues to be important since that can have positive effect on sales.

Company | stated that overall large marketing plan is drafted annually since the business

is project based and smaller changes are added later on. Two of the B2B companies

showed less proactive company C commented marketing is not actively planned and

company F said that they do not have actual marketing communications. Company F had

earlier mentioned strategic partnership which leads to low marketing efforts but company

C raises question why marketing is not actively planned in that surrounding. The most of
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the managers see marketing related to selling and promotion and do not see the
strategical meaning of it. However, notable is that owners and managers spend a lot of
time building relationships with satisfied customers who recommend the business to
others. Considerable time and resources were spent to networking and relationships but
this was not recognized or considered as marketing. (Stokes 2000, 1-6) Many times these
companies have stated that since they operate in B2B markets there is no need for active
marketing planning and implementation since they rely on few long-term customers. A
buyer power in business-to-business markets are typically much higher which leads to
preference of relational marketing strategies. This perspective develops tailored solutions
to individual customers rather than conventional marketing mix strategies. (Brennan et al.
2014, 22) The fact that companies in B2B markets do not maybe recognize relational
marketing strategies might result to thinking that there are no marketing activities because
conventional marketing activities are not utilized. However, notable also is that in long-
term in case the markets change in future and the company has not made effort earlier to
build new customer relations network it might be challenging to find new customers or
markets fast to replace old relations. All the other seven case companies showed
proactiveness in planning in advance and many companies also by commenting that
alterations are done after receiving feedback or new information from markets. In case the
company would wait for longer time or not make alterations at all it would be rather
reactive approach. In order to be able make adjustments means that company is aware

what are the results and what is happening in the markets.

The planning is based on previous year and experiences gained from there is it profitable

to make advertisements (Case A)

The need of marketing is estimated constantly based on sales. (Company B)

Case company A stated that planning is based on previous year since those experiences
can guide further decision making process and show actual data of the previous
marketing efforts. Company B highlighted that marketing is constantly estimated based on
sales. Later on there will be closer discussion what is role between sales and marketing.
However, it is relatively common thinking that sales would be the most important indicator
of marketing efforts. Brand awareness, visibility, recognition and company reputation
might be more difficult to measure depending what is the goal and targets of marketing
generally. It can be argued that the most important issue about marketing is to generate

sales, but at the same time competition in today’s business environment is so tough that
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brand building has become also important factor both in B2B and B2C markets. In
business-to-business (B2B), branding is often not considered relevant since many
managers are convinced that branding should be executed only to consumer products
and markets. However, the reality is that brands serve exactly the same general purpose
in B2B markets as they do in consumer markets: facilitate the identification of products,
services and businesses as well as differentiate them from competitors. (Kotler &
Pfoertsch 2007, 357-358)

The need of marketing is estimated constantly and marketing has changed from gaining

new customer to building a brand. (Company H)

One of the case companies company H stated that their goals has changed from gaining

new customers to building a brand. According to Groucutt (2005, 119-120) companies of

today are striving to increase the value of their brand. The goal is to achieve strong brand
image in order to generate more profit. This supports the thinking that companies should

consider strategy in wider scale and consider branding as differentiating factor in industry
where companies offer similar products or services as case company H stated earlier.

4.3.2. Innovativeness

Nowadays innovativeness has become a vital factor for company’s competitive advantage
and survival. In entrepreneurial marketing process innovation in marketing is continuous
since managers continually consider new approaches to segmentation, pricing, brand
management, packaging, customer communication and relationship management,
logistics and various other operational processes. (Hacioglu et al. 2012, 873) Sustainable
innovation involves ability at an organizational level to maintain a flow of internally and
externally driven new ideas that are possible to translate into new products, services,
processes, technology applications or markets. (Morris et al. 2001, 13) Innovativeness
can be examined from different perspectives but case companies were asked about the
new marketing channels they utilize and how generally they try to differentiate from
competitors in marketing in order to see if there are innovative entrepreneurial marketing

factors in the case companies.
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Table 5. New marketing channels the case company has used in marketing

B2B B2C

Case A Recently the company has taken part to different
professional hairdresser groups in Facebook to
increase visibility and recognition and that is the
new channel in marketing.

Case B The marketing channels have mainly stayed the
same. Nevertheless, through Nextmess company
has gained attention in shopping malls and there
is plan for establishing platform for mobile users.

Case C | Inthe recent years new method in

marketing has been supporting local
sport club by gaining public awareness.

Case D | New marketing methods has not been

used since the selling is mainly to old
long-term customers in B2B markets

Case E Marketing methods have changed from previous
and especially Facebook has been used more
than earlier.

Case F | New marketing methods do not come to

mind and there is no need for social
media since social network is not
maintained via Internet.

Case G | The biggest marketing channel method
change was the change to website also
company is taking part to TV series that
tests new technical devices

Case H The company has tried new marketing methods
but efforts in social media did not pay off since the
communication did not start as planned. Twitter
was better channel than Facebook but overall
company’s customers are not social and do not
want to share information with others.

Case | | There are many new marketing
channels that are used such as social
media presence, TV, newspapers,
cooperation with partners, Videos and
Uniceff calendar.

Table 5 shows whether case companies have used new marketing methods during the
recent years. Table is divided so that B2B and B2C companies can be identified better.
Case companies in B2C sales A, E and H have all been active starting to use social media
especially Facebook as new channel in their marketing . However, company H stated that
efforts in social media did not pay off since in their industry of financial services and raw-
material trade customers do not prefer sharing information among others and therefore the
content comes only from company itself. It would be better if customer would comment,
share information and recommendations so that other can see. Case company B was
considering a new platform for mobile users which is something other in that industry have
not been using when it comes to virtual selling. Considering common goldsmith business

environment there are usually actual shop where consumers can see and test the products.
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Selling only online is bold and definitely a different approach in that business field. A degree
of innovativeness can be identified and it is important to remember that innovativeness is
not always radical but can be smaller incremental innovations. Innovations are generally
categorized into two group’s incremental and radical innovations. Incremental innovations
are minor improvements or adjustments to the existing product or services and involves the
use of existing knowledge. Radical innovations, on the other hand are engaging new

knowledge to develop a totally new product or service. (Regien 2014, 1455)

The B2B companies have more variation among comments. Case companies D and F have
not used any new marketing channels and as earlier identified B2B business environment
is again used as explanation for that. Nevertheless, company G and | have expanded their
marketing channels by using TV as a new channel. In the beginning case company G
commented that Internet and digital marketing are their cornerstones in marketing.
Surprisingly business-to-business companies are ahead of business-to-consumer
companies in the digital marketing area. Business t-to-business brands are early-adopters
of digital marketing and as a result, they have increasingly relevant and more profitable
communications between the brand and the audience. Business-to-business companies
actively collect data , for example, from the own web page and use that in the traditional
direct marketing techniques of targeted offers and one-to-one messaging when business-
to- consumer companies rarely gather data. (Gordon and Margolis 2005, 14-15) The
selection of new methods is large for company | and the company also commented that it
is important to use own work because marketing is their core competence so that everything
does not have to cost something they can get marketing for free when they only put own
time and effort to it (Company |) This thinking can be considered innovative in a sense that
company is using own core competence in their own marketing and everything does not
have to cost something when we are talking about SME company. It leads also using
innovative marketing channels that other companies in their business branch might not have

considered the most effective channels.

The company tries to differentiate from competitors moving away from disorganized

marketing to more simple and brand building focused marketing. (Case A)

In terms of differentiation the company has advanced platform and focus on high-quality
rather than prices as many competitors give often discount on prices and use that in

marketing. (Case B)
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Differentiation in marketing is crucial since there are approximately 900 competitors in the
field and all the companies are offering similar services. In such case the customer

satisfaction and company reliability is highlighted and also reputation. (Case H)

Case company A being small B2C company did recognize the importance of brand
building in the marketing differentiation even though the company size is still relatively
small and many small companies might now understand that approach. Case company B
commented same as many other companies also differentiation focus is in high-quality,
still pricing is also differentiating factor in marketing. It was good to notice that perspective
also since the most of the companies’ highlighted importance of product in their marketing
to have someone stating that pricing is also used differently in marketing. Traditional
marketing mix model includes 4 P’s; product, price, place and promotion and nowadays
there are new P’s added such as fifth people (Mandell 2009, 54) A third B2C company H
commented that business environment is very competitive and differentiation is crucial
since the actual service is same for all the companies, in such market environment the
company image and reputation become very important issues especially in financial

services industry.

The company has tried to differentiate from competitors by changing the viewpoint other
side as earlier starting from customer perception, how the customer can be served since

the customer is already aware of the product when they make the first contact. (Case G)

The biggest differentiating factor in marketing are the values among employee, courage to
be proud of yourself and own work, the actual content and message has an important role

as the outlook and also highlighting local image. (Case )

Two of the B2B companies G and | commented also differentiation of marketing. It seems
that case company G has realized that they don’t need to tell about the product to
customers in the first discussion since the customer is already aware of the product and
now the focus is more in sales arguments on what is the advantage or benefits. This kind
of criticism and company learning are long-term processes where company can improve
its understanding and position in the markets. Case company | highlighted the importance
of content not only outlook of marketing since the company is marketing agency the core
competence is marketing. This might easily be forgotten when the main focus is in visual

factors that what you are actually saying is equally important.
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4.3.3. Risk-taking

Entrepreneurship is connected with calculated risk-taking since there are constantly efforts

to identify risk factors and reduce the risk or share it. There are risks in various resource

allocation decisions and especially in choice of products, services or markets. (Hacioglu et

al. 2012, 872-873) Calculated risk-taking involves a willingness to pursue opportunities that

have a reasonable chance of producing losses or significant performance inconsistency.

The nature of risk is not uncontrollable but instead moderate and calculated.(Morris et al.

2001, 14) The following results and analysis describe how calculated risks are considered

in case companies and does it prove entrepreneurial marketing some degree of existence.

Table 6. Risk-taking in decision-making process

Risk-Taking
Company A

Company B

Company C

Company D

Company E

Company F

Company
G

Company H

Company |

How company considers risk-taking in decision making process

Risk-taking is necessary but at the same time it is important to remember
that everybody is thinking their own advantage.

The company has done something totally new since usually in the field all
the companies have actual stores instead of e-commerce and that is major
risk itself.

In terms of risk-taking the management has been taking few risks in pricing
and few orders has been lost, however the main focus is building long-term
sustainable business.

The most of the risk come outside and company cannot prevent those such
as currency rates and regulations in China.

The biggest risk currently was establishing the company.

The business field is much regulated and there are many settings and
therefore the management decision making is based on calculations and
information.

Since the company is small risks that are taken are relatively small, testing
ideas.

In the beginning the company took a lot of risks and there were three
excellent accounting periods, however then the company played safer and
now results are not as good. This reminded that development needs to
happen constantly and growth does not come automatically.

Risks can be taken as soon as those are in line with strategy and marketing
implements company’s overall strategy. The company has grown and
started new offices which are risks from recent years.
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Table 6. Shows risk-taking is considered in the decision making process in case companies.
Case company B mentioned that entering e-business is totally new in that business field
and therefore that is very large risk itself. Company challenges the normal shops by
operating only in e-commerce and not having actual shop as all the other companies have.
Many consumers in B2C e-commerce are concerned of the trust and security issues
(Iglesias-Pradas et al. 2013, 321) it can be that making expensive purchases online might
have seen risks for case company B’s consumers and affected on the sales. The business
environment and branch have also large influence on how risks are considered in the
company. Case company F stated that there are so many regulations that in order to follow
those the company has to base decision making on actual calculations and information.
Case company H described that in the beginning risks were taken more often and when the
company started playing for certain the results were not as good. It was learning experience
for the company that growth does not come automatically. Case company | mentioned that
risk can be taken as long as those are in line with overall strategy. All of the companies
provided some degree of risk awareness and calculated risk-taking by stating that risks
need to be taken in order to be successful in very competitive markets. Only case company
E thought that since the company size is so small the risks are also small and it is more
about testing ideas.

In the beginning the company took large investments in marketing but the results showed
that it is better to grow the business slowly in long-term. (Case A)

From the beginning the company has taken risks since in e-commerce demands high
investments in the beginning for example Zalando and Nelly have done large investments

in the marketing and first year was not profitable for those companies. (Case B)

Companies were asked to describe the risks taken in marketing. Both company A and B
realized that long-term thinking is more profitable based on the experience and results
gained. Company B noted that common to e-commerce is to make large investments in
the beginning to marketing and it might require several years before the company is
actually profitable, that itself is very notable marketing risk. The most of SMEs have
limited knowledge about various computer technologies and are frustrated by their
dependence on external service providers (Jeffcoate et al. 2002, 123) the dependence on

external service providers is often times costly for SMEs that cannot do the work in house.
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There are no need for risks in marketing since Finland is small country and word of mouth
marketing happens when company has done good work that information spreads to new
people. (Case F)

As previously discussed Case company F has very little marketing efforts since they have
strategic partnership. Therefore, the company considers that there is no need for
marketing risks and also because Finland is small country. The satisfied customers
spread the word. However, the company stated they do some PR by visiting different
organizations to increase the company awareness. The company described elements that
sounded brand building but the attitude was still reverse and they thought actual
marketing is not done. One risk could be in their case that word of mouth information is
negative and when having all the “eggs in the same basket” that might have very negative
impact on the future partnerships. Active brand building could decrease the risk of relying
on image that is based so heavily on word-of-mouth by building positive public image in a
long-term basis. B2B branding is also an important aspect of branding that does not just
reach the customers but all stakeholders — investors, employees, partners, suppliers,
competitors, regulators or members of the local community. Via a tailored brand a
company receives greater coverage and profile within the broker community. (Kotler &
Pfoertsch 2007, 357-358)

In marketing filming TV-series is risk and publishing YouTube videos in case the feedback
is negative and videos turn out to be too lame those do not raise enough attention.(Case
G)

Risks in marketing include some viewpoint that has not been thought or the fact that

advertising does not raise attention good or bad. (Case )

Both case companies G and | considered marketing risk to be also too lame advertising
that would not raise attention of any kind good or bad. This connects to risk-taking since if
the company does not take risk time to time the outcome also in marketing might be
moderate. The most of the case companies did show some degree of risk taking and
bearing in the interviews which does support the existence of entrepreneurial marketing
element in the company. The degree varies among companies but totally risk-averse

thinking was not visible.
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4.3.4. Resource leverage

Resource leverage explains the recognition of resources that are not utilized optimally,
non-conventional way of using the resources and control over the resource. (Hacioglu et
al. 2012, 873) Resource leverage simply refers doing more with less. Entrepreneurial
marketers are excellent leverages of resources since in those companies ambition forever
outpaces resources. These companies are not restricted by the resources they currently
control or have at their disposal. (Morris et al. 2001, 16) Current evidence show that high-
growth firms extensively and systematically utilize external resources which means
resources own by external organizations such as institutions or companies. Therefore,
these high-growth firms grow beyond the limits set by internally controlled resources.
(Furlan, Grandinetti & Paggiaro 2014, 21) Next case companies resource utilization is
examined in order to see if there are innovativeness by going beyond the limits set by

internally controlled resources.

Companies were asked to categorize which resource inside the company from finance,
time or skills is the most limiting in marketing. Finance and time shared the first position of
being the most limiting resource and skills were not considered as limiting and that were
placed to third place. These results explain the companies consider having challenges
finding time and finance for marketing planning and implementation but at the same time
believe that there are skills inside the company to execute whether marketing planning or
implementation. Notable is that some companies outsource marketing and therefore
maybe skills are not considered challenge in marketing but finding the finance of hiring
marketing agency. Many companies stated that the financial investment to marketing
needs to show in profits otherwise marketing has not been successful and therefore it is
carefully considered whether to make marketing efforts or not. Many entrepreneurs are
involved both to managerial and operational sides in the company and therefore there are
no time for marketing since the busy schedule of multitasking. Managers or owners of
small firms tend to give marketing a low priority compared to other functions of their
business (Stokes 2000, 1-6).SME’s are limited by the lack of resources such as finance,
skills, attitudes, personnel and perception of function (O’Dwyer, Gilmore and Carson
2009, 505).
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Table 7. Lack of resources for marketing

Resources If there is no resources for marketing what is done

Case A | In case there are no finance or time for marketing the company uses word of
mouth marketing and medias that only acquire own effort such as different
sales promotions.

Case B | In case there are no resources for marketing the company does what it can with
the existing resources.

Case C | In such occasion, that there are no resources for marketing the company tries
to save in quality in order to be able to do marketing.

Case D | In case resources are not available for marketing it would be easy to network all
over the world because of the local expertise. Company has demolished third
parties so that they can operate straight with customers, however provision would
be used in case there would not be resources.

Case E | In case there are no resources for marketing the company tries still to do
marketing mainly in the shop and cooperation with different local organizations.

Case F | In case there would not be resources for marketing the company would
outsource the best company to execute marketing as service as idea that if
something is done it should be done excellent.

Case G | There are no resources such as time, finance or skills that would limit
marketing the most important consideration is there profit and invest time and
money there where is profit.

Case H | In case there are no resources for marketing it is highlighted to optimize and
maximize the use of marketing budget. Previous campaigns are analyzed and
act based on that information also doing everything that can be done in house
and negotiating cost savings.

Case | | The company tries to creative in that by using channels where money is not
required but work and effort since the core competence is so close to that.

A hypothetical question were asked from companies in such occasion there would not be
resources for marketing what would be done then. Table 8 shows the answers received
from case companies. Case company A stated that in such situation more word of mouth
marketing would be used and different Medias. Also companies D and E would alter the
marketing by utilizing more networking or cooperation with local organizations. B2C
company E would add more marketing in shop directly with consumers. Case company |
also considered using other channels that would not require high investment but rather
own effort and time. Case company H highlighted optimization of marketing budget more

carefully and adding in house marketing work and negotiating cost savings. Only case
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company C stated that resources might affect quality of marketing since marketing would
be still done even if there would not be resources available. As a conclusion all of the
case companies showed different ways of doing marketing even though there would be
limiting resources that would make it challenging or demand more consideration from
management. However, marketing is still carefully considered through ROI so that the
invested time or money can be seen to provide return for the company. According to
Morris et al. (2001, 16) Resource leverage simply refers doing more with less and
entrepreneurial marketers are excellent leverages of resources and these companies are
not restricted by the resources they currently control or have at their disposal. Companies
described different ways of doing marketing even though there would not be available all
resources and that proves very strongly entrepreneurial marketing characteristic to be

visible and existing.

4.3.5. Customer intensity

Customer intensity includes creative approaches to customer acquisition, retention and
development. Customer equity is guiding decisions regarding customer investment and
customization levels. (Hacioglu et al. 2012, 873) Customer retention is not only about
ensuring high customer satisfaction even though customer satisfaction is a necessary
prerequisite for customer retention. In some sectors satisfied customers show little loyalty
to a supplier and therefore active retention management needs to go beyond merely
ensuring customer satisfaction. The retention is not free and requires continuous
investments. (Homburg, Schafer and Schneider 2012, 39) Case companies were asked
how they take care of the existing customer relations in order to find out how customer
relationship management is arranged considering customer retention. The most of the case
companies both B2B and B2C stated that retaining old customer relations is more important
than engaging new customers. Some of the companies were even aware of the fact that it

is more expensive to find new customers than maintaining old ones.
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Table 8. Customer relationship management

Case A

Case B

Case C

Case D

Case E

Case F

Case G

Case H

Customer relationship management

The company takes care of the customers with active communication and
remembering customers, for example, during public holidays.

Customer relationship management involves mainly newsletters to customers and
focus is finding new customers since average customer buys once a year noble
metal product.

The main focus in customer relations management is to be daily close with
customer and communicate often.

Company takes care of the customer relations by continuous communication with
the most important customers and providing reliable information.

The company takes care of the customer relations by having regular customer
benefit system which saves all the purchases, products are held in selection based
on customer request and also guidance in problem situations.

The company has done five years contract with the biggest customer and generally
the focus is maintaining old customer relations instead of gaining new ones.

Customer relations managements is based on personal contacts, information in the
web page and annual seminar.

The company takes care of the customer relations in own portal where history of
sales can be seen and also encouraging being contact with the company and giving

feedback.

Case | | The company has own customer representatives for each customer which is so
called “stable” that consists of 20-30 customers. The representative takes care of
the project coordination and responsibilities.

Companies were asked how they take care of the existing customer relations in practice
and table 9 presents the results. Case companies A, B and C stated that active and
continuous communication is very important in the customer relationships. Case company
E explained having customer benefit system which provides important information about
the consumer and purchases done. This system is, however, common in B2C sales that
have actual shop and want to have loyal customer’s card system. Case company H has
own portal where customer information can be found and helps keeping track of the
communication with specific customer and feedback. Relationship marketing is nowadays
also considered feasible strategy for mass consumer markets also despite the fact that
earlier it was recognized in industrial marketing. Relationship marketing is seen to apply in
consumer markets since there are four tangible evidence that are locking in customers,

customer retention, database marketing and close personal relationships. (O’Malley and
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Tynan 2000, 801) Case company H showed some degree of relationship marketing
perspective even though relationship marketing is more often related to B2B companies.

Case company | stated that they have own customer representative for each customer
and this so called “stable” consists of 20-30 customers. Many companies have nowadays
key account managers and employee whose responsibility is maintaining important
customer relations. However, SME’s usually do the CRM same time as other operations
due to lack of resources such as time. Nowadays CRM relies heavily on information and
communication technology (ICT) but CRM systems are not greatly used by SME’s
because of lack of time or resources to study CRM system usage. Usually there are too
many functionalities that SME’s do not even need in their business operations instead of
having straightforward interfaces. (Hol 2013, 667) As stated before customer retention is
not free and goes beyond ensuring customer satisfaction (Homburg, Schafer and
Schneider 2012, 39) and based on this thinking the case companies showed very little
degree of customer intensity in a innovative way going beyond making sure customer is
satisfied. Entrepreneurial marketing was not strongly visible in customer intensity even
though few of the companies had made effort still the most of the companies’ utilized
simple communication ensuring customers were satisfied and more likely to make new

purchase.

An earlier presented hybrid model of marketing styles include conservative-transactional
style, conservative- relationship style, entrepreneurial-transactional style and
entrepreneurial-relationship style. The conservative-transactional style applies to
companies whose customers seek standard goods or services at a competitive price and
have a little interest in building a close relationship with suppliers. (Chaston 1997, 56)
Case companies A, B and E were operating all in B2C markets and provided standard
goods or services and the level of close relationship building approach were relatively
small despite the fact some companies stated the main revenue comes from loyal
customers. The conservative-relationship style works for companies whose customers
also seek standardized goods or services but are willing to work closely with suppliers to
optimize quality or other mutual benefits. The case companies C and D were both B2B
companies that offered standard products but had strong and close relationship. The
entrepreneurial-transactional strategy applies to firms that are operating in markets where
customers are seeking innovative products and services that requires not a close
relationship with suppliers. The case companies G, H and | operates in industries that are

very technological and innovative but does not require close relationship with customer so
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that it could be called partnership. The last style entrepreneurial-relationship refers to
companies which operate in a markets where customers work in partnership with
suppliers to develop innovative new products and services. (Chaston 1997, 56) The case
company F is working closely with customers in partnership so that innovative products

can be created. As the company mentioned it has strategic partnership with its customer.
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Figure 7. Hybrid model of marketing and case companies

4.3. Processes of entrepreneurial marketing

Entrepreneurs interact with customers through personal selling and relationship-building
approaches. These methods rely on the influence of word-of-mouth marketing, which is
generated through image building, incentives and involvement (Carter and Jones-Evans
2006, 332-335) One reason explaining the contribution of marketing effectiveness of
networking of entrepreneurial organizations is the fact that there is lack of market
information and knowledge and to cover this with the information from personal networks
in order to ensure future development and progress. A second aspect relates to the time
and resource restrictions which leads also using networks for scanning market situation
and changes there. (Collinson and Shaw 2001, 765) Networking and word of mouth
marketing have been studied to be common entrepreneurial processes in marketing and
therefore chosen for closer examination in this thesis. The most of the managers see
marketing related to selling and promotion and do not see the strategical meaning of it.
However, notable is that owners and managers spend a lot of time building relationships
with satisfied customers who recommend the business to others. Considerable time and

resources were spent to networking and relationships but this was not recognized or
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considered as marketing. (Stokes 2000, 1-6) Interesting relation is the relation between
marketing and sales since many company managers often categorize them as same or

marketing generally to be including in sales activities.

4.3.1. Networking

The meaning of personal networks becomes even more relevant since it is important
company has reliable and trustworthy relationships which provide real market information
and guide the decision-making process. Previous researches has found out that
networking contribute to product, pricing and promotional decisions of entrepreneurs.
(Collinson and Shaw 2001, 765) Case companies were describing the pool of networks
they have and how do they see the value provided from networks and whether networks

are used in marketing.
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Figure 8. Networks of the case companies

Figure 8. shows the networks the case companies mentioned they have. The networks
mainly consist of the side groups that the company need in their operations and day to day
business. The listing shows that cooperation with public authorities such as town,
government or legal institutions etc. is relatively small based on the first networks that came
to interviewees mind. SME’s often highlight the received advantage and profit is important
when allocating resources and it seems that the benefit of networking with public authorities
is hot seen as important as their side groups. European SMEs have been suffering from
crises which has led to attempt to search for agreements and cooperation and especially
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with large enterprises or other SMESs operating in a same industrial sector (Potinecke et al.
2009, 23)

These relations have improved building positive image of the company and generates word

of mouth marketing at the same time. (Case E)

Especially importer has had important role in the company since they have educated the
entrepreneur to use the products and invited to different events to connect with more

people. (Case A)

Two of the B2C companies did recognize actual advantages of networking. The case
company E stated that relations and networking improved positive image of the company
and at the same time creates word of mouth marketing. The case company A highlighted
that networking has made it possible to educate entrepreneur. Education is something that
very strongly affects management decision making, for example, in product or pricing

decisions.

The networks generate profit especially in field where specific expertise is required. (Case
F)

Networks have improved margin since gross margin has increased when sales margin has

decreased and therefore referee are a good channel. (Case I)

The case companies F and | mentioned networking adding actual profit or benefit for the
company. The case company F commented that in some business fields specific expertise
is required and especially there networking adds value in profit. The case company | said
that that their company’s gross margin has increased due to referees from networking it is

more efficient way of generating profit.
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Table 9. Usage of networks in marketing

Networking Does the entrepreneur/company use his/her own networks in the
marketing?

Case A | The hair salon has used networks to market own brand for example
Facebook pictures before and after, educating customers and information
sharing.

Case B | The company has done marketing in networks through newsletters and
Facebook. Sales of the company is B2C and the bigger the customer pool
the better.

Case C | The marketing as references through communicating to new potential
customers existing good relations.

Case D | The company has tried to use networks in marketing , for example, agents
in Italy try to make sales and many orders and inquiries through
recommendations

Case E | The company uses networks in marketing by giving, for example,
organizations discount and commercial post.

Case F | Company has not tried to do marketing through the networks.

Case G | Marketing through networks is done by spreading the message and also
inside one connection in case that organization or company is large.

Case H | The company has networks and tries to market through IB-representatives
with marketing material.

Case | | Marketing is done through package factories that can lead to large
companies, however normally suppliers market themselves to the
company.

Companies were asked if they use networks in their own marketing and table 11 shows the
comment regarding that question. The case company A showed creativity using own social
media channel by publishing pictures of the customers before and after pictures. This
creates an image of pool of customers that are satisfied with the service even though there
is only picture shown and also shows possibilities what can be done as ideas for others.
Also case company B used Facebook in the marketing through networks. The case
company C wanted to communicate the existing good customer relations as reference
which is discussed more detailed in the next process word of mouth marketing and
references. B2B companies D and G used networking in existing channels such as agents
or to many people inside other organization. The case company E send promotional
discounts or commercial post to organizations that they had relations. The company F was

only case company that had not tried to do marketing through the networks. The cost of
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networking is hidden because all expenses are low in the immediate term. Nevertheless, it
supports the way SMEs management are normally doing business. (Gilmore et al. 2001, 7)
Networking was clearly visible in case companies as one of the key process but the usage
in marketing was relatively small considering possibilities in different networks. The question
itself was difficult for interviewees and seemed that it had not been thought. It is also
possible that many of the companies did not recognize some of the day to day activities
being networking since the cost of networking is hidden such as offering fair ticket or lunch
or coffee. SME management might not recognize networking to be including marketing
processes since marketing is more commonly seen in a conventional way and in such case

the management does not recognize opportunity to activate networks in their marketing.

4.3.2. Word-of-mouth communication

Interaction with existing customers rely on word-of-mouth marketing in spreading the
information. Entrepreneurial marketing relies heavily on word-of-mouth communication to
develop the customer base through recommendations. (Stokes 2000, 11-12) The main
importance of word-of-mouth WOM processes is to be able to make marketing decisions
in entrepreneurial context. The most entrepreneurs rely on their own personal experiences
and intuitions to inform their marketing decisions. WOM processes are non-commercial by
definition and exclude involvement by a self-interested entrepreneur. (Stokes and Lomax
2002, 350-356) The majority of case companies stated that communication with their
customers is face to face communication, only case companies B and H said the most of
the communication is through other channels. The case company B does virtual retail
trade and company | is B2C company who has large customer group and the most of the

customers are foreign traders.

A new customer that heard four people recommending company and then based on those
comments decided to test service. The meaning of references is important and especially

the above mentioned example is great achievement for such a small company. (Case A)

Particularly references are important approximately four of fifth customer relations are

gained through references. (Case C)

The company has gained as many as 2000 customers through references, IB-

representatives get commission. (Case H)
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The main customer base is gained through references as it works in the business field
customers choose company based on references and price. (Case I)

Case companies were asked have they received new customers through references. All
of the case companies confirmed they have received new customers. The case company
C estimated that every four of fifth customer have been gained through references and the
case company H estimated 2000 customers. It seems that both B2B and B2C case
companies have received many customers through references. The case company A had
heard that customer was recommended from four people to test the company’s service
and it is remarkable amount for a small company. The case company | noted that the
advertising industry is based on references and pricing and therefore the meaning of
references is very crucial.

Generally references have brought few new customers it is difficult to estimate how many.
(Case B)

Company has gained new customers through references. There are especially many
inquiries from potential customers through references but less actual customers that are

new. (Case D)

Many companies also stated as company B that estimating new customer relations
through references is relatively difficult. The case company D stated the references brings
a lot of inquiries but number of actual customers is smaller. The industry where company
D operates have oligopoly as earlier discussed and this has big impact on the competition
and marketing since there is less buyers and companies know each other’s well since
there are only few suppliers and buyers. However, the point is same estimating number of
actual new customer relations through references is rather difficult since all inquiries do

not result purchasing.
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Table 10. Usage of references in marketing
Word-of- How company utilizes references in marketing
mouth

Case A | References are used in marketing in Facebook customers give stars of
based on service level and entrepreneur publishes before and after pictures
of customers.

Case B | The meaning of references is very important for the company but utilization
in marketing is challenging. In the beginning references were more used
and especially in abroad.

Case C | These references are not straight used in marketing but in communication.
The local customers are very aware of the references before actual contact.

Case D | Field of business has used references and references are also used in
certain way in own marketing especially in Russia references are important.

Case E | Using references in marketing has been through recently such as customer
comments in social media and pictures of customers or their animals
selecting treats with text “little Dina found a treat at shop”.

Case F | References are the projects company has done and those are used in
marketing in company presentations.

Case G | References are used in marketing in web site, user describes one’s
experience of usage and every customer has one person commenting
company and its products.

Case H | References are not used in marketing even though some customer
satisfaction results are shown informally but that has been discussed in
future.

Case | | References are used in web page and customer meetings usually by
showing reference from same business field to potential customer.

Table 12. Explains how references are utilized in companies marketing. Two B2C case
companies A and E uses references in Facebook by customer ratings or comments.
Some companies use references in company presentations or in the company web page
as customer comments or user experience. However, company B considers usage in
marketing challenging. The case company C states that customers are already aware of
the references when contacting company since the B2B environment and industry where
there companies know well each other’s. The case company D comments that references
are more important in foreign markets in their industry. It becomes clear that usage of
references in marketing depends largely on the industry where the company operates. In
advertising references have very important role when choosing company to cooperate

with but some industries do not need references in domestic markets because customers
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already know the company or can receive information from others due to limited amount

of companies operating in the field.

Successful entrepreneurs find ways of encouraging recommendations by proactive
methods. Nevertheless, feeling of involvement and participation with the company can
also encourage customer loyalty and recommendations. It has been claimed that you can
be as organized, thoughtful and systematic about WOM advertising as conventional
advertising methods. (Stokes and Lomax 2002, 350-356) Companies have different ways
of using references in the marketing but the methods were relatively same considering
own web page customer comments, social media customer ratings or company
presentations. There were not variety of different methods and some companies did find it
difficult. Feeling of involvement and participation could be added in many ways and it can
be that word of mouth marketing was not recognized being actual marketing that could be
done more efficiently. Some previous literature has stated that relying on word-of-mouth
recommendations reveals the absence of marketing or represents poor marketing
practices (Stokes and Lomax 2002, 350-356). Only case company F stated earlier that
marketing actions are very small and company relies on strategic partnership. The
company relies heavily on key customer relations that are based on the good work
company does. Word of mouth marketing is important in the company and in their case
reliance of word of mouth marketing could be evidence of poor marketing practices. WOM
can be both positive and negative. The challenge of negative output WOM is that it
appears to be capable of greater volume than the positive output (Stokes and Lomax
2002, 350-356). Notable is that companies cannot always control the word of mouth
marketing and companies did not comment anything about negative word of mouth
information maybe because they felt they had the control over what message is spreading
by using only positive references. However, word of mouth marketing is not only
communicating positive references and therefore negative information can spread from

one customer to another and there customer satisfaction and quality have important role.
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5. DISCUSSION AND CONCLUSIONS

The concluding chapter will summarize the findings of empirical research by
acknowledging the research questions. The objective of this thesis was to gain insights
and understanding of entrepreneurial marketing in SMEs and its characteristics and
processes. The starting point is to discuss the planning and implementation in order to
gain better insights of the next following discussion. The sub-questions are discussed and
analyses at first to have general idea of the entrepreneurial marketing characteristics and
followed by concluding remarks on the main research question, which provides more
detailed considerations of processes of entrepreneurial marketing. These conclusions are
followed by discussion on the theoretical and managerial implications, research limitations

and suggestions for potential further research.

The case companies described who does the planning and implementation generally in
their company. Nowadays, planning is becoming a continuous process because the
market conditions have become rapidly changing and the environment is dynamic(Kotler
and Keller 2012, 76) The planning was in the most cases done inside the company
whether by the entrepreneur, board of directors or marketing- or managing director. Only
one case company commented to have planning outsourced. Implementation was also in
the most companies done in house and only two companies had used graphic designer or
advertising agency. Interesting perspective was to see that the smallest companies in
terms of size had outsourced their marketing implementation but the largest case
companies were doing marketing in house. This could have been forecasted other way so
that larger companies would have used marketing agencies and the smallest would have
implemented marketing by themselves. Both of the smallest case companies were doing
B2C sales and they considered the visual factor of their marketing to be very important
especially with the company doing e-commerce. The bigger companies considered
resources to be found inside the company so that everything that could be done in house
were done there to save costs. In small companies the understanding and skills towards
marketing varies highly based on the expertise the entrepreneur or current managing
director have (Stokes 2000, 1-6). The importance of planning was generally recognized
and companies recognized implementation to be also everyday customer service and
customer retention as whole. The biggest distinction came between B2B and B2C
companies in the measurement of results. The B2C case companies in this research
showed more understanding in measuring outcome than the B2B companies, despite the

fact that the most of the B2B companies had highlighted the importance of receiving ROI
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from marketing efforts but were lacking actions in measurement. Some companies even
stated that due they are operating in B2B business environment marketing efforts are
therefore small. It seemed that due to wide meaning of marketing in generally some B2B
companies did not recognize there were actually doing marketing or they did not see the
strategic meaning of marketing. The most of the managers see marketing related to

selling and promotion and do not see the strategical meaning of it (Stokes 2000, 1-6).

How proactive entrepreneurial marketing processes are in SMEs?

The sub-questions involved the five chosen entrepreneurial marketing characteristics.
Proactiveness is an opportunity-seeking and forward looking perspective which includes
attitude and capabilities for implementation and control of products, services or processes.
(Hacioglu et al. 2012, 872) There were large variation among case companies when it
came to marketing planning proactiveness. The range of marketing plans was generally
from 1-12 times a year and some companies stated that the need or marketing is estimated
constantly. However, some of the case companies stated that changes are based on market
situation which can be seen more reactive approach which makes alterations based on
current situation or received market information. It seemed that some of the case companies
were genuinely proactive and some of them were more reactive. Roughly estimated two of
the third companies showed some degree of proactiveness in their marketing planning and
one of the third were more reactive. The most proactive companies were planning marketing
much earlier even one year earlier and the most reactive companies were not actively

planning marketing.

How innovative entrepreneurial marketing processes are in SMES?

Sustainable innovation involves ability at an organizational level to maintain a flow of
internally and externally driven new ideas that are possible to translate into new products,
services, processes, technology applications or markets. (Morris et al. 2001, 13) New
marketing channels were chosen as indicator of innovativeness in case companies.
Innovativeness could be measured in many ways but that channel perspective seemed the
most interesting by showing variation in different business fields. Results indicated that the
majority of companies had tried social media and especially Facebook as a new marketing
channel. However, a total controversy was found when one of the companies not only had
tried new channels but commented that social networks of their company are not maintained

via Internet and had very negative association towards social media as a whole. Some very
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innovative elements were recognized considering the industry the company operates and
normal marketing communication there, for example, attending TV series or publishing
videos in B2B markets. Notable was in marketing differentiation that few of the B2C
companies recognized difficult, competitive and saturated marketing environment which
guided them to shifting more to brand building focused marketing in order to differentiate
from competitors. It was said that when there are 900 competitors with similar product or
service the company image is crucial. As a contrary, one of the case companies was
operating in oligopoly market environment, which made competitive environment much
easier to control and partly lead to smaller marketing efforts. Innovativeness was more
evident in some companies than others but again innovative elements were visible. The
majority of companies showed innovative elements but interesting was that among B2B
companies there were the most innovative ideas and also the least innovative approaches
or attitudes. That proves that case company cannot justify marketing efforts to be low since
operating in B2B environment because the most innovative case companies G and | in this

research were operating in B2B business environment.

How risk-tolerant entrepreneurial marketing processes are in SMEs?

Entrepreneurship is connected with calculated risk-taking since there are constantly efforts
to identify risk factors and reduce the risk or share it (Hacioglu et al. 2012, 872-873). The
key of examining risk-taking is to consider calculated part of it in case companies. The
results proved that case companies were very aware of their risks whether internal or
external and saw that it is necessary to take risks. The business environment and branch
have also large influence on how risks are considered in the company since some industries
are very regulated and restricted. Risks can be seen from several perspectives and case
companies were asked to consider risk-taking in the management decision making. That
proved that some companies see large risks associated with the very existence of the
company and some companies see only small risks because the company size is small.
Risk-taking was also analyzed through marketing and there came variation again. Some
companies have learned that large investments in the beginning to marketing did not pay
off and they decided to grow the company in long-term perspective. One company thought
that there are no need for risks in marketing since Finland is small country. However,
company doing e-commerce had very opposite perspective to that since in e-commerce
companies have to start with heavy marketing investments so that they can even challenge
and compete against large companies. Few companies pointed out that there is always a

risk that marketing is too lame and do not raise attention and in such case invested money
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do not generate enough return. Again the most of the companies showed some degree of
risk-taking but few had very critical thinking about risk-taking in marketing or generally in
Finland. Risk awareness was very strong among case companies and can be proving

existence of entrepreneurial marketing element.

How resource leveraging entrepreneurial marketing processes are in SMEs?

SME'’s are limited by the lack of resources such as finance, skills, attitudes, personnel and
perception of function (O’Dwyer, Gilmore and Carson 2009, 505). Resource leverage
explains the recognition of resources that are not utilized optimally, non-conventional way
of using the resources and control over the resource. (Hacioglu et al. 2012, 873)
Companies were asked to categorize which resource inside the company from finance, time
or skills is the most limiting in marketing. Finance and time shared the first position of being
the most limiting resource and skills were not considered as limiting and that were placed
to third place. These results explain the companies consider having challenges finding time
and finance for marketing planning and implementation but at the same time believe that
there are skills the company to execute whether marketing planning or implementation. A
hypothetical question was set to find out in case there would not be resources for marketing
what is done in order to see the level of innovative thinking about resource allocation. The
results showed that in all of the cases marketing was not left without effort but companies
would use channels that would be better in terms of utilizing other available resources the
company do have. One case company stated that since they were lacking finance they used
time and skills to execute marketing, because as a marketing agency, marketing is their
core competence they can find creative channels where question is more about effort. The
outcome proved that all of the case companies very excellent leverages of resources and

doing more with less.

How customer intensive entrepreneurial marketing processes are in SMEs?

Customer intensity includes creative approaches to customer acquisition, retention and
development (Hacioglu et al. 2012, 873). Case companies commented their customer
retention policy and the key factor in retention seemed to be active communication and
personal contacts. There were also customer benefit systems, which installs important
customer information and purchasing history helping company to keep track their
customer relationship management. Customer retention is not free and goes beyond

ensuring customer satisfaction (Homburg, Schéafer and Schneider 2012, 39) The case
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companies showed very little degree of customer intensity in an innovative way going
beyond making sure customer is satisfied. Entrepreneurial marketing was not strongly
visible in customer intensity even though few of the companies had made effort still the
most of the companies’ utilized simple communication ensuring customers were satisfied
and more likely to make new purchase. The hybrid model of marketing divided companies
based on relationship and entrepreneurial indicators. The most companies applied
conservative-transactional style where customers seek standard products and have a little
interest in building a close relationship with supplier and entrepreneurial-transactional
strategy where customers are seeking innovative products and do not require close
relationship with supplier. Interesting thing was that styles that did not require close
relationship between company and customer were the most popular. The relationships
were not that close that many could have been called partnerships and customers having

effect on developing the innovative products together with the company.

Entrepreneurial marketing does not require all the dimensions to be occurring.
Entrepreneurial marketing is matter of degree and different combinations of the underlying
dimensions will result in marketing which might be less or more entrepreneurial. (Morris et
al. 2001, 17) Overall resource leverage was showing the strongest indicator of
entrepreneurial marketing in this research. Some companies had degree of
entrepreneurial marketing in the proactiveness, innovativeness and risk-taking. However,
customer intensity proved the least entrepreneurial marketing elements among the case
companies of this research. B2B versus B2C comparisons were mainly used as tool for
comparing data in more efficient and organized manner. The sub-questions lead to

discussion of the main research question.

How entrepreneurial marketing processes are planned and implemented in SME’s?

The main research question focuses on main processes that are networking and word-of-
mouth marketing and their planning and implementation. Networking and word of mouth
marketing have been studied to be common entrepreneurial processes in marketing and
therefore chosen for closer examination in this thesis. Entrepreneurs interact with
customers through personal selling and relationship-building approaches. These methods
rely on the influence of word-of-mouth marketing, which is generated through image
building, incentives and involvement (Carter and Jones-Evans 2006, 332-335) Reasons
explaining effectiveness of networking in entrepreneurial organizations in marketing is the

lack information to ensure future progress and resource restrictions, which leads to using
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networks for scanning market situation and changes there (Collinson and Shaw
2001,765).

Generally companies recognized the importance of networks and described the most
meaningful networks to them. All the companies mentioned different ways of using networks
in their marketing and the majority had activated networks so that marketing could be done
there. However, comparing the large opportunities using different existing networks the
usage was still relatively small. Companies had several networks but only few were
activated. The cost of networking is hidden because all expenses are low in the immediate
term (Gilmore et al. 2001, 7). It is also possible that many of the companies did not
recognize some of the day to day activities being networking since the cost of networking
is hidden such as offering fair ticket or lunch and coffee. SME management might not
recognize networking to be including marketing processes since marketing is more
commonly seen in a conventional way and in such case the management does not

recognize opportunity to activate networks in their marketing.

The majority of case companies stated that communication with their customers is face to
face communication, only case companies B and H said the most of the communication is
through other channels. The case company B does virtual retail trade and company | is B2C
company who has large customer group and the most of the customers are foreign traders.
Entrepreneurial marketing relies heavily on word-of-mouth communication to develop the
customer base through recommendations. (Stokes 2000, 11-12) Central to word-of-mouth
communication is recommendations and therefore the questions involved that perspective.
Companies stated that recommendations are important but it was difficult to estimate how
many new customer relationships were gained through those. Again question how
references are utilized in marketing created variation. Some of the case companies use
references in web site, Facebook, communication, company presentations or other social
media. It became clear that usage of references in marketing depends largely on the
industry where the company operates. In advertising references have very important role
when choosing company to cooperate with but some industries do not need references in
domestic markets because customers already know the company or can receive
information from others due to limited amount of companies operating in the field.
Successful entrepreneurs find ways of encouraging recommendations by proactive
methods. Nevertheless, feeling of involvement and participation with the company can also
encourage customer loyalty and recommendations. (Stokes and Lomax 2002, 350-

356) Feeling of involvement and participation could be added in many ways and it can be
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that word of mouth marketing was not recognized being actual marketing that could be done
more efficiently. However, some previous literature has stated that relying on word-of-mouth
recommendations reveals the absence of marketing or represents poor marketing practices
(Stokes and Lomax 2002, 350-356). Only case company F stated earlier that marketing
actions are very small and company relies on strategic partnership. The company relies
heavily on key customer relations that are based on the good work company does. Word of
mouth marketing is important in the company and in their case reliance of word of mouth
marketing could be seen as an evidence of poor marketing practices. The results indicated
that networking and word-of-mouth marketing had very important and valued role in case
companies business. However, the utilization in marketing was still relatively modest and
could be improved. Planning does not exist due to lack of marketing understanding but
implementation is existing in some degree. Companies do not recognize opportunities of
using networks and word-of-mouth communication or recommendations in their marketing

but consider more conventional marketing methods.

5.1. Theoretical implications

The literature review explained what has been discovered and studied so far in
entrepreneurial marketing. According to Sole (2013, 24-25) the actual concept of
entrepreneurial marketing is used in various ways and occasionally loosely. Nowadays,
entrepreneurial marketing still lacks an accepted definition. The definition represent both
an opportunity for research and a constraint for further studies. The most of the
advantages of entrepreneurial marketing are found in SMEs and in turbulent
environments. The object of the research was to clarify and deeper understanding of
entrepreneurial marketing in SMES. Even though entrepreneurial marketing applies both
to large and small companies it is still more visible and easier to recognize in SMEs and
therefore offered a promising starting point for the research. The multiple case study
analysis provided insights to entrepreneurial marketing characteristics and especially

processes.

Entrepreneurial marketing is also characterized having seven underlying assumptions that
are proactiveness, opportunity focus, calculated risk taking, innovativeness, resource
leveraging, customer intensity and value creation (Hacioglu et al. 2012, 872). Based on
the theory and interest the focus was to examine five of the most meaningful
characteristics for this research that were proactiveness, calculated risk-taking,

innovativeness, resource leveraging and customer intensity. The results proved different
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degrees of entrepreneurial marketing elements among the case companies some
characteristics were showing more entrepreneurial marketing than others. The outcome
supported that resource leveraging is the most evident of all the characteristics proving
entrepreneurial marketing in the case companies and customer intensity had the lowest

Sscore.

According to Gilmore et al. (2001, 7) networks were used constantly to solve problems
and help decision making process what is not in line the nature of unstructured and
coincidental relationships. SME networking is usually characterized informal, loose,
unstructured, spontaneous and reactive. Therefore, the characteristics of SME marketing
are very similar to SME networking. The results proved that the nature of case companies
networks were same as theory implied, companies understood the importance of their
networks but the structure was informal and loose. Companies mentioned several
networks and gaining advantage of the networks but when discussing the utilization of the
networks companies were more reactive and spontaneous. There were no clear idea how
to activate networks in more organized manner. Collinson and Shaw (2001, 765) implied
to second aspect relates to the time and resource restrictions which leads also using
networks for scanning market situation and changes there and also networking influence
to product, pricing and promotional decisions of entrepreneurs. Among case companies
clear implications to that did not reveal but that can be also because of the form of the

questions.

According to Stokes (2000, 11-12) entrepreneurial marketing relies heavily on word-of-
mouth communication to develop the customer base through recommendations. Studies
support that recommendations are the number one source of new customers for small
firms. The two main distinctions between other forms of communication and especially
with word-of-mouth is that there is actual face-to-face contact and communicator is
perceived to be independent of the product or service under discussion. The results
indicated that the majority of companies are having word-of-mouth communication
meaning face-to-face with their customers. Some of the firms stated that
recommendations are the number one source of new customers but some of the
companies mentioned Internet marketing or other forms of marketing to be more
important. There were variation based on the industry company is operating in and also
references were more commonly highlighted in B2B business environment. Nobre and
Silva (2014, 150) suggested that consumers are today co-developing brands with or

without support of the firm and their interaction will be crucial in understanding brand
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communication practices. It is important to consider the increasing importance of social
networking through web page platforms, newsletters or emails as a mean to develop
brand communities. Many of the case companies considered brand building perspective
and social media marketing in today’s communication environment. Some previous
literature has stated that relying on word-of-mouth recommendations reveals the absence
of marketing or represents poor marketing practices (Stokes and Lomax 2002, 350-356).
One of the case companies showed large level of reliance towards word-of-mouth

communication which indicates poor marketing practices in that company.

5.2. Managerial implications

This research provides information about entrepreneurial marketing characteristics and
examines processes. Networking and word-of-mouth marketing might not be seen as
conventional marketing or even to be recognized as actual marketing in SMEs. The five
characteristics and two chosen processes have very strong basis from previous
researches and itself might provide new insights to management. This case study applies
to SME companies operating in different industry sectors both to B2B and B2C business
environments in Finland. Managers of the companies can reflect their marketing planning
and implementation processes with the research results to see if there is something that

could be improved in their company and especially in the management thinking.

Entrepreneurial marketing has very similar characteristics as SME companies generally
have. The informal, unstructured and loose decision making process is common to SME
companies and entrepreneurs rely oftentimes to own intuition and expertise. It is not only
bad to have light structure and being informal but the most important in that is that
companies recognize it by themselves and understand there are other options also.
Based on own need the selection of the best practice can be then chosen. It was noted
that decision making is very often based on entrepreneurs own skills and know-how and
therefore entrepreneur has a very important role in company’s growth and development.
There is large variation among SME companies about understanding marketing generally.
Some companies are very advanced and use the newest channels and methods.
Nevertheless, some firms have very small understanding of marketing and they value
marketing below other divisions such as accounting, logistics or production. In such
cases, these companies do not understand the strategic meaning of marketing, which can
be very harmful in a long-term. It is very important that companies are aware of the role of

the marketing in their company and actions are based on decisions not unconscious
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actions. When companies understand the basis of marketing then they can make sure
that the marketing strategy of the company follows the general strategy and there are no

controversy content or message to their customers.

5.3. Limitations of the study and generalizability of the findings

The two main limitations of the research were relatively newness of the main research
attributes and challenge of the utilized data collection method. Entrepreneurial marketing
is still relatively new and there are limited amount of literature and previous studies of the
topic. This creates challenge for the researcher to find different perspectives so that topic
can be a analyzed as widely as possible. As stated before in literature the newness of
topic can be both possibility and constraint for new research. The second limitation was
the data collection method that was semi-structured interview survey. The nature of semi-
structured interview relies on interviewer’s skills and expertise to ask more detailed
guestions and execute every interview separately following the best practice in each
interview. This requires flexibility and ability to adjust to different situations. In the worst
case, the interviewer could affect the received data which would not make the results
reliable. However, the researcher tried to imply as neutral manner as possible during

interview section, which improves reliability of the results.

Generalizability of the findings is challenging due to small sample size. One case
company presenting the industry sector does not tell much about the industry itself but
gives some insights of what is common in that industry or what needs to be considered
when doing marketing in specific industry. The generalizability in this thesis came more
from SME perspective all the nine case companies were SMEs even though operating in
different fields. However, nine case companies are still relatively small sample size and
therefore generalizability is also limited. Companies were all Finnish origin, which also
provides data from one country, and results might vary when examining companies from

different origins.

5.4. Suggestions for future research

The purpose of the qualitative thesis was to examine entrepreneurial marketing in SMEs,
characteristics and processes and the results stayed in a general level due to newness of
the entrepreneurial marketing in scientific arena. The multiple case study included both

B2B and B2C companies operating both in domestic and foreign markets. Now that
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general insights and understanding to that have been provided it opens room for closer
examination of B2B and B2C companies separately or examining individual industries
more detailed. The research included nine case companies that were all operating in
different industries and more industries could be studied to see if there is similarities or
differences with the results. It is useful to have a wider perspective at first but then in order
to be more accurate more case samples are needed from a smaller perspective to be able
to improve generalizability. One of the starting points was also to focus on SMESs in
Finland but entrepreneurial marketing is not limited to only involving SMEs and therefore
large companies entrepreneurial marketing could be examined in future. Finally, the
research involved five characteristics of entrepreneurial marketing and two processes. In
order to understand entrepreneurial marketing in wider scale other characteristics and
processes could be studied, for example, value creation and opportunity focus in

characteristics.



92

REFERENCES

Bettiol, M., DiMaria, E. & Finotto, V. (2012) Marketing in SMES: the role of entrepreneurial
sense making. International Entrepreneurship and Management Journal. 8. 2. 223-248.

Bjerke, B. & Hultman, C.M. (2002) Entrepreneurial marketing: the growth of small firms in
the new economic era. Edward Elgar: Cheltenham UK, Northampton MA USA.

Brennan, R., Canning, L., & McDowell, R. (2014) Business-to-Business marketing. 3rd

Edition. Sage Publications.

Carson, D., Gilmore, A. & Rocks, S. (2004) SME marketing networking: a strategic
approach. Strategic Change. 13. 7. 369-382.

Carter, S. & Jones- Evans. D. (2006) Enterprise and small business - principles, practice
and policy. Second Edition. Prentice Hall: Essex, England.

Centeno, E. & Hart, S. (2010) The use of communication activities in the development of
small to medium-sized enterprise brands. Marketing Intelligence and Planning. 30. 2. 250-
255.

Chaston, I. (2000) Entrepreneurial marketing -competing by challenging conventions.

Ichor Business Book. 1st Edition. West Lafayette, Indiana.

Chaston, I. (1997) How interaction between relationship and entrepreneurial marketing
may affect organizational competencies in small UK manufacturing firms. Marketing
Education Review. 7. 3. 55-65.

Collins, B. (2012) Networking and the power of being connected. Journal of Environmental
Health. 75. 3. 4-5.

Collinson, E. & Shaw, E. (2001) Entrepreneurial marketing- a historical perspective on

development and practice. Management Decision. 39.9. 761-766.

Corbin, J. & Strauss, A. (2008) Basis of qualitative research: techniques and procedures

for developing grounded theory. 3rd Edition. Thousand Oaks: Sage Publications.



93

Donaldson, B. (1998) Sales management- theory and practice. Second Edition. Macmillan
Press Ltd. Great Britain, London.

Dubois, A. & Gadde, L. (2002) Systematic combining: an abductive

Approach to case research. Journal of Business Research, 55, 553-560.

Eisenhardt, K. M. (1989) Building theories from case study research.
The Academy of Management Review, 14, 4, 532-550.

Entrepreneurial marketing: explore the strategy of entrepreneurial marketing. (2014) [www
document]. [Accessed 10 April 2014]. http://www.marketing-schools.org/types-of-

marketing/entrepreneurial-marketing.html

Jeffecoate, J., Chappell, C. & Feindt, S. (2002) Best practice in SME adoption of E-
commerce. Benchmarking: An International Journal. 9. 2. 122-132.

Bishop, M. (2004) Essential economics: an A to Z guide. The Economist. 67.1.1-282.

Fillis, I. (2010) The art of the entrepreneurial marketer. Journal of Research in Marketing
and Entrepreneurship. 12. 2. 87-107.

Furlan, A., Grandinetti, R. & Paggiaro, A. (2014) Unveiling the growth process:
entrepreneurial growth and the use of external resources. International Journal and

Entrepreneurial Behavior and Research. 20.1.20-41.

Gabirielli, V. & Balboni, B. (2010) SME practice towards integrated marketing

communications. Marketing Intelligence and Planning. 28. 3. 275-290.

Gaddefors, J. & Andersen, A.R. (2008) Market creation: the epitome of entrepreneurial

marketing practices. Journal of Research in Marketing and Entrepreneurship. 10.1. 19-39.

Gilmore, A. (2011) Entrepreneurial and SME marketing. Journal of Research in Marketing
and Entrepreneurship. 13.2. 137-145.



94

Gilmore, A. Carson, D. & Grant, K. (2001) SME marketing in practice. Marketing
Intelligence & Planning. 19. 1. 6-11.

Good, D.J., & Evans, K.R. (2001) Relationship unrest: a strategic perspective for

business-to-business marketers. European Journal of Marketing. 35. 6. 549-555.

Gordon, C. & Margolis, N. (2005) why is B2B so far ahead of B2C in the digital marketing
area. Precision Marketing. 17. 29. 14-15.

Groucutt, J. (2005) Foundations of marketing. Hampshire, Palgrave Macmillan.

Hacioglu, G., Eren, S.S., Eren, M.S. & Celikkan, H. (2012) The effect on entrepreneurial
marketing on firms innovative performance in Turkish SMEs. Social and Behavior
Sciences. 58. 871- 878.

Hill, J. (2001) A Multidimensional study of the key determinants of effective SME
marketing activity: Part 2. International Journal of Entrepreneurial Behavior and Research.
7.6.211-235.

Hills, G.E. & Hultman, C. (2013) Entrepreneurial marketing: conceptual and empirical
research opportunities. Entrepreneurship Research Journal. 3.4. 437-448.

Hills, G.E., Hultman, C.M. & Miles, M.P. (2008) The evolution and development of

entrepreneurial marketing. Journal of Small Business Management. 46. 1. 99-112.

Hirsjarvi, S. & Hurme, H. (2001) Tutkimushaastattelu- teemahaastattelun teoria ja

kaytantd. Helsinki: Yliopistopaino.

Hirsjarvi, S., Remes, P. & Sajavaara, P. (2004) Tutki ja kirjoita. Helsinki:

Kustannusosakeyhtié Tammi.

Hol, A. (2013) Information systems development: reflections, challenges and new

directions. Springer Science and Business Media. New York.

Hollensen, S. (2000) Global marketing: a decision-oriented approach. Fifth Edition.

Pearson Education Limited: Essex, England.



Hollensen, S. (2010) Marketing management: a relationship approach. Second Edition.

Pearson Education Limited: Essex, England.

Hollensen, S. (2011) Global marketing a decision-oriented approach. 5th ed. Essex,

Prentice Hall Financial Times.

Homburg, C., Schafer, H. & Schneider, J. (2012) Sales excellence - systematic sales

management. Springer. Munchen, Germany.

Hallback, J. & Gabrielsson, P. (2013) Entrepreneurial marketing strategies during the
growth of international new ventures originating in small and open economies.
International Business Review. 22. 6. 1008-1020.

Iglesias-Pradas, S., Pascual-Miguel, F., Hernandez-Garcia, A. & Chaparro-Pelaez, J.
(2013) Barriers and Drivers for Non-Shoppers in B2C e-commerce: A latent Class

Exploratory Analysis. Computers in Human Behavior. 29.2.314-322.

Katsikis, I.N., & Kyrgidou, L.P. (2008) Entrepreneurship in teleology: the variety of the

forms. International Journal of Entrepreneurial Behavior and Research. 15. 2. 209-231.

95

Kotler, P. (2000) Marketing management. The Millennium Edition. Prentice Hall Inc. New

Jersey.

Kotler, P. & Keller, K.L. (2012) Marketing management. Global Edition. Pearson

Education Limited: England, Essex.

Kotler, P. & Pfoertsch, W. (2007) Being known or being one of many: the need for brand

management for business-to-business (B2B) companies. Journal of Business & Industrial

Marketing 22, 6, 357-362.

Leek, S. & Christodoulides, G. (2011) Brands: just for consumers? Introduction to the

special issue on B2B branding. Industrial Marketing Management 40, 1, 1060-1062.

Mandell, L. (2009) Marketing’s 4 P’s: The consumer angle. School Library Journal. 55.
10.54-55.



96

Martin, D. M. (2009) The entrepreneurial marketing mix: qualitative market research. An
International Journal. 12.4, 391-403.

McDaniel, C. & Gates, R. (2006) Marketing research essentials. Fifth edition. United

States of America: John Wiley & Sons, Inc.

Miles, M.B & Huberman, M. (1994) Qualitative data analysis: An Expanded Sourcebook.
2nd Edition. Thousand Oaks: Sage Publications.

Miles, M.B & Huberman, M. (2002) The qualitative researcher’s companion. 2nd Edition.

Thousand Oaks: Sage Publications.

Morris, M.H., Schindehutte, M. & LaForge, R.W. (2001) The emergence of entrepreneurial
marketing: nature and meaning. [www document]. [Accessed 5 April 2014].
Availablehttp://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.200.1408&rep=rep1l&t

ype=pdf

Morrish, S.C., Miles, M.P. & Deacon, J. H. (2010) Entrepreneurial marketing:
acknowledging the entrepreneurial and customer-centric interrelationship. Journal of
Strategic Marketing. 18.4. 303-316.

Mort, S.G., Weerawardena, J. & Liesch, P. (2008) Advancing entrepreneurial marketing.
European Journal of Marketing. 46. 3-4. 542-561.

Nobre, H. & Silva, D. (2014) Social network marketing strategy and SME strategy

benefits. Journal of Transnational Management. 19. 2. 138-151.

O’Dwyer, M., Gilmore, A. & Carson, D. (2009) Innovative marketing in SME’s: a

theoretical framework. European Business Review. 21.6. 504-515.

O’Malley, L. & Tynan, C. (2000) Relationship marketing in consumer markets: rhetoric or

reality. European Journal of Marketing. 34. 7. 797-815.

Osiri, J. K. (2013) Entrepreneurial marketing: activating the four P’s of marketing strategy

in entrepreneurship. Entrepreneurial Executive. 18. 1. 1-7.



97

Potinecke, T. (2009) A road map to the development of european SME networks.
Springer. London.

Rahman, H. & Ramos, I. (2014) Open innovation in SMESs: prospects and challenges.

Springer-Verlag. Berlin, Germany.

Regien, S. (2014) The effects of performance-based contracts on incremental and radical
innovation in inter organizational relationships. Academy of Management Annual Meeting
Proceedings. 1450-1455.

Resnick, S., Cheng, R., Brindley, C. & Foster, C. (2011) Aligning teaching and practice: a
study of SME marketing. Journal of Research in Marketing and Entrepreneurship.
13.1.37-46.

Saunders, M., Lewis, P. & Thornhill, A. (2009) Research methods for
business students. 5th edition. Harlow: Pearson Education

Schoonjans, B., Cauwenberge, P.V. & Bauwhede, H.V. (2011) Formal business
networking and SME growth. Small Business Economics. 41.1.169-181.

Shank, G.D. (2006). Qualitative research: a personal skills approach. 2. Edition. Upper

Saddle River, NJ: Pearson Education.

Sole, M. (2013) Entrepreneurial marketing: conceptual exploration and link to

performance. Journal of Research in Marketing and Entrepreneurship. 15. 1. 23-38.

Spence, M. & Essoussi, L. H. (2008) SME brand building and management: an
exploratory study. European Journal of Marketing. 44.8.1037-1054.

Stokes, D. (2000) Putting entrepreneurship into marketing: the process of entrepreneurial

marketing. Journal of Research in Marketing & Entrepreneurship. 2.1.1-16.

Stokes, D. & Lomax, W. (2002) Taking control of word of mouth marketing: the case of an
entrepreneurial hotelier. Journal of Small Business and Enterprise Development. 9. 4.
349-357.



98

Wei, Z. Yi, Y. & Yuan, C. (2011) Bottom-up learning, organizational formalization and
ambidextrous innovation. Journal of Organizational Change Management. 24. 3. 314-329.

Weitz, B. A. & Bradford, K. D. (1999) Personal selling and sales management: A
relationship marketing perspective. Journal of the Academy of Marketing Science. 27. 2.
241-254.

Yin, R. K. (1994) Case study research: design and methods. 2nd edition. Thousand Oaks
(CA): SAGE Publications.

Yin, R. K. (2009) Case study research: design and methods. 4th edition.
Thousand Oaks: SAGE Publications.

Young, L. (2004) Media Strategies for SMEs. Special report. [www document]. [Accessed
5 April 2014]. https://portti.lut.fi/f5-w-
687474703a2f2f636f6e74656e742e656273636f686f73742e636f6d$$/pdf10/pdf/2004/QSZ
/30Jan04/12187001.pdf?T=P&P=AN&K=12187001&S=R&D=bth&EbscoContent=dGJyM
NLe80SeqLI4v%2BbwOLCmrOyeprVSrqe4TLCWxWXS&ContentCustomer=dGJyMPGqtU
%2B2pg5MuePfgeyx44Dt6fIA



99

Appendix 1. Interview questions

uestions

1. Basic information /Perustiedot

1.1. What is the role of interviewee in the company?
Mik& on haastateltavan asema yrityksessa?

1.2 What is the industry where the company is operating?
Mik& on yrityksen toimiala?

1.3. What is the number of employees?
Mik& on henkildston maara?

1.4. When was the company established?
Min& vuonna yritys perustettiin?

1.5. What was the turnover of the company in 2013 and has there been growth in the recent
years? Mika oli yrityksen liikkevaihto vuonna 2013 ja onko lahivuosina ollut kasvua?

1.6. Is the company international and what is the degree of internationalization? (agent,
export, factory abroad, international sales representatives etc. )

Onko yritys kansainvalinen ja mikd on kansainvalistymisaste? (agentteja, vientid, tehdas
ulkomailla tai kansainvalisid myynti edustusto)

2. Marketing / Markkinointi

2.1. What is the importance of marketing in a company?
Mik& on markkinoinnin tarkeys yrityksessa?

2.2. The core elements of marketing?
Mitk& ovat paaelementit markkinoinnissa?

2.3. Does the entrepreneur plan the marketing for the company and if not who does?
Tekeekd yrittaja markkinointisuunnitelman yritykselle ja jos ei, kuka tekee?

2.4. What kind of targets are set to the marketing planning and are the results measured?
Minkélaisia tavoitteita markkinointisuunnitelmalle yleenséd asetetaan ja mitataanko
vaikutusta?

2.5. How the actual marketing plans are implemented?
Miten konkreettiset markkinointisuunnitelmat on toteutettu?

3. Characteristics

3.1. Proactiveness

3.1.1. Is marketing planned and if yes how many months in advance?
Suunnitellaanko markkinointia ja kuinka monta kuukautta etukateen mikali suunnitellaan?
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3.1.2. How often marketing plans are done (months or years)?
Kuinka usein markkinointisuunnitelmia tehdaan (kuukausien tai vuosien tarkkuudella)?

3.1.3. Is the need of marketing estimated beforehand and how?
Ennakoidaanko markkinoinnin tarvetta yrityksessa ja miten?

3.2. Innovativeness & opportunities

3.2.1. Does marketing planning try actively to differentiate from competitors and how?
Pyritaankd markkinoinnissa aktiivisesti erottumaan kilpailijoista ja miten?

3.2.2. Has the company launched new products or services in recent years and is it planning
to make new launches in future?

Onko yritys lanseerannut uusia tuotteita tai palveluita viime vuosina ja onko suunnitelmia
tehd& uusia lanseerauksia tulevaisuudessa?

3.2.3. Has there been used new channels or methods in the marketing and if there has been
how the company has decided to use those channels?

Onko markkinoinnissa kaytetty uusia kanavia tai metodeja? Miten on paadytty uusiin
kanaviin?

3.3. Risk-taking

3.3.1 How the management or entrepreneur is making decisions and are decision based on
personal knowledge and/or market research?

Kuinka yrityksen johto tekee paétoksia ja perustuuko paatdsten teko henkildkohtaiseen
osaamiseen ja/tai markkinatutkimukseen?

3.3.2. How does the management of the company consider risk-taking in decision making
process?
Miten johto suhtautuu riskien ottamiseen paatoksentekoprosessissa?

3.3.3. What kind of risk the company has taken generally in recent years?
Minkalaisia riskeja yritys on yleisesti ottaen ottanut I&hivuosina?

3.3.4. Does the company take risks in marketing and what kind of risks?
Otetaanko riskeja markkinoinnissa ja minkalaisia?

3.4. Resource-leverage

3.4.1. What are the most important resources of the company?
Mitka ovat yrityksen tarkeimmat resurssit?

3.4.2. How the company tries to improve the utilization of important resources?
Miten yritys yrittaé tehostaa tarkeiden resurssien kayttoa?

3.4.3. Is there resources (time, finance, knowledge) that are limiting marketing planning and
implementation?

Onko resursseja (aika, rahoitus, osaaminen), jotka rajoittavat markkinoinnin suunnittelua ja
toteutusta?

3.4.4. In occasion when there are no resources for marketing, what is done?

Mikali resursseja ei markkinointiin ole miten toimitaan?
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3.5. Value creation

3.5.1. The most important value company provides to its customers?
Mik& on yrityksen suurin tuottama arvo asiakkailleen?

3.5.2. How the value differentiates from competitors offering? Miten arvo poikkeaa
kilpailijoidentarjoamista?

3.5.3.What kind of value marketing creates to the company? Minkélaista arvoa
markkinointi lisaa yritykselle?

3.6. Customer Intensity

3.6.1. How the company does CRM in practice?
Kuinka yritys huolehtii asiakassuhteistaan kaytannossa?

3.6.2. Does the company concentrate on building new customer relations or revitalizing old
relations?

Keskitytaankd enemman rakentamaan uusia asiakassuhteita tai vanhojen asiakkuuksien
hoitamiseen?

4. Entrepreneurship /yrittajyys

4.1. Is the original entrepreneur still owner or manager of the company?
Onko yrityksen alkuperainen perustaja yrittaja viela yrityksen omistaja tai tydskenteleekd
johtotehtévissa?

Not entrepreneur
4.2. What characteristics the person that started the company has?
Minkalaisia ominaisuuksia yrityksen perustaneella yrittjalla on?

4.3. Does the entrepreneur make operative work or focuses on management?
Tekeekd yrittdja operatiivista suorittavaa tyota vai keskittyyko johtamiseen?

Entrepreneur
4.2. Describe what kind of entrepreneurial characteristics you have?
Kuvaile minkalaisia yrittajamaisia ominaisuuksia sinussa on?

4.3. Have you changed your role in the company since you have established the company?
Onko roolisi muuttunut yrityksessa sen jalkeen, kun yritys on perustettu?

5. Processes

5.3. Networking

5.3.1. What kind of networks the entrepreneur /company has?
Minké&laisia verkostoja yrittajalla/yrityksella on?

5.3.2. How has the networks improved company’s operations and profit?
Miten verkostot ovat parantaneet yrityksen toimintaa ja tulosta?

5.3.3. Does the entrepreneur/company use his/her own networks in the marketing?
Pyrkiiko yrittaja/yritys verkostojensa kautta markkinoimaan?
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5.4. Sales

5.4.1. Does the company do B2B or B2C sales?
Tekeekd yritys B2B vai B2C kauppaa?

5.4.2. What kind of sales the company does, is there large or small customer base?
Minkalaista myyntia yritys tekee, onko myynti isojen asiakasmdaarien hallintaa vai
pienemman asiakaspohjan perustuvaa?

5.4.3. Does the entrepreneur/company consider selling to be part of marketing? and how
Kokeeko yrittdja/yritys myynnin olevan osa markkinointia ja miten?

5.5. Word-of-mouth marketing

5.5.1. Does the company communicate face to face with customers about the offering?
Kommunikoiko yritys tuotteistaan tai palveluistaan kasvokkain asiakkaan kanssa?

5.5.2. Have references resulted to new customer relationships and how many?
Onko yritys saanut uusia asiakkaita referenssien kautta ja kuinka paljon?

5.5.3. Are references important in the marketing and are those utilized?
Ovatko referenssit tarkeita yrityksen markkinoinnissa ja kaytetaanko niita?
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