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ABSTRACT 

Small and medium enterprise and entrepreneurship development are highly pivotal to 
economic growth. Small and medium enterprise is one of the largest economic sectors 
globally, whereas, marketing is one of the greatest challenges faced by small and 
medium enterprise entrepreneurs. The research in small and medium enterprise 
marketing, also commonly referred as entrepreneurial marketing, has progressed 
rapidly over the last decade, however, the theoretical developments in entrepreneurial 
marketing domain are inadequate as yet. Due to this, higher education institutions are 
also using outdated curricula to teach entrepreneurial marketing, as theoretical 
developments contribute towards the development of curricula. Moreover, pedagogical 
choices of business schools for entrepreneurship education are also mismatched with 
the practical entrepreneurial needs. Thus, a wide theory/pedagogy-practice gap has 
emerged in the domain of entrepreneurial marketing, due to which, graduates are 
lacking in practical entrepreneurial marketing skills that are required for the survival of 
small and medium enterprise ventures. To bridge this gap, the current research is aimed 
at: 1) exploring entrepreneurial marketing practices of graduate entrepreneurs during 
the start-up phase, 2) exploring entrepreneurial marketing challenges faced by graduate 
entrepreneurs during the start-up phase, and, 3) developing a practical model of 
entrepreneurial marketing pedagogy. For first two explorations, the current study has 
used a purely qualitative method i.e., the case study in which four small and medium 
enterprises owned and managed by graduate entrepreneurs were studied. The first 
exploration has foregrounded 11 entrepreneurial marketing dimensions, as well as how 
entrepreneurs practice each dimension within their network, thus, making significant 
theoretical developments. The second exploration has foregrounded two types of 
entrepreneurial marketing challenges i.e., social and educational. Using educational 
challenges, a practically implementable entrepreneurial marketing pedagogy model is 
developed to achieve the third objective, which is also the major and practical 
contribution of current study. 
 
Keywords: Entrepreneurial marketing, entrepreneurship education, theory-practice 
gap, graduate entrepreneur, qualitative 
  



 iv 

ABSTRAK 

Perusahaan kecil sederhana dan pembangunan keusahawanan amat penting untuk 
pertumbuhan ekonomi. Perusahaan kecil sederhana merupakan antara sektor ekonomi 
terbesar secara global, dan pemasaran adalah antara cabaran terhebat yang dihadapi 
oleh usahawan perusahaan kecil sederhana. Kajian tentang pemasaran perusahaan kecil 
sederhana atau lebih dikenali sebagai pemasaran keusahawan, telah berkembang pesat 
dalam dekad sebelum ini, namun, perkembangan ekonomi dalam domain pemasaran 
keusahawan secara teorinya masih belum mencukupi. Oleh demikian, institusi 
pengajian tinggi juga menggunakan kurikulum yang ketinggalan untuk mengajar 
pemasaran keusahawan, memandangkan perkembangan teori menyumbang terhadap 
pembangunan kurikulum. Selain itu, pilihan pedagogi pusat pengajian perniagaan 
untuk pendidikan keusahawanan juga tidak padan dengan keperluan amalan 
keusahawanan. Oleh itu, jurang teori/amalan pedagogi telah wujud dalam domain 
pemasaran keusahawan, memandangkan siswazah kekurangan kemahiran praktikal 
pemasaran keusahawan yang diperlukan untuk usaha kelangsungan perusahaan kecil 
sederhana. Untuk merapatkan jurang tersebut, kajian ini bertujuan; 1) meneroka amalan 
pemasaran keusahawan siswazah keusahawanan semasa fasa permulaan, 2) meneliti 
cabaran yang dihadapi siswazah keusahawanan semasa fasa permulaan, dan, 3) 
membangunkan model pedagogi pemasaran keusahawan yang praktikal. Bagi dua 
penerokaan yang pertama, kajian ini menggunakan kaedah kualitatif, iaitu kajian kes 
yang menyelidik empat perusahaan kecil sederhana yang dimiliki dan diuruskan oleh 
siswazah keusahawanan. Penerokaan pertama menumpukan kepada 11 dimensi 
pemasaran keusahawan serta cara usahawan mengamalkan setiap dimensi dalam 
jaringan mereka, kemudian teori dikembangkan secara signifikan. Penerokaan kedua 
menumpukan kepada dua jenis cabaran pemasaran keusahawan, iaitu sosial dan 
pendidikan. Dengan menggunakan cabaran pendidikan, model pedagogi pemasaran 
keusahawan yang dapat dilaksanakan secara praktikal telah dibangunkan untuk 
mencapai objektif ketiga yang juga merupakan penyumbang utama dan praktik untuk 
kajian semasa.  
 
Kata kunci: pemasaran keusahawanan, pendidikan keusahawanan, jurang teori-
amalan, siswazah keusahawanan, kualitatif 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study  

Economic growth through entrepreneurship development is a key concern globally (Ha 

& Hoa, 2018; Ogbari et al., 2019; Szerb & Trumbull 2018). Many countries are taking 

a range of initiatives to develop entrepreneurship in their economies (see Otchia, 2019; 

Pierrakis, 2018). This is because entrepreneurship holds a key importance in a country’s 

economy as it contributes in the economic growth as well as creates employment 

opportunities for citizens (Evoma, 2017). In this context, “an entrepreneur is a person 

who perceives an opportunity and creates an organization to pursue it” (Bygrave & 

Hofer, 1991, p. 14). The foundation of any progressive country is entrepreneurship 

because the entrepreneurs create jobs, introduce new products and services and make 

the economy flexible enough to strive in the ever-changing world (Bakhtiari, 2017). 

Increased employment and higher earnings through entrepreneurship contribute to 

better national income in the form of higher tax revenue and higher government 

spending. This revenue can be used by the government to invest in other weak sectors 

and human capital (Seth, 2017). 

Today, as with advancements in the automation, technology and artificial intelligence, 

more occupations are becoming obsolete, in such scenario, only the sustained 

entrepreneurship could open the doors for autonomous job creations (Bakhtiari, 2017). 

Entrepreneurs create small and medium enterprises (SMEs), and through that, they offer 

new goods and services, break away from tradition and indirectly support freedom by 
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reducing dependence of consumers on obsolete systems and technologies. This results 

in an improved quality of life, improved morale and greater economic freedom (Seth, 

2017). SMEs also get involved in the exports, which is an important ingredient of 

economic development since it provides access to bigger markets, and leads to the 

currency inflows (Evoma, 2017). 

Jutla et al. (2002) state that 80 percent of global economic growth derives from the 

SME sector, and globally, SMEs account for up to 99 percent of all businesses 

depending on what definition is used to describe an SME. For example, in UK, small 

businesses accounted for 99.3 percent of all private sector businesses at the start of 

2017. In the same year, total employment in SMEs was 16.1 million, which is 60 

percent of all private sector employment in the UK (FSB, 2018). Thus, SMEs and 

entrepreneurship are generally acknowledged to be a vibrant and innovative source of 

new ideas in economies and have also been the main source of new employment 

generation in many advanced economies. 

To encourage entrepreneurship as an important driver for job creation, the United 

Nations also has passed a resolution called ‘Entrepreneurship for Development’. This 

resolution has highlighted the importance of teaching entrepreneurial skills at all levels 

of education. The resolution has also emphasized the value of skill development 

training programs, capacity building and start-up incubators as a part of 

entrepreneurship education (EE) (Crossroads Report, 2016). 

Discussing the development of SMEs and entrepreneurship, it is argued that SMEs and 

entrepreneurs worldwide face heaps of challenges, among those, marketing is one of 
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the major concerns for entrepreneurs for the survival and growth of their businesses 

(Cavusgil & Cavusgil, 2012; Krake, 2005; Simpson & Taylor, 2002; Westgren & 

Wuebker, 2019). One of the reasons is that the markets today are more open and global 

than a couple of decades ago and the customers have a free choice to use modern tools 

for accessing the global markets. This brings many challenges for the entrepreneurs 

which include high competition, complexity in coordinating marketing strategies, 

uncertainties and high risk (Cavusgil & Cavusgil 2012; Westgren & Wuebker, 2019). 

Simpson and Taylor (2002) also add to this by stating that many entrepreneurs perceive 

sales and marketing as the most dominant problem they encounter while operating their 

business. Whereas, Krake (2005) sees marketing as a “troublesome and problematic 

undertaking for SMEs” (p. 229). 

Due to lack of many kinds of resources, marketing in SMEs is much different than 

marketing in large organizations (Hill, 2001). Existing literature (e.g., Blankson et al., 

2006; Carson et al., 1998; Moriarty et al., 2008) also highlights, that the characteristics 

of SME marketing are different from those of large organizations. SME marketing 

considers the firm's unique business environment, characteristics of entrepreneurs (such 

as skills and abilities) and resources (O’Dwyer et al., 2009). In SMEs, management 

culture is more innovative and entrepreneurial, and the entrepreneurs tend to be more 

proactive and opportunistic in nature (Day et al., 1998). Numerous authors agree that 

such entrepreneurial marketing (EM) practices and decision-making, tend to be more 

creative, alternative, instinctive (O’Dwyer et al., 2009), informal, unstructured 

(Gilmore et al., 2001), chaotic and unplanned (Carson et al., 1998). Morris et al. (2002) 

define EM as “the proactive identification and exploitation of opportunities for 
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acquiring and retaining profitable customers through innovative approaches to risk 

management, resource leveraging and value creation” (p. 5). As the EM is dominantly 

a problematic area for SMEs, and different than the large organization’s traditional 

marketing (TM), therefore, in the light of United Nations’ resolution, it is important to 

see the role and efforts of education systems worldwide to recognize and acknowledge 

these problems and differences. 

1.1.1 Recognition of EM by Higher Education Institutions (HEIs) 

Large organizational models applied to small firms setting have been criticized in the 

literature (Gilmore et al., 2001). The base of what educational institutions teach students 

about marketing conventionally use examples from large organizations where 

marketing expertise and resources are abundant. Marketing theories at HEIs are 

generally taught from conventional marketing textbooks (e.g., Brassington & Pettitt, 

2007; Jobber, 2009; Kotler et al., 2008) which focus on marketing activities, for 

instance, planning and implementation of marketing mix (4Ps and 7Ps). These theories 

in conventional textbooks are designed primarily for large organizations where human 

and financial resources, and marketing expertise are abundantly available. Owing to 

unique characteristics of SMEs; inherent characteristics of entrepreneurs, dynamic 

business environment and lack of resources within SMEs (Chaston, 1997; Gilmore et 

al., 2001; Hill & Wright, 2001; O’Dwyer et al., 2009) it is unsuitable to accept that 

SMEs can adopt same marketing approaches as used in large organizations (Hill, 2001). 

Hence, there is the need to develop new marketing models which can be used to 

describe the marketing practices of SMEs (Alabduljader et al., 2018; Moriarty et al., 

2008). 
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TM theories and concepts have been based around large organizational practices, and 

marketing curricula at higher education around the world continues to focus on theories 

or models that are implementable in large organizations (Alabduljader et al., 2018; 

Moriarty et al., 2008). Therefore, students tend to be known with large organizations 

such as Proctor and Gamble, Microsoft, and Starbucks, where financial resources and 

marketing expertise are abundant, and therefore, conventional textbook marketing 

models could be implemented effectively. However, these TM theories or models in 

conventional textbooks have completely ignored many unique features of SMEs. 

Hence, it is argued that TM definitions, theories and models in textbooks are not much 

suitable in the context of SMEs (Alabduljader et al., 2018; Carson, 2003; McCartan-

Quinn & Carson, 2003; Moriarty et al., 2008; Simpson et al., 2006; Stokes & Wilson, 

2010). Blankson et al. (2006) argue that small firms do not practice textbook marketing 

because of their distinct marketing style. Gilmore et al. (2001); Hill and McGowan 

(1999) also state that the marketing characteristics of SMEs are different from the 

conventional ones of marketing textbooks, therefore, the need to conduct research 

which is focused at unique characteristics of SMEs is apparent (Alabduljader et al., 

2018; Hill, 2001). Figure 1.1 below is illustrating this practical gap. 

 

Figure 1.1 

Practical gap  
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1.1.1.1  Consequences of Practical Gap 

The differences between how marketing is practiced between small firms and large 

organizations are apparent, especially in setting and achieving long-term objectives and 

carrying out marketing research (Blankson & Stokes, 2002). As the marketing approach 

of SME entrepreneurs is different from the typical practices of large companies, this 

highlights the need to ensure that the students at HEIs learn how marketing is 

undertaken within the SME context, also known as EM. Due to the misfit of TM 

theories, curricula and pedagogies with SME entrepreneur’s practices (i.e., the practical 

gap), the past literature indicates one of the major problems in the entrepreneurship 

career is facing entrepreneurial failure (Baidoun et al., 2018; Bakhtiari, 2017; Garo, 

2017; Gummesson, 2014; Hanage et al., 2016; Hutt & Walker, 2015; Molin & Sjöberg, 

2017; Shahbani et al., 2017). This leads the new entrepreneurs to become unemployed 

again resulting an increase in the unemployment rate rather than creating jobs for others 

(Hayward et al., 2006; Shane et al., 2012). One of the examples is Australia, where 96.8 

percent small business start-ups either exit or grow very little in the first five years after 

start-up (Hendrickson et al., 2015).  

The changes in the marketing dynamics over time are causing more challenges and 

deterioration, and hence, now in recent years, fewer entrepreneurs are entering in the 

market and those who enter are having a greater probability to fail and exit (Bakhtiari, 

2017; Hanage et al., 2016). This declining trend is also a consequence of perceiving the 

EM environment as riskier especially for the nascent entrepreneurs, and this trend is 

shared among almost all industries and sectors (Bakhtiari, 2017; Hanage et al., 2016). 

The failure of entrepreneurs not only affects failing entrepreneurs and job creation but 
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also discourages upcoming potential entrepreneurs from entering the market in the first 

place (Bakhtiari, 2017). In this challenging and riskier marketing environment, if the 

graduate entrepreneurs take initiative to start their own business, research has also 

found those graduate entrepreneurs unprepared to perform marketing functions at the 

start-up of their own SMEs, leading them to entrepreneurial failure (Hanage et al., 2016; 

Shahbani et al., 2017). 

1.1.1.2 Theory/Pedagogy-Practice Gap in Entrepreneurial Marketing 

In the education system, theories contribute to the curriculum development of a subject 

(Plewa et al., 2015), whereas, pedagogy is the methodology of teaching which affects 

the practical outcome or practice of the graduates in their careers (Butts, 2017; Medugu, 

2017; Oyighan & Dennis, 2016). To be a successful entrepreneur, graduating students 

from universities must possess a range of EM skills including product development, 

sales, customer acquisition (Boosting High-Impact Entrepreneurship in Australia, 

2015), creativity, enterprising skills and capacity for innovation (Fenton & Barry, 

2014). On the contrary, the theoretical and pedagogical developments in the domain of 

EM are still inadequate (Amjad et al., 2020b, 2020c; Kucel et al., 2016; Minniti, 2016; 

O’Cass & Morrish, 2015; Plewa et al., 2015; Rideout & Gray, 2013; Vanevenhoven, 

2013). Therefore, research shows that one of the major reasons for being not able to 

perform marketing functions effectively by the graduate entrepreneurs is the gap 

between the theories/pedagogies of marketing, and its practical implications (i.e., 

SME/entrepreneurial marketing practices). Due to this theory/pedagogy-practice gap, 

business schools’ (BSs) graduates are found not to understand the process of marketing 

and lack the skills to a great extent for the real business world (Gosling & Mintzberg, 
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2006; Mintzberg, 2009; Pfeffer & Fong, 2004; Raelin, 2007, 2009; Rousseau, 2012; 

Schoemaker, 2008), which is also leading BSs’ graduate entrepreneurs towards failure 

(Garo, 2017; Gummesson, 2014; Hutt & Walker, 2015; Molin & Sjöberg, 2017; 

Shahbani et al., 2017). 

Overviewing the EM education worldwide, recently, few universities in USA, for 

example, Washington State University, Western Carolina University, Oklahoma State 

University and Arizona State University have introduced the EM courses. Despite the 

recognition and introduction of these courses, the method of teaching (i.e., pedagogy) 

is still similar to that of TM courses (Arizona State University, 2018; Oklahoma State 

University, 2018; Washington State University, 2018; Western Carolina University, 

2018). In UK, EM has also been recognized by the universities such as University of 

Southampton, University of London, University of Liverpool and University of 

Westminster. The pedagogies however used to teach EM courses in the UK are also the 

same as TM courses (University of Liverpool, 2018; University of London, 2018; 

University of Southampton, 2018; University of Westminster, 2018). In Australia, 

currently the University of Tasmania, Swinburne University, Australian Catholic 

University and University of Technology Sydney found to be offering the exclusive 

EM courses to the business students. However, the teaching methodology (i.e., 

pedagogy) of these courses, is also based on the coursework which is no different than 

TM courses (Australian Catholic University, 2018; Swinburne University, 2018; 

University of Tasmania, 2018; University of Technology Sydney 2018). These 

examples indicate the high need for the development of new EM curricula and 

pedagogies. As EM education comes under the broader domain of EE, therefore, the 
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practical gaps within EE could also be assumed in the EM education. In the light of this 

rationale, Alabduljader et al. (2018) also spotlight the universities in the US giving EE 

using the same teaching pedagogies as the traditional business and marketing education. 

According to Iacobucci and Micozzi (2012), in Asian countries in general, the design 

of BSs’ curricula has followed the traditional models, based on functional expertise 

(strategy, human resource management, marketing, finance, etc.). Therefore, as with 

the USA, UK and Australia, similar problems of entrepreneurship pedagogies have 

been identified in the education system of Malaysia. All public universities in Malaysia 

offer EE, but many Malaysian universities lack explicit planning and strong articulated 

EE strategies. Studies on EE in Malaysia (e.g., Ahmad & Buchanan, 2015; Cheng et 

al., 2009; Ismail et al., 2010) conclude that the current pedagogies are ineffective in 

matching students’ skill expectations with their skill acquisition, and a new approach is 

needed. 

In a developing country like Pakistan, the observation is no different than the rest of the 

world. According to Samo (2017), the problem lies in the approach of teaching EM 

education which use conventional approach and overemphasis on how the opportunities 

are identified and pay very little attention on the skill development for opportunity 

exploitation beyond a surface-level discussion. This missing link in EM education 

model negatively affects the entrepreneurship in the country. Therefore, it is important 

to establish sound EM education curricula and pedagogies that develop the 

entrepreneurial attitudes for successful entrepreneurship. Figure 1.2 below illustrates 

the above discussed whole theory/pedagogy-practice gap in the domain of EM. 
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Figure 1.2 

Theory/pedagogy-practice gap in EM  

It is only in recent times that higher education has begun to be perceived as an 

instrument of entrepreneurship promotion. For a long time, the two have kept a distance 

from each other. Universities rarely considered entrepreneurship to be a discipline 

having a body of knowledge that is worthy of being taught and learned (Manimala, 

2017). In the recent years, besides the acknowledgement of EE by the HEIs, there are 

still wide pedagogical gaps prevail worldwide in EE. Minimala (2017) has summarized 

these gaps well, as presented in Table 1.1 below: 

  



 11 

Table 1.1 
University offerings versus entrepreneurs’ needs: A contrasting view 

HEI/Business School Learning Focus Entrepreneurship Training Learning Focus 

Critical judgement after analyzing large 
amounts of information Gut feel decision-making with limited information 

Understanding and recalling the information 
itself 

Understanding the values of those who transmit 
the information 

Assuming goals away Recognizing the widely varied goals 

Seeking (impersonally) to verify the absolute 
truth by study of information 

Making decisions on the basis of judgement of 
trust and competence of people 

Understanding the basic principles of the 
society in the metaphysical sense 

Seeking to apply and adjust in practice to basic 
principles of society 

Seeking the correct answer, with (enough) time 
to do it 

Developing the most appropriate solution under 
pressure 

Learning in the class room Learning while and through doing 

Gleaning information from experts and 
authoritative sources 

Gleaning information from any and everywhere 
and using them to promote business interests 

Evaluation through written assessment Evaluation through judgment of people and events 
through direct feedback 

Success in learning measured by passing of 
knowledge-based examination 

Success in learning measured by solving problems 
and learning from failure 

Source: Manimala (2017), originally adapted from Gibb (1993) 

According to Ahmad and Buchanan (2015), the objectives of fostering EM education 

in universities worldwide should be revisited in such a way as to maximize graduates’ 

acquisition of skills and competencies needed to initiate and sustain new ventures, 

rather than merely focusing on the functional understanding of entrepreneurship and 

marketing. EM education should enhance the attitude of graduates towards self-

employment, risk taking, creative thinking as well as the skills needed to manage and 

run newly created sustainable business ventures (Ahmad & Buchanan, 2015). 



 12 

To conclude the complete background of the current study, Figure 1.3 below illustrates 

three components of the whole theory-practice gap (T-Pgap) in EM. The current study 

has attempted to directly bridge the theoretical and pedagogical gaps as they both 

completely fall under the ‘T-Pgap in EM’ (see Figure 1.3). For practical gap, the current 

study has given thorough practical implications to the policy makers to bridge that, 

hence, addressing all aspects of T-Pgap in EM. 

 

Figure 1.3 

Three components of theory-practice gap  

Since, all the components of T-Pgap (i.e., theoretical, pedagogical and practical) exist 

within the higher education systems that could be from any country in the world, 

therefore, the current study is geographically not bound. This means that the current 

study is having ‘no’ geographic context, thus, it is geographically an open study. The 

actual context of the current study however is the higher education systems because all 
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the gaps (i.e., theoretical, pedagogical and practical) exist within the higher education 

systems. These higher education systems could be from any country in the world, which 

are having similar pedagogical problems. As the all the gaps (i.e., theoretical, 

pedagogical and practical) are not confined by any geography, therefore, the 

contribution of this research would also be to the higher education systems, and not to 

a geographically bound region. 

For the on-field exploration and data gathering regarding the EM phenomenon, there is 

the need to choose a place nevertheless, where EM is highly practiced. In this regard, 

the research says that EM is highly practiced in the developing countries where the 

socioeconomic and macroeconomic indicators are usually unstable, due to which, 

businesses in these countries face greater challenges (Hameed et al., 2017; Singh et al., 

2015). Such instable environment increases the use of EM because it is highly suitable 

at such times (Becherer & Helms, 2016). Therefore, it would be highly suitable if the 

current research opts to gather the data from a place within any developing country. 

One of such countries is Pakistan which is having an unstable economy and business 

environment. A few of the many socioeconomic problems in Pakistan are: power 

shortage, lack of skilled labor, lack of professionalism, change resistant culture, and 

weak legislation and law enforcement (Amjad et al., 2020a), thus, making it highly 

favorable to practice EM. Thus, if the phenomenon of EM is explored in any part of 

Pakistan, it would help obtaining more insightful information regarding the EM 

phenomenon that could add more value to the current research. However, this does not 

define or specify any geographic context. The context of the current research is 
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determined by the research gaps which are prevailing in the ‘higher education systems’ 

irrespective of any geographic boundary. 

1.2 Problem Statement 

EM in SMEs is the most dominated problem that entrepreneurs regularly encounter 

(Cavusgil & Cavusgil, 2012; Krake, 2005; Simpson & Taylor, 2002; Westgren & 

Wuebker, 2019). EM in SMEs is also different than standard marketing in textbooks 

and the way they are taught in the BSs because of limited financial and human resources 

available to SMEs (Grünhagen & Mishra, 2008), which is a practical gap as mentioned 

earlier. Standard marketing in textbooks were originally developed for larger 

enterprises and it widely ignores the marketing particularities of SMEs (Grünhagen & 

Mishra, 2008; Kraus et al., 2007). It is argued that the TM definitions, theories and 

models in textbooks does not apply to the context of small firms (Carson, 2003; 

McCartan-Quinn & Carson, 2003; Moriarty et al., 2008; Simpson et al., 2006; Stokes 

& Wilson, 2010). Blankson et al. (2006) argue that small firms do not practice textbook 

marketing because of their distinct marketing style. 

Similar to the practical gap, the literature on the pedagogic approaches in EE argue that 

the current pedagogies are also ineffective in matching students’ skill expectations with 

their skill acquisition, and a new approach is needed in the SME context (Ahmad & 

Buchanan, 2015; Alabduljader et al., 2018; Cheng et al., 2009; Ismail et al., 2010). 

Alabduljader et al. (2018) argue that the universities are having lack of focus on the 

development of SME oriented curricula, and therefore, recommend the upgradations in 

EE. Many other researches on EM also show a clear theory/pedagogy-practice gap in 
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the domain and argue that entrepreneurial small firms often have different marketing 

behavior than that from the classic textbook approaches and the way these are taught in 

the BSs (Hills et al., 2010; Maritz et al., 2010; Resnick et al., 2011; Resnick et al., 

2016). 

The major reason of this theory/pedagogy-practice gap is the inadequate theoretical 

developments in the EM (Amjad et al., 2020b, 2020c; Kucel et al., 2016; Minniti, 2016; 

O’Cass & Morrish, 2015; Plewa et al., 2015; Rideout & Gray, 2013; Vanevenhoven, 

2013). According to Rideout and Gray (2013), EM is one of those phenomena where 

practices and interventions have raced far ahead of the theories and research needed to 

justify and explain it. This issue has also been highlighted in many international 

marketing and entrepreneurship conferences during the last decade. According to 

O’Cass and Morrish (2015), EM is an area with a very limited empirical work being 

undertaken so far and there is a further need to explore the EM practices. According to 

the above arguments, Figure 1.4 below illustrates the current T-Pgap in EM and its 

reason which is also the aim of the current research. Thus, the simplified version of 

current research problem is illustrated in Figure 1.4. 

 

Figure 1.4 

Reason of theory-practice gap in EM 
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Due to the inadequate theoretical developments in EM domain, a pedagogical gap could 

also be seen from the examples of EE in many countries. For example, the US, UK and 

Australia, that are although among the top three countries for the research in EM 

domain, but the EM courses in these countries are being taught with the similar 

pedagogical approaches as the TM courses (Ahmad & Buchanan, 2015; Alabduljader 

et al., 2018; Cheng et al., 2009; Ismail et al., 2010). Due to this pedagogical gap, the 

graduates are unable to learn the necessary EM skills that are required to survive in the 

practical entrepreneurial world. For example, a study done by Hanage et al. (2016) on 

graduate entrepreneurs, have found the nascent entrepreneurs unprepared for entering 

a competitive marketplace due to lack of marketing skills, insufficient professional 

experience, and weak selling skills, thus, proving a wide T-Pgap in EM. Many other 

studies also indicate this problem that the BSs’ graduates are found not to understand 

the process of marketing and lack the skills to a great extent, that are required to survive 

in the real business world (Gosling & Mintzberg, 2006; Mintzberg, 2009; Pfeffer & 

Fong, 2004; Raelin, 2007, 2009; Rousseau, 2012; Schoemaker, 2008). Surprisingly, 

this T-Pgap in EM, is also a major cause of very low number of business start-ups by 

the university graduates (Crossroads Report, 2016; Nabi et al., 2010). This 

consequential flow due to the T-Pgap in EM is illustrated in Figure 1.5 below: 
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Figure 1.5 

Consequences of theory-practice gap in EM 

Due to the misfit of TM theories, curricula and pedagogies with SME entrepreneur’s 

practices (i.e., practical gap), the past literature indicates one of the major problems in 

the entrepreneurship career is facing entrepreneurial failure (Baidoun et al., 2018; 

Bakhtiari, 2017; Garo, 2017; Gummesson, 2014; Hanage et al., 2016; Hutt & Walker, 

2015; Molin & Sjöberg, 2017; Shahbani et al., 2017). The failure of entrepreneurs not 

only affects failing entrepreneurs and job creation but also discourages upcoming 

potential entrepreneurs from entering the market in the first place (Bakhtiari, 2017). 

Hence, in recent years, fewer entrepreneurs are entering in the market and those who 

enter are having a greater probability to fail and exit (Bakhtiari, 2017; Hanage et al., 

2016). One of the examples is Australia, where 96.8 percent small business start-ups 
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either exit or grow very little in the first five years (Hendrickson et al., 2015). Another 

example is the US, where only half to a third of new enterprises survive beyond 5-10 

years (SBA, 2019). This trend is also a consequence of perceiving the EM environment 

as riskier especially for the nascent entrepreneurs and this trend is shared among almost 

all industries and sectors (Bakhtiari, 2017; Hanage et al., 2016). Entrepreneurial failure 

leads the new entrepreneurs to become unemployed again resulting an increase in the 

unemployment rate rather than creating jobs for others and contributing to the economy 

(Hayward et al., 2006; Shane et al., 2012). The continuing consequences of the T-Pgap 

in EM are further illustrated in Figure 1.6 below: 

 

Figure 1.6 

Further consequences of theory-practice gap in EM 
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For strengthening and clarity of the arguments, Figure 1.7 below is summarizing all the 

literature support to the current research problem and each of its following 

consequences. 

 

Figure 1.7 

Summary of the literature support for the theory-practice gap in EM 

As pedagogy is the methodology of teaching which affects the practices of the graduates 

in their careers (Butts, 2017; Medugu, 2017; Oyighan & Dennis, 2016), there is the 

need for not only the theoretical developments but also the pedagogical developments 

as well alongside, in order to substantially fill the T-Pgap in the EM domain. Ahmad 

and Buchanan (2015) argue that the objectives of fostering EM education in universities 
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worldwide should be revisited in such a way as to maximize graduates’ acquisition of 

skills and competencies needed to initiate and sustain new ventures, rather than merely 

focusing on the functional understanding of entrepreneurship and marketing (like 

traditional coursework). 

Considering, the gaps identified between EM theories/pedagogies and practices; and 

recommendations given by the past literature to further explore the EM practices to 

make theoretical developments, this research aims firstly to explore the EM practices 

of graduate entrepreneurs during the start-up phase, in order to make theoretical 

developments in the domain of EM. And secondly, to explore the EM challenges faced 

by the graduate entrepreneurs during the start-up phase, in order to develop a practical 

model of EM pedagogy by incorporating empirical findings of this research with the 

past EE literature from worldwide, to ultimately bridge the T-Pgap in EM. As the T-

Pgap in EM is a contemporary issue that exists in the higher education systems 

worldwide, therefore, the context of this research is higher education systems 

irrespective of any geographical boundary, and the final outcome i-e., the practical 

model of EM pedagogy would be applicable at the higher education systems globally. 

The purpose of this research is to assist the policy makers at BSs worldwide to produce 

more and high-quality graduate entrepreneurs, who are well equipped with the practical 

EM skills and are better able to compete and survive in the highly competitive and risky 

entrepreneurial world. Thus, such successfully surviving entrepreneurs would result in 

the entrepreneurship development and economic growth. 
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1.3 Research Objectives  

Objective 1 

To explore the EM practices of graduate entrepreneurs during the start-up phase. 

Objective 2 

To explore the challenges in EM faced by the graduate entrepreneurs during the start-

up phase. 

Objective 3 

To develop a practical model of EM pedagogy. 

1.4 Research Questions 

Research Question 1 

How do the graduate entrepreneurs perform EM practices during the start-up phase? 

Research Question 2 

What challenges, and why do the graduate entrepreneurs face challenges while 

practicing EM during the start-up phase? 

Research Question 3 

How would the practical model of EM pedagogy be like? 
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1.5 Scope of the Study 

Based on the exploratory research questions, this is a purely qualitative study. The 

context of the study is the higher education systems because all the gaps (i.e., 

theoretical, pedagogical and practical) exist within the higher education systems which 

could be from anywhere irrespective of any geographical boundary. Thus, the HEIs in 

whichever country in the world are having similar pedagogical problems, come under 

the scope of this study. 

As far as the data gathering is concerned, in order to explore the in-depth and widest 

range of EM practices and challenges, it is required to gather the data from a developing 

country because EM is highly practiced there due to the unstable socio-economic 

conditions. This would enable the researcher to gather the data which is highly 

insightful. Due to this, the final outcome of this research would be richer and more 

credible. Therefore, the final pedagogy model at the end would be able to encompass 

possibly the broadest range of findings, and thus, would be a significant contribution to 

the ‘higher education systems’ worldwide. 

1.6 Significance of the Research 

This research aims to: 1) explore the EM practices of graduate entrepreneurs during the 

start-up phase to make theoretical developments in the EM domain, 2) explore the EM 

challenges faced by the graduate entrepreneurs during the start-up phase, and, 3) 

develop a practical model of EM pedagogy by incorporating empirical findings of the 

Research Question 2 with the past EE literature from worldwide, to ultimately bridge 
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the T-Pgap in EM. The new practical model of EM pedagogy could be used by the BSs’ 

policy makers worldwide to upgrade the current business and entrepreneurship 

education systems, and fill or minimize the T-Pgap in EM. This could ultimately help 

in producing more successful graduate entrepreneurs in the future. Contributing to solve 

a contemporary issue, the current study is mainly an applied research, and along with 

its practical contributions, it has also contributed theoretically; methodologically; and 

contextually (as reported in the later chapters). 

1.7 Definition of Key Terms 

1.7.1 Entrepreneur 

A simple and widely used definition of entrepreneur is given by Bygrave and Hofer 

(1991) who state that “an entrepreneur is a person who perceives an opportunity and 

creates an organization to pursue it” (p. 14). 

1.7.2 Entrepreneurial Marketing (EM) 

Kraus et al. (2010) describe EM in simple words as “marketing activities with an 

entrepreneurial mindset” (p. 2), which is commonly practiced by SME entrepreneurs 

(Martin, 2009). The current study has also used the term EM in the same context. The 

comprehensive definition of EM however is given by Morris et al. (2002), which is “the 

proactive identification and exploitation of opportunities for acquiring and retaining 

profitable customers through innovative approaches to risk management, resource 

leveraging and value creation” (p. 5). 
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1.7.3 Small and Medium Enterprise (SME) 

There is no standard universal definition of what constitutes an SME (Bocconcelli et 

al., 2018). However, according to the European Commission (2003), SMEs are those 

firms with fewer than 250 employees and have an annual turnover not exceeding €50 

million or an annual balance sheet not exceeding €43 million. This widely accepted 

definition is also followed by the current study. 

1.7.4 Theory-Practice Gap (T-Pgap) 

The gap between what is taught at schools and what is practiced professionally in the 

fields, is generally referred as theory-practice gap. In the context of current study, it is 

the combination of theoretical and pedagogical gaps as illustrated in Figure 1.3. 

1.8 Organization of the Thesis 

This thesis consists of five chapters namely, Introduction, Literature Review, Research 

Methodology, Research Findings, Discussion and Conclusion. The Introduction 

chapter starts with the broader issue i.e., economic growth through entrepreneurship 

development. Following the broader issue, it highlights the importance of 

entrepreneurship and SMEs, then narrowing down to the major problem of SMEs i.e., 

EM. Following that, the current role that the higher education system is playing was 

highlighted with the identification of theoretical, pedagogical and practical gaps in the 

domain of EM. Based on these gaps, the context of the current study i.e., ‘higher 

education systems’ irrespective of any geographical boundary was clarified. The gaps 

were further elaborated and discussed in depth in the problem statement which has led 
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to three research objectives and questions. At the end, scope and significance of the 

study, and definition of the key terms was given. 

The chapter of Literature review begins with the detailed explanation of the main 

phenomenon, i.e., EM, including historical and conceptual details. This is followed by 

the detailed comparison between the EM and TM. After that, all the dimensions of EM 

found in the literature are explained. Following that, a systematic literature review of 

the EM domain over the last decade has been done, and the challenges in EM are also 

discussed. After that, the T-Pgap was discussed, followed by the discussion on suitable 

pedagogy for EM, which is also used as a theoretical lens aiming at developing a new 

model of EM pedagogy. There are two more theoretical lenses used by the current study 

i.e., seven dimensions of EM, which is a specifically focused lens to advance the theory 

of EM (Research Objective 1); and, Human Capital Theory which is a broader 

theoretical lens to guide and keep the research focused at its broader issue. 

The Research Methodology chapter is beginning with five important philosophical 

assumptions which has guided the research process throughout. Then, the qualitative 

research design which is based on case study method is explained in detail including 

the contexts, instruments and processes. At the end, the research paradigm is given. 

The Research Findings chapter is starting with the reporting of narrative data including 

the histories of case firms and participants. This is followed by reporting all the EM 

dimensions (both, previously known and newly discovered) as an outcome of the first 

research question. Following that, the chapter is reporting two main types of EM 

challenges and elaborating on them as an outcome of second research question. 
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The final chapter Discussion and Conclusion is starting with the discussion on the 

findings of Research Question 1 in the light of literature used in the Literature Review 

chapter. This has led to the development of ‘conceptual model of practicing EM’. 

Following that, the development of EM pedagogy model has been carried out in the 

light of recent EE literature which is also used in the Literature Review. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter starts with the main phenomenon, i.e., entrepreneurial marketing (EM), 

including historical and conceptual details, followed by the detailed comparison 

between the EM and traditional marketing (TM). After that, all the dimensions of EM 

found in the literature and the challenges in EM, would be discussed. Following that, 

the theory-practice gap (T-Pgap) would be discussed, followed by the discussion on 

suitable pedagogy for EM, which is also used as a theoretical lens. There are two more 

theoretical lenses used in the current study that are explained towards the end. 

2.2 Entrepreneurial Marketing (EM) 

2.2.1 History of Entrepreneurial Marketing 

In 1987, the first research symposium on marketing and entrepreneurship was held at 

American Marketing Association (AMA) which later became the annual event as 

‘Research at the marketing-entrepreneurship interface conference’ at AMA (Stokes, 

2000a). Many commonalities have been found by the researchers between marketing 

and entrepreneurship, for instance, recognition of opportunities and adaptive to the 

change are the particular areas which overlap between marketing and entrepreneurship 

(Omura et al., 1993). According to Hisrich (1992), marketing is one business function 

which needs to be performed appropriately by the entrepreneurs for successfully 

leading their businesses. For this purpose, a ‘Special interest group’ was created in the 
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UK in 1994 within Academy of Marketing particularly to focus in the marketing and 

entrepreneurship interface (Hulbert et al., 1998; Shaw & Carson, 1995). 

Emphasizing the importance of the relationship of marketing and entrepreneurship, Day 

et al. (1998) argue that successful entrepreneurs practice marketing and the better 

marketers are entrepreneurial in practice. A wide range of entrepreneurial activities, for 

instance, the application of innovative techniques, the identification of new 

opportunities, the conveyance of the products to the marketplace and successfully 

meeting the customer’s needs, are also the fundamental aspects of marketing theories 

(Collinson & Shaw, 2001). A growing number of evidences suggests that the more 

successful firms over time are those that engage in the higher levels of EM activities 

(Morris et al., 2002). 

Hills (1987); and Murray (1981) have proposed that the marketing has much to offer to 

the entrepreneurship, and marketing could also be seen as a key function of a firm, 

which may include creativity and innovation as well (Collinson & Shaw, 2001). 

Empirical evidence shows a significant correlation between a firm’s entrepreneurial 

orientation and marketing, and both are proved to be greatly responsible for the business 

success (Miles & Arnold, 1991). There are three significant areas which overlap in the 

interface of entrepreneurship and marketing: first, both are focused on change, second, 

both are opportunistic in nature, and third, both are innovative in terms of their approach 

to management (Collinson & Shaw, 2001). Aiming to see further historical 

developments, the subsequent section gives an overview of the major theoretical 

developments over the last decade within the EM domain. 
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2.2.1.1  Theoretical Developments in EM Over the Last Decade 

Upon systematically searching the EM literature in the Elsevier’s Scopus Database, the 

initial result revealed 160 articles from the year 1976 to 2018 (see Figure 2.1). 

Narrowing down to the last 11 years, total 140 articles appeared in the search result 

from 2008 to 2018. Then after reviewing these articles, all studies have been extracted 

that have incorporated any type of qualitative research methodology. This brought 52 

articles, among which, ten new models are developed as detailed in subsequent section. 

Figure 2.1 

Number of EM articles per year (Elsevier, 2019) 
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Newly Developed Models 

Among the reviewed papers in EM domain, few studies have attempted to develop new 

models. Table 2.1 lists all the newly developed models over the decade: 

Table 2.1 
Models developed over the decade 

Author and Year Theory / Model 

Gaddefors and Anderson (2009) "The nature and characteristics of entrepreneurial market 
creation" 

Meyers and Harmeling (2011) "The relationship between firm service quality and marketing 
communications" 

Özdemir (2013) "Ambidextrous model of entrepreneurship and social value 
creation" 

Hallbäck and Gabrielsson (2013) "Conceptual model of the development of international EM 
strategies in INVs" 

Wallnöfer and Hacklin (2013) 
"The role of preliminary business model accounts in the 
interpretation of an investment opportunity by business 
angels" 

Jones et al. (2013a) "Strategic network marketing model" 

Franco et al. (2014) "Key dimensions and variables associated with EM in SMEs" 

Alford and Page (2015) "Technology for marketing adoption model" 

Yang and Gabrielsson (2017) "Dynamic model of marketing decision-making process to 
achieve EM by high-tech B2B INVs" 

Ojasalo and Ojasalo (2018) "Service logic business model canvas" 

Source: Amjad et al. (2020b) 

First is by Gaddefors and Anderson (2009), who have examined the theories of 

entrepreneurship and marketing, and compared them with EM practices. Through a case 

study, the authors have identified how interactions based around meanings, purpose and 

identities work to create products, customers, markets and entrepreneurs. They have 

come up with the theory explaining the nature and characteristics of entrepreneurial 

market creation. 



 31 

Second, Özdemir (2013) has investigated the process of social value creation (SVC) 

and found four things: 1) antecedents of non-profit and for-profit enterprises,  2) 

antecedents of entrepreneurship process,  3) ambidextrous dimensions of social value 

creation and 4) ambidextrous entrepreneurship process. EM is found to be crucial which 

goes along with the overall process of SVC. This has been presented in a model as well, 

illustrating the flow of the whole process of SVC. 

Third, Wallnöfer and Hacklin (2013) have explored how the business angels perceive 

a new business model to make their decisions to finance it. The authors have found that 

business angels do not particularly follow the theoretical business model to make their 

decisions, rather they prefer to play in practical way by making the theoretical business 

model as a playground for an interactive communication with the entrepreneur or team 

members. During the communication, the business angels look for characteristics and 

practical skills of the team members who presented the business model. The results 

show three major characteristics that business angels specifically try to find in the team 

members or entrepreneur: 1) open, 2) competent and 3) reliable. The authors have given 

a model presenting the role of preliminary business model accounts in the interpretation 

of the investment opportunity by the business angels. 

Fourth, Jones et al. (2013b) have explored the strategic networks in business to business 

(B2B) context from the EM and value creation perspective. EMICO framework Jones 

and Rowley (2009), is used as the interview protocol. Six types of strategic networks 

have been identified in the findings, namely: 1) intra-firm networks, 2) social networks, 

3) customer networks, 4) innovation networks, 5) business networks, and 6) marketing 
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and sales networks. In the end, based on the analysis, a ‘Strategic network marketing 

model’ is also presented. 

Fifth, Franco et al. (2014) have explored the EM in small and medium enterprises 

(SMEs), its importance, and the role of founder entrepreneur on EM. The authors have 

found that in SMEs, marketing is informal and reactive to market opportunities, and the 

founder entrepreneur has much influence on the decision-making process. The major 

theoretical contribution of this study is the identification of key dimensions and 

variables associated with the EM in SMEs. 

Sixth, Alford and Page (2015) have investigated about the knowledge of adoption of 

technology for marketing, and challenges in adopting the technology to perform 

marketing. The authors have found that there is a high awareness among the business 

owner-managers in regard to the adoption of technology for marketing, but the major 

barriers are: lack of knowledge and inability to calculate the return on investment in 

technology. In the end, the authors have given a detailed model for adoption of 

technology for marketing in small businesses. Their study has also revealed the new 

way of practicing EM i.e., through technology adoption. 

Seventh, the decision-making process of entrepreneurs of international new ventures 

(INVs) has been examined by Yang and Gabrielsson (2017). They identified two main 

types of decision-making processes i.e., effectual and causal. They further found that 

in high-tech B2B INVs, more EM is achieved by entrepreneurs through effectuation. A 

detailed ‘dynamic model of marketing decision making process’ to achieve EM by 

high-tech B2B INVs, is also presented. 
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Lastly, by using a previously developed ‘Business model canvas’ by Osterwalder and 

Pigneur (2010), Ojasalo and Ojasalo (2018) have modified it into the ‘Service logic 

business model canvas’ by focusing more on service businesses. In their research, they 

have conducted a series of focus group discussions, and based on that, their new model 

evolved. 

As detailed in the previous chapter, in the underdeveloped EM domain (Kucel et al., 

2016; Minniti, 2016; O’Cass & Morrish, 2015; Plewa et al., 2015; Rideout & Gray, 

2013; Vanevenhoven, 2013), there is a need to develop new curriculums of EM at the 

higher education institutions (HEIs), and for that, more theoretical developments are 

currently required. Thus, scholars of EM need to focus highly on developing 

substantive EM theories (O’Cass & Morrish, 2015). 

2.2.2 The Domain of Entrepreneurial Marketing 

There are four fundamental viewpoints on EM (Gross et al., 2014; Hansen & Eggers, 

2010). The primary point of view centres on the commonalities of business and 

marketing (e.g., Carson & Coviello, 1996; Collinson & Shaw, 2001; Kocak & 

Abimbola, 2009). The second viewpoint sees EM as entrepreneurship in marketing, 

investigating entrepreneurship issues through a marketing theoretical lens (e.g., Miles 

& Darroch, 2006; Murray, 1981). The third viewpoint sees marketing in 

entrepreneurship, that is, investigating marketing through entrepreneurship lens (e.g., 

Bjerke & Hultman, 2004; Carson et al., 1995), and fourth point of view focuses on the 

unique issues emerging from amalgamation of entrepreneurship and marketing (e.g., 

Hallbäck & Gabrielsson, 2013; Morris et al., 2002). This research is consistent with the 
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third and fourth perspective as this study is aiming to explore marketing challenges of 

entrepreneurs, thus, from an entrepreneurial lens, the marketing issues would be 

explored. Also, in-line with the fourth perspective, this study is also considering EM as 

a unique concept and has clearly differentiated EM with TM in the subsequent section. 

Although EM could be practiced in all range of firms from SMEs to large organizations 

(Elvira et al., 2014), the term is mostly used to describe the marketing undertaken by 

small and medium sized firms, often at start-up or early growth phase (Collinson & 

Shaw, 2001; Gilmoreet al., 2001; Martin, 2009; Morris et al., 2002). However, as the 

firms grow and expand, they often adopt structured and planned approaches to 

marketing, sometimes referred as traditional or administrative marketing (Morrish et 

al., 2010). 

In this research, the term ‘entrepreneurial marketing’ (EM) is going to be used in the 

context of SMEs because the concept is most frequently used to describe the marketing 

undertaken by small and medium entrepreneurial ventures, sometimes with constrained 

capital which requires creative marketing tactics that could make heavy use of personal 

network by the entrepreneurs (Ali & Seiders, 2011; Collinson & Shaw, 2001; Elvira et 

al., 2014; Gilmore et al., 2001; Martin, 2009; Morris et al., 2002). In a past study, EM 

has also been referred as the unpredicted visionary marketing action of the small 

business entrepreneur (Elvira et al., 2014). 

Grounded in management, entrepreneurship and marketing theories, EM seeks to 

overcome the emphasis on large organizations evident in marketing literature, focusing 

instead on the unique opportunities, strategies, processes and practices of 
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entrepreneurial firms. Opportunities and their identification, creation, exploration and 

exploitation are viewed as the central definitional dimensions of EM, while recognition 

is given to the constraints inherent with being small, such as having limited resources, 

expertise, impact and size (Gilmore, 2011; Kraus et al., 2010; Shane & Venkataraman, 

2000). 

2.2.3 Difference between EM and TM 

According to Kraus et al. (2007), Grünhagen and Mishra (2008), EM is totally different 

than TM. Since, SME entrepreneurs practice marketing with an ‘entrepreneurial’ 

mindset (Kraus et al., 2010), it raises the question that how ‘entrepreneurial’ marketing 

is different than TM practiced in large organizations? To answer this, Stokes (2000) 

explains that TM follows top-down approach, that is, it starts with the formal market 

research, followed by segmentation and choosing target markets, and then positioning 

the product or service using communication tools. It is mainly practiced by large 

organizations that have plenty of financial resources to conduct various costly activities 

like formal market research and mass promotions. On the other hand, SMEs are 

generally constrained with many types of resources such as financial and technical 

expertise, that makes the top-down marketing approach not much suitable for them. 

Therefore, SME entrepreneurs commonly practice EM which follows bottom-up 

approach, that is, the entrepreneurs first choose the target market or segment, and then, 

they get to know about the needs and demands of their targeted segment through 

personal relations, and then, serve them in the best possible ways (Stokes, 2000). This 

approach does not involve costly activities like formal market research or mass 

promotions. The SME entrepreneurs however rely heavily on their personal networks 
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to collect all types of information (e.g. customers’ needs; or product or service 

feedback); and for product or service promotion (i.e. through word of mouth) (Copley, 

2013). Thus, EM is informal, low-cost and ad hoc in nature as compared to the TM 

which is more formal and costlier. Table 2.2 below further shows the basic differences 

between TM and EM: 

Table 2.2 
Difference between traditional marketing and entrepreneurial marketing 

 Traditional Marketing Entrepreneurial Marketing 

Basic Premise Facilitation of transactions and 
market control 

Sustainable competitive advantage 
through value-creating innovation 

Orientation Marketing as objective, 
dispassionate science 

Central role of passion, zeal, 
persistence and creativity in marketing 

Context Established, relatively stable markets Envisioned, emerging and fragmented 
markets with high levels of turbulence 

Marketer’s Role Coordinator of marketing mix; 
builder of the brand 

Internal and external change agent; 
creator of the category 

Market Approach 
Reactive and adaptive approach to 
current market situation with 
incremental innovation 

Proactive approach, leading the 
customer with dynamic innovation 

Customer Needs Articulated, assumed, expressed by 
customers through survey research 

Unarticulated, discovered, identified 
through lead users 

Risk Perspective Risk minimization in marketing 
actions 

Marketing as vehicle for calculated risk 
taking; emphasis on finding ways to 
mitigate, stage or share risks 

Resource 
Management 

Efficient use of existing resources, 
scarcity mentality 

Leveraging, creative use of the 
resources of others; doing more with 
less; actions are not constrained by 
resources currently controlled 

New Product/ 
Service 
Development 

Marketing supports new 
product/service development 
activities of Research and 
Development and other technical 
departments 

Marketing is the home of innovation; 
customer is co-active producer 

Customer’s Role External source of intelligence and 
feedback 

Active participation in firm’s marketing 
decision process, defining all the 
elements of marketing mix 

Source: Morris et al. (2002) 
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2.2.4 Dimension of EM 

2.2.4.1  Proactive Orientation / Proactiveness 

Proactive orientation refers to when an entrepreneur or firm behaves like an agent of 

change. This is the most significant entrepreneurial dimension of EM (Rahim et al., 

2020), in which an entrepreneur or firm create a new market by offering new products 

or services (Lumpkin & Dess, 2001). Proactive orientation makes entrepreneurs find 

new consumer’s needs and take initiatives with the intention of serving those needs 

before anyone else, in order to seize the opportunities (Penpece, 2014). Entrepreneurs 

with proactive orientation, proactively define new market positions and quickly 

develop and launch new products using suitable marketing approaches in a competitive 

environment (Morris et al., 2002). External environment is not seen as the only set of 

circumstances in which an entrepreneur could adjust or react, rather the entrepreneur 

views the external environment as an opportunity horizon where s/he attempts to 

redefine conditions in such a way that it reduces uncertainty and his/her dependency on 

the external environment (Morris et al., 2002). 

According to Hu et al. (2017), proactiveness has a positive effect on the new venture 

performance. It is also highly influential and play a significant role in nurturing the 

entrepreneurial culture within the organization as well (Homsi et al., 2020). According 

to Chin et al. (2016), entrepreneurs demonstrate proactive behaviors to establish 

business networks. Bhatli et al. (2012) have identified that exploiting opportunities is 

one of the reasons for which entrepreneurs demonstrate proactiveness. Proactiveness 

often leads entrepreneurs towards propensity to innovate as well (Jones & Rowley, 



 38 

2012). Thus, the entrepreneurs demonstrate proactive behavior for entrepreneurial 

networking; making innovations; and exploiting opportunities. 

2.2.4.2  Opportunity Driven 

Opportunities are those market positions which are unnoticed and potential source of 

sustainable profit. Opportunities reflect the market’s imperfections and the knowledge 

about how to exploit these imperfections distinguish EM (Morris et al., 2002). 

Opportunity driven refers to continuous recognition and pursuit of opportunity without 

regard to the resources controlled. Opportunity driven behavior is the one in which 

along with the routine marketing activities, an entrepreneur continuously seeks the gaps 

in the market through ongoing market research and grab any new opportunity which 

seems profitable (Morris et al., 2002; Penpece, 2014). Thus, opportunity driven is a 

significant factor towards EM (Rahim et al., 2020). Following that, an entrepreneur 

makes strategies focusing on new products and markets in order to expand his/her 

opportunity horizon. S/he use real time tactics and proactive intelligence to find 

untapped market positions and also use alternative methodologies to discover unmet 

needs. Entrepreneurs also rapidly learn from market experiments and carry on with 

redefining the opportunities (Morris et al., 2002). 

According to Hu et al. (2017), the dimension of opportunity driven has a positive effect 

on the new venture performance. Entrepreneurs recognize and exploit new 

opportunities by using their all kinds of networks, depending on the type of 

opportunities (Jones et al., 2013). For example, in the case of exploiting a market 
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opportunity, an entrepreneur could rely on the customers’ information, and in case of 

an investment opportunity, an entrepreneur may rely on close strategic partners. 

2.2.4.3  Risk Taking Orientation / Risk Management 

According to Morris et al. (2002), risk taking orientation is the quality of an 

entrepreneur in which s/he stays in comfort with random variance and ambiguity. This 

is an entrepreneurial dimension of EM as entrepreneurship is bound with calculated 

risk-taking and making efforts to identify risk factors, and then, to minimize or deal 

with those factors (Morris et al., 2002). Thus, risk management is a significant factor 

towards EM (Rahim et al., 2020). In EM, an entrepreneur manages the risk through 

higher levels of innovation and more rapid experiential learning. In entrepreneurial 

firms, risks are reflected in resource allocation, choice of products and services, and 

market decisions made by the entrepreneur. In order to minimize the risk, the 

entrepreneurs make alliances, perform test marketing, do trial launches and conduct 

consumer researches etc. So, as a risk facing person in EM, the entrepreneur enhances 

the firm’s level of control in strategic decisions and actions (Morris et al., 2002). 

According to Hu et al. (2017), risk taking orientation has a positive effect on the new 

venture performance. It is also highly influential and play a significant role in nurturing 

the entrepreneurial culture within the organization as well (Homsi et al., 2020). 

According to Crick and Crick (2018), the network of close partners of entrepreneurs 

assist to offset or manage the risk. However, the less closely attached actors in the 

network could themselves be the potential risks for the entrepreneur, for example, two 

of such risks are market risk and credit risk. Risk taking propensity of entrepreneurs is 
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also linked with being successful in innovation and opportunity exploitation (Kurgun 

et al., 2011). 

2.2.4.4  Customer Intensity 

Customer Intensity refers to the reinforcement of passion for the customer where an 

entrepreneur act as an agent for the customer. Customer intensity is the marketing 

dimension of EM which is about finding new customers, sustaining the existing 

customers and using creative approaches for the customer development (Morris et al., 

2002). According to this dimension, entrepreneurs make strategic customer-focused 

interactions and bring the customers into the firm’s strategic planning. They even make 

customizations in products or services for various types of segments and use creative 

relationship management tactics (Morris et al., 2002). There is always a need for 

creative approaches in EM in order to acquire, retain and develop new customers and 

an entrepreneur’s focus always stays on how to create new relationships and markets. 

(Morris et al., 2002). 

According to Astuti et al. (2018), focusing on customer results in maximizing 

profitability. Therefore, entrepreneurs create strong ties with prospective as well as 

repeat business customers, hence, developing a wide customer network (Jones et al., 

2013; Leppäaho et al., 2018). In order to reach the new customers, the entrepreneurs 

may require to use the network of their closely attached partners (Engel et al., 2017). 

Entrepreneurs need customer information for the exploitation of market opportunities 

(Bhatli et al., 2012) and the value creation process (Jones et al., 2013). The knowledge 

gained from intense customer focus is also used for new product and service 
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innovations (Bhatli et al., 2012; Chaudhury et al., 2014), and such innovations that are 

based on customer intimacy, enhance the performance outcomes (Mort et al., 2012). 

Hence, the role of customer focus is highly crucial in exploiting opportunities and 

creating innovation and value. 

2.2.4.5  Innovation Focused 

The philosophy of innovation focused promotes new and different solutions and acting 

of the firm as an invention factory, and leading the customers through innovation 

(Morris et al., 2002). Innovation is a priority in those businesses who aim to achieve a 

sustainable competitive advantage and survival in the market (Hacioglu et al., 2012). 

Following this component of EM, the entrepreneurs make strategies to redefine the 

products and market contexts and try to consistently manage a portfolio of innovations. 

Innovation focused is an entrepreneurial dimension in which the entrepreneur adopts a 

highly inventive approach to new product and service development (Morris et al., 

2002). Few examples of the marketing areas in which the entrepreneurs adopt new 

approaches are: pricing, segmentation, packaging, brand management, customer 

communication, customer relationship management, logistics, credit and service levels 

(Morris et al., 2002). 

According to Hu et al. (2017), innovation focused has a positive effect on the new 

venture performance. Following that, Gomes et al. (2018) argue that success of an 

entrepreneurial innovation heavily relies on how the network partners play their roles. 

Entrepreneur’s propensity to innovate is found with the use of external alliances and 

partnerships (Jones & Rowley, 2012). Adner and Kapoor (2010) argue that the 
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innovation ecosystem construct makes explicit the interdependence between networks 

of actors. Lubik and Garnsey (2014) propose that the innovation achieved through 

networks, plays a significant role in the value creation, and moreover, Ritala et al. 

(2013) suggest that in fact the value creation is the center focus of the innovation 

process. According to Chaudhury et al. (2014) and Jones et al. (2013), innovation is 

intimately related and used in the value creation process through customer involvement. 

2.2.4.6  Value Creation 

Value is the ratio between the benefits and cost (Kotler, 2001). Value could be created 

by either increasing the benefits, decreasing the cost, increasing benefits more than the 

increase in cost or reducing benefits less than reduction in cost (Kotler, 2001). In order 

to create value, the task of the entrepreneur is firstly to explore untapped sources of 

value creation and then to create unique combinations of those sources to create 

customer value (Morris et al., 2002). Entrepreneurs make value-based strategies 

focusing on customer intimacy and continuously explore for useful sources of customer 

value in each element of marketing mix (Morris et al., 2002).  

Thus, in order to create value, it becomes inevitable for the entrepreneurs to carefully 

consider the needs and demands of existing and potential customers, hence, making it 

a very important marketing dimension (Penpece, 2014; Sadiku-Dushi et al., 2019) and 

a significant factor of EM (Rahim et al., 2020). Concluding this, it could be argued that 

the networks of entrepreneur are often used for the joint value creation (Nambisan & 

Baron, 2012). The entrepreneurs make strategic alliances with their closely attached 

partners to innovate and co-create value (Lubik & Garnsey, 2014). The entrepreneurs 



 43 

also create value by using their farther customer network, for example, getting 

customer’s feedback about the product or service to enhance the quality (Lindman, 

2004). 

2.2.4.7  Resource Leveraging 

Resource leveraging refers to doing more with limited resources (Morris et al., 2002). 

In order to take leverage from limited resources, entrepreneurs take strategic decisions 

regarding processes, strategic alliances and outsourcing. Resource leveraging is the 

issue concerned with both, entrepreneurship and marketing, and it needs the most focus 

among all other dimensions (Morris et al., 2002), thus, making it a significant factor 

towards EM (Rahim et al., 2020). In EM, resource leveraging could be achieved by 

utilizing the resources that other businesses have not noticed, getting benefits from the 

sources of other businesses and using the resources in hand together to find new 

resources (Morris et al., 2002). For resource leveraging, entrepreneurs develop creative 

capacity and they exploit underutilized resources and use creative methods for 

borrowing, renting, sharing, contracting and outsourcing (Morris et al., 2002). 

According to Hu et al. (2017), resource leveraging has a positive effect on the new 

venture performance. 

According to Yang and Gabrielsson (2017), entrepreneur’s immediate network is a 

valuable resource of the entrepreneur, and this network is also used in leveraging 

external resources (Engel et al., 2017). Resource leveraging with the partners in close 

network, influences innovation (Jones & Rowley, 2009) and risk management 

(Chaudhury et al., 2014; Renton et al., 2015). 
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2.3 Challenges Commonly Faced by SMEs 

There are few challenges that the SMEs are commonly facing from the external 

environment, which are: globalization, increasing monopolism, lack of 

interdisciplinary research and constrained resources. These challenges are currently 

affecting most entrepreneurial start-ups, and therefore, are discussed in the subsequent 

sections. 

2.3.1 Globalization 

As the globalization is flourishing, the barriers are disappearing in the trade worldwide 

and the global value chains have formed. Due to this, the Asian countries, particularly 

China has put added pressure by posing high competition for SMEs in other countries 

(Bakhtiari, 2017). For instance, the Chinese importers have already affected American 

markets by adding more intense competition and made US to drop in innovation 

activity, sales and employment in many industries (Autor et al., 2016). As the trade 

between various countries across the globe is constantly rising, entrepreneurs and SMEs 

need to grow with the similar pace in order to keep the economic growth up. Therefore, 

this is the major challenge currently faced by the small business entrepreneurs 

(Bakhtiari, 2017). 

2.3.2 Increasing Monopolism 

The increase in concentration of economic activities in the hands of few large firms 

make it harder for the small entrepreneurial firms to compete and stay in the market 

(Bakhtiari, 2017). For example, the emergence of large corporations such as Amazon, 
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Apple, and Google in the US is the reason behind the declining dynamism in that 

country. In other countries, many industries are also getting more concentrated, 

therefore, the entrepreneurship is falling gradually over the years, particularly in 

developed economies (Bakhtiari, 2017). 

2.3.3 Lack of Interdisciplinary Research 

Although, currently the EM literature is progressing rapidly, but still the theoretical 

developments in EM are identified as inadequate (Amjad et al., 2020b, 2020c; Kucel et 

al., 2016; Minniti, 2016; Plewa et al., 2015; Rideout & Gray, 2013; Vanevenhoven, 

2013). The reason for this is, the insights and knowledge resulting from the research in 

marketing have yet to be fully integrated within the theory of entrepreneurship process. 

And with few exceptions, the researchers of entrepreneurship also rarely draw upon the 

insights from marketing in their research. According to Rideout and Gray (2013), EM 

is one of those phenomena where practices and interventions have raced far ahead of 

the theories and research needed to justify and explain it. Despite of the practical 

integration of entrepreneurship and marketing, the lack of cross-disciplinary research 

between marketing and entrepreneurship has left significant research gaps to 

understand, how marketing activities integrate with the entrepreneurship process; and 

the interactions of individuals at firm-level activities (Webb et al., 2011). Recently, 

Manimala (2017) has also suggested to research and develop interdisciplinary programs 

(such as EM) to upgrade the business and entrepreneurship education. 

Thus, because of lack of interdisciplinary research, the nascent graduate entrepreneurs 

are struggling to start their SME ventures. Moreover, the entrepreneurs that are already 
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present in the markets, do not have access to read updated and relevant literature and 

gain new knowledge. 

2.3.4 Constrained Resources 

SMEs worldwide are generally constrained with many types of resources (Grünhagen 

& Mishra, 2008). These mainly include financial, human and technical expertise, and 

due to this, the impact and size of an SME is also limited (Gilmore, 2011; Kraus et al., 

2010). This makes the SMEs unable to perform many key tasks, such as, formal market 

research, mass production, having broader target markets, and mass communication 

and promotions (Stokes, 2000b). This is the reason that EM in SMEs is much different 

than marketing in large organizations (Hill, 2001). Consequently, in SMEs, 

management culture is more entrepreneurial, and the entrepreneurs tend to be more 

proactive and opportunistic in nature (Day et al., 1998). Numerous authors agree that 

such EM practices and decision-making, tend to be more informal, unstructured 

(Gilmore et al., 2001), chaotic and unplanned (Carson et al., 1998). 

2.4 Theory-Practice Gap (T-Pgap) 

As a simple explanation, the gap between what is taught at schools and what is practiced 

professionally in the fields, is generally referred as theory-practice gap. In the context 

of management studies, it is argued that the business schools (BSs) are focusing more 

on economics and quantitative analysis, and because of this reason, the T-Pgap is being 

created (Bennis & O’Toole, 2005; Pfeffer & Fong, 2004). A wide range of literature 

have discussed the T-Pgap, for instance, discussing the graduate business education 
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approaches, Ferris (2014) mentions that there is a wide T-Pgap in the management 

education and management practices. Due to this gap, BSs’ graduates are found not to 

understand the process of management and lack the skills to a great extent in the real 

business world (Gosling & Mintzberg, 2006; Mintzberg, 2009; Pfeffer & Fong, 2004; 

Raelin, 2007, 2009; Rousseau, 2012; Schoemaker, 2008). Therefore, Ferris (2014) 

recognizes the need to close this gap for graduates entering in to global and 

interconnected economic world. In another study by Somers et al. (2014), while 

researching about BSs’ pedagogies and students’ intellectual development, a wide T-

Pgap in management education has also been identified. 

Hutt and Walker (2015) argues that there is a wide T-Pgap exists in the marketing. They 

further suggest that a collaboration between the researchers from academics and 

marketers from corporate world should be made to fill this gap. Another study by Molin 

and Sjöberg (2017) has illustrated a gap within theoretical and practical understandings 

of experiential marketing practices. They have argued that there is an imbalance 

relationship exists between the theory and practice where theory was lacking 

representation of concepts or portrayed a divergent objective than practice. The current 

theory is argued to not portray a comprehensive understanding of the complex 

marketplace and current marketing practices, affecting the relevance and use of 

marketing literature (Molin & Sjöberg, 2017). 

A study conducted to examine the theory and practice in B2B marketing found a wide 

gap as well between B2B theory and practice (Gummesson, 2014). Ash (2014) argues 

that academics mostly see knowledge as stable, based on established academic premise 

and theories legitimized from academy. On the other hand, practitioners mostly see 
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knowledge as emerging from action, as dynamic and legitimized by results. A past 

study suggests that there are three major ways of framing the T-Pgap: firstly, as a 

knowledge transfer problem; secondly, as a philosophical problem; and thirdly, as a 

knowledge production problem (Reed, 2009). 

According to Garo (2017), there is a wide T-Pgap exists in the area of entrepreneurship 

as well. Research has found the graduate entrepreneurs unprepared to perform 

marketing functions at the start-up of their own SMEs, leading them to entrepreneurial 

failure (Hanage et al., 2016; Shahbani et al., 2017). The studies also show that one of 

the reasons for this, is the gap between the pedagogies of EE, and its practical 

implications, leading the graduate entrepreneurs towards failure (Garo, 2017; 

Gummesson, 2014; Hutt & Walker, 2015; Molin & Sjöberg, 2017). 

2.5 Theoretical Lenses of the Research 

2.5.1 Theoretical Lens 1 

In order to bridge the T-Pgap in EM, the current research needs a theoretical lens that 

could guide towards the development of a new pedagogy model. As EM education 

comes under the broader domain of EE, therefore, the theories of entrepreneurship 

education (EE) are the most suitable to be used as the guidelines towards the 

development of new pedagogy model of EM. This would also lead towards the 

achievement of the third Research Objective in the current study. 
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2.5.1.1  Suitable Pedagogy for Entrepreneurial Marketing 

Many studies in the EE literature (e.g., Ferrandiz et al., 2018; Lloyd et al., 2019; 

Pouratashi & Zamini, 2019) recommend work-based learning pedagogies to be 

implemented at BSs. Garo (2017) suggests that the students must have experiential 

learning and BSs should play the role of a facilitator in order to provide the right 

pedagogies and appropriate environment to the students to get real experiences and 

practical skills. Kaandrop et al. (2019) also suggest that the students must be engaged 

in entrepreneurial networking during their education at BSs to get experiential learning. 

Researching experiential learning during the EE, Lloyd et al. (2019) argue that the 

students should be exposed to the real-life experiences, for example, live cold calling 

to enhance their selling skills. Such pedagogic approach would enhance the 

entrepreneurial and technical skill sets in the students. Copley (2013) also suggests that 

theory can be put into practice through experiential learning. 

UNESCO’s International Institute for Educational Planning recognize this approach as 

‘learner-centred pedagogy’. According to the institute, this pedagogic approach draws 

on learning theories that suggest learners to play an active role in the learning process. 

Students therefore use prior knowledge and new experiences to create knowledge. The 

teacher facilitates this process, but also creates and structures the conditions for 

learning. Considerable research and advocacy have promoted learner-centred pedagogy 

in recent years for cognitive and economic reasons (UNESCO, 2018). Zamini and 

Mohammadi (2018) suggest that upgrading the student learning experience at BSs 

could not only bridge the pedagogical gap but also encourage a greater number of 

graduates to become entrepreneurs. 
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2.5.2 Theoretical Lens 2 

With the aim of exploring the phenomenon of EM, the current research has also used 

another theoretical lens of seven EM dimensions given by Morris et al. (2002). This 

theoretical lens is specifically focused on the EM phenomenon and has assisted the 

researcher in the exploration of EM practices and challenges as the general protocol of 

data gathering in the current research (detailed in Chapter 3) was based on the seven 

EM dimensions. The major reason of choosing this theoretical lens is that in the past 

literature EM has been most frequently studied in the light of this theoretical viewpoint 

(e.g., Chaudhury et al., 2014; Krisjanous & Carruthers, 2018; Kurgun et al., 2011; 

Thomas et al., 2013; Yang & Gabrielsson, 2017). The detail of seven EM dimensions 

is given in the following section: 

2.5.2.1  EM Dimensions 

There are seven dimensions of EM found in the literature: opportunity driven, proactive 

orientation, risk taking orientation, customer intensity, innovation focused, value 

creation and resource leveraging (Morris et al., 2002). Four of the EM dimensions, i.e., 

proactiveness, risk management, innovation focused, and opportunity driven, are 

derived by Morris et al. (2002) from the work on entrepreneurial orientation; two 

dimensions, i.e., customer intensity and value creation are derived from the work on 

market orientation; whereas one dimension, i.e., resource leveraging is commonly 

found in the entrepreneurship and marketing literatures. 
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There is a wide range of recent studies in entrepreneurship literature that have used EM 

dimensions in different ways to support their research (e.g., Andersson et al., 2018; 

Crick and Crick, 2018; Crick et al., 2018; Hagen et al., 2018; Matthews et al., 2018). 

Other than that, these seven dimensions have also been extensively used by the past 

EM studies as a theoretical lens (e.g., Krisjanous & Carruthers, 2018; Yang & 

Gabrielsson, 2017; Chaudhury et al., 2014; Thomas et al., 2013; Kurgun et al., 2011). 

Kurgun et al. (2011), while investigating EM in SMEs, have used the EM dimensions 

as their interview protocol. Inspired by them, this research is also using the EM 

dimensions as the interview protocol (detailed in Chapter 3), as this study is 

investigating the EM practices and challenges in SMEs. Thus, the data gathering in the 

current study (detailed in Chapter 3) is aimed to cover all theoretical and practical 

aspects of EM, to gain deeper insights, and ultimately to discover a wide range of EM 

practices and challenges. Figure 2.2 below illustrates all seven dimensions of EM. 
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Figure 2.2 

Seven dimensions of EM 

2.5.3 Theoretical Lens 3 

This research has used the theoretical lens of human development through education. 

Considering the aims and objectives of this research, the basic theory that supports the 

idea of developing high quality EM skills among the university students to achieve 

economic growth, is the Human Capital Theory, which is explained in the following 

subsection: 

2.5.3.1  Human Capital Theory 

Human Capital Theory refers to the stock of knowledge, habits, social attributes, 

personality attributes and creativity embodied in the ability to perform labor in order to 
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produce economic value (Goldin, 2016). Human capital is a collection of traits, 

knowledge, talents, skills, abilities, experiences, intelligence, training, judgments, and 

wisdom possessed individually as well as collectively by the individuals in a populace. 

According to Human Capital Theory, these resources are the total capacity of the people 

that represents a form of wealth, and collectively this can be directed to accomplish the 

goals of the nation or state (Simkovic, 2013). 

For much of recorded history, income levels were low and there was little or no 

economic growth, but people today are richer and the economies around the world have 

grown much. This regime shift involved increased knowledge and its diffusion and 

greater levels of training and education (Goldin, 2014). Education is the key area 

addressed by the Human Capital Theory and it positions education as both an individual 

and a public good (Gillies, 2017). According to the theory, students could not be 

developed as desirable/productive human capital unless they have been educated 

effectively (Gillies, 2017). The theory explains that the returns on education investment 

are both personal and social. After getting the quality education, the individual is 

rewarded financially, and when most of the individuals in the society get quality 

education, the economy as a whole is boosted due to all those productive individuals. 

So, the education system and its quality become an extremely important focus for 

investment in order to achieve economic growth (Gillies, 2017). Figure 2.3 below 

illustrates the Human Capital Theory in the context of investment in education and its 

returns. 
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Figure 2.3 

Human Capital Theory (Swanson & Holton, 2001) 

As according to the Human Capital Theory, education is highly significant for the 

economic growth of a nation, this research aims to contribute in the same context by 

exploring the EM challenges of graduate entrepreneurs with the focus on developing a 

new practical model of EM pedagogy which would be implementable at BSs to produce 

high quality graduate entrepreneurs. According to Zamini and Mohammadi (2018), 

developing entrepreneurial graduates is essential to the future of BSs as well as the 

supply of quality human resources to any country. Among such human resources, the 

high entrepreneurial quality and more successful entrepreneurs are known to play a 

great role in the economic growth (Dvir et al., 2009; Ge et al., 2009; Rani & Tih, 2013). 

2.6 Chapter Summary 

This chapter began with the detailed explanation of the main phenomenon, i.e., EM, 

including historical and conceptual details, which has foregrounded the major theories 

and models in the domain. This helped to overview the major theoretical developments 
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in the domain to support the Research Question 1 in the current study, which is also 

aimed to develop and advance the theory of EM. This was followed by the detailed 

comparison between the EM and TM. After that, all the dimensions of EM found in the 

literature are explained. Following the Research Question 2 of the current study, the 

challenges in EM are discussed lately.  

Following the Research Question 3, first, the T-Pgap was discussed, followed by the 

discussion on suitable pedagogy for EM, which is also used as a theoretical lens aiming 

at developing a new model of EM pedagogy. There are two more theoretical lenses 

used by the current study i.e., seven dimensions of EM, which is a specifically focused 

lens to advance the theory of EM (Research Objective 1); and, Human Capital Theory 

which is a broader theoretical lens to guide and keep the research focused at its broader 

issue.  
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

The main research methodology of the current research is purely qualitative. This 

chapter is discussing the five philosophical assumptions, namely: Ontology, 

Epistemology, Axiology, Rhetoric and Methodology; and the research paradigm or 

worldview. Qualitative research is the study of things in their natural settings, 

attempting to make sense of, or to explore, or to interpret the phenomena in terms of 

meanings people give to that (Denzin & Lincoln, 2012). As the empirical part of this 

research (i.e., Research Questions 1 and 2) is exploratory in nature and the experiences 

of graduate entrepreneurs are subjective (Asher et al., 1984; Mittelmeier, 2017), 

therefore, the qualitative data gathering method is most suitable and has been adopted 

by this research by following interpretivist approach (Saunders et al., 2009). Qualitative 

research is considered essential to discover deeper processes in organizations and to 

understand how these processes develop over time (Bluhm et al., 2010), particularly in 

small and medium enterprises (SMEs), which are heterogeneous in nature (Fillis, 2014). 

As entrepreneurial marketing (EM) is more frequently practiced by the entrepreneurs 

during the start-up and early growth phases of their businesses (Collinson & Shaw, 

2001; Gilmore et al., 2001; Martin, 2009; Morris et al., 2002), due to this situation-

specific nature of most EM behavior, a qualitative perspective can result in greater 

insights and facilitate the development of a closer relationship between the researcher 

and the researched (Fillis, 2015). 
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3.2 Philosophical Assumptions 

In the choice of qualitative research, researchers make certain assumptions. These 

philosophical assumptions consist of “a stance toward the nature of reality” (ontology), 

“how the researcher knows what he or she knows” (epistemology), “the role of values 

in the research” (axiology), “the language of research” (rhetoric), and “the methods 

used in the process” (methodology) (Creswell, 2003, 2007, p. 16). The qualitative 

researcher or a subjective analyst chooses a stance on each of the above assumptions, 

and his/her choice has practical implications for designing, planning and conducting 

research.  

3.2.1 Ontology 

In philosophy, ontology refers to the study of being or existence (Teddlie & Tashakkori, 

2009). Ontology provides criteria for distinguishing various types of objects (e.g., 

concrete and abstract, existent and non-existent, real and ideal, independent and 

dependent). It is used to reason about the objects within that domain (Strauss & Corbin, 

1990). The basic philosophy of this research is the realist ontology which is the belief 

that there is a real world that exists independent from our beliefs and constructions 

(Maxwell, 2012). This is because, the real entrepreneurial world is independent of 

academics’ knowledge constructions and beliefs because the challenges that 

entrepreneurs face in the real businesses and marketing world are changing with time, 

and new challenges are adding up as the markets are becoming more and more 

competitive (Bakhtiari, 2017). In-line with the realist ontology, this research is 
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exploring the real-world EM practices and challenges that exist in the practical field, 

and these are independent of business schools’ (BSs) academics. 

Maxwell (2012), in his book “A Realist Approach for Qualitative Research” argues that 

the approach of realist ontology is highly useful for the qualitative researchers. By 

applying realist ontology critically and systemically to a wide range of theoretical and 

methodological issues in the qualitative research can provide a strong justification for 

the work done by qualitative researchers as well as it can significantly contribute to 

develop theories and practices. 

3.2.2 Epistemology 

Epistemology refers to “how we gain knowledge of what exist” or “how we can know 

anything” (Maxwell, 2012, p. vii). According to Given (2008) and Morgan (2007), 

epistemology entails the nature and origin of knowledge. Epistemological assumption 

answers the questions like how the researcher knows what he or she knows? what is the 

relationship between the researcher and that being researched? Therefore, following 

this philosophical assumption, researchers usually attempt to lessen the distance 

between themselves and that being researched, and try to get as close as possible to the 

participants being studied (Creswell, 2007). In practice, qualitative researchers conduct 

their studies in the ‘field’, where the participants live and work. These are important 

contexts for understanding what the participants are saying. The longer researchers stay 

in the ‘field’ or get to know the participants, the more they "know what they know" 

from first-hand information (Creswell, 2007, p. 18). 
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The epistemology of the current research is based on pragmatism. This is an empiricist 

epistemology, which understands truth as something which is practically applicable in 

the world. According to this philosophy, people examine ideas and objects in the world 

for their practical values (James, 1975). As this research is focusing on EM practices 

and experiences of entrepreneurs with their customers and other players, thus, the 

pragmatic position is much relevant. Hence, within empiricist epistemology, this 

research is following the philosophy of a pragmatist which believes on the truth and 

knowledge that is practically applicable in the world. 

This research is rooted in pragmatism also because of its emphasis on practical 

usefulness (Mounce, 2000). The philosophical base of pragmatism also supports the 

exploration of practical EM challenges faced by the graduate entrepreneurs, with the 

objective of making a practical model of EM pedagogy, that is practically applicable in 

the BSs, and it could ultimately train students those practical EM skills through 

experience, that are necessary to possess in order to survive in a practical and 

competitive entrepreneurial world. 

3.2.3 Axiology 

Axiology is the qualitative philosophical assumption which holds that “all research is 

value laden and includes the value systems of the researcher, the theory, the paradigm 

used, and the social and cultural norms for either the researcher or the informants” 

(Creswell, 2003, 2007, p. 247; Guba & Lincoln, 1988). Accordingly, the researchers 

admit and discuss these values in their research. All researchers bring values to their 

studies, but the qualitative researchers like to make explicit those values. They openly 
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discuss values that shape the narrative and include their own interpretation in 

conjunction with the interpretations of participants. Thus, axiology concerns that which 

is of the value or worthwhile (Given, 2008; Morgan, 2007), and it is the axiological 

assumption that characterizes qualitative research (Creswell, 2007). 

In terms of axiology, qualitative researchers believe that research is influenced by the 

values held by the researcher as well as by the theories that they are using in their 

research context (Tashakkori & Teddlie, 1998). Thus, what is valued or considered 

good is manifest in what are the ultimate purposes and who are the beneficiaries 

(Mingers, 2003). In the current research the axiology is to develop humans for the sake 

of economic growth. For this purpose, the current research is using the theoretical lens 

of Human Capital Theory (explained in Chapter 2). The axiological stance of the 

Human Capital Theory is also similar, and through that, this research is aiming for a 

similar goal to enhance the skills and productivity of humans for the economic 

development, which is the ultimate value of this research. 

3.2.4 Rhetoric 

Rhetorical assumption answers the question, what is the language of research?  So, the 

rhetorical assumption is recognizing that “needs to attend to the language and terms of 

qualitative inquiry” (Creswell, 2007, p. 16). The current research is following the case 

study method within its methodological assumption (explained later in Section 3.3.1). 

So, according to Creswell (2007); and Stake (1995), “researcher can open and close the 

case study narrative with vignettes to draw the reader into the case or cases” (p. 195). 
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Creswell (2007) further provides a complete outline for the flow of ideas in a case study. 

These ideas or general guidelines are staged as follows: 

● “The writer opens with a vignette so that the reader can develop a vicarious 

experience to get a feel for the time and place of the study” (p. 195). Following 

this guideline, the current study has the section of ‘research contexts and choice 

of informants’ (Section 3.3.2) later in this chapter. 

● The researcher identifies the issue, the purpose, and the method of the study so 

that the reader learns about how the study came to be, the ground of the writer, 

and the issues surrounding the case. 

● This is followed by an extensive description of the case and its context-a body 

of relatively uncontested data-a description the reader might make if he or she 

had been there. In the current study, this has been done in the beginning of 

Chapter 4 where the case studies’ firm’s history along with the biographical data 

of graduate entrepreneurs have been reported. 

● Key issues are presented so that reader could understand the complexity of the 

cases. This complexity builds through references to other research. This has 

been done in the results and findings section (Chapter 4) next to the description 

of cases. 

● Following, several issues are probed further. At this point, too, the writer brings 

in both confirming and disconfirming evidence. The Chapter 5 in the current 
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study is based on this guideline where all the key findings are further discussed 

in comparison with the past literature. 

● At last, writer ends with closing vignette, which could be an experiential note, 

reminding the reader that this report is one researcher’s encounter with the 

complex cases. The current study also concludes the discussion following the 

same guideline towards the end. 

Creswell (2007) also endorses the above general guidelines because they provide a 

description of the cases; present themes, interpretations of the researcher; and begin and 

end with realistic scenarios. Thus, considering that, the current study is following the 

same guidelines as its rhetorical assumption, and presenting the description of cases in 

the next chapter. 

According to Creswell (2007), “researchers need to be cognizant of the amount of 

description in their case studies versus the amount of analysis and interpretation or 

assertions” (p. 197). In comparing description and analysis, Merriam (1988) suggests 

that the proper balance might be 60 by 40 percent or 70 by 30 percent in favor of 

description. For the structure of description, the current study is following an 

‘unsequenced’ structure in the description of EM practices, events and processes. This 

means they are not necessarily presented in the order in which they are unfolded in the 

cases’ description and findings (Yin, 2003). 

There are multiple ways of discussing the cases, but following Yin (2003), the current 

study is discussing the whole case study database together (i.e., combining all the cases 
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to reach the findings). Using this approach, the researcher might develop a theory 

composed of identifying themes that are interrelated (Yin, 2003). 

There is a rhetoric for the discourse of qualitative research that has evolved over time. 

According to Gilgun (2005), writings are co-constructions, representations of 

interactive processes between researchers and the researched. Perhaps researchers' 

writing objectively, in a scientific way, has the impact of silencing both, the 

participants, and the researchers (Czarniawska, 2004). Gilgun (2005) makes the point 

that this silence is contradictory to qualitative research that seeks to hear all voices and 

perspectives. Therefore, in the qualitative research, researchers use an engaging style 

of narrative, that is, the narrative is personal and literary (Creswell, 1994). For example, 

they use metaphors, they refer to themselves using the first-person pronoun ‘I’, and they 

tell stories with a beginning, middle, and end. 

Instead of using quantitative terms such as ‘internal validity’, ‘external validity’ and 

‘objectivity’, the qualitative researcher writing a case study may employ terms such as 

‘credibility’ and ‘transferability’ (Lincoln & Guba, 1985) or ‘validation’ (Angen, 

2000). Words such as ‘understanding’, ‘discover’, ‘explore’ and ‘meaning’ form the 

glossary of emerging qualitative terms (Schwandt, 2001). 

3.2.5 Methodology 

Methodology includes the procedures of qualitative research, that is, the methods used 

in the process (Creswell, 2007). The methodological assumption is characterized as 

inductive, emerging, and shaped by the researcher's experiences in gathering and 
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analyzing the data. Thus, methodological assumption specifically includes the methods 

and procedures in preparing to conduct the study, and in gathering, organizing, 

analyzing, and synthesizing the data (Creswell, 2007). Following the methodological 

assumption, the method chosen by the current study is the ‘case study’ which is detailed 

and justified in the subsequent section of research design. 

3.3 Research Design 

As mentioned in the methodological assumption that this qualitative inquiry is using 

the case study method, this section would detail the complete research design in detail 

including method, research contexts, research instruments, data gathering, data analysis 

and validation procedures. 

3.3.1 Case Study Method 

Within the qualitative research, there are numerous methodological assumptions. Case 

study is one of those and is adopted by the current research. “Case study approach is an 

empirical inquiry that investigates a contemporary phenomenon in-depth and within its 

real-life context” (Eisenhardt, 1989; Yin, 2009, p. 18). When there is a need to explore 

the ‘how’ of an evolving phenomenon like EM in which the researcher has a little 

control, the case study method can be extremely useful (Eisenhardt, 1989; Eisenhardt 

& Graebner, 2007; Yin, 2009). The case study approach also allows for contextual 

perspectives, that is, it enables investigation into the phenomena which cannot be easily 

separated from the broader environments in which they occur (Guercini, 2004). The 

case study method also has significant relevance to the unique nature of 
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entrepreneurship in all units of analysis (individual, firm or industry etc.) (Perren & 

Ram, 2004). 

Case studies can be single or multiple (Yin, 2009). Multiple case studies provide more 

support for the results (Mattar, 1994). Morrish (2011) argues that multiple case study 

method is the most appropriate and often used means for examining EM, and upon 

systematically reviewing the EM literature over the last decade (see Section 2.2.5), it is 

evident that the multiple case study method is the most frequently used among all other 

qualitative approaches as illustrated in Figure 3.1. The main reason for this is, EM is 

still an evolving phenomenon that requires much theoretical developments and the 

multiple case study method is highly useful to explore such evolving phenomena 

(Eisenhardt & Graebner, 2007; Yin, 2009). Hence, the multiple case study method is 

most appropriate and frequently used for examining EM and SMEs, as identified in the 

past literature as well (Morrish, 2011; Ojasalo et al., 2008; Spence & Essoussi, 2010). 
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Figure 3.1 

Number of qualitative studies for each methodological assumption from 2008 to 2018 

The major advantage of multiple case study method consists in the depth, which allows 

explanation of the cases studied and their relations with each other’s (Mattar, 1994). 

Considering the high relevance and suitability, this research has adopted multiple case 

study approach, in that, there is an empirical inquiry investigating a contemporary 

phenomenon in-depth and within its real-life context through multiple cases 

(Eisenhardt, 1989; Yin, 2009). It is believed that the multiple case study method is a 

valuable research technique particularly for searching in-depth facts, and it also allows 

for comparisons to be made case by case (Mattar, 1994). Following these benefits as 



 67 

well, this research is investigating the EM phenomenon through multiple cases of SMEs 

owned by the graduate entrepreneurs to make suitable comparisons (explained in later 

sections). 

3.3.2 Research Contexts and Choice of Informants 

Since, all the components of theory-practice gap (T-Pgap) (i.e., theoretical, pedagogical 

and practical) exist within the higher education systems that could be from any country 

in the world, therefore, the current study is geographically not bound. This means that 

the current study is having ‘no’ geographic context, thus, it is geographically an open 

study. The actual context of the current study however is the higher education systems 

because all the gaps (i.e., theoretical, pedagogical and practical) exist within the higher 

education systems. These higher education systems could be from any country in the 

world, which are having similar pedagogical problems. 

For the on-field exploration and data gathering regarding the EM phenomenon, there is 

the need to choose a place nevertheless, where EM is highly practiced. In this regard, 

the research says that EM is highly practiced in the developing countries where the 

socioeconomic and macroeconomic indicators are usually unstable, due to which, 

businesses in these countries face greater challenges (Hameed et al., 2017; Singh et al., 

2015). Such unstable environment increases the use of EM because it is highly suitable 

at such times (Becherer & Helms, 2016). Therefore, it would be highly suitable if the 

current research opts to gather the data from a place within any developing country. 

One of such countries is Pakistan which is having an unstable economy and business 

environment. A few of the many socioeconomic problems in Pakistan are: power 
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shortage, lack of skilled labor, lack of professionalism, change resistant culture, and 

weak legislation and law enforcement (Amjad et al., 2020a), thus, making it highly 

favorable to practice EM. This choice of the place of data gathering is also in-line with 

the axiology of the current research which says that “all research is value laden” 

(Creswell, 2003, 2007, p. 247; Guba & Lincoln, 1988). Thus, if the phenomenon of EM 

is explored in any part of Pakistan, it would help obtaining the widest range of EM 

practices and challenges, and more insightful information regarding the EM 

phenomenon that could add more value to the current research. However, this does not 

define or specify any geographic context. The context of the current research remains 

the ‘higher education systems’ irrespective of any geographic boundary, as this is 

determined by the research gaps which are prevailing within the higher education 

systems. 

In qualitative research, one way of generalizing the findings is through the cross 

industry and cross sector data gathering, and that very limited number of studies in the 

EM literature have done so far, as shown in Table 3.1. To cover this gap, instead of 

focusing on one sector/industry, this research is focusing on two different 

sectors/industries (i.e., manufacturing and service). 

Table 3.1 
Industrial context of each EM study from 2008 to 2018 indexed in Scopus database 

Study Industry 

Crick et al. (2018) Tourism 
Thompson-Whiteside et al. (2018) No particular industry (only individuals were studied) 
Crick (2018) Wine 
Krisjanous and Carruthers (2018) Tourism 
Pitchayadol et al. (2018) Combined (various industries) 
Andersson et al. (2018) Automotive 
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Continued. 
Industrial context of each EM study from 2008 to 2018 indexed in Scopus database 

Study Industry 

Ojasalo and Ojasalo (2018) Various 
Nouri et al. (2018a) Nanotechnology and Biotechnology 
Nouri et al. (2018b) Biotechnology 
Toghraee et al. (2017) Arts 
Weerawardena et al. (2017) Combined (various industries) 
Yang and Gabrielsson (2017) Energy 
Fillis et al. (2017) Arts / Museum 
Dalecki (2016) Pharmaceutical 

Kannampuzha and Suoranta (2016) Industry / business not mentioned (a social enterprise 
studied) 

Anwar and Daniel (2016) Combined (various industries) 
Alford and Page (2015) Tourism 
Renton et al. (2015) Food 
Fillis (2015) No particular industry (only individuals were studied) 
Ahmad and Saber (2015) Hotel 
Lewis et al. (2014) Agricultural 
Fillis (2014) Celtic craft 
Franco et al. (2014) Food 
Lehman et al. (2014) Arts / Museum 
Chaudhury et al. (2014) Wine 
Copley (2013) Combined (various industries) 
Wallnöfer and Hacklin (2013) No particular industry (only business angels were studied) 
Hallbäck and Gabrielsson (2013) Combined (various industries) 
Jones et al. (2013a) Software 
Jones et al. (2013b) Software 
Özdemir (2013) Art 
Thomas et al. (2013) Wine 
Alonso (2012) Wine 
Bhatli et al. (2012) Photography 
Jones and Rowley (2012) Software 
Bettiol et al. (2012) Textile, Music instrument and Furniture 
Harrigan et al. (2012) Combined (various industries) 
Mort et al. (2012) Combined (various industries) 
Jaafar (2012a) Hotel 
Jaafar (2012b) Hotel 
Meyers and Harmeling (2011) Real estate 
Kurgun et al. (2011) Hotel 
Szabo et al. (2011) Dental service 
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Continued. 
Industrial context of each EM study from 2008 to 2018 indexed in Scopus database 

Study Industry 
Schulte and Eggers (2010) Combined (various industries) 

Hansen and Eggers (2010) No industry studied (study is based on the discussions of 
three-day summit) 

Schmengler and Kraus (2010) No particular industry (companies using online marketing 
were studied) 

Phua and Jones (2010) Combined (various industries) 
Jones and Rowley (2009) Software 
Gaddefors and Anderson (2009) Furniture 
Martin (2009) Motor sport 
Moriarty et al. (2008) Hotel 
Perks and Shukla (2008) Combined (various industries) 
Source: Amjad et al. (2020b) 

Since, EM is an entrepreneurial phenomenon, and entrepreneurship is not confined to 

a particular industry, therefore, the choice of industry least matters in the current study. 

Rather, focusing on the objectives of current study, the choice of informants 

significantly matters a lot in order to obtain deeper insights regarding EM practices and 

challenges. Therefore, in the current study, although two different sectors/industries are 

chosen, however, the specific choice of industries was followed by the choice of ‘highly 

specialized’ informants, and not by the researcher. 

In order to explore the T-Pgap, it is important that the informants of this research must 

have exposure to both, the university education and entrepreneurship. Therefore, the 

current research has followed purposive choice (Shaw, 1999), whereby the researcher 

has a clear idea of what units are needed, to approach relevant participants, where the 

ones meeting the set criteria are selected for participation (Easterby-Smith, Thorpe & 

Jackson, 2012). Thus, using purposive choice, the graduate entrepreneurs, who have 

experienced the business start-up, and currently owning and managing the SMEs, have 
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been chosen as ‘key informants’ for this study (Silk & Kalwani, 1982). Following that, 

four firms are chosen for the case studies. The owner managers of these firms are 

graduate entrepreneurs, and thus, are also the key informants in this research. The key 

informants commonly possess the university education, self-employment and EM 

experiences in their own entrepreneurial ventures/SMEs, and most importantly all of 

them have survived through the start-up phases of their businesses. The chosen graduate 

entrepreneurs are from two different industries and sectors i.e., flour milling 

(manufacturing), and, health and fitness (service), thus, assisting in comparability and 

generalizability of the results on a larger population and strengthen the EM theory.  

According to Yin (2009), multiple case study method allows to have a smaller number 

of firms and deeper exploration of the studying phenomenon. Based on that, the reasons 

for choosing such graduate entrepreneurs were: to be able to discuss EM concepts in-

depth; to discover the nature of EM practices and challenges; to discuss the weaknesses 

in the higher education system; and, to obtain practical recommendations based on their 

entrepreneurial employment experiences. Two more key informant ex-entrepreneurs 

are chosen for the focus group discussion, details of which are given later (in Section 

3.3.3.5). 

The key informants have been chosen because of their information-rich status and their 

ability to provide substantial material from which to draw meaningful assertions 

(Merrill & West, 2009). Data gathering from the key informants represents a well-

accepted qualitative, exploratory research method (Kumar et al., 1993). To determine 

the number of cases, the theory of saturation was followed (Fusch & Ness, 2015; Glaser 

& Strauss, 1967), that was determined when no new construct/theme was emerging 
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despite the addition of a new case to the analysis. The number of cases in the current 

study is also in accordance with the guidelines of Yin (1994), who states that while 

using multiple case study approach, the number of cases must be between two to four.  

The start-up phase of a business is always crucial as the conditions are mostly uncertain 

with a high-risk factor (van Gelderen et al., 2006). On the contrary, a wide range of EM 

studies have investigated the businesses which are well established and present at least 

from few years (e.g., Ahmad & Saber, 2015; Alonso, 2012; Chaudhury et al., 2014; 

Hallbäck & Gabrielsson, 2013; Jones & Rowley, 2012; Jones et al., 2013a; Jones et al., 

2013b; Renton et al., 2015; Szabo et al., 2011; Thomas et al., 2013; Weerawardena et 

al., 2017; Yang & Gabrielsson, 2017), whereas, the EM studies that have studied the 

start-up phase of businesses are rare. In actuality, EM is more frequently practiced by 

the entrepreneurs during the start-up and early growth phases of their businesses 

(Collinson & Shaw, 2001; Gilmore et al., 2001; Martin, 2009; Morris et al., 2002). 

Therefore, Hansen and Eggers (2010) argue that there is a need to investigate the 

practice of EM in SMEs during the start-up. Moreover, research has also shown that 

the greatest number of businesses shut down during their start-up phases (Hendrickson 

et al., 2015). Therefore, considering all these facts and insights, and to cover a wide 

research gap, the current research is aiming to explore the EM practices and challenges 

during the start-up phase, which is also in-line with its realist ontological stance. 

3.3.3 Research Instruments 

There are a number of instruments or sources of evidence, for the data gathering in the 

qualitative research, for example, interviews, direct observation, participant 
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observation, documentation, focus groups, archival records, and physical artefacts. In 

the case studies, not all need be used (Yin, 1994). For the data gathering of case studies, 

the current research has used interviews, observations and archival data. The rationale 

of using multiple sources is the internal validation of data, also known as triangulation 

(detailed in the later section). And for external validation of the case study findings, the 

focus group discussion has been used. All of these instruments are detailed in the 

subsequent sections. 

3.3.3.1  Semi Structured, In-Depth Interviews 

According to Patton (1990) and Yin (2009), the interview is one of the basic instruments 

for gathering data, which is an encounter of personal conversation between individuals. 

Through semi structured, in-depth interviews (Cohen & Crabtree, 2006), the informants 

are interviewed in detail about the EM practices and challenges during the start-up of 

their businesses, their exposure to the business, marketing and entrepreneurship in 

higher education, their experiences about T-Pgap in EM and their recommendations 

based on their practical entrepreneurial experiences, to possibly bridge the gap. In semi-

structured interviews, despite the existence of a script with the main topics to be 

addressed, other questions not contained in the script but deemed pertinent can be asked 

(Mattar, 1994). Interviews were recorded at the time of data gathering and later 

transcribed for the analysis. 
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Interview Protocol 

According to Franco et al. (2014), marketing is seen as one of the greatest problems 

faced by SMEs during the start-up phase, but simultaneously, one of the most important 

activities for their growth and survival. Considering this, and due to very limited 

number of studies on business start-up phase, there is a need to investigate the EM 

practices and challenges faced by the entrepreneurs during the start-up phase of the 

business, so the problems of business failure could be addressed. Therefore, the 

interview questions were focus on EM ‘practices’ (Research Question 1) and EM 

‘challenges’ (Research Question 2) during the ‘start-up phase’ of the SMEs along with 

the ‘pedagogic recommendations’ to assist in achieving the Research Objective 3. 

Arguing about the EM challenges in particular, upon systematically reviewing the 

qualitative studies of EM over the last decade (see Section 2.2.5), most of the studies 

are focusing on success factors (e.g., Kurgun et al., 2011; Martin, 2009); or marketing 

activities of successful businesses (e.g., Lehman et al., 2014; Weerawardena et al., 

2017), but no study among the reviewed papers (detailed in Section 2.2.5) has been 

found investigating the factors of failure or problems and challenges faced by the 

entrepreneurs during the journey of achieving that success. Therefore, through its 

Research Questions 2 in particular, the current research is exploring that, and making a 

practical contribution by developing the EM pedagogy model which the ultimate 

objective of this research is.  

EM has seven dimensions i-e., Proactiveness, Innovation, Risk management, Resource 

leveraging, Customer intensity, Value creation and Opportunity driven (Morris et al., 
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2002), and each dimension has been explained in detail earlier in the Literature Review 

(Chapter 2). These seven dimensions have been extensively used by the past EM studies 

as a theoretical lens (e.g., Chaudhury et al., 2014; Krisjanous & Carruthers, 2018; 

Kurgun et al., 2011; Thomas et al., 2013; Yang & Gabrielsson, 2017) and also to 

support their research (e.g., Andersson et al., 2018; Crick & Crick, 2018; Crick et al., 

2018; Hagen et al., 2018; Matthews et al., 2018). Kurgun et al. (2011), while 

investigating EM in SMEs, have used the EM dimensions as their interview protocol. 

Inspired by them, this research is also using the EM dimensions as the interview 

protocol, as this study is investigating the EM practices and challenges in SMEs. In-

line with the current research’s paradigm (detailed later in Section 3.4), for each 

dimension, open ended interview questions were asked separately, focusing on 

identifying the practices, challenges, solutions and recommendations in each dimension 

of EM. Thus, the interviews were aimed to cover all theoretical and practical aspects of 

EM, gain deeper insights, and ultimately discover a wide range of EM practices and 

challenges. Aiming at the investigation of past experiences of graduate entrepreneurs, 

the semi structured, in-depth interviews in the current research are mainly narrative 

based (i.e., storytelling about the past experiences) (Atkinson, 1998; Johansson, 2004). 

The interview protocol is validated by an entrepreneurship academic, and is presented 

in Appendix A. 

3.3.3.2  Unstructured Narrative Interviews 

The narrative interviews focus on stories that informants tell as they recollect past 

events. The informants are prompted to reconstruct the process without being pushed 

into a hypothesis driven direction: “After the initial request for a story, the main role of 
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the researcher is to remain a listener, abstaining from interruptions, occasionally posing 

questions for clarification, and assisting the informant in continuing to tell his or her 

story” (Kvale & Brinkmann, 2009, p. 155). Story-telling and narrative interviews are 

proven much useful in enabling informants to openly express how they make sense of 

their environment, how they relate to others, and how all this affects their endeavors 

towards a goal (Atkinson, 1998; Johansson, 2004). 

In the current research, the narrative interview data has assisted in understanding what 

motivates graduate entrepreneurs, and how their businesses have started and being 

operated, as the narrative approach builds on existing knowledge of the owner/manager 

about the enterprise (Fillis, 2015). Within the narrative interviews, the researcher has 

also collected the professional biographical data from the key informants. The 

professional biographical data gathering reveals the development of the informants’ 

careers and their professional histories (Clifford, 1970). It also uncovers and interprets 

longitudinal, historical events, with understanding enhanced when combined with 

theory. The narrative interviewing and biographical data gathering approach has been 

used in the past in management studies, and more specifically within the 

entrepreneurship and small business arena as well (Hjorth & Steyaert, 2004; Morrison, 

2001). Examples include narrative/biographical interviewing approach to understand 

SME internationalization, using owner/manager biographies to understand successful 

entrepreneurial processes (Bouchikhi, 1993), entrepreneurial learning (Taylor & 

Thorpe, 2004) and EM in online businesses (Anwar & Daniel, 2016). 

Narrative interviews enhance conceptual, epistemological and methodological 

reflection (Hjorth & Steyaert, 2004), with entrepreneurial events dynamically 
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‘emplotted’ in the narrative (Ricoeur, 1991). They also assist in understanding what 

motivates individual entrepreneurs and how their businesses operate. 

The decision-making in SMEs is mostly centralized, and entrepreneur or 

owner/manager is the one who is responsible for major decision-making in SMEs and 

no major event occurs without his or her approval (Franco et al., 2014; Yang & 

Gabrielsson, 2017). Therefore, is such context, the SME reflects the entrepreneur’s 

decision-making, behavior, attitude and vision. The value of narrative/professional 

biographical interviews includes their ability to track changes in those behaviors and 

attitude over time. Whereas, regarding the phenomenon of EM, Kraus et al. (2010) have 

also encouraged narrative interviews to conduct exploratory research to clarify the 

concepts of EM. 

The narratives in the current research have mainly been gathered using primary sources, 

that is, face to face unstructured narrative interviews. During unstructured interviews, 

informants were encouraged to describe their experiences in their own ways, for 

example, using their own words, examples and in the order, they choose (Riessman, 

2004). Rather than a precisely worded set of questions, the interviews were guided by 

open prompts that did not lead the informants (McCormack, 2004) and were therefore 

purposefully broad, for example, “tell me the story of your business”, “why you started 

it?” and “how you started it?” and their order and specific wording was contingent on 

the narrative flow of the informants (Hamilton, 2006). Due to these reasons, the 

narrative interviews were unstructured, informal, and held at multiple occasions 

whenever the researcher recognized the need to obtain a certain piece of statistic or 

historic information. 
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3.3.3.3  Observations 

According to Cavana et al. (2001), observations can provide rich data and insights in to 

the phenomenon observed. Observations could be structured or unstructured. 

Structured observations are when the researcher has a predetermined set of categories 

of phenomena or activities to be observed, whereas unstructured observations are when 

the researcher observes everything during the course of events (Cavana et al., 2001). 

Since the current research was aimed at exploring the EM phenomenon in particular, 

therefore, the data in this research is gathered through structured observations. 

Direct observation in a case study occurs when the investigator makes a site visit to 

gather data. These observations could be formal or casual activities (Tellis, 1997). 

There are two types of roles a researcher could play while gathering the data through 

observations. First is the nonparticipant-observer, whereby the researcher gathers the 

data without becoming an integral part of an organizational system. Second is the 

participant-observer whereby the researcher becomes part of work team and play his 

role while observing the other members (Cavana et al., 2001). In the current research, 

the researcher has played the role of nonparticipant-observer. All the observations of 

the current research are categorized into four parts which are detailed below: 

a. Process Observations 

One part of researcher’s observation was the routine processes of production, buying 

and selling of products and services in the case firms. The researcher has gathered the 

answers of the questions, for example, in manufacturing firms, how do they buy the 
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raw materials? how the finished products are produced? How do they promote and sell 

the products? How do they deliver the products to the customers? And so on. In the 

service firms, during the process-observation, the researcher sought the answers to the 

questions, for example, how do they produce the desired quality of services? How do 

they promote and sell the services? And so on. The core purpose of the process-

observation was to understand and explore the EM practices and challenges in-depth. 

b. Supply Chain Observations 

In the cases of manufacturing firms, the researcher has gathered the valuable 

observations throughout the complete supply chains. These observations start from the 

point when the finished products are produced and become available to be sold, and 

continues through the dealers’ warehouses and retail stores, until the end consumers. 

The information gathered through supply chain observation was highly critical for the 

in-depth understanding of the EM challenges caused by various supply chain actors. 

c. Management Observations 

During the long hours spent at the workplaces of the case firms, the researcher has made 

the in-depth observations regarding the management personnel’s behaviors, 

communications, customer dealing, and the service delivery. This part of observation 

also includes the critical evaluation of how the key personnel are playing their roles in 

the case firms. As EM is highly social in nature (Martin, 2009), therefore, the social 

interactions of the firm’s representatives with the customers holds the key importance 

in communicating the correct brand image and delivering a quality service. 
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d. Customer Behavior Observations 

To explore the EM challenges, observing the customer’s behavior is found to be the 

key element as it has assisted the researcher to find a broad range of EM challenges 

from multiple aspects. In the current research, the researcher has observed the 

customer’s behavior from within all the service and manufacturing firms’ premises; 

and, from the outside as well (e.g., dealer’s offices and retail stores) in the cases of 

manufacturing firms in particular.  

e. Environment Observation 

Environment observation includes the understanding of trends prevailing in the industry 

and surroundings of the business location i.e., nearby population and markets. This 

observation assisted the researcher in understanding and verifying many of the 

information that was obtained during the interviews, such as, the density of population 

in a particular area, the presence of competitors at certain locations and various industry 

trends. The researcher has spent a considerable time outside the studied firms to gather 

the field notes from environment observations. 

Respondent Bias During the Observations 

Data gathering through observations is prone to the respondent’s bias as they may 

behave differently during the observational period. To avoid such bias, this research 

has followed the guidelines given by (Cavana et al., 2001) in the book Applied Business 

Research, according to which, the observations should be carried out for the longer 

duration instead of shorter. This is because when the observation progresses longer, the 
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respondents become more relaxed and tend to behave normally. Following that, the 

researcher has spent ample amount of days in observations, and due to that, he has 

encountered many of the key observations even multiple times. 

3.3.3.4  Archival Data 

Archival records can usefully be defined as “documents made or received and 

accumulated by a person or organization in the course of the conduct of affairs and 

preserved because of their continuing value” (Ellis, 1993, p. 2). In the contemporary 

research, archival data can be used to add 'empirical depth' to a project by generating 

new data and enabling verification of existing data from other sources. As compared to 

the interview data, archival sources generally have three advantages, that is, it is more 

detailed, less contingent and less obtrusive (Welch, 2000). According to Denzin (1989), 

using archival sources alongside interview data is known as methodological 

triangulation. Following that, the researcher in the current research has gathered many 

types of supporting documents (e.g., account statements, websites, pictures and social 

media posts) for methodological triangulation. 

3.3.3.5  Focus Group Discussion 

In the current research, after the case studies’ data gathering and analysis, the focus 

group discussion was used to externally validate the case studies’ findings as well as to 

reassure the data saturation achieved during the case studies’ data gathering. The focus 

group in this research was structured (Cavana et al., 2001) as it was guided by the 

predetermined content questions regarding a particular studying phenomenon, i.e., EM. 
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For the focus group discussion, there is no standard number of participants found in the 

literature. However, Morgan (1996) suggests that if the discussion is general in nature, 

then the greater number of participants are advisable, but for the in-depth discussion 

about the studying phenomenon, the smaller number of participants are suitable because 

of the high levels of involvement from each participant. The participants in the smaller 

groups can easily dive into the depth of the phenomenon and share their useful 

experiences and knowledge. In smaller groups, the moderator could also keep the 

discussion on track and extremely focused on the studying phenomenon with ease. 

Following that, the number of participants in the focus group discussion was restricted 

at lowest i.e., one representative from each industry/sector. This is also because in the 

current study, the purpose of the focus group discussion was not to gather the data 

primarily, rather only to validate the findings of case studies. Therefore, it only required 

to have at least one representative from each industry/sector to validate/confirm the 

case studies’ findings. Thus, one participant as an ex-entrepreneur from each 

industry/sector, was chosen as the key informant for the in-depth focus group 

discussion. These ex-entrepreneurs possess all the same qualities and experiences as of 

the case study entrepreneurs with the only difference that the focus group participants 

have not survived from the EM challenges during the start-up phases of their ventures, 

and thus, taken the exit from the markets. 

As compared to the interviews, the focus group discussion was extended broader. Apart 

from validating the case studies’ findings, the focus group discussion encompassed the 

whole stories of participant’s business ventures, the reasons of their entrepreneurial 
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failure, necessary entrepreneurial skills required to survive, and the critical evaluation 

of the business and entrepreneurship education system.  

3.3.4 Data Gathering 

For the case studies’ data gathering, at first, the detailed presentations were given to the 

key informants in the first meetings, explaining them all dimensions of EM. In the 

subsequent site visits, the graduate entrepreneurs were then asked open ended questions 

in the series of interviews including both, semi structured and unstructured narrative. 

The interviews were then followed by the in-depth observations and archival data 

gathering by the researcher about the EM practices and EM challenges which the 

graduate entrepreneurs have faced during their start-ups. As the focus of the current 

study was to explore the EM practices and EM challenges during the start-up phase, 

thus, the key informants needed to recall their experiences from the past. Therefore, 

taking the factor of time bias into consideration and to eliminate that, the key informants 

were given ample amount of time after the first meetings to recall the suitable and 

relevant experiences and examples about each dimension of EM, its practices, and 

challenges since the beginning of their entrepreneurial ventures. Further, as the data 

gathering in each firm was spread on the span of several meetings and site visits, 

consequently, it helped obtaining more time, for the researcher to explore the 

phenomenon in-depth; and for the informants to recall each detail. 
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3.3.4.1  Research Tools for Data Analysis 

To transcribe the recorded interviews, speed changer and volume booster applications 

are used to slow down the speed of recorded words and listen to the voices clearer and 

louder. For the purpose of analysis, this study has firstly used the manual data analysis 

technique for the deeper understanding of methodology and experiences shared by the 

informants. All the themes have been made on sheets and different colors have been 

used to differentiate the themes. After completion of manual data analysis, the data have 

been analyzed another time for the verification and confirmation of the results, in a 

computer aided software ATLAS.ti (version 8.1.3) which is one of the most common 

and potentially most useful software for qualitative data analysis (Lewis, 2004), 

developed by Scientific Software Development. Thousand Oaks, London (ATLAS.ti, 

2018). All the key documents including interview transcripts, field notes, archives, 

images and videos were imported into the software. The computer aided process of data 

analysis is discussed in the subsequent sections. 

3.3.5 Data Analysis 

3.3.5.1  Data Analysis for Research Question 1 

The data analysis was started with ‘progressive focusing’. This involved sifting through 

the data for key pieces of information that were relevant to the objectives of the study 

and screening out any data that were not linked to such issues (Boyatzis, 1998; 

Sinkovics & Alfoldi, 2012). All interviews were transcribed and manually coded. 

Whilst the researcher has used electronic data analysis software, manual coding allows 
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to have an in-depth perspective and analysis strategy (Rettie et al., 2008). This was 

undertaken by examining the data for key themes linked with the research questions 

(primary codes for 1st order themes) and the several sub-themes which provided 

different facets of such factors (secondary codes for 2nd order themes) to add rigor to 

the study (Eisenhardt, 1991; Jaskiewicz et al., 2015). 

The data were further analyzed through the constant comparison technique in which the 

information from the first firm was compared with the second firm’s data, this 

information has been compared with that from the third firm and continued until the 

final firm’s data had been gathered (Harrison & Reilly, 2011). This helped indicate 

when a point of theoretical saturation had been reached. The themes were then 

compared and contrasted with previous research in the domain and with relevant 

theoretical and conceptual constructs. Central to interpretation is considering what the 

data tell the researcher and how they relate to other literature in the field, as well as 

appraising the emergence of new material in addressing the T-Pgap (Fillis, 2015). The 

detailed report from the ATLAS.ti software illustrating the conceptual themes, resulted 

from the analysis undertaken for the Research Question 1 is shown in Appendix B. 

As explained earlier in the Section 3.3.3.5 that the in-depth focus group discussion was 

carried out for external validation of the case studies’ findings, thus, to get the results 

of focus group discussion, the data analysis was carried out separately and lately after 

the case studies’ data analysis. The whole process of inductive analysis for the Research 

Question 1 is illustrated in Figure 3.2 below: 
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Figure 3.2 

The process of inductive analysis for Research Question 1, Adapted from Shaw 

(1999) 

3.3.5.2  Data Analysis for Research Questions 2 and 3 

The analysis for the Research Questions 2 and 3 has proceeded following the three 

levels of coding given by Strauss and Corbin (1990). At first level, the analysis started 

with the open coding whereby the data was constantly compared line by line within 

each document to find the other chunks having the similar meanings. At second level, 

all the similar chunks were combined using axial coding, that indicated the formation 

of themes. At the third level, the emerging themes were categorized further using 
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selective coding, forming the aggregate themes (Strauss & Corbin, 1990). For the 

Research Question 2, the two aggregate themes came up after the analysis, which are: 

social challenges; and educational challenges, in the context of EM (see Appendix C). 

And for the Research Question 3, three aggregate themes appeared after the analysis, 

which are: entrepreneurial networking project; industry and market research project; 

and trading project (see Appendix D). 

As explained in the previous section, the data analysis of in-depth focus group 

discussion was carried out separately and lately after the case studies’ data analysis. For 

the validation of the findings of Research Questions 2 and 3, the data analysis of focus 

group discussion followed the same three-level coding process of Strauss and Corbin 

(1990), as detailed above. Below is the illustration of the process of inductive analysis 

for the Research Questions 2 and 3. 
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Figure 3.3 

The process of inductive analysis for Research Questions 2 and 3, Adapted from 

Shaw (1999) 

3.3.6 Validation 

Validation of research is an important issue, and validation, in terms of credibility and 

authenticity, is often identified as one of the strengths of qualitative research. The case 

studies normally contain much more qualitative data than quantitative. So, sometimes 



 89 

concerns about generalizability from the case studies’ findings are expressed because 

of the small number of informants, but Tsang (2014) argues that the case studies have 

the higher ability to make theoretical generalizations than quantitative approaches. In 

quantitative studies, the measures of reliability and validity are more often used, the 

qualitative research however have other approaches to ensure the rigor. For instance, 

for the analysis of case studies, it is common and recommended to make use of 

comparability, generalizability and transferability criteria (Chreim et al., 2007; Lincoln 

& Guba, 2002). In accordance with these criteria, the current research has also adopted 

few specialized techniques for the validation of its different types of outcomes to ensure 

the rigor throughout. 

In the current research, the semi structured interviews are mainly, and unstructured 

narrative interviews are completely narrative based. The data gathered from narrative 

interviews does not require triangulation, rather there are other ways of validation, for 

example, data adequacy, accessibility, credibility, authenticity, explanatory power and 

coherence (Roberts, 2002). To insure the presence of all these criteria in the interview 

data, all the narratives were gathered as first-hand and in detail from the original source 

(i.e., the graduate entrepreneurs who are also the owner managers), rather than any 

secondary source. The status of the graduate entrepreneurs as the key informants in the 

current research also adds to the credibility and authenticity of the data, as all of them 

were directly involved in all the reported events since the beginning of their ventures. 

Thus, they were the most suitable and information rich informants within their 

respective firms, which brings reliability, a strong validation (Zahra & Covin 1993), 
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credibility and authenticity to the data gathered from them, particularly when the data 

is saturated (Simba & Ndlovu, 2014). 

3.3.6.1  Methodological Triangulation 

Despite the fact that the data gathered from the key informant’s narratives about the 

specific past events could not be triangulated, the researcher however has triangulated 

the data regarding the current processes and operations for the deeper understanding of 

EM practices and challenges. According to Denzin (1989), methodological 

triangulation is the use of different research strategies, for example, using observations 

and archival sources alongside the interview data. Thus, triangulation is the act of 

bringing more than one source of data to bear on a single point and it is the most widely 

recommended method of data verification (Marshall & Rossman, 1989). The use of 

different research strategies is a powerful form of triangulation because, as Denzin 

(1989) argues, 'the flaws of one method are often the strengths of another; and by 

combining methods, observers can achieve the best of each while overcoming their 

unique deficiencies. Thus, the credibility of the study is reinforced by triangulation, that 

is, using multiple data sources to ensure the truth of the findings in the case study 

method (Patton, 2002; Yin, 2009). Following that, in the current research, all the EM 

practices and EM challenges (i.e., answers to Research Questions 1 and 2) are gathered 

through the semi-structured interviews are triangulated from the internal sources (e.g., 

employees, archival data and observations) during the data gathering (Yin, 2014). See 

Figure 3.4 for illustration. 
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After the case studies’ data gathering and analysis, the external validation of all the 

findings were done with the focus group discussion results to ensure the rigor (Denzin, 

1970, 1978). See Figure 3.4 for illustration. 

3.3.6.2  Member Checking 

Pursuing the Research Question 1, the current research is aimed at making theoretical 

developments. After the new theory development, one of the important steps is its 

validation and establishing the credibility of the new theory. According to Colaizzi 

(1978); Lincoln and Guba (1985), this is achieved through ‘member checking’ where 

the researcher takes his/her newly developed theory back to the participants just to ask 

if the theory addresses their original experiences. This is the most crucial technique that 

not only validates but also establishes the credibility of the theory (Lincoln & Guba, 

1985). In current research, all the theoretical developments are explained back to the 

key informants, and all of them have categorically verified that all the new theoretical 

developments of this research truly reflect their entrepreneurial experiences (see 

Appendix F). Figure 3.4 illustrates how ‘member checking’ is done during the process. 

3.3.6.3  Expert Validation 

According to Law and Kelton (2000), a model is valid if it is clearly accepted as 

‘credible’ for its purpose by the expert in the field. Studying about programs in higher 

education, Schellekens et al. (2010) in their study have also used the expert validation 

for an educational model. Following them, the current study has adopted the expert 

validation for the outcome of Research Question 3, that is, the EM pedagogy model. 
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Two higher education experts have confirmed that the EM pedagogy model developed 

in this study is addressing the EM challenges found in the current study, and also 

practically applicable at business schools. Thus, the acceptance of pedagogy model as 

credible by the higher education experts validates it (see Appendix E). 

In conclusion, following the guidelines of Glaser and Strauss (1967), the current 

research is ‘systematic’ as it has followed: 1) rigorous analysis techniques, 2) thorough 

processes, and, 3) trustworthiness. Figure 3.4 below illustrates the complete processes 

and all the validation techniques used in this research: 

 

Figure 3.4 

Processes for validation 
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3.4 Research Paradigm or Worldview 

After researchers choose their philosophical assumptions, they further shape their 

research by bringing up the research paradigms or worldviews. A paradigm or 

worldview is "a basic set of beliefs that guide action" (Guba, 1990, p. 17). These beliefs 

have been called paradigms (Lincoln & Guba, 2000; Mertens, 1998).  Paradigms used 

by qualitative researchers vary with the set of beliefs they bring to research, and the 

types have continually evolved over time. Researchers may also use multiple paradigms 

in their qualitative research that are compatible (Creswell, 2007). According to 

Creswell (2003, 2007), there are four worldviews that inform qualitative research and 

identify how these worldviews shape the practice of research. These are post-

positivism, social constructivism/interpretivism, advocacy/participatory, and 

pragmatism. The researcher being an interpretivist in the current research, is following 

interpretivism as detailed below: 

3.4.1 Interpretivism 

According to Creswell (2007), interpretivism is the paradigm or worldview where 

“individuals seek understanding of the world in which they live and work. They develop 

subjective meanings of their experiences, that is, the meanings directed toward certain 

objects or things” (p. 20). In the context of current research, these are the EM practices 

and EM challenges. These meanings are varied and multiple, leading the researchers to 

look for the complexity of views. The goal of research, then, is to rely as much as 

possible on the informants' views of the situation. Often these subjective meanings are 

negotiated socially and historically. In other words, they are not simply imprinted on 
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individuals but are formed through interaction with others and through historical and 

cultural norms that operate in individuals' lives. Rather than starting with a theory (as 

in post-positivism), interpretivist researchers generate or inductively develop a theory 

or pattern of meaning (Creswell, 2007). 

For the interpretivist, while gathering the information, the questions become broad so 

that the informants can construct the meaning of a situation, a meaning typically forged 

in discussions or interactions with other persons. More open-ended questioning is better 

as the researcher listens carefully to what informants say or do in their lives or work 

settings (Creswell, 2007). The interview protocol of the current research containing 

open-ended questions is also in-line with this paradigm. Thus, interpretivist researchers 

often address the ‘processes’ of interaction among individuals. They focus on the 

specific contexts in which people live and work in order to understand the historical 

and cultural settings of the informants (Creswell, 2007). While gathering the data for 

each case study, the researcher in the current research has also followed these 

guidelines, that are evident in the chapter of research findings (Chapter 4). 

3.4.1.1 Background of the Researcher 

According to Creswell (2007), “researchers recognize that their own background 

shapes their interpretation, and they ‘position themselves’ in the research to 

acknowledge how their interpretation flows from their own personal, cultural, and 

historical experiences” (p. 21). Thus, the researchers make an interpretation of what 

they find, an interpretation shaped by their own experiences and background. The 
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researcher's intent, then, is to make sense (or interpret) the meanings others have about 

the world. This is why qualitative research is often called ‘interpretive’ research. 

The researcher in the current research has over six years of employment experience in 

the flour milling industry; and as a consumer of health and fitness services, the 

researcher has also gained extensive experience over the years from multiple firms. 

Thus, these valuable experiences in the studied industries have made the researcher a 

suitable person to be an interpretivist, and that adds more credibility to the current 

research. 

3.5 Chapter Summary 

This chapter begins with the five philosophical assumptions which are the guidelines 

to practically conduct and report the research. Therefore, the current research has 

strictly followed those throughout. Following the philosophical assumptions, the 

detailed research design is reported that includes method, research contexts, research 

instruments, data gathering, data analysis and validation procedures. At the end, 

following Creswell (2007), the overall research paradigm is given i.e., interpretivism.  
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CHAPTER FOUR 

RESEARCH FINDINGS 

4.1 Introduction 

This chapter begins with the detailed narratives of the key informants which contains 

the introductory, historical and statistical data of their respective firms. This is followed 

by the key findings resulting from the analysis of the data gathered from narrative 

interviews, semi structured interviews, observations and focus group discussion.  

4.2 The Narrative Data 

The narratives obtained from unstructured narrative interviews, mainly contain 

introductory, statistical and historical information about the graduate entrepreneurs and 

focus group participants; and their firms and related processes. The narratives are 

commonly described in storytelling style (Glesne & Peshkin, 1992). According to 

Creswell (2007), “all writing is ‘positioned’ and within a stance. All researchers shape 

the writing that emerges, and qualitative researchers accept this interpretation and are 

open about it in their writings” (p. 179). Therefore, following the same rhetorical 

approach, the biographical narratives presented in the subsequent sections are detailing 

the relevant information. 
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4.2.1 History of Case SMEs 

Firm A 

The first SME (firm A) is a health and fitness centre, that is, a fitness institute that 

provides the services of gym, CrossFit training studio, outdoor boot camping, home 

fitness, and nutritional supplements trading, and is owned by the graduate entrepreneur 

A (geA). The geA is the lifestyle entrepreneur, that is, the entrepreneur who is generally 

motivated by noneconomic goals and by accepting suboptimal profits (Shaw and 

Williams, 1998), and he started his business in 2016. After completing the postgraduate 

studies, he followed his lifelong passion in the fitness industry by taking employment 

in a top health and fitness centre in Lahore, Pakistan as a fitness trainer, and from there 

he also completed his first-level fitness certification. 

After gaining a valuable experience of fitness training for few years, he took the 

decision to start his own health and fitness centre. He chose a newly developed posh 

location nearby his home, where one traditional gym was already operating. Deciding 

to differentiate, he launched a CrossFit training studio that offered a totally new type of 

services in that town. Initially the offered services’ awareness among the targeted 

audience was almost none. He made plentiful efforts to promote and spread awareness 

about his services to the audience for the first nine months but failed to convince most 

of them that the CrossFit style training is as effective and suitable for them as the 

traditional gym workout. Eventually that made him to make more investment and 

expand his business by adding a traditional gym alongside the CrossFit training studio 
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to gain more acceptance among the targeted audience. This strategic decision helped 

him survive and grow his clientele. 

Currently, the geA personally is a celebrity trainer, as well as a guest speaker/trainer 

who has been invited many times on TV channels. Other than his first fitness 

certification during his job, he is also certified as a physical trainer by the Pakistan 

Cricket Board during his venture start-up phase. The geA has also completed a 

collaboration project with the Pakistan Army where he has trained the army’s fitness 

trainers for a sports competition. Under his supervision, in early 2017, the firm A 

launched the services of outdoor boot camping, and in the mid of 2017, the firm started 

trading in the nutritional supplements as well. The firm also became an institute when 

they launched their first fitness trainer’s certification program in the mid of 2017 under 

the supervision of MBBS doctors and senior fitness trainers. In the beginning of 2018, 

enabled by their team of fitness trainers, the firm also launched the home fitness service. 

For running an entrepreneurial venture, the geA’s approach is to focus on his personal 

fitness and positive attitude towards everything that is associated with his business. Due 

to his fit physique; and positive personality and attitude, he generally inspires his 

existing and prospect clients to stay physically and mentally healthy, due to that the 

clients buy his services and retain. The firm A currently employs 20 to 25 employees 

including fitness trainers, doctors, nutritionists, marketers and supporting staff, and the 

geA being experienced and a fitness expert holds the position of Master Trainer. 

Besides having many employees as fitness trainers working under him, he also engages 

himself with the clients during the training sessions and conducts classes as well. 

According to him, it gives him a great satisfaction when he teaches and inspires others 
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to stay fit. Despite that, for a good work-life balance, he also does not spend more than 

six to seven hours in total at his workplace. 

The marketing personnel in firm A are very active in promoting the services using 

various media. Through regular promotion, the firm gets many clients. When a 

customer wants to avail the services, he or she first goes through the body analysis 

which reveals the body composition and many other measurements. Second, based on 

the body analysis results, the customers discuss with the senior fitness trainers about 

the type of workout or product suitable for them. Third, after choosing a product, the 

customers have three options to avail the services, which are: general training, personal 

training, and group classes. The customers make this choice based on their personal 

needs. Later, the customers are also guided by the nutritionists regarding the suitable 

diet options based on the customer’s body analysis results and their future goals. 

At the time of hiring a doctor, nutritionist or marketer the firm A requires a 

certification/degree from a credible institute, however, for the fitness trainers, 

applicants must complete the firm A’s own fitness trainer’s certification program. After 

passing the fitness trainer’s program successfully, the applicants go through the 

physical test in which the body measurements are taken and only the applicants that 

possess a high level of physical fitness and a fit physique are hired. The second criterion 

holds the key importance as it projects a positive and suitable image of their staff 

regarding their roles in the firm. Due to this, the clients perceive the firm and its staff 

legitimate for delivering the fitness services, and therefore, it directly increases their 

clientele. 
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Firm B 

The second SME (firm B) is another health and fitness centre that provides the services 

of the gym, CrossFit training studio, outdoor boot camping, fitness business 

consultancy, fitness machinery and equipment trading, and nutritional supplements 

trading. It is owned by the graduate entrepreneur B (geB) who is an opportunity 

entrepreneur, that is, the entrepreneur who recognizes the opportunity and works to 

exploit it (Larsson & Thulin, 2018). Unlike the firm A, firm B is not a fitness institute. 

The geB started his business in 2013 soon after completing his graduation, when he 

found an investment opportunity at a newly developed posh location in Lahore, 

Pakistan. He joined hands with an investment partner to finance his new business. 

Unlike geA, the geB has not gained any experience in the health and fitness industry 

and neither achieved any fitness training certification personally before the start-up. 

At the chosen location of firm B, there was no fitness centre in the surrounding areas 

because the area was newly developed and not much population was moved there until 

the time of their start-up. Due to lack of industry experience, he purchased locally 

manufactured gym machinery (i.e., having substandard quality) at start-up. After three 

years, due to the consistent dissatisfaction from his clients, he decided to replace the 

complete gym machinery with the new and imported one. This strategic decision helped 

him gain more acceptability among his targeted audience, and grow his clientele. 

To overcome the weakness of having no experience in the health and fitness industry, 

the geB started working hard on his physical fitness soon after the start-up to project a 

fit personal appearance (like an experienced fitness trainer). Moreover, within few 
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months from his business launch, he strongly felt the need to project himself as 

technically expert in his field, therefore, he started working to achieve his trainer’s 

certification as well. Like geA, the geB due to his fit physique and positive personality 

and attitude also started inspiring his existing and prospect clients to stay physically 

and mentally healthy, and due to that the more clients have bought his services.  

After few months from the launch of the services of gym and CrossFit training studio 

in the beginning, the firm started the nutritional supplements trading for upselling and 

to serve their existing clients better. In the beginning of 2014, the firm launched the 

service of outdoor boot camping as well. Until 2017, the geB had gone through the 

experiences of buying locally manufactured gym machinery, selling gym machinery, 

and importing the gym machinery from another country. Being an opportunity 

entrepreneur, the geB utilized these valuable experiences, and in 2017, he officially 

started the gym machinery and equipment trading business along with the gym 

consultancy service. Giving these expert services, the geB has completed a number of 

home and professional gym projects.  

The firm B currently employs 17 to 20 employees including fitness trainers, 

nutritionists, marketers and supporting staff, and the geB is holding the position of 

Manager in his firm. For a good work-life balance, he does not spend more than six to 

seven hours in total at his workplace. Like the firm A, the marketing personnel in firm 

B are also very active in promoting the services using various media. Through regular 

promotion, the firm gets many clients. When a customer wants to avail the services, he 

or she first goes through the body analysis which reveals the body composition and 

many other measurements. Second, based on the body analysis results, the customers 
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discuss with the senior fitness trainers about the type of workout or product suitable for 

them. Third, after choosing a product, the customers have three options to avail the 

services, which are: general training, personal training, and group classes. The 

customers make this choice based on their personal needs. Later, the customers are also 

guided by the nutritionists regarding the suitable diet options based on the customer’s 

body analysis results and their future goals. 

To get hired for the fitness trainers, nutritionists and marketers, the firm B requires a 

certification/degree from a credible institute, and at the time of hiring, the applicants 

must pass through two criteria. The first is the theoretical test in which the geB 

personally asks questions to test the theoretical knowledge of the applicants. The second 

is the physical test in which the body measurements are taken and only the applicants 

that possess a high level of physical fitness and a fit physique are hired. The second 

criterion holds the key importance as it projects a positive and suitable image of their 

staff regarding their roles in the firm. Due to this, the clients perceive the firm and its 

staff legitimate for delivering the fitness services, and therefore, it directly increases 

their clientele. 

Firm C 

The third SME (firm C) is a manufacturing business, that is, a flour mill operated by 

the graduate entrepreneur C (geC), who is an opportunity entrepreneur (Larsson & 

Thulin, 2018) and has started his business operations in 2017. After his postgraduate 

degree, he worked as an operations manager at a renowned flour mill located in Lahore, 

Pakistan. There, he was assigned a wide range of professional duties that include 
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managing operations and marketing. After few years, he came across an opportunity to 

takeover an already established and operational flour mill on a rental contract. Thus, to 

become self-employed, gain more autonomy, grow his income, and achieve life 

satisfaction, he decided to exploit the opportunity. 

At the time of making the contract, the geC was aware of extremely competitive market 

conditions and the fact that how difficult could be the launching of a new brand in wheat 

products. Therefore, in the contract, he also bought the rights to use the previously used 

brand names of all the products, by that flour mill. Due to this strategic decision, the 

firm C achieved a great advantage of selling their wheat products with already accepted 

brand names in the market, that helped the firm survive in the start-up phase. 

The firm C’s product range includes regular flour, special flour, baking flour, fine flour, 

semolina, and bran. As all the finished products produced in the firm C are the wheat 

products, hence, the main raw material for the firm C is the wheat. Currently the firm 

C does not have a broad network of agricultural land owners and wheat traders, thus, 

the geC is still working to grow his network in backward supply chain. Every year in 

the month of April, the wheat harvesting season starts in Pakistan. Following that, the 

wheat purchase starts during the month of April from the agricultural land owners and 

wheat traders. During the wheat purchasing season, their first target is to store as much 

wheat as they can because the price of wheat is always at its lowest at the beginning of 

the season. However, as the season goes on, the price slowly starts to rise. This is the 

basic supply and demand principle as the harvesting completes, the supply of first-hand 

wheat (i.e., from agricultural land owners) ends. After the completion of harvesting 
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season, the next option available to the firm C for purchasing the wheat, are the wheat 

traders. 

During the harvesting season, the provincial government also purchase the wheat from 

agricultural land owners in order to regulate the wheat supply; and wheat and flour 

prices for the whole year. To buy the wheat, the provincial government fix the wheat 

price every year before harvesting season and purchase enough wheat that they can 

supply to all the flour mills in Punjab province throughout the year after the harvesting 

season. This process helps the provincial government to regulate the wheat supply; 

wheat and flour prices; and overcome the problem of wheat shortage in the markets due 

to hoarding. Therefore, after the agricultural land owners and wheat traders, the tertiary 

source of purchasing wheat for the firm C is the provincial government of Punjab. 

At the time of wheat purchase, for quality check, the geC does not rely on his staff and 

personally inspects the quality of wheat. Without his approval, the wheat cannot be 

purchased even though the firm has quality checking tools and electronic equipment 

that any of the management staff could also use. After processing the wheat and 

producing the finished products, the geC again does the quality check for all finished 

products by himself at regular intervals.  

After the finished products produced, there are two channels that the firm C use to 

deliver those. First is on-site selling, whereby the customers come at flour mill and 

purchase the products and transport to their places. These customers could be either 

wholesale dealers, retailers or end consumers. Second, is delivery at wholesalers’ or 

retailers’ premises, whereby the firm receives the orders from wholesalers and retailers 
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mostly at phone calls, and then the firm using its own vehicles, supply the ordered 

products at the wholesalers’ or retailers’ premises. The wholesaler are the 

intermediaries that further supply the products to the small retailers, and through all the 

retailers, the products finally reach to the end consumers. According to the geC, more 

than 75 percent of their sales is through the second channel, and more than 90 percent 

of their total sales are on credit. 

The firm C also regularly participates in the provincial government’s programs of 

selling flour bags on subsidized rates at Sunday markets and during Ramadan. The main 

purpose of participating in this program is to increase the sales by reaching the lower 

income consumers as they prefer to buy the products at lower (subsidized) price. 

The firm C currently employs 60 to 70 employees that includes permanent employees 

which are categorized as management staff, technical staff, and drivers; and contractual 

employees which are categorized as labor. All the hiring of permanent staff is done 

through the references of existing employees or owners, whereas the contractual 

employees are hired by the labor contractors. The firm has no formal on-job training 

programs for any category of employees, therefore, the new employees learn through 

experience at workplace. 

A key strategy to survive the start-up phase that the geC personally follows is a good 

work-life balance. According to him, he does not stay more than six hours at work and 

spend leisure time with family and friends every day. He also takes a good eight hours 

of sleep per day. This helps him in maintaining his personal well-being and mental 

health due to which his mental abilities and productivity at workplace increases. 
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Firm D 

The fourth SME (firm D) is another flour mill operated by the graduate entrepreneur D 

(geD) who is a family entrepreneur. After completing his postgraduate education, he 

joined his brothers as a business partner to start a new flour mill in 2005. He has the 

family owned land in Lahore, Pakistan, where he established the flour mills by 

constructing a new building and installing the second-hand machinery for the 

production. Although the geD never had the experience in flour milling industry at the 

time of his start-up, but he had the experience in the fields of marketing and retailing. 

The firm D’s product range includes regular flour, whole wheat flour, special flour, 

maida flour, fine flour, semolina, and bran. As all the finished products produced in the 

firm D are the wheat products, hence, the main raw material for the firm D is the wheat. 

Currently the firm D has an established network of agricultural land owners and wheat 

traders from two provinces, Punjab and Sindh. Every year in the month of April, the 

wheat harvesting season starts in Pakistan. Following that, the wheat purchase starts 

during the month of April from the agricultural land owners and wheat traders. During 

the wheat purchasing season, their first target is to store as much wheat as they can 

because the price of wheat is always at its lowest at the beginning of the season. 

However, as the season goes on, the price slowly starts to rise. This is the basic supply 

and demand principle as the harvesting completes, the supply of first-hand wheat (i.e., 

from agricultural land owners) ends. After the completion of harvesting season, the next 

option available to the firm D for purchasing the wheat, are the wheat traders in Punjab 

and Sindh. 
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During the harvesting season, the provincial government also purchase the wheat from 

agricultural land owners in order to regulate the wheat supply; and wheat and flour 

prices for the whole year. To buy the wheat, the provincial government fix the wheat 

price every year before harvesting season and purchase enough wheat that they can 

supply to all the flour mills in Punjab throughout the year after the harvesting season. 

This process helps the provincial government to regulate the wheat supply; wheat and 

flour prices; and overcome the problem of wheat shortage in the markets due to 

hoarding. Therefore, similar to the firm C, after the agricultural land owners and wheat 

traders, the tertiary source of purchasing wheat for the firm D is also the provincial 

government of Punjab. 

At the time of wheat purchase, for quality check, the geD does not rely on his employees 

and he either inspects the quality of wheat by himself or rely on his brothers who are 

the co-owners. Without any of the owner’s approval, the wheat cannot be purchased 

even though the firm has quality checking tools and electronic equipment that any of 

the employees could also use. After processing the wheat and producing the finished 

products, the geD or any of the co-owners, depending on who is available, does the 

quality check for all finished products at regular intervals.  

After the finished products produced, similar to the firm C, there are two channels that 

the firm D use to deliver its products. First is on-site selling, whereby the customers 

come at flour mill and purchase the products and transport to their places. These 

customers could be either wholesale dealers, retailers or end consumers. Second, is 

delivery at wholesalers’ or retailers’ premises, whereby the firm receives the orders 

from wholesalers and retailers mostly at phone calls, and then the firm using its own 
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vehicles, supply the ordered products at the wholesalers’ or retailers’ premises. The 

wholesaler are the intermediaries that further supply the products to the small retailers, 

and through all the retailers, the products finally reach to the end consumers. According 

to the geD, more than 95 percent of their sales is through the second channel because 

their firm is located on the outskirts of Lahore (i.e., away from the bigger markets of 

the city). Moreover, above 90 percent of their sales are on credit. 

The firm D regularly participates in the provincial government’s programs of selling 

flour bags on subsidized rates at Sunday markets and during Ramadan. In these 

programs, the firm D sells the flour bags on the price fixed by the government, that is 

much lower than the market price. This results in high sales volume and then the 

government pays the price difference to the firm. The main purpose of participating in 

this program is to increase the sales by reaching the lower income consumers as they 

prefer to buy the products at lower (subsidized) price. 

The firm D currently employs 70 to 80 employees that includes permanent employees 

which are categorized as management staff, technical staff, and drivers; and contractual 

employees which are categorized as labor. Similar to the firm C, all the hiring of 

permanent staff in the firm D is done through the references of existing employees and 

geD, whereas the contractual employees are hired by the labor contractors. The firm 

has no formal on-job training programs for any category of employees, therefore, the 

new employees learn through experience at workplace. 

Similar to geC, the key strategy to survive the start-up phase that the geD personally 

follows is a good work-life balance. According to him, he does not stay more than six 
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hours at work and likes to spend leisure time at home. He also frequently travels for 

leisure. This helps him in maintaining his personal well-being and mental health due to 

which his mental abilities and productivity at workplace increases. Moreover, this helps 

him to generate a great amount of positive energy in himself and then he also transfers 

that positive energy to his employees as well, which makes the whole firm highly 

productive. 

4.2.2 History of Focus Group Participants 

The first focus group participant (fgpA) belongs to the health and fitness industry, who 

started his health and fitness centre in 2015 that used to provide the services of the gym 

and CrossFit training studio. Prior to that, he completed his postgraduate education and 

worked at various management positions in few firms. However, he never had work 

experience in the health and fitness industry and neither had the personal certification 

of a fitness trainer. Similar to the geA and geB, fgpA also chose a newly developed 

posh location for his business. Due to the lack of related industry experience, and to 

save the cost, he purchased locally manufactured (substandard) machinery. 

Consequently, it was troublesome for him to gain acceptance among his targeted 

audience during the start-up phase. To save the cost further, he never hired the required 

number of employees, particularly the fitness trainers in his firm. As a result, he used 

to stay for longer hours and conduct multiple classes every day in his health and fitness 

centre. Due to such strenuous lifestyle, he could not take time to work for his fitness 

trainer’s certification as well and continued to serve his clients without that. Moreover, 

he hired the fitness trainers that were also not certified and competent. All these factors 

caused the entrepreneurial marketing (EM) challenges to reach at peak during the start-



 110 

up phase, that contributed towards the gradual decline of his business venture. After 

struggling for more than a year with the EM challenges, he eventually took an exit from 

the market with a heavy financial loss. 

The second focus group participant belongs to the flour milling industry. His career 

journey was similar to geC, as after completing his postgraduate education, he worked 

as an export and marketing manager in a flour mill for few years. Then, he came across 

an opportunity to takeover an already running flour mill on a rental contract in 2013. 

He exploited that opportunity and quitted his job. He signed a three years contract to 

operate a running flour mill which already had employees and a customer network. 

Despite these advantages, he could not grow the customer base because of the highly 

competitive market conditions. According to him, he lacked greatly in communication, 

selling skills and managing human resource, which intensified the EM challenges for 

him.  

To save his cost, the fgpB has not retained a full team of technical employees, that was 

required to operate a flour milling unit. Therefore, he used to put more workload on 

each individual employee, affecting their personal well-being. As a result, his 

employees were not satisfied and neither giving their best performance at work. 

Consequently, he also used to receive many complaints about the production quality of 

his finished products from the market, which also added to the growing EM challenges 

for him. Thus, the continuous EM challenges eventually made him to terminate the 

contract after two years, to save himself from loss. 
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4.3 Results and Findings 

This section contains all the key findings resulted from the data analysis. The key 

findings are divided in to two sections, first, EM dimensions, which are resulted from 

the data analysis for Research Question 1; and second, contemporary EM challenges, 

which are resulted from data analysis for Research Question 2. The results of the 

analysis are given in the Appendix B and Appendix C, which contain the parts of semi 

structured interviews, narrative interviews, observations and focus group discussion, 

used in the current research. Therefore, while reporting the findings, Appendix B and 

Appendix C are referred each time when the information from the research data is 

reported. 

4.3.1 Entrepreneurial Marketing Dimensions 

For the first research question, after analyzing all the data gathered from semi structured 

interviews, narrative interviews and observations, 11 EM dimensions are identified. 

Seven of which are similar to those of Morris’s et al (2002) proposed dimensions, thus, 

confirming them as validated EM dimensions. Whereas, four new EM dimensions are 

also found that emerged very prominently in the data analysis, these are: ‘well-being 

driven’, ‘legitimation’, ‘entrepreneurial networking’ and ‘self-reliance’. These have 

never been identified as EM dimensions in the past entrepreneurship literature, 

however, some studies have recognized these to be practiced by the entrepreneurs, and 

also highly essential to entrepreneurial success, as discussed in later sections. 
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The result of the analysis (explained in Section 3.3.5.1) as ATLAS.ti report is given in 

Appendix B, which contains the parts of semi structured interviews, narrative 

interviews and observations used in the current research. Therefore, while reporting this 

finding, Appendix B is referred each time when the information from the research data 

is reported. Below are the details of all EM dimension identified in the current study. 

4.3.1.1  Proactiveness 

Proactiveness is one of the previously known dimensions of EM, whereby an 

entrepreneur or firm behaves like an agent of change. This is the most significant 

entrepreneurial dimension of EM (Rahim et al., 2020), in which an entrepreneur or firm 

create a new market by offering new products or services (Lumpkin & Dess, 2001). 

Proactive orientation makes entrepreneurs find new consumer’s needs and take 

initiatives with the intention of serving those needs before anyone else, in order to seize 

the opportunities (Penpece, 2014). The findings of the current study have also 

confirmed this dimension as all of the graduate entrepreneurs are found to be involved 

in proactiveness. For instance, in the case of firm A, before the start-up, the geA has 

made a proactive decision to install the solar panels to save the cost of electricity as 

well as to avoid electricity shutdowns1 (see Appendix B). This was a strategic and 

proactive decision before the start-up aiming at delivering an uninterrupted service to 

his future clients. 

                                                
1 Due to shortage of electricity in Pakistan, 12 to 14 hours of electricity shutdown per day occurs 
during summer. 



 113 

Entrepreneurs with proactive orientation, proactively define new market positions and 

quickly develop and launch new products using suitable marketing approaches in a 

competitive environment (Morris et al., 2002). Following that, in the case of firm B, 

the geB has also proactively started targeting the clients before the launch of his 

business (see Appendix B). Whereas, in the case of firm C, the geC has proactively 

decided to engage the big dealers in the local market to start developing his customer 

base (see Appendix B). This is also in-line with the Chin et al. (2016), who argue that 

entrepreneurs demonstrate proactive behaviors to establish business networks. 

According to Morris et al. (2002), entrepreneurs do not see external environment as the 

only set of circumstances in which they could adjust or react, rather they view the 

external environment as an opportunity horizon where they attempt to redefine 

conditions in such a way that it reduces uncertainty and their dependency on the 

external environment. Following that, in the case of firm D, before starting his business, 

the geD has also redefined the conditions as while making the pricing strategy he came 

up with the idea of using penetration pricing, so he could handle the market and capture 

the customers (see Appendix B). 

4.3.1.2  Opportunity Driven 

Opportunities are those market positions which are unnoticed and potential sources of 

sustainable profit. Opportunities also reflect the market’s imperfections and the 

knowledge about how to exploit these imperfections distinguish EM (Morris et al., 

2002). Opportunity driven is a previously known EM dimension which has been 

confirmed by the current study as all of the graduate entrepreneurs are found to be 
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driven by the opportunities. For instance, in the case of firm A, the geA noticed a 

business opportunity at a posh location where an existing health and fitness centre was 

unable to deliver satisfactory services. Therefore, the geA saw it as an opportunity to 

come in that area and open another health and fitness centre and to capture their 

unsatisfied clients (see Appendix B). Also in the case of firm D, the geD had the similar 

approach as he chose the location where no other flour mill was operating nearby (see 

Appendix B). Thus, it is confirmed that an entrepreneur continuously seeks the gaps in 

the market through ongoing market research and grab any new opportunity which 

seems profitable (Morris et al., 2002; Penpece, 2014). 

In the case of firm B, the geB is found to be an opportunity entrepreneur as mentioned 

earlier in the histories of case SMEs (see Section 4.2.1). This is because when he found 

an investment opportunity at a newly developed posh location, he joined hands with an 

investment partner to finance his new business (see Appendix B). Thus, he did not stay 

back while relying on his inadequate personal resources rather he found an investment 

partner in the pursuit of an attractive business opportunity. This is also in-line with 

Morris et al. (2002) who say that opportunity driven refers to continuous recognition 

and pursuit of opportunity without regard to the resources controlled. 

Opportunity driven behavior is the one in which along with the routine marketing 

activities, an entrepreneur continuously seeks the gaps in the market through ongoing 

market research and grab any new opportunity which seems profitable (Morris et al., 

2002; Penpece, 2014). Similarly, in the case of firm C, the geC prestart-up came across 

an opportunity to takeover an already established and operational flour mill on a rental 
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contract. Thus, to become self-employed, gain more autonomy, grow his income, and 

achieve life satisfaction, he decided to exploit the opportunity (see Appendix B). 

4.3.1.3  Risk Management 

According to Morris et al. (2002), risk taking orientation is the quality of an 

entrepreneur in which they stay in comfort with random variance and ambiguity. Thus, 

this is an already known and an entrepreneurial dimension of EM as entrepreneurship 

is bound with calculated risk-taking and making efforts to identify risk factors, and 

then, to minimize or deal with those factors. Hence, risk management is a significant 

factor towards EM (Rahim et al., 2020). In the case of firm A, as mentioned earlier in 

the history of case SMEs (see Section 4.2.1) that nine months after the start-up, the geA 

had made a new investment by adding the gym services, which was a big risk he took 

following his clients’ needs and demands (see Appendix B). This is also in-line with 

the Morris et al. (2002) who say that in entrepreneurial firms, risks are reflected in 

resource allocation, choice of products and services, and market decisions made by the 

entrepreneur. 

Focusing on the risk in the market decisions, in firm C, the geC has took the biggest 

risk by opting for 90 percent of their total sales as credit sales (see Appendix B). This 

is mainly because of the lack of professionalism (explained later in this chapter) among 

their customers, due to which, it becomes difficult to recover the amounts. In firm D on 

the other hand, focusing on the risk in resource allocation, the geD purchased a large 

amount of wheat to stock during the start-up, which was a great risk as it held their 

valuable financial resources in a large amount (see Appendix B). 
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Risk taking propensity of entrepreneurs is also linked with being successful in 

opportunity exploitation (Kurgun et al., 2011). Following that, in the case of firm B, 

the geB took the risk by seizing an opportunity when he started his business in a newly 

developed posh location. The main risk was that the area was not populated enough, 

and the residents were still continuing to move in. Thus, the geB was unsure of the 

current population as well as how long would it take for the area to become significantly 

populated (see Appendix B).  

4.3.1.4  Innovation Focused 

Innovation focused promotes new and different solutions and acting of the firm as an 

invention factory, and leading the customers through innovation (Morris et al., 2002). 

Innovation is a priority in those businesses who aim to achieve a sustainable 

competitive advantage and survival in the market (Hacioglu et al., 2012). Following 

this component of EM, the entrepreneurs make strategies to redefine the products and 

market contexts and try to consistently manage a portfolio of innovations. Following 

this notion, in the case of firm A, the geA has introduced few new services (e.g., MMA, 

Kickboxing and Zumba classes) that are generally not offered by a health and fitness 

centre (see Appendix B). This new range of services allowed him to present a rich 

portfolio of innovations to his clients during the start-up. On the other hand, in the case 

of firm B, the geB’s focus on innovation was no different as they introduced the 

CrossFit service in Lahore as one of the pioneers (see Appendix B). 

Innovation focused is an entrepreneurial dimension in which the entrepreneur adopts a 

highly inventive approach to new product and service development. Among many 
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marketing areas, packaging is one in which the entrepreneurs also adopt new 

approaches (Morris et al., 2002). Following this argument, the firm C has introduced a 

new packaging of pizza flour in the market during their start-up (see Appendix B). The 

new stock keeping unit (SKU) was having a number of benefits over the traditional 

packaging. Also in the case of firm D, they have made a similar innovation by 

introducing a new SKU of super fine flour (see Appendix B). By developing a new 

SKU, they became able to target a new segment, hence, increasing their customer base. 

4.3.1.5  Customer Intensity 

Customer intensity refers to the reinforcement of passion for the customer where an 

entrepreneur acts as an agent for customer. Customer intensity is the marketing 

dimension of EM which is about finding new customers, sustaining the existing 

customers and using creative approaches for the customer development (Morris et al., 

2002). According to this dimension, entrepreneurs make strategic customer-focused 

interactions and bring the customers into the firm’s strategic planning. Following that, 

in the case of firm A, the geA took a strategic decision to add the gym facility in their 

firm broadening the existing range of services based on their clients’ demands (see 

Appendix B). 

According to Astuti et al. (2018), focusing on customer results in maximizing 

profitability. Therefore, entrepreneurs create strong ties with prospective as well as 

repeat business customers, hence, developing a wide customer network (Jones et al., 

2013; Leppäaho et al., 2018). In this regard, the firm B have a well-maintained database 

of all their members since the beginning. This database is highly confidential as it 
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contains a wide range of personal information about their members including their 

contact numbers and addresses, which the firm use to reach them back for promotion 

and other important communications (see Appendix B). 

There is always a need for creative approaches in EM in order to acquire, retain and 

develop new customers and an entrepreneur’s focus always stays on how to create new 

relationships and markets. (Morris et al., 2002). In the case of firm C, they have been 

found to accept the customer’s demands during their start-up phase so that they could 

enter the market. They have also hired a marketing team to convince the customers to 

buy their products (see Appendix B). Whereas, in the case of firm D, they met different 

types of customers, and used personal selling to gain the trust among them (see 

Appendix B). 

4.3.1.6  Resource Leveraging 

Resource leveraging refers to doing more with limited resources (Morris et al., 2002). 

In order to take leverage from limited resources, entrepreneurs take strategic decisions 

regarding processes, strategic alliances and outsourcing. Resource leveraging is the 

issue concerned with both, entrepreneurship and marketing, and it needs the most focus 

among all other dimensions (Morris et al., 2002), thus, making it a significant factor 

towards EM (Rahim et al., 2020). For resource leveraging, entrepreneurs develop 

creative capacity and they exploit underutilized resources and use creative methods for 

borrowing, renting, sharing, contracting and outsourcing (Morris et al., 2002). 

Similarly, in the case of firm A, they decided to rent out their space to other trainers 

who want to train their personal clients in off-peak hours, so the firm could meet its 
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expenses (see Appendix B). Whereas, in the case of firm B, they had both services (i.e., 

CrossFit training and gym) on the same floor instead of renting two floors to save their 

rental cost (see Appendix B). 

In EM, one of the ways the resource leveraging could also be achieved is by using the 

resources in hand together to find new resources (Morris et al., 2002). Following that, 

in the case of firm C, they have few silos installed at their premises, which were 

dysfunctional at the time when the geC made the contract to take over the mill. With 

the mindset of leveraging the resources, they used those silos as godowns and stocked 

wheat bags in them (see Appendix B), thus, making a productive use of a dysfunctional 

facility. 

The resource leveraging could also be achieved by utilizing the resources that other 

businesses have not noticed or getting benefits from the sources of other businesses 

(Morris et al., 2002). In-line with this, the firm D had few vehicles at the start-up, 

however, due to being far from the main markets of the city, they have also used rental 

vehicles to increase their transportation (see Appendix B), thus, efficiently leveraging 

the external resources. 

4.3.1.7  Value Creation 

Value is the ratio between the benefits and cost (Kotler, 2001). Value could be created 

by either increasing the benefits, decreasing the cost, increasing benefits more than the 

increase in cost or reducing benefits less than reduction in cost (Kotler, 2001). In order 

to create value, the task of the entrepreneur is firstly to explore untapped sources of 
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value creation, and then to create unique combinations of those sources to create 

customer value (Morris et al., 2002). Entrepreneurs make value-based strategies 

focusing on customer intimacy and continuously explore for useful sources of customer 

value in each element of marketing mix (Morris et al., 2002). Aware of this in firm A, 

the geA arranges frequent trainings sessions of their staff on how to deliver the high-

quality customer service and give their best (see Appendix B). Whereas, in the case of 

firm B, the geB has followed a different approach for creating value. In the health and 

fitness industry, normally an individual fitness trainer supervises 40 to 45 clients. On 

the contrary, to deliver the better service and create more value, the geB gave almost 

half the number of clients to each trainer, so the trainers could focus more on every 

single client and the service effectiveness could be raised (see Appendix B). 

In order to create value, it is inevitable for entrepreneurs to carefully consider the needs 

and demands of existing and potential customers (Penpece, 2014). Thus, in the case of 

firm C, to create value during their start-up, they gave commitment to deliver the 

consignments within 24 hours, which is quite rapid. Moreover, they owned their fast 

delivery as their unique selling point, as it was contrary to the existing trends in the 

market (see Appendix B). On the other hand, to create value in the firm D, they have 

used imported (high quality) parts in their machinery in order to produce superior 

quality products. Moreover, they also trained their technical staff accordingly to 

maintain the high quality in production (see Appendix B). 
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4.3.1.8  Well-Being Driven 

Well-being is the fundamental part of living a flourishing and fulfilling life and is 

closely associated with entrepreneurs' ability to work, experience positive emotions and 

maintain positive relationships (Diener et al., 2010; Seligman, 2012). Well-being has a 

strong ability to recharge entrepreneurs' psychological resources including their 

optimism, self-esteem and resilience. This energizes them to persistently performing 

the challenging tasks that are often considered impossible (Foo et al., 2009). Wiklund 

et al. (2019) define entrepreneurial well-being as “the experience of satisfaction, 

positive affect, infrequent negative affect, and psychological functioning in relation to 

developing, starting, growing, and running an entrepreneurial venture” (p. 1). Bernoster 

et al. (2018) argue that the positive affect is positively related with the entrepreneurial 

orientation, and the negative affect is negatively related with the entrepreneurial 

orientation, thus justifying well-being driven orientation being entrepreneurial in 

nature. 

In the studied cases, all four entrepreneurs are found to recognize the importance of 

well-being and are highly driven with it in starting and running their entrepreneurial 

ventures. Prioritizing their well-being and mental health, all entrepreneurs have least 

direct involvement in everyday operations and tasks within their firms. Due to this, all 

of them have been found not to spend more than six to seven hours at their workplaces 

(see Appendix B), and mostly spend rest of their times with families at home. Despite 

the limited resources at start-up, for every single operation, the case entrepreneurs 

prefer to hire the ample number of employees that have the suitable skills and are 

reliable to perform their assigned operations. For example, in the case of firm A, despite 
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being himself a certified fitness trainer, the geA prefers to hire other trainers and assign 

training classes to them (see Appendix B). Such approach gives entrepreneurs the 

stress-free mind and time to focus on strategic decision making and networking for the 

growth of their firms. According to Sevä et al. (2016), the entrepreneurs having 

employees working for them experience the higher levels of life satisfaction than the 

entrepreneurs without employees. In-line with their (2016) findings, in the studied 

firms, the graduate entrepreneurs by hiring the skilled teams of employees are achieving 

profitability as well as experiencing higher levels of life satisfaction. 

As EM is highly social in nature (Ali and Seiders 2011; Hills et al. 2008; Martin 2009), 

the research shows that well-being causes happiness that helps the entrepreneurs 

staying well and more socially connected as well (De Neve et al., 2013; Lyubomirsky, 

2008). As evident in the cases firm A and firm B, after attaining the desired state of 

personal well-being, the geA and geB inspire their existing and prospect clients to stay 

physically and mentally healthy, due to that the clients buy their services and retain. 

Similarly, in the cases of firm C and firm D, geC and geD inspire and motivate their 

employees to keep the positive energy high, due to that, they achieve the desired 

productivity levels. Apart from being an integral antecedent of EM’s social outcomes, 

well-being is also an important antecedent of many other key entrepreneurial outcomes 

as well, for example, happier entrepreneurs have more satisfying work, and tend to be 

more productive and creative (Erdogan et al., 2012). These benefits flow back in 

succession into their families, workplaces, and communities, creating a virtuous cycle 

of well-being (Helliwell et al., 2012). Thus, the entrepreneurs driven by well-being 
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promote creativity, productivity and cooperation in their workplace, contributing to 

organizational as well as social well-being. 

Well-being affects the emotional states of the entrepreneurs, and through that, it also 

influences other EM dimensions as well, for example, proactiveness (Hahn et al., 2012), 

opportunity evaluation (Grichnik et al., 2010; Welpe et al., 2012), innovation (Baron & 

Tang, 2011; Perry-Smith & Coff, 2011) and risk management (Podoynitsyna et al., 

2012). The emotional state could also influence the entrepreneur’s efforts on many 

other future oriented EM tasks (Foo et al., 2009). Psychologists mostly refer to well-

being as subjective and define as “the overall internal state of mental wellness, that 

includes first, the pleasure achievement and pain avoidance (i.e., hedonic or desire-

based), and second, vitality and self-realization (i.e., eudaimonic)” (Deci et al., 2001; 

Keyes, 2006; Ryff, 1989; Wiklund et al., 2019, p. 3). Nikolaev et al. (2019) argue that 

entrepreneurship itself is actually a source of subjective well-being as the 

entrepreneurship results in better psychological functioning which eventually leads to 

the subjective well-being of entrepreneurs. 

Entrepreneurs face many constraints while running their ventures. Those constraints 

may act as stressors and negatively affect the entrepreneurial well-being. For example, 

regulatory constraints are among those stressors that could alter entrepreneurs’ decision 

making and their willingness to follow otherwise attractive opportunities (Bradley & 

Klein, 2016; Wood et al., 2016). One of the examples of external regulatory constraint 

is the cost of corruption (Anokhin & Schulze, 2009). In the firm C and firm D, the 

graduate entrepreneurs are facing that while practicing EM, when they take the 

initiative to exploit the opportunity of increasing sales by participating in the provincial 
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government’s program of selling flour bags on subsidized rates at selected selling 

points. In this program, the participant flour mills sell the flour bags on the price fixed 

by the government, much lower than the market price. This results in high sales volume 

and then the government pays the price difference to the flour mills. To avail this 

opportunity, the graduate entrepreneurs have to face the monitoring teams from various 

government departments. The role of these monitoring teams is to keep the records of 

daily sales and report back to their respective government offices, but some of the team 

members often blackmail and ask for bribe to report back the sales figures correctly. 

Such institutional constraints certainly have negative influence on entrepreneurial well-

being, and following Kollmann et al. (2018), the way geC and geD manage to recover 

from such stress is by focusing more on hedonic well-being, for example, creating a 

good work-life balance (i.e., staying no more than six hours at work and spending 

leisure time with family and friends everyday) and having a good eight hours of sleep 

per day (Williamson et al., 2018) (see Appendix B). 

There has been a gradual shift towards post-materialistic values (Inglehart, 2018), as a 

consequence of which, a greater number of people are seeking for careers that are not 

only financially valuable but also intrinsically fulfilling (Pink, 2001). Same is the case 

in the firm A where the graduate entrepreneur is found as a lifestyle entrepreneur, who 

is attracted to fitness (his lifelong passion) and entrepreneurship explicitly because it is 

the avenue for increased eudaimonic well-being, intrinsic fulfilment and life 

satisfaction for him (see Appendix B). Thus, in this case the distinction between the 

work and leisure is blurred as the geA is driven towards creativity, stimulation, and 

more freedom rather than material comfort (Wiklund et al., 2019). On the other hand, 



 125 

in the case of firm C, the geC is found to be an opportunity entrepreneur who chose to 

avail more autonomy (Ryff, 2018; Shir et al., 2018) and freedom along with high 

profitability and life satisfaction by starting his own venture (see Appendix B). Hence, 

after higher self-realization, the move of geC to leave his job and start his own venture 

was also driven by well-being, and this is totally in-line with Nikolova (2018) who 

argues that the opportunity entrepreneurs after switching to self-employment achieve 

both physical and mental well-being. Many studies at entrepreneurship and well-being 

interface are focusing on entrepreneurs’ life satisfaction (e.g., Abreu et al., 2018; 

Bhuiyan & Ivlevs, 2018; Kibler et al., 2018; Larsson & Thulin, 2018; Sevä et al., 2016), 

that also supports the life satisfaction and well-being driven decisions of the graduate 

entrepreneurs. 

In the cases of firm A and firm B, while practicing EM, geA and geB at the start-up, 

decided to search for entrepreneurial opportunities in the posh areas of the city, and 

after recognizing the potential gaps at the newly developed posh locations, they 

exploited the opportunities by starting their ventures at their respective locations (see 

Appendix B). This gave them the access to the population of upper middle and upper 

social classes, due to that they have been able to charge skimming price. Seeing the 

high-quality services, their clients are rarely bothered about pricing and therefore it 

brings a peace of mind and satisfaction to the geA and geB. This also aligns with the 

findings of Abreu et al. (2018) who argue that geography has long been connected with 

well-being. According to them (2018), the entrepreneurs in wealthier neighborhoods 

have a great chance to experience higher levels of satisfaction. 
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4.3.1.9  Legitimation 

Legitimation helps entrepreneurs to attract customers, access resources and satisfy 

regulators and stakeholders (McKnight & Zietsma, 2018). Legitimacy has been a 

critical but often perplexing construct in the management theory but Suchman (1995) 

defines legitimacy as “generalized perception or assumption that the actions of an entity 

are desirable, proper or appropriate within some socially constructed system of norms, 

values, beliefs and definitions” (p. 574). Tornikoski and Newbert (2007) propose two 

types of legitimacy: Confirming legitimacy, and, Strategic legitimacy. When the 

entrepreneur or firm possesses the characteristics that are regarded credible by the 

society, that is referred as confirming legitimacy. On the other hand, when the 

entrepreneur is engaged in the activities that are directed to convince the external 

audience that the firm is well operational, that is referred as strategic legitimacy. In all 

case studies, the graduate entrepreneurs are found to be engaged frequently in creating 

both types of legitimation. For instance, in the case of firm A, the geA’s past experience 

in the industry and the fitness certification are the prime elements for him that create 

confirming legitimacy as they project his image as a highly suitable person for health 

and fitness business (see Appendix B). 

In the case of firm B, the geB was neither having prior experience in the industry and 

nor was he personally certified as a fitness trainer. Thus, to overcome these weaknesses 

and to create the confirming legitimacy, the geB started working hard on his physical 

fitness soon after the start-up to project a fit personal appearance (like a professional 

fitness trainer), and to achieve his trainer’s certification (see Appendix B). Another 

practice that has been found in both service firms to create confirming legitimacy is at 
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the time of hiring fitness trainers. Both firms hire qualified staff and specifically for the 

fitness trainers, they conduct physical test in which the body measurements of 

applicants are taken and only the applicants that possess a high level of physical fitness 

and a fit physique are hired (see Appendix B). This criterion holds the key importance 

as it projects a positive and suitable image of their staff regarding their roles in the firm. 

Due to this, the clients perceive the firm and its staff legitimate for delivering the fitness 

services, and therefore, it directly increases their clientele. 

In the case of firm C, the geC has gained confirming legitimacy at the time of making 

contract at start-up. He was aware of highly competitive market and knew how hard it 

could be to launch a new brand of wheat products, therefore he also bought the rights 

to use the product’s brand names same as previously used by that flour mills (see 

Appendix B). This strategic decision gave him a huge advantage of selling the wheat 

products with an already established brand name, and due to that, their products easily 

got accepted in the market during the start-up phase. On the other hand, at the start-up 

of firm D, geD has launched a totally new brand in wheat products, and thus, he had to 

do legitimation through personal communication (Bai et al., 2018) with the retailers, 

that took a comparatively longer time (see Appendix B). 

According to Tornikoski and Newbert (2007), entrepreneurs exhibit resource 

combination behavior such as when they strategically utilize the accessible resources 

for the production of goods and services. For instance, in the case of firm A, when the 

geA started his business, differentiating from traditional gyms, he offered a new type 

of services (i.e., CrossFit training studio) but it failed to gain legitimacy among his 

targeted audience as they lacked new service’s knowledge. After struggling for nine 
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months, the geA finally decided to rent another property to add a traditional gym along 

with the CrossFit training studio (see Appendix B). This resulted in gaining confirming 

legitimacy as it helped his business to become more acceptable among the targeted 

populace, and he ultimately survived. Thus, the strategic decision of adding a traditional 

gym, and investing in gym machinery were the actions aimed at the development and 

production of his services, that ultimately created legitimacy for firm A. 

Nascent ventures must be perceived legitimate to the individuals and organizations with 

whom they intend to be engaged in trades. To do that, entrepreneurs should focus less 

on their firm’s limited resources and more on how to involve in behaviors that could 

enhance the perceptions of immediate audiences, such as customers, suppliers, potential 

employees and lenders, that the nascent venture is reputable, credible and a capable 

organization (Gartner et al., 1992; Tornikoski & Newbert, 2007). Past studies (e.g., 

Amjad et al., 2020a; Knoben & Bakker, 2019; McKnight & Zietsma, 2018; Mort et al., 

2012; Younger & Fisher, 2018) have found the entrepreneurs involved in creating 

legitimacy but it has rarely been associated with the market orientation as such. But in 

the current study, all the graduate entrepreneurs are found to be actively involved in 

various marketing and promotional activities using social media and flyers even before 

starting their businesses. From all these activities, they have tried to position their 

brands as well-reputed to the immediate external audiences to enhance the strategic 

legitimacy. For example, to enhance the strategic legitimacy in the firm A and firm B, 

the geA and geB are found to share their service’s reviews and live workout videos on 

social media (see Appendix B). 
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Hence, from the perspective of EM, legitimation projects the reliability of the firm or 

entrepreneur, that positively impacts the immediate audiences in making their trading 

decisions. The credibility and reliability achieved through legitimation strengthens the 

perception of the immediate audiences that they are exchanging their resources with the 

right firm or person who has the right expertise or tools. This also indicates that the 

legitimation is different from other seven EM dimensions by Morris et al. (2002), and 

well-grounded in market orientation, thus foregrounding it as newly discovered EM 

dimension in the current study. 

Legitimation techniques vary from developed countries/cultures to under-developed 

countries/cultures, for instance, a study done in US by Mort et al. (2012) has reported 

the entrepreneurs enhancing legitimation by using a particular (American) website 

style, that resulted increase in their online sales. In another study, Alonso (2012) has 

found the winemakers in a developed country using slogans, such as ‘buy local’ to 

promote their locally produced products and using their heritage to gain legitimacy. On 

the other hand, the under-developed countries usually lack high quality manufacturing, 

due to that, consumers generally prefer to buy and use imported products 

(Papadopoulos et al., 1990). This is also evident in the case of firm B where geB due to 

lack of industry experience purchased locally manufactured gym machinery at start-up. 

Consequently, he faced difficulty in gaining confirming legitimacy and therefore 

continued to do the legitimation through personal communication (Bai et al., 2018) for 

the first three years because effective entrepreneurial communication reduces 

uncertainty (Fischer & Reuber, 2014). After that, he decided to replace the complete 

gym machinery with the new and imported one, only to enhance the confirming 



 130 

legitimacy (see Appendix B). In the case of geA, despite the availability of local 

manufacturers, he has imported the complete gym machinery from China at higher cost 

as compared to the local, mainly because the ‘imported machinery’ is perceived as 

highly credible and thus creates the confirming legitimacy (see Appendix B). 

4.3.1.10 Entrepreneurial Networking (two levels of EM network) 

The literature of entrepreneurial networking is still emergent (Kaandrop et al., 2019), 

particularly at pre-start-up and start-up phases of SME ventures. Entrepreneurial 

networking capability of entrepreneurs is crucial for their new venture’s survival (Ritter 

et al., 2018). Entrepreneurs create networks at two different levels, first consisting of 

closely attached partners dependent on one another for survival (e.g., suppliers, 

collaborators, and investors), and the second network comprising of actors that are less 

closely attached, but are crucial for the success (e.g., customers, technology firms, 

universities and regulators) (Adner & Kapoor, 2010). In this study the former has been 

referred as, ‘first-level of EM network’ and the latter as ‘second-level of EM network’. 

According to Chin et al. (2016), entrepreneurs demonstrate proactive behaviors to 

establish business networks. Among the graduate entrepreneurs, all of them were found 

to be engaged in EN, for instance, in firm A and firm B, the graduate entrepreneurs 

have a well-maintained database of all their customers since the beginning. This 

database is highly confidential as it contains a wide range of personal information about 

their customers including their contact numbers and addresses, which the firms use to 

reach them back for promotion and other important communications (see Appendix B).  
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In another example, in the case of firm C, the geC has timely recognized the importance 

of entrepreneurial networking and proactively started developing his networks even 

before starting his business operations. He started engaging with far-reaching flour 

dealers in the market who already have established the wide networks of retail stores. 

Through these dealers, he aimed to distribute and supply his products to the large 

number of small retail stores. Observing the firm C’s supply chain, if they would not 

have engaged big dealers in their supply chain, it would have been highly laborious for 

them to reach a wide range of retail stores as it requires high transportation cost, and 

considerable time and efforts (see Appendix B). Thus, in this scenario, the geC has 

proactively started creating the network of dealers to collaborate, that is, adding in the 

first-level of EM network, to reach the retail store customers at the second-level of EM 

network. 

Entrepreneurs need customer information, that comes from customer’s network which 

is at the second-level of EM networks, for the exploitation of market opportunities 

(Bhatli et al., 2012). Similarly, in the cases of firm C and firm D, to exploit the market 

opportunity, the geC and geD applied to participate in the provincial government’s 

program of selling flour bags on subsidized rates at selected selling points (see 

Appendix B). In this program, the flour mills sell the flour bags at subsidized price (i.e., 

a price fixed by the government, much lower than the normal market price), and later 

the government pays the price difference to the flour mills. Both the graduate 

entrepreneurs exploited this opportunity by being highly focused on their customer’s 

preferences, that are known to them from their customer’s networks which are the part 

of their second-level of EM networks. Thus, their lower income customers became able 
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to buy the flour bags at much lower than the market price, and the sales volume raised 

for both firms. 

Associated with both, entrepreneurial and marketing orientations (Jones et al., 2013b), 

networking has clearly emerged as the key dimension of EM in this study. Due to the 

dual nature (i.e., entrepreneurial and marketing) of EN, it is closely related to all seven 

dimensions of EM previously discovered by Morris et al. (2002). In fact, the 

entrepreneurs practice each of the previously known seven EM dimensions within or 

with the help of their entrepreneurial networks, details of which are given in the 

discussion section. Despite being an important EM dimension, entrepreneurial 

networking skill have also emerged as a key challenge for the graduate entrepreneurs 

in the current study, that is detailed in the following section. 

4.3.1.11 Self-Reliance 

According to Oxford Dictionary (2019), reliance on one's own powers and resources 

rather than those of others is called self-reliance. Thus, self-reliant entrepreneurs are 

those who rely on their own power, capabilities and all kinds of resources to solve the 

problems. In the studied cases, all the graduate entrepreneurs are found to be self-

reliant, particularly in the key areas of their businesses, for example, product 

development and service delivery. In the case of firm A, the trainer’s certification and 

past experience of geA in the health and fitness industry has made him a self-reliant 

entrepreneur. This self-reliance is highly useful for him in the smooth and uninterrupted 

delivery of his services as none of his service delivering employees, that is, the fitness 

trainers, could threaten him for quitting their job. If any of the employees does so, the 
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geA is well capable of delivering the services himself as he has the expertise and holds 

the position of ‘master trainer’ in his firm (see Appendix B). 

In the case of firm B, the geB was personally not having the trainer’s certification and 

industry experience before the launch of his business, but after the launch, he strongly 

recognized the need and achieved his trainer’s certification to become self-reliant. 

Besides this, another strategy of geB to achieve self-reliance is that he has hired extra 

trainers in his firm as the backup to ensure uninterrupted delivery of services in case of 

any employee leaving the job (see Appendix B). Thus, he is using his resources (i.e., 

money) to stay self-reliant in his business. 

In the cases of firm C and firm D, both graduate entrepreneurs are found to personally 

inspect the quality of wheat purchased and the finished products produced. Despite 

having ample management employees and quality checking tools in both firms, without 

the graduate entrepreneurs’ approval, the wheat cannot be purchased (see Appendix B). 

Thus, both the graduate entrepreneurs are self-reliant for the quality assurance of their 

raw materials purchased, the production process, and the finished products produced. 

All of these events are part of the product development which is an essential part of the 

marketing mix (Gilmore, 2011; Martin, 2009). 

As evident in the studied cases, all the graduate entrepreneurs are using self-reliance as 

the part of market orientation, the past literature suggests the self-reliance as the part of 

entrepreneurial orientation as well (Lewis & Walker, 2013; Mueller & Thomas, 2001; 

Okręglicka & Lemańska, 2018). Therefore, grounded in both, market and 

entrepreneurial orientations, the self-reliance has emerged as an important dimension 
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of EM in the current study. Vergunst (2002) empathetically frame the self-reliance in 

relation to independence and self-determination as well. 

4.3.2 Contemporary Entrepreneurial Marketing Challenges 

For the second research question, after analyzing all the data gathered from semi 

structured interviews, narrative interviews, observations and focus group discussion, 

seven themes in two different categories are emerged. These two categories are: 1) 

Social challenges; and, 2) Educational challenges. The result of the analysis (explained 

in Section 3.3.5.2) is given in Appendix C, which contains the parts of semi structured 

interviews, narrative interviews, observations and focus group discussion, used in the 

current research. Therefore, while reporting this finding, Appendix C is referred each 

time when the information from the research data is reported. Below are the details of 

all contemporary EM challenges identified in the current study. 

4.3.2.1  Social Challenges 

In this category, the data analysis has indicated three major themes as the core EM 

challenges, which are: ‘change resistant culture’, ‘weak legislation and law 

enforcement’ and ‘lack of professionalism’. Below are the details of each: 

I. Change Resistant Culture 

Like many developing countries, Pakistan is also comprised of change resistant culture, 

and generally, people in Pakistan are reluctant to adopt the innovation (Haleem, 2015). 

Hofstede (2019) has also indicated this in the 6-D model that the people in Pakistan 
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mostly follow the philosophy of collectivism and represent a highly restrained society. 

In the studied cases, the graduate entrepreneurs have also encountered the change 

resistant behavior in their targeted audience. For example, in the case of firm A, when 

the geA introduced the new services of CrossFit and high intensity interval training 

(HIIT) in the town, despite intensively promoting the services for several months, he 

could not convince the targeted audience on the benefits of his new services. Thus, he 

was compelled to open a traditional gym alongside to gain acceptance among the 

targeted audience (see Appendix C). 

Among the typical examples of change resistant behavior, another one in the firm A is 

when the geA has experienced the resistance among his newly hired trainers for 

learning a new type of service. According to him, the trainers were creating problems 

for the management because the trainers were not open to learn new type of training 

and behavior. The trainers are found generally having extreme resistance against any 

progressive change, therefore, making them unlikely to make efforts to learn something 

new (see Appendix C). 

In the case of firm B, as they launched the gym and the CrossFit training studio together, 

most of their clients were not willing to pay a separate price for the CrossFit training. 

They were reluctant to try the new services even when they were already the active 

members of this fitness centre (see Appendix C). For their fitness, the clients are mostly 

driven by the already established positive beliefs about the traditional gyms so much 

that they generally do not consider any other service as good as the traditional gyms. 

Such change resistant behavior has caused a great challenge for the geB in selling his 

new services during the start-up. 
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In the case of firm C, similar challenges were faced by the geC when he introduced a 

new SKU, that is, the 50kg pizza flour bags to replace the conventional 84kg bags due 

to a number of benefits, but the majority of the retailers showed the change resistant 

behavior and refused to accept the new SKU. In a similar example in firm D, the geD 

has also faced the change resistant behavior when he introduced a new product, that is, 

the whole wheat flour. He found it quite challenging to influence the behavior of his 

targeted audience and convince them to buy the new product. As per the fgpB’s 

experience, the retailers feel comfortable in maintaining relations with the existing 

suppliers and they are reluctant to make relationships with new potential suppliers (see 

Appendix C). The people in the developing countries are usually change resistant 

(Hofstede, 2019), which is perhaps one of the reasons for their slow economic 

development. This resistance to change could be seen in people’s behaviors, actions, 

and choices, and this reality could not be changed in a short span of time (Haleem, 

2015). 

II. Weak Legislation and Law Enforcement 

Effective law enforcement is a primary concern of any legal system. The best-designed 

laws are useless unless they are effectively enforced (Xu & Pistor, 2008), and powerful 

enforcement can even make up for weak legal provisions (La Porta et al., 1998). The 

problem faced by developing countries is that, even when the legal institutions are well 

established, the efficiency of the law enforcement is still typically at a lower level (Qian 

et al., 2018). 
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In Pakistan, among other major problems, one is, the electricity cost for commercial 

consumers is very high, moreover, due to electricity production shortage, the businesses 

face eight to ten hours of electricity shutdown every day. Due to these issues many 

businesses have to make an extra investment to buy and install solar panels to produce 

own electricity. This helps in lowering the long-term electricity cost as well as avoiding 

the electricity shutdowns (Sheilds, 2009). In the case of firm A, after trying to follow 

the same trend, the geA faced a loss due to some miscommunication between him and 

his landlord (see Appendix C). The actual challenge he faced was when he could not 

take any legal action after the miscommunication occurred. So eventually, the graduate 

entrepreneur had to take the loss only because apparently, his investment was on the 

line. 

Among other examples of firm C and firm D, the geC and geD have faced many 

regulatory constraints while availing the opportunity of selling flour bags under the 

provincial government’s scheme. In this scheme, the flour mills agree to sell the flour 

bags on public selling points at a subsidized price (i.e., much lower than the market 

price). Later the government pays the price difference to the flour mills. Under this 

scheme, both graduate entrepreneurs find a great opportunity to increase the sales, but 

at the same time they have to deal with the field staff from various government 

departments. The role of the field staff is to monitor the daily sales and report it back 

to their respective departments. But due to the weak implementation of laws, some of 

the field staff members extort the entrepreneurs and demand bribe for reporting the 

sales figures correctly to their department (see Appendix C). Such constraints are due 
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to the weak legislation and implementation of laws in the developing countries and that 

creates big challenges for the businesses, particularly during the start-up phase. 

In the firms C and firm D, more than 90 percent of their sales are on credit and most of 

their customers do not make payments on time and frequently overpromise. Due to the 

weak implementation of business laws in the country, the customers have been found 

to exploit them, and on some occasions, a few of their customers have even straight-up 

refused to make payments, particularly when the graduate entrepreneurs have shown 

their intentions to stop trading with them in the future (see Appendix C). In the same 

context, Bhattacharya and Daouk (2002) investigate the effect of trading laws on the 

cost of equity and find that the law enforcement can significantly reduce the cost of 

equity as well. In the venture of fgpB, they had the problem of low voltage in the area. 

Hence, they used to call the lineman from Wapda (electricity supply company). 

According to him, the lineman never used to work without receiving inducement (see 

Appendix C). 

III. Lack of Professionalism 

According to Merriam-Webster (2014), professionalism is “conforming to the technical 

or ethical standards of a profession; and exhibiting a courteous, conscientious, and 

generally business-like manner in the workplace.” Trank and Rynes (2003) suggest 

three main components of business professionalism, that is, a strong ethical component, 

membership rules, and a foundation of generalizable, abstract knowledge. A major 

problem in developing countries is the lack of professionalism (Rizvi and Elliott, 2007). 

In the studied cases, this challenge has been encountered consistently by all the graduate 
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entrepreneurs since the beginning of their ventures. For example, in the case of firm A, 

the geA has faced the challenge in the training of his employees for first, to change their 

behavior according to the professional needs, and second, to teach them how to deal 

with and handle the unprofessional behavior of clients. Unprofessionalism, particularly 

in the business communication has created a major challenge for the geA in training his 

employees and delivering the professional services. The main reason for this is, the 

people of Punjab province are generally known to have an overall unprofessional 

behavior whereby they tend to make emotional relations rather than dealing 

professionally in the business. Such emotional business relationships have been 

reported very hard to manage in the case of firm A (see Appendix C). 

In the case of firm C, the geC has also experienced the challenge of lack of 

professionalism among his targeted audience at the time of recovering the sales revenue 

as most of his sales are or credit. His customers are found not to make payments on 

time and frequently overpromise. In the same industry, the geD also had similar 

experiences and acknowledge it as a great challenge during the start-up as the firm D 

had very limited resources. He further associates the lack of professionalism in making 

payments with the lack of profitability of his firm during the start-up (see Appendix C). 

The general trend in the flour milling industry is that the labor which is at the bottom 

of the employee’s hierarchy, is hired on contract. These include loaders and packaging 

staff and they are employed by their respective contractors. At many occasions, in both, 

firm C and firm D, it has been found that the contractors frequently engage in the 

behaviors as those of opportunists. In critical times, they extort the firm owners to pay 

extra wages, or else they threaten to leave the firm. Such unprofessional practices by 
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the labor contractors has created heaps of challenges for the graduate entrepreneurs 

during the start-up (see Appendix C). 

In the ventures of ex-entrepreneurs, the fgpA was affected by the unprofessional 

behavior, communication and attitude from his fitness trainers, that created heaps of 

EM challenges for him. Whereas, the fgpB was affected by the unprofessional dealing 

from the dealers and retailers, particularly while recovering the overdue sales amount 

(see Appendix C).  

According to Askary (2006), lack of professionalism is a common problem in the 

developing countries, particularly in the Middle Eastern and South East Asian Islamic 

states. He (2006) has also proved that the countries ranking higher on individualism in 

the Hofstede’s (2019) 6-D model, are proved to be higher in professionalism, and the 

countries lower in rankings of ‘uncertainty avoidance’ and ‘power distance’ are also 

more likely to be ranked high in professionalism. In the case of Pakistan, it ranks 

contrastingly, that is, it ranks low on ‘individualism’ and high in ‘uncertainty 

avoidance’ and ‘power distance’, thus, that further justifies it as a society with lack of 

professionalism. 

4.3.2.2  Educational Challenges 

In this category, the data analysis has indicated four major themes as the core EM 

challenges, which are: ‘entrepreneurial negotiation skill’, ‘industry and market research 

skills’, ‘entrepreneurial networking skill’ and ‘employee branding/training skill’ due to 

the weak entrepreneurship pedagogies at business schools (BSs). These four newly 
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found core EM challenges are rarely discussed in both, entrepreneurship and education 

literatures so far. Below are the details: 

I. Entrepreneurial Negotiation Skill 

Entrepreneurial communication holds the key importance in the success of 

entrepreneurial ventures (Dyck et al., 2002; Soegoto, 2018). Among many types of 

entrepreneurial communications, negotiation, that is, discussion aimed at reaching an 

agreement, is widely used by the entrepreneurs of SMEs, and is simultaneously 

important and challenging (Sigurdardottir et al., 2018; Soegoto, 2018). In this sense, 

entrepreneurial negotiation could be referred as the negotiation aiming at profitability 

of entrepreneurial ventures. In the studied cases the negotiation at different occasions 

has been found highly challenging as the graduate entrepreneurs have been frequently 

found lacking in entrepreneurial negotiation skill. For instance, due to the cultural 

norms, the firm A has a time window for only females to work-out, but during that time 

some female clients bring along their male trainers to coach them. Due to that, some 

other females feel hesitant to work-out in the presence of any stranger male, resulting 

in dissatisfaction (see Appendix C). Thus, for geA, it requires a great deal of negotiation 

skill to convince and retain such dissatisfied clients, and to date, he is still struggling to 

convince them on such issues. 

In the case of firm A, at the time of the launch of his new service, the geA has also 

experienced a hard time in increasing the awareness of CrossFit training service among 

his targeted audience as his service and facilities were new in the town. Despite having 

formal higher education in marketing and business, he has been found unable to 
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effectively communicate and negotiate to convince his targeted audience to buy a new 

type of service. After nine months of struggle with entrepreneurial negotiation ability 

and skills, this eventually compelled him to add a traditional gym alongside the CrossFit 

training studio to earn more acceptance and attract more clients. In the case of firm C, 

similar challenge has been faced by the geC when he introduced a new SKU within his 

product range, he found himself lacking in negotiation skill to persuade the retailers to 

accept the new SKU. To solve that problem, he had to increase his marketing budget to 

hire the sales team, therefore increasing his operational cost. 

At another occasion, soon after the launch of his business, the geC approached the big 

flour dealers that have good networks of retailers, so he could reach a wide range of 

retail stores to sell his products. At that time too, he found himself lacking in 

entrepreneurial negotiation skill that were required to convince the dealers to accept his 

products (see Appendix C). This challenge proved much costly as he had to 

considerably increase his marketing budget to hire a sales team to do that job. 

In the case of firm B, before launching his gym and CrossFit training studio, the geB 

proactively started targeting the prospect clients and committed to them to give 

discounted memberships, to build a strong customer base in the beginning. But due to 

some reasons, his business opening got delayed and he found himself unable to 

negotiate with those prospect clients while trying to buy some more time for his 

business launch (see Appendix C). Consequently, all his prospect clients escaped from 

his service offerings. Moreover, after the launch, geB had a tough time in 

communicating the product value to the customers and convince the customers to buy 

the services as well (see Appendix C). 
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In the case of firm D, the geD found himself lacking in entrepreneurial negotiation skill 

when they launched a new product, i.e., whole wheat flour. He could not negotiate with 

the retailers to accept his new product and give a considerable shelf space to it. 

According to him, it was a long and tiring process to convince the retailers (see 

Appendix C), and to date, he is still struggling with it. 

The challenge of weak entrepreneurial negotiation skill is found to get worse in the 

business journeys of focus group participants. For fgpA, he was unable to negotiate 

with his property owner about the starting date of his rental contract. This caused him 

to face massive rental loss because of the high rents in the posh locations (see Appendix 

C). Whereas for fgpB, as he already had the network of customers, but he extremely 

lacked in the entrepreneurial negotiation skill that he could not even retain them for 

business (see Appendix C). All of the big dealers on which he was relying for the 

majority of his sales, left him during the off-peak season of sales. 

Recently a study done by Sigurdardottir et al. (2018) has also highlighted the 

entrepreneurs in creative sectors lacking in negotiation skill. For all the key informants, 

at probing further about the reasons that in spite of having higher education, why the 

they have experienced such communication challenges, all of them highlighted the gaps 

in the education system that have not made them learn and enhance the professional 

communication, and particularly the negotiation skill practically. 



 144 

II. Industry and Market Research Skills 

To start a new venture, it is utmost important to have the in-depth knowledge of that 

industry (Melancon et al., 2010). At many occasions, entrepreneurs get the industry 

knowledge by working for their competitors within the same industry prior to the start-

up of their own ventures (Quatraro & Vivarelli, 2015). Similarly, before starting their 

own ventures, geA and geC have also gained valuable experiences in their respective 

industries but still they are found untaught about the technical constraints that appear 

in the exercise of starting and running new ventures. For instance, in the case of firm 

A, when the geA decided to start the traditional gym, he placed the order of complete 

gym machinery to a manufacturer in China. The machinery took much longer time to 

arrive than he expected. At that time, he had to face a loss in the shape of rent as he had 

to pay four month’s rent for the floor he took for setting up the gym. The actual problem 

he explained that he did not know how to do the research regarding the complete 

delivery time, the customs department’s procedure and documentation, and customs 

duties levied by the government on the gym machinery and equipment (see Appendix 

C). 

In the case of firm C, to add more value and achieve a competitive advantage, the geC 

has made commitment to his customers to give the fastest delivery (i.e., within 24 

hours) of products than any other competitor. This proved easier to be said than done 

as this is not the usual trend in flour milling industry because of complex production 

and delivering process. Although the geC was aware that fulfilling this commitment 

could slightly increase his operating costs, but still this commitment was not backed by 

a thorough industry and market research. At that time, he found himself lacking in 
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research, cost analysis and feasibility analysis skills. As a result, that commitment cost 

him much higher than he expected, particularly because of increased human resource 

and transportation costs (see Appendix C). 

The geD has also faced many challenges during the start-up, due to the lack of industry 

and market research skills. For instance, the pricing strategy of firm D was not 

consistent in the beginning only because of poor cost analysis at pre-start-up. The geD 

lacked the skills to gather the critical information required for feasibility and cost 

analyses at the beginning (see Appendix C). For example, to survive in the highly 

competitive market, he needed to produce high-quality products, and for that he 

imported some machinery parts to upgrade the production quality and also trained his 

technical employees accordingly. These steps increased his cost so much that he 

ultimately had to change his pricing strategy to save his business from loss. This 

unexpected change in the pricing strategy has also affected the positioning of their 

products in the market. Consequently, the geD had to make adjustments in his targeted 

segments as well and after making all these changes, it took a very long time for his 

business to become somehow stabled. 

In another example of firm D, the geD found to have lack of feasibility analysis and 

researching skills at the time of establishing their flour mill. Due to such inabilities, he 

chose the land far away from the city, and as a consequence, the firm is bearing a high 

transportation cost and more time to reach the main markets of the city (see Appendix 

C); and low cash-counter sales.  
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In the flour milling business, more than 90 percent of sales are on credit, and the 

payment duration generally exceeds one month. Thus, in the beginning of a new flour 

milling venture, an entrepreneur needs to keep a considerable part of his investment for 

that credit sales, which are also called the accounts receivable. More investment an 

entrepreneur keeps for the credit sales means the smoother financial and operational 

cycles of the firm. In the case of firm D, after establishing the flour mill, the geD 

invested all the remaining investment in purchasing the stock of wheat. As a 

consequence, the firm ran short of investment for credit sales. This means that the firm 

had no cash to operate, as credit sales does not generate instant cash that the firm 

requires to make its financial transactions to run the operations smoothly. According to 

geD, he extremely lacked in effective cost analysis, raw material feasibility analysis 

and market research skills (see Appendix C). 

Market research skills are highly useful for the business, and the effective use of market 

research assists the firms in becoming more customer oriented, and therefore, improves 

their chances to succeed in highly competitive markets (Tarka, 2019; Wee, 2001). The 

challenges in the market research skills are further highlighted from the case of firm A, 

when the geA admits that when he opened the gym in a newly developed area where 

not all houses were occupied yet, he did not have the tools and skills to conduct a 

research to estimate the potential number of clients he could achieve from that location. 

So, in the presence of an already running gym, the population in the surrounding areas 

was proved not to be enough for two gyms, thus, resulting in a great struggle for his 

business growth (see Appendix C). Similarly, in the case of firm B, the geB decided to 

seize an opportunity to launch his business in the area where no other gym was opened 
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yet. But, due to poor market research skills and abilities, he could not estimate the 

population in the targeted location and after making the heavy investment, he found 

that there was not enough population in that newly developed area that could provide 

him a wide customer base (see Appendix C). 

The fgpA admits that he also struggled a great deal due to the weak industry and market 

research skills. Unaware of the industry trends in the posh areas, he purchased locally 

manufactured (substandard) machinery for his health and fitness centre in a posh 

location. Consequently, his local machinery was not appreciated by the people of high 

social class (see Appendix C), and that was one of the major reasons of his 

entrepreneurial failure. On the other hand, unable to calculate the feasibility, the fgpB 

at the start-up purchased two small trucks of 6000 kg capacity instead of purchasing 

one big truck of 12000 kg capacity. Consequently, it used to consume more time and 

fuel to deliver the products to the city as his flour mill was in the outskirts of Lahore. 

He admits that he could not calculate the feasibility and it created a big challenge for 

him throughout the life of his venture (see Appendix C). 

In consistent with Nunan (2015), all key informants have highlighted the pedagogical 

gap regarding the industry and market research skills at higher education institutions 

(HEIs). In agreement with Piperpolous and Dimov (2015), all key informants have also 

made recommendations to the BSs to emphasis on practical learning and enhancement 

of the industry and market research skills among students. 
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III. Entrepreneurial Networking Skill 

Due to the limited financial resources, SME entrepreneurs incorporate creative 

marketing strategies that usually include a high use of their personal networks in order 

to survive (Ali & Seiders, 2011; Collinson & Shaw, 2001; Elvira et al., 2014; Gilmore 

et al., 2001; Martin, 2009; Morris et al., 2002). Similarly, for the studied firms, the 

graduate entrepreneurs are required to be actively engaged in EN, but the 

entrepreneurial networking has been found as one of the core EM challenges in the 

current study. For example, in the firm C and firm D, the graduate entrepreneurs have 

been found facing regulatory constraints while practicing EM. Both entrepreneurs have 

exploited the opportunities of increasing their sales by joining the provincial 

government’s ‘subsidized flour’ program. In this program, flour bags are sold on the 

much lower price (i.e., subsidized price) than the retail market price. Consequently, the 

sales volume increases and later, the government pays back the price difference (i.e., 

subsidy) to the participant flour mills. While availing this opportunity, both graduate 

entrepreneurs are encountering the on-site monitoring officials from different 

government departments. The basic and common role of all monitoring staff is to keep 

a record of the daily sales and report to their respective government departments, but 

some of the members often extort and demand bribe to report the sales figures correctly. 

In this context, the geC and geD have confessed that they could not make influential 

relationships at the higher level of government officials in the concerned departments, 

as a result, the on-field monitoring staff extort them and demand bribe (see Appendix 

C).  
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Another example of the firm D is, like most of the SMEs, it also had limited resources 

at start-up, thus, the geD had to leverage resources, for instance, transportation from 

outside. At that time, he tried to build new relationships and grow his network but found 

himself lacking in entrepreneurial networking and relationship building skills. He 

struggled hard for quite a long time to start new relationships with the transportation 

firms and competitors, as these could be the two major partners for him to leverage 

external resources (see Appendix C). This is also consistent with Engel et al. (2017), 

who claim that the entrepreneurs use closer business networks to leverage external 

resources. 

The fgpA has also shared the fact that he was unaware of the importance of networking, 

and thus, he never tried to create one (see Appendix C). Whereas, the fgpB, who already 

had an established network of customers, could not maintain or grow that. He found 

himself lacking in the skill of relationship building (see Appendix C), that contributed 

towards his exit from the market. This is also in-line with the past literature, where a 

number of studies have shown that business networking capability of entrepreneurs is 

pivotal for their new venture’s survival and success (Adomako et al., 2018; Karami & 

Tang, 2019; Prokop et al., 2019; Ritter et al., 2018). In addition to highlighting the 

weaknesses of education system, in-line with Kaandrop et al. (2019), the key informants 

have endorsed the idea that the BSs must provide the platforms for experiential learning 

to the students so that they could develop and enhance their entrepreneurial networking 

skill. 
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IV. Employee Branding/Training Skill 

‘Employee brand’ is the brand image presented to the customers and other 

organizational stakeholders by employees (Miles et al., 2011). The process through 

which the employees internalize the desired brand image and project it to customers is 

known an employee branding (Miles & Mangold, 2004). Employees who are 

responsible for executing the brand promise (Harris & De Chernatony, 2001) are 

obligated to deliver consistent service to achieve and maintain the desired identity, 

image (Vallaster & De Chernatony, 2005) and reputation of the organization 

(Fitzgerald, 1987). Any failure in delivering the promised service to customers by 

employees will result in negative perception of customers about the quality of the brand 

(Sharma et al., 2015). According to Potgieter and Doubell (2018), employee branding 

improves the profile of the firm and enhances the competitive advantage. Thus, to avoid 

the negative consequences and to obtain competitive advantage, the desired brand 

image and the associated brand promise must be elaborated to the employees.  

Among the studied cases, the firm A is found to have the issues regarding the employee 

branding and training as the geA reports about the unsupportive behavior of his staff 

with their clients and the firm’s management. He confessed that he did not know how 

such human resource (HR) issues impact marketing and clients. As he was unaware of 

how to train his staff, he found himself unable to control his trainers’ behavior. As a 

consequence, his trainers’ ungroomed behavior was damaging the firm’s clientele (see 

Appendix C). 
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In the cases of firm C and firm D, both firms mostly hire their employees through close 

references e.g., existing employees and family. As a result, many of their employees 

are not suited with the jobs they are doing. The behavior and communication of those 

employees are totally contrasting with their roles in the firm. The firm also does not 

have on-job training programs to groom the employees (see Appendix C). As a 

consequence, this often leaves unsatisfied customers when they encounter ungroomed 

behavior of the marketing and customer serving employees in particular. 

The fgpA has also admitted that he had a tough time in dealing with his employees. His 

fitness trainers in particular were not groomed according to the customers he was 

targeting. The communication and professionalism were commonly lacking among his 

employees, and he did not have the employee branding/training skill to groom them 

according to the professional roles (see Appendix C). 

The fgpB also endorsed the challenge of weak employee branding/training skill among 

the graduates by giving his own example when he hired the sales team in his firm. 

Going to the market with a highly important role, his salesmen were totally failed to 

make any big sales. Moreover, they used to waste crucial time on-field and the fgpB 

also did not know how to train them to become responsible salesmen (see Appendix 

C). Employee branding/training is a crucial positioning strategy that determines the 

reputation of brand. It has two vital components, that is, the employees’ knowledge of 

the desired brand image and the motivation to project the intended image, which is 

determined by the employees’ perception of the upholding of the psychological contract 

by the organization (Miles et al., 2011). 
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At probing about the educational approaches used at BSs, the key informants have 

agreed on the ineffectiveness of current pedagogies. All of them have recommended 

the upgradations in the current pedagogical approaches focusing of the practical 

employee branding/training skill enhancement rather than merely understanding the 

definitions. 

4.4 Chapter Summary 

This chapter started with the reporting of narrative data which contains important 

introductory, historical and statistical details of case SMEs and focus group 

participants. Following that, all the key findings resulted from the data analysis were 

reported. The key findings are divided in to two sections: 1) EM dimensions, (resulted 

from analysis of the data for Research Question 1) and, 2) Contemporary EM 

challenges (resulted from analysis of the data for Research Question 2). 
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CHAPTER FIVE 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

In this chapter, all the key findings are further discussed in the light of past literature. 

Through the in-depth discussion, a conceptual model of practicing entrepreneurial 

marketing (EM) has been developed. Further, a process model of overcoming the EM 

challenges during business start-up through entrepreneurship education (EE) has been 

discussed and illustrated. In the end, the third and ultimate objective of the current 

study, that is, the EM pedagogy model has been developed along with the practical 

implications for entrepreneurs and education policy makers. 

5.2 Discussion 

Entrepreneurial failure is quite common among new businesses during start-up, but the 

surviving entrepreneurs as evident in the studied cases are highly driven towards well-

being. Such surviving entrepreneurs usually start from personal well-being and 

eventually extend towards organizational and social well-beings, and achieving 

profitability through it. Many studies (e.g., Jenkins et al., 2014; Shepherd, 2003) have 

found entrepreneurs that are not highly driven by well-being, eventually fail. The 

studied graduate entrepreneurs have not only achieved the desired state of well-being 

by starting the new ventures, they are also maintaining both types of (i.e., hedonic and 

eudaimonic) well-being through various techniques during the start-up phase. This also 

contributes to the extant literature on well-being during the start-up phase in the venture 
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creation and growth process. Unlike economics and psychology where the well-being 

literature have grown much, the entrepreneurship researchers studying well-being are 

rare. Particularly, the studies connecting any specific entrepreneurial domain like EM 

with well-being are not seen in the past literature. This study not only associates well-

being with EM, it also finds and justifies the trait of ‘well-being driven’ as a key 

dimension of EM practiced by entrepreneurs, and thus, extends Morris’s et al. (2002) 

EM dimensions. 

A wide number of past studies have explored EM activities in the firms during their 

established phases, but the current study exploring the EM practices and challenges 

during the start-up phase in particular, is relatively a new attempt in the 

entrepreneurship literature. A number of past studies have identified entrepreneurs to 

be engaged in legitimation (e.g., Knoben & Bakker, 2019; McKnight & Zietsma, 2018; 

Mort et al., 2012; Nagy et al., 2012; Thompson et al., 2018; Wang et al., 2017; Younger 

& Fisher, 2018), but to date, legitimation has not been explicitly recognized as the core 

EM dimension, and neither legitimation has been associated closely with the market 

orientation in the entrepreneurship literature. Legitimation as a domain has been given 

very limited attention from the entrepreneurship scholars considering the level of 

involvement by the entrepreneurs in legitimation. 

The current study has also contributed in the emergent literature of entrepreneurial 

networking (Kaandrop et al., 2019), particularly at the start-up phase of small and 

medium enterprise (SME) ventures. This study has identified the entrepreneurial 

networking as both, a dimension of EM; and a core challenge for SME entrepreneurs 

as well. In support to the finding of the current study, Copley (2013) argues that 



 155 

networking and social interactions has widely been seen as a fundamental aspect of EM 

in SMEs. It has taken the form of network marketing that allows the firm to be viewed 

within its social context. Both traditional marketing (TM) and traditional 

entrepreneurship have neglected it, and its success is dependent on the skills and 

competences of the individual that are developed by networking. Networking is an end 

in itself, because first, due to limited resources in SMEs and second, SME entrepreneurs 

think differently from the marketers in large organizations (Copley, 2013). Other than 

that, SME entrepreneurs are also self-reliant as evident in the studied cases. The more 

the entrepreneur would be self-reliant, the more chances are for his/her survival and 

growth. More reliance on other’s resources makes an entrepreneur dependent, which is 

contrary to the entrepreneurial orientation and mindset (Vergunst, 2002). 

After the addition of four new EM dimensions, the theoretical lens 2 i.e., seven EM 

dimensions (detailed in Chapter 2), has been extended. Hence, currently the 11 EM 

dimensions are: proactiveness, innovation focused, risk management, resource 

leveraging, customer intensity, opportunity driven, value creation, well-being driven, 

legitimation, entrepreneurial networking and self-reliance. All of these dimensions are 

illustrated in Figure 5.1 below, which is an extension to the Figure 2.2: Seven 

dimensions of EM (presented in Chapter 2).  
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Figure 5.1 

11 dimensions of EM  

Entrepreneurs follow most of the EM dimension within or by using their networks. The 

following subsections discuss in detail the relationships of EM dimensions with each 

other and how the entrepreneurs practice each EM dimension within their 

entrepreneurial network: 
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5.2.1 Proactiveness 

According to Chin et al. (2016), entrepreneurs demonstrate proactive behaviors to 

establish business networks. Bhatli et al. (2012) have identified that exploiting 

opportunities is one of the reasons for which entrepreneurs demonstrate proactiveness. 

Proactiveness often leads entrepreneurs towards propensity to innovate as well (Jones 

& Rowley, 2012). Thus, the entrepreneurs demonstrate proactive behavior for 

entrepreneurial networking; making innovations; and exploiting opportunities as 

evident in the cases of firm B and firm C as well, and illustrated in Figure 5.2 below: 

Figure 5.2 

Role of proactiveness in EM  

5.2.2 Innovation Focused 

According to Gomes et al. (2018), the success of an entrepreneurial innovation heavily 

relies on how the network partners play their roles. Entrepreneur’s propensity to 

innovate is found with the use of external alliances and partnerships (i-e., first-level of 

EM network) (Jones & Rowley, 2012). Adner and Kapoor (2010) argue that the 

innovation ecosystem construct makes explicit the interdependence between two 
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networks (first-level and second-level networks) of actors. Hence, both levels of EM 

network are used to achieve the innovation. Lubik and Garnsey (2014) propose that the 

innovation achieved through networks, plays a significant role in the value creation, 

and moreover, Ritala et al. (2013) suggest that in fact the value creation is the centre 

focus of the innovation process. According to Chaudhury et al. (2014) and Jones et al. 

(2013a), innovation is intimately related and used in the value creation process through 

customer involvement. Figure 5.3 below illustrates all these relations: 

Figure 5.3 

Role of innovation in EM  

5.2.3 Risk Management 

According to Crick and Crick (2018), the network of close partners (i-e., first-level of 

EM network) of entrepreneurs assist to offset or manage the risk. However, the less 

closely attached actors in the network (i-e., second-level of EM network) could 

themselves be the potential risks for the entrepreneur, for example the market risk and 

credit risk come from the actors in the second-level of EM network as evident in the 

manufacturing firms’ cases. Risk taking propensity of entrepreneurs is also linked with 

being successful in innovation and opportunity exploitation (Kurgun et al., 2011). 

These relations are illustrated in Figure 5.4 below: 
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Figure 5.4 

Role of risk management in EM  

5.2.4 Resource Leveraging 

According to Yang and Gabrielsson (2017), entrepreneur’s immediate network (i-e., 

first-level of EM network) is itself a valuable resource of the entrepreneur, and this 

network is also used in leveraging external resources (Engel et al., 2017). Resource 

leveraging with the first-level network actors, influences innovation (Jones & Rowley, 

2009) and risk management (Chaudhury et al., 2014; Renton et al., 2015). 

Figure 5.5 

Role of resource leveraging in EM  

5.2.5 Customer Intensity 

The entrepreneurs create strong ties with prospective as well as repeat business 

customers, hence developing a wide customer network (Jones et al., 2013b; Leppäaho 

et al., 2018). This is the second-level of EM network as in order to reach the new 

 Entrepreneur 
Opportunity Exploitation 

Risk Management 
Innovation 

 Entrepreneur Resource Leveraging 
Innovation 

Risk Management 



 160 

customers, the entrepreneurs may require using the network of their closely attached 

actors (Engel et al., 2017). Entrepreneurs need customer information for the 

exploitation of market opportunities (Bhatli et al., 2012) and the value creation process 

(Jones et al., 2013a). The knowledge gained from intense customer focus is also used 

for new product and service innovations (Bhatli et al., 2012; Chaudhury et al., 2014), 

and such innovations that are based on customer intimacy, enhance the performance 

outcomes (Mort et al., 2012). Hence, the role of customer focus is highly crucial and 

illustrated in Figure 5.6 below: 

 

Figure 5.6 

Role of customer intensity in EM  

5.2.6 Opportunity Driven 

Entrepreneurs recognize and exploit new opportunities by using their all kinds of 

networks, depending on the type of opportunities (Jones et al., 2013a). For example, in 

the case of exploiting a market opportunity, an entrepreneur could rely on the 

customers’ information from the second-level of EM network as the geC and geD has 

done while participating in the government's subsidized flour program, and in case of 

an investment opportunity, an entrepreneur may rely on a close strategic partner at the 

first-level of EM network as evident in the case of firm B. 
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5.2.7 Value Creation 

The networks of the entrepreneur are often used for the joint value creation (Nambisan 

& Baron, 2012). The entrepreneurs make strategic alliances with their closely attached 

partners at the first-level of EM network to innovate and co-create value (Lubik & 

Garnsey, 2014). The entrepreneurs also create value by using their second-level of EM 

network, for example, getting customer’s feedback about the product or service to 

enhance the quality (Lindman, 2004). 

5.2.8 Legitimation 

Legitimation is the newly discovered EM dimension in the current study. Entrepreneurs 

most of the times practice legitimation by using their own firm’s resources mostly to 

enhance the customer’s base (McKnight & Zietsma, 2018) as evident in all studied 

cases. Legitimacy of the entrepreneurs is also used in leveraging external resources by 

satisfying the financiers, suppliers and other closely attached partners (Tornikoski & 

Newbert, 2007). 

 

Figure 5.7 

Role of legitimation in EM  

 Entrepreneur 
Resource Leveraging 

Legitimation 
Customer Intensity 
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5.2.9 Well-Being Driven 

Well-being driven is the personal entrepreneurial trait that is psychological in nature 

(Wiklund et al., 2019). An entrepreneur driven by well-being performs almost every 

marketing or entrepreneurial task with the aim of personal, organizational, and social 

well-being (Helliwell et al., 2012). As discussed in above sections, entrepreneurs 

practice all EM dimensions within or through their EM networks, the trait of well-being 

driven helps entrepreneurs creating and maintaining those entrepreneurial networks of 

valuable partners (De Neve et al., 2013; Lyubomirsky, 2008). Well-being affects the 

emotional states of the entrepreneurs, and through that, it also influences other EM 

dimensions as well, for example, proactiveness (Hahn et al., 2012), opportunity 

evaluation (Grichnik et al., 2010; Welpe et al., 2012), innovation (Baron & Tang, 2011; 

Perry-Smith & Coff, 2011) and risk management (Podoynitsyna et al., 2012). 

 

Figure 5.8 

Role of well-being in EM 
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5.2.10 Self-Reliance 

Self-reliance is achieved when the firm or entrepreneur uses self-owned resources. 

These mainly include the financial resource which enables the entrepreneurs to own all 

other resources for permanent, for example, machinery and equipment; or for certain 

period of time, for example, human resources (employees), rental vehicles and rental 

space. By relying on their own resources, entrepreneurs manage the risks (Chaudhury 

et al., 2014; Renton et al., 2015) and focus on enhancing customer base (Jones & 

Rowley, 2012), which is clearly evident in the cases of firm A and firm B.  

 

Figure 5.9 

Role of self-reliance in EM  

5.2.11 Entrepreneurial Networking 

Entrepreneurial networking is another EM dimension identified in the current study that 

has the most significant role among all other dimensions because entrepreneurs practice 

all other EM dimensions within or by using their entrepreneurial networks as discussed 

in the above sections. Figure 5.10 below is illustrating both levels of EM networks, 

their roles, and how the entrepreneurs use those to practice other EM dimensions. 

Figure 5.10 is also summarizing the above discussed roles of each EM dimension within 

the two levels of EM networks. 

 Entrepreneur 
Customer Intensity 

Self-Reliance 
Risk Management 
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Figure 5.10 

Conceptual model of practicing EM 

In Figure 5.10, the smallest inner circle indicates the SME or entrepreneur, the middle 

circle indicates the first-level of EM network comprised of closely related partners (e.g., 

suppliers, collaborators, and investors), and the largest circle indicates the second-level 

of EM network comprised of less closely attached players (e.g., customers, technology 

firms, universities and regulators). The arrow going through a network-level indicates 

the use of the network at that particular level by the entrepreneur to practice the pointed 

EM dimension. For instance, as the entrepreneurs use the first-level of their EM 

network to leverage resources in order to manage the risk at second-level of EM 
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network (Renton et al., 2015), so the arrow is going through the first-level of EM 

network towards the risk management at second-level. 

As the legitimation is mainly done by the entrepreneurs by using their own resources; 

and the proactiveness, well-being driven, and self-reliance are the internal traits of the 

entrepreneur, so these four dimensions are shown in the innermost circle. Another 

example to understand is, the entrepreneurs proactively engage in innovation by 

leveraging resources (Jones et al., 2013a) within the first-level of their EM network as 

well as by focusing on their customers (Jones & Rowley, 2012) at second-level of their 

EM network. So, in this case, in Figure 5.10, the arrow towards innovation is going 

through both levels of EM networks. 

Based on the above discussion and also illustrated in Figure 5.10, it is evident that all 

EM dimensions are interdependent, and greatly influence each other. This is due to the 

limited financial and human resource capitals available to the SME entrepreneurs, 

which also makes the EM in SMEs greatly different than administrative, standard and 

formalized marketing in textbooks and its teaching pedagogies at the business schools 

(BSs) (Grünhagen & Mishra, 2008; Kraus et al., 2007; Hills et al., 2010; Maritz et al., 

2010; Resnick et al., 2011; Resnick et al., 2016). 

There is a wide range of EM challenges that the graduate entrepreneurs face during the 

start-up phase of their SME ventures. The current study has categorized them into two 

categories, that is, social challenges and educational challenges, which is a new attempt 

in the entrepreneurship literature. To date, the entrepreneurship scholars have not paid 

much attention to explore the phenomenon of EM in the social context. However, one 
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way to overcome the social challenges found in the current study is the extra investment 

or in some cases the running cost for the business. For instance, for customers’ change 

resistant mindset, entrepreneurs may require making heavy spending on marketing 

communications, particularly if they want to bring an innovation to the market. 

Similarly, due to weak legislation and law enforcement, entrepreneurs face high 

monetary risks as in case of any dispute, they might not be able to easily get the justice. 

To date, such meaningful issues are mostly neglected within the entrepreneurship 

literature (Qian et al., 2018). Lack of professionalism is another major problem in many 

countries and fields of businesses, that requires to invest the resources heavily in the 

training of employees (Rizvi & Elliott, 2007). These issues must be considered and 

deeply analyzed by the entrepreneurs well before entering into their respective markets. 

Since the social challenges found in the current study are associated with the culture 

and external environment, therefore, they cannot be eliminated. However, if the BSs 

enhance the weak EM skills found in the current study among the future graduates, they 

could become able to greatly overcome the social challenges as graduate entrepreneurs 

later. The proof of this is found in the literature, for example, Rønningstad (2018); and 

Avon (2008) have argued the high importance of negotiation to overcome the change 

resistant behavior. On the other hand, Lux et al. (2016) have highlighted the link 

between entrepreneurial networking and corruption in economic exchange, and Galkina 

and Kock (2011) have shown the link between entrepreneur’s networks and 

underdeveloped legal system in the country. The literature also shows that the problem 

of lack of professionalism could also be solved through effective communication 

(Bourelle, 2014; Trench, 2017). Therefore, all the social challenges found in the current 
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study could be overcome by the future graduate entrepreneurs if they get trained at the 

BSs in the weak EM skills identified in the current study. The Figure 5.11 below is 

illustrating the effects of EM skills on each of the social challenges: 

Figure 5.11 

Effects of EM skills on social challenges  

Many studies in the entrepreneurship literature have explored only the EM practices of 

firms in their well-established phases but exploring the EM challenges during the start-

up phase of business is relatively a new attempt in the current study. It is argued that 

due to the limited financial and human resources available to SMEs, EM in SMEs is 

much different than standard marketing in textbooks and the way these are taught at the 

BSs (Grünhagen & Mishra, 2008). The standard marketing in textbooks were originally 

developed for large organizations and its far apart from the marketing peculiarities of 

SMEs (Grünhagen & Mishra, 2008; Kraus et al., 2007). Numerous studies also show a 

clear practical gap in the area and argue that entrepreneurial SMEs generally have 

different marketing behavior than those of the classic textbook approaches (Hills et al., 

2010; Maritz et al., 2010; Resnick et al., 2011; Resnick et al., 2016). Due to this gap, 

the graduates are found not to grasp the process of SME marketing; and lack such 

Entrepreneurial 
Negotiation/Communication Skills 

Change Resistant Behaviour 

Entrepreneurial Networking Skills Weak Legislation and Law 
Enforcement 

Lack of Professionalism 
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entrepreneurial skills to a great extent that are required to practically start an SME 

venture (Gosling & Mintzberg, 2006; Raelin, 2007, 2009; Rousseau, 2012; 

Schoemaker, 2008; Mintzberg, 2009; Pfeffer & Fong, 2004). 

The practical gap could also be seen from the practical examples of many developing 

and developed countries, for example, the US, UK, Australia, Malaysia and Pakistan. 

Upon reviewing the pedagogical structures of EM in these countries, it becomes evident 

that the teaching pedagogies used are greatly similar to the traditional business and 

marketing programs (i.e., coursework). Alabduljader et al. (2018) argue that the 

universities are having lack of focus on the development of SME oriented curricula, 

and therefore, recommend the upgradations in the EE. They (2018) also spotlight the 

universities in the US giving EE using the same teaching pedagogies as the traditional 

business and marketing education. Whereas, according to Piperopoulos and Dimov 

(2015), entrepreneurship courses should be designed and delivered with the ‘practically 

oriented’ context and teaching pedagogies because practically oriented programs 

develop significant entrepreneurial skills that affect highly on the practical outcomes 

among graduate entrepreneurs. Hence, there is a high need to develop EM pedagogies 

in order to substantially fill the pedagogical gap in EM education. 

Ahmad and Buchanan (2015) argue that rather than solely focusing on functional 

understanding of entrepreneurship or business (like traditional business coursework), 

the objectives of strengthening EE at BSs should be reconsidered in such a way as to 

enhance graduates’ acquisition of skills and competencies needed to initiate and retain 

new businesses. In the studied cases, the graduate entrepreneurs are also stressing on 

practical skill development and sharing the similar recommendations to enhance 
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entrepreneurial negotiation skill, industry and market research skills, entrepreneurial 

networking skill and employee branding/training skill. 

Considering the weakness of entrepreneurial negotiation skill; industry and market 

research skills; entrepreneurial networking skill; and employee branding/training skill 

as found in the current study, the BSs promptly need to upgrade the business and 

entrepreneurship education in order to develop these skills and knowledge among the 

students. Entrepreneurs have intrinsically different motivations to those of managers in 

large organizations, and this difference will be reflected in the way they deal with 

strategy and planning issues (Carson et al., 1995). Hills et al. (2008) suggest that there 

are some distinct differences between ‘entrepreneurial’ marketing and ‘administrative’ 

marketing, with the former having a different perspective on marketing to the latter. 

Thus, Copley (2013) argues that while designing the programs and curricula, there is a 

need to prioritize EM challenges and their solutions with regard to the SME 

entrepreneurs rather than the mainstream higher education student. Copley (2013) also 

suggests that there is a sense that pedagogic techniques need clarity and simplicity, so 

the essential skills could be developed among the students preparing them for 

entrepreneurial start-ups. Besides the skill development, Manimala (2017) argues that 

the model of EE has to consider the customary environment including the sociocultural 

norms of the country as well. Therefore, this requires the development of new EM 

pedagogies and curricula focusing on both, educational and social challenges, however, 

the intensity of social challenges may differ from one country to another as explained 

by Hofstede (2019) in their 6D model. Moreover, as explained earlier and illustrated in 

Figure 5.11 as well, the EM skills learned through EE could also enable the 
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entrepreneurs to overcome the social challenges. Therefore, following the above 

suggestions, Figure 5.12 below is illustrating how to overcome both types EM 

challenges (i.e., social and educational) during business start-up through EE. 

 

Figure 5.12 

Process model of overcoming the EM challenges during business start-up through EE 

5.3 Development of EM Pedagogy Model 

The third Research Question of this study is how to develop a new model of EM 

pedagogy that is practically implementable at BSs and should be grounded in the 

current study’s findings, past EE literature, and the key informants’ recommendations. 

Many studies in the EE literature (e.g., Ferrandiz et al., 2018; Lloyd et al., 2019; 



 171 

Pouratashi & Zamini, 2019) recommend work-based learning pedagogies to be 

implemented at BSs. Ezeani (2018) finds low skills and technical incompetence; and 

lack of creativity and innovation among the higher education institutions’ (HEIs) 

graduates, and therefore, recommends incorporating skill development and enhancing 

technical competence in the EE. Ferrandiz et al. (2018) have also emphasized on 

acquisition of entrepreneurial skills, entrepreneurial learning and co-curricular 

activities at BSs. Moreover, Nabi et al. (2017) in their review, have highlighted many 

studies that are emphasizing on intensive experiential programs to be the part of EE. 

Garo (2017) suggests that the students must have experiential learning and BSs should 

play the role of a facilitator in order to provide the right pedagogies and appropriate 

environment to the students to get real experiences and practical skills. Manimala 

(2017) recommends interdisciplinary programs; entrepreneurship skill development; 

specialized offerings in entrepreneurship; and real-life entrepreneurial opportunities as 

part of the pedagogy. In-line with all of the above general recommendations to develop 

entrepreneurship pedagogies, Smith et al. (2017) more specifically recommend trading 

projects, group collaboration projects and networking for students. Kaandrop et al. 

(2019) also suggest that the students must be engaged in entrepreneurial networking 

during their education at BSs to get experiential learning. Researching experiential 

learning during the EE, Lloyd et al. (2019) argue that the students should be exposed 

to the real-life experiences, for example, live cold calling to enhance their selling skills. 

Such pedagogic approach would enhance the entrepreneurial and technical skill sets in 

the students. Figure 5.13 is integrating all the above past literature’s recommendations 

to illustrate the EM pedagogy model which is implementable over a period of 12 weeks 

(i.e., within one semester). 
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Besides the past entrepreneurship literature’s recommendations, the EM pedagogy 

model is precisely based on the empirical findings of the current study (i.e., the 

educational challenges); and recommendations of all the key informants as well. Thus, 

the EM pedagogy model in Figure 5.13 is directly addressing all the weak EM skills 

found in the current study. Explicating that, the model is comprised of three phases. In 

the first phase, the entrepreneurial networking skill is targeted where the students would 

be practically engaged in developing personal entrepreneurial networks (Kaandrop et 

al., 2019; Smith et al., 2017) as emphasized by the key informants (see Appendix D). 

The entrepreneurial networking has also emerged as a key dimension of EM in the 

current study, that is most useful among all other dimensions as illustrated in the 

‘Conceptual model of practicing EM’ (Figure 5.10).  

In the second phase, the researching and teamwork coordination skills are focused 

where the students would make group collaborations (Smith et al., 2017) to conduct 

industry and market research which includes cost analysis, formulating pricing strategy 

and feasibility analysis, as suggested by all the key informants in the current study (see 

Appendix D). In the third phase of pedagogy model, the positioning, customer 

targeting, entrepreneurial negotiation skill, and employee branding/training skill, are 

aimed through a real trading project (Smith et al., 2017). The sole purpose of such 

project is to make the students learn through experience (Ferrandiz et al., 2018; Garo, 

2017; Kaandrop et al., 2019; Lloyd et al. 2019; Piperopoulos & Dimov, 2015; 

Pouratashi & Zamini, 2019) as recommended by all the key informants (see Appendix 

D). The trading project has purposefully been kept for each individual student in order 
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to make them practice becoming self-reliant which is a new EM dimension found in the 

current study. 

 

Figure 5.13 

EM pedagogy model 

The EM pedagogy model in Figure 5.13 is work-based (Ferrandiz et al., 2018; Lloyd et 

al. 2019; Pouratashi & Zamini, 2019;) with the avenues of practical and experiential 

learning (Garo, 2017; Kaandrop et al., 2019; Piperopoulos & Dimov, 2015) for the skill 
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development (Ahmad & Buchanan, 2015; Ezeani, 2018; Ferrandiz et al., 2018; 

Manimala, 2017) among the entrepreneurship students. The model also adheres to the 

recommendation of Kaandrop et al. (2019) to make the students develop entrepreneurial 

networks during the education, and moreover, it is aimed to provide experiential 

learning through real-life industry and market research; and trading experiences as well, 

as suggested by Garo (2017); Lloyd et al. (2019); and Manimala (2017). Copley (2013) 

suggests that theory can be put into practice through experiential learning. However, 

the need for simplicity in the experiential learning approach is a critical factor for 

success with skills training. There is some form of active learning pedagogy is needed 

rather than passive learning, in order to achieve the development of skills. The solution 

to that is in the form of critical learning events that involve some type of critical 

reflection. Such critical learning events can take various forms in the SME context 

including ‘what if’ scenarios and networking events (Copley, 2013). Following that, 

the above pedagogy model is also totally based on the real-life scenarios similar to the 

SME start-up context. 

Based on the recommendations of the key informants, and the recent EE literature, the 

above pedagogy model is strongly addressing all the weak EM skills found in the 

current study, due to the weak entrepreneurship pedagogies at BSs. Thus, by 

implementing this model, the four weak EM skills found in the current study, that is, 

the entrepreneurial negotiation skill, industry and market research skills, 

entrepreneurial networking skill and employee branding/training skill, could be 

practically improved among the graduates. Improvement in these four skills would also 
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assist the graduate entrepreneurs to overcome the social challenges found in the current 

study as discussed in the above section. 

The pedagogic approach used in the development of EM pedagogy model (Figure 5.13) 

is recognized by various names in the literature, such as, student-centered, 

constructivist, participatory, or active learning pedagogy. UNESCO’s International 

Institute for Educational Planning recognize this approach as ‘learner-centred 

pedagogy’. According to the institute, this pedagogic approach draws on learning 

theories that suggest learners to play an active role in the learning process. Students 

therefore use prior knowledge and new experiences to create knowledge. The teacher 

facilitates this process, but also creates and structures the conditions for learning. 

Considerable research and advocacy have promoted learner-centred pedagogy in recent 

years for cognitive and economic reasons (UNESCO, 2018). 

The EM pedagogy model (Figure 5.13), which is developed in the light of recent EE 

literature, is also in-line with the guidelines given in the older literature to bridge the 

theory-practice gap (T-Pgap) in the fields of management. For example, Matlay (2006) 

argues that practical EM education at HEIs can provide graduates with the necessary 

skills and knowledge to start up and manage SMEs. While studying about the T-Pgap, 

Meyer, Bernhardt and Stephen (1997) suggested that students should be provided with 

the culture similar to that of workplace for learning. Blakeslee (2001); Hanson and Yee 

(2001) offered to design such management courses and curricula that put students in to 

dealing with professional situations. Many other researchers (e.g., Bosley, 1992; Hager, 

1990; Tovey, 2001) also gave the similar suggestions to bridge the T-Pgap. Zamini and 

Mohammadi (2018) suggest that upgrading the student learning experience at BSs 
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could not only bridge the pedagogical gap but also encourage a greater number of 

graduates to become entrepreneurs. 

As the EM pedagogy model (Figure 5.13) is addressing all the weak EM skills found 

in the current study and is based on graduate entrepreneurs’ recommendations; focus 

group participants’ recommendations; and recent EE literature, therefore, it has also 

been validated by the higher education experts (see Appendix E). According to the 

higher education expert, the EM pedagogy model (Figure 5.13) developed in this 

research, is practically implementable and is well capable to overcome all the 

educational challenges found in the current study. Figure 5.14 below illustrates the 

process of EM pedagogy model development and validation. 

Figure 5.14 

The process of EM pedagogy model development and validation 
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5.4 Contributions 

The current study has made a number of valuable contributions, among which, the 

methodological contribution stands out as the combination of multiple case study and 

focus group discussion is rarely found in the entrepreneurship literature. The second 

major contribution is the addition of four new dimensions in previously known seven 

EM dimensions. Like Morris’s et al. (2002) seven EM dimensions, the four new 

dimensions are also grounded in either entrepreneurial or market orientation. Third, the 

discovery of two types of EM challenges (i.e., social and educational) faced by the 

graduate entrepreneurs is a significant contribution in the SME/entrepreneurial 

marketing literature. Fourth, within the newly found EM dimensions and challenges, a 

crucial domain of entrepreneurial networking has emerged as both, widely practiced as 

well as a major challenge. Hence, to conceptualize it clearly, first, entrepreneurial 

networks have been classified in to two levels; and then, summarizing the roles of each 

EM dimension within two levels of networks (Figure 5.10) contributes to the emergent, 

EM and entrepreneurial networking literatures. 

Further, there is a wide range of studies exploring the phenomenon of EM during the 

established phases of the SMEs, but the studies exploring the EM phenomenon during 

the start-up phase of business are scant. So, the current study exploring the EM 

phenomenon during the start-up phase of businesses contributes to the new venture’s 

literature as well. In the entrepreneurship literature, many studies have explored the EM 

practices of the SME entrepreneurs, but the current study contributes uniquely by 

exploring the contemporary EM challenges, which has rarely been attempted before. In 

the educational context, the studies exploring such contemporary issues of 
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entrepreneurs to upgrade the EE system are also rarely found in the EE literature. 

Finally, the development of EM pedagogy model (Figure 5.13) which is based on EE 

literature and key informants’ recommendations, is practically implementable at BSs, 

and thus, is a major practical contribution of this study. Hence, contributing to solve a 

contemporary issue, the current study is mainly an applied research, and along with its 

practical contributions, it has also contributed theoretically; methodologically; and 

contextually. 

Discussing back the third theoretical lens of this study, i.e., Human Capital Theory, the 

current study has added the role of entrepreneurship in it, which is another unique 

contribution. In the light of the current research and its findings, the Human Capital 

Theory could be explained as the more we invest in the skill development of students 

at BSs by upgrading the entrepreneurship pedagogies, the more productive the 

graduates would be in their entrepreneurial careers. Thus, it would result in the 

development of entrepreneurship and economic growth.  

5.5 Practical Implications 

5.5.1 Practical Implications for Entrepreneurs 

Research has shown that the entrepreneurs that are able to grow their ventures through 

challenging start-up phases are the ones driven by well-being (Stephan, 2018). Thus, 

the future entrepreneurs need to have higher self-realization and recognition of higher 

purpose of starting their ventures. The key to survival and growth is when the ultimate 
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driving force for starting a new business venture is personal, organizational or social 

well-being, as evident in the studied cases as well. 

More experience in the relevant industry could project more legitimacy and make the 

entrepreneurs communicate better (Ebbers & Wijnberg, 2012). Thus, to gain 

confirming legitimacy through gaining experience within the industry or through 

getting expert’s certification, the future entrepreneurs must consider legitimation a long 

before their entrepreneurial start-ups because it may require several years. 

When it comes to making new social contacts and growing the network, entrepreneurs 

need to understand the two broad categories of their EM network i-e., first-level and 

second-level, and how to practically use them for practicing EM. As this study has 

mostly explicated the roles of each level of network for practicing EM, entrepreneurs 

could use the conceptual model of practicing EM (Figure 5.10), to determine the 

significance of each actor in the social networking process and build their rapport 

accordingly. By using this model, the entrepreneurs could also understand the collective 

roles of networks and actors involved, for example, in order to create value of a product 

or service, an entrepreneur must go through both levels of his/her network, means an 

extensive social process is required to successfully create the significant value. 

Kaandrop et al. (2019) have recently highlighted the importance of engaging in the 

creation of entrepreneurial networks during the student life. Therefore, the students 

(future entrepreneurs) who wish to pursue entrepreneurial careers must start to engage 

in the entrepreneurial networking during their education period and differentiate 

between the first and second-level network actors. This would polish their 
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entrepreneurial networking skill as well as give them a practical exposure to their 

related industries. 

As evident in the studied cases, the more the entrepreneur would be self-reliant, the 

more chances are for his/her survival and growth. More reliance on other’s resources 

makes an entrepreneur dependent, which is contrary to the entrepreneurial orientation 

and mindset (Vergunst, 2002). Therefore, entrepreneurs need to make utmost efforts to 

use their own resources to run their businesses; seek solutions to their problems; and 

possess high levels of self-determination.  

5.5.2 Practical Implications for Business Schools’ Policy Makers 

It is argued that instead of entirely focusing on functional comprehension of business 

or entrepreneurship, the EE at BSs must be reconsidered and strengthened in such ways 

as to enhance the graduates’ competencies and skills needed to start and retain new 

SME ventures (Ahmad & Buchanan, 2015; Piperopoulos & Dimov, 2015). In the 

studied cases, the graduate entrepreneurs are also emphasizing on practical skill 

development and making similar recommendations to enhance entrepreneurial 

negotiation skill, industry and market research skills, entrepreneurial networking skill 

and employee branding/training skills. Thus, the policy makers at BSs need to upgrade 

the curricula and teaching pedagogies of business and entrepreneurship education by 

focusing greatly on skill development, and practical and experiential learning as 

recommended by Kaandrop et al. (2019); and Piperopoulos and Dimov (2015) as well. 

There is also an utmost need to incorporate all the EM dimensions (previously known 

as well as the newly found in the current study) in the EM curricula. 
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The training programs at BSs should address ‘how to’ and not just ‘what is’ (Copley, 

2013). Thus, accordingly the EM pedagogy model is developed in the current study to 

be practically implemented at BSs, that could certainly help to produce high quality 

graduate entrepreneurs in the future that are better prepared to face EM challenges and 

survive. 

The current study strongly recommends that the practically oriented EM course must 

be the part of both, entrepreneurship (focused on SMEs) and traditional business 

administration (focused on large organizations) programs at BSs. The rationale for this 

is, first, not all graduates from traditional business programs work in large 

organizations. Many also work in entrepreneurial SMEs or have their own 

entrepreneurial ventures. Second, besides the SMEs, the relevance of EM is also in 

large organizations as justified and thoroughly detailed by Lodish et al. (2016). 

Moreover, Morrish et al. (2015) also argue that due to the shrinking resources and 

technologically savvy consumers, both, the SMEs and large sized organizations need 

to be entrepreneurial. 

Thus, considering the practical importance of the EM in highly competitive, uncertain 

and risky conditions, especially for the new businesses, EM is becoming inevitable for 

both small and large organizations. In such case, the business and entrepreneurship 

students need to learn how to effectively adopt EM in their careers, whether the students 

opt for entrepreneurship or marketing careers in either SMEs or large organizations. 
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5.6 Limitations and Future Research 

Similar to most of the qualitative studies, because of the in-depth exploration, this study 

was limited by the number of cases and with the choice of industries. To generalize the 

findings of the current study on multiple industries, future studies could certainly 

explore more and different industries to study the EM phenomenon. The identification 

of four new EM dimensions has opened many avenues for the future researchers to 

explore these further, for instance, the techniques through which the entrepreneurs get 

engaged in legitimation, and how those techniques vary from one industry to another. 

Further, the exploration of legitimation typologies and development of quantitative 

scales that could be used to measure and determine the minimum acceptable levels of 

legitimation for the ventures to succeed, would be the significant contributions. The 

interconnection of identified EM challenges, for instance, the role of entrepreneurial 

negotiation in industry and market research and entrepreneurial networking process at 

pre-start-up phase would also be an important knowledge for BSs’ policy makers. 

Further, the exploration of the relationship between entrepreneurial negotiation and 

legitimation would also be an interesting avenue of future research. 

Although many past studies have identified the networks of entrepreneur as essential 

for the survival of their business ventures, but very limited research has been 

undertaken in exploring the entrepreneurial networking process, particularly in the 

context of EM. The future researchers need to investigate how the entrepreneurs go 

through the process of building and retaining their networks and relationships for the 

purpose of practicing EM, particularly at start-up. 
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This qualitative study has explored and uncovered the core EM challenges and 

categorized them under two domains (i.e., social and educational) as illustrated in 

Figure 5.12, but it has not identified the exact depth of relationships between both 

domains of EM challenges. So, based on Figure 5.12, future researchers need to conduct 

the quantitative surveys to further determine the influence of each entrepreneurial skill 

on each of the individual social challenges. The exploration of how each entrepreneurial 

skill could be used to overcome the social challenges faced by the entrepreneurs during 

the start-up would further strengthen the process model presented in Figure 5.12. For 

the graduate entrepreneurs and the future graduates, there is also a need to develop 

quantitative scales to measure the four weak skills identified in the current study. Such 

scales could give a better understanding to the EE policy makers about the level of 

technical competence in their graduates for each EM skill. 

5.7 Conclusion 

EM is greatly different than the traditional administrative marketing. Unlike TM, the 

theoretical developments in EM are still inadequate, and subsequently, the curricula 

and pedagogies of EM also need to be developed. The underdeveloped business and 

entrepreneurship education is one of the causes of graduate entrepreneurs’ exits during 

their venture’s start-up phase, that also demoralizes many upcoming graduates to 

choose the entrepreneurial careers in the first place. Thus, to address this problem, the 

purpose of the current study was to advance the EM theory and pave the way for BSs’ 

policy makers to upgrade EM curricula and pedagogies to produce high quality future 

graduate entrepreneurs.  
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Under the theoretical lens of frequently used seven EM dimensions by Morris et al. 

(2002), the current study aimed in-depth exploration of the EM practices and challenges 

faced by the graduate entrepreneurs (from both, manufacturing and service sectors) who 

commonly possess, the higher education, self-employment and EM experiences in their 

own entrepreneurial ventures/SMEs, and most importantly, all of them have 

successfully gone through the start-up phases of their businesses. The key rationales for 

choosing such key informants were: 1) to be able to have in-depth discussions about 

EM concepts, 2) to be able to explore and determine the nature of EM activities and 

challenges, 3) to discuss the weaknesses in the higher education system, and, 4) to 

obtain practical recommendations based on their entrepreneurial experiences to guide 

the BSs’ policy makers who aim to produce high quality graduate entrepreneurs. 

As its methodological contribution, the current study has used the multiple case study 

method and externally validated its findings with the focus group discussion. Adding 

to the knowledge, four new EM dimensions, ‘well-being driven’, ‘legitimation’, 

‘entrepreneurial networking’ and ‘self-reliance’ are discovered, in addition to the 

existing seven EM dimensions of Morris et al. (2002). Moreover, two types of EM 

challenges, that is, social and educational, are uncovered that the graduate entrepreneurs 

are encountering. Adding to the findings, the cross-sector/industry case-comparison has 

also been done which highlighted the key differences between the EM practices and 

challenges between the two sectors/industries. 

Based on the research findings, first, a model of EM networking has been developed 

that illustrates how the entrepreneurs use their EM network to practice each dimension 

of EM. Second, to answer the final Research Question and make a practical 
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contribution, a practical model of EM pedagogy has been developed which is 

practically implementable at BSs to bridge the T-Pgap in the EM. The implementation 

of EM pedagogy model could enable the EE policy makers to produce high quality 

graduate entrepreneurs that are better equipped with EM skills essential for 

entrepreneurial survival and economic growth. 
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Appendix B: Analytical Categorization of EM Practices 

ATLAS.ti Report: Containing the Parts of Semi Structured Interviews, 
Narrative Interviews and Observations Used in the Current Research 

Quotations grouped by Codes 

○ Customer intensity 

In Document: 
 1 Firm A 

Content: 
…we decided to open the gym on people’s demand to tackle larger public on the larger scale 

In Document: 
 2 Firm B 

Content: 
Process observation: They have a well-maintained database of all their customers (members) 
since the beginning. This database is highly confidential as it contains a wide range of 
personal information about their customers including their contact numbers and addresses, 
which the firm use to reach them back for promotion and other important communications 

In Document: 
 3 Firm C 

Content: 
We accepted the customer’s demands so that we can enter in the market and we have hired a 
marketing team to convince the customers, for selling our products 

In Document: 
 4 Firm D 

Content: 
Well, we met the local customers, the restaurants and we used personal selling to gain the 
trust of the customers 

● Entrepreneurial networking 

In Document: 
 1 Firm A 

Content: 
Process observation: They have a well-maintained database of all their customers (members) 
since the beginning. This database is highly confidential as it contains a wide range of 
personal information about their customers including their contact numbers and addresses, 
which the firm 
uses to reach them back for promotion and other important communications 

In Document: 
 1 Firm A 

Content: 
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Supply chain observation: …other than their customer’s network, the geA has simple 
networks with his backward supply chain actors 

In Document: 
 2 Firm B 

Content: 
Process observation: They have a well-maintained database of all their customers (members) 
since the beginning. This database is highly confidential as it contains a wide range of 
personal information about their customers including their contact numbers and addresses, 
which the firm use to reach them back for promotion and other important communications 

In Document: 
 2 Firm B 

Content: 
Supply chain observation: …other than their customer’s network, the geB has simple 
networks with his backward supply chain actors 

In Document: 
 3 Firm C 

Content: 
…we have proactively decided to engage the big dealers in the local market to start our 
customer base 

In Document: 
 3 Firm C 

Content: 
…to engage the big dealers that are strong and sound in their business, that have a good 
network, so you wanted to join them and use their network to sell your product 

In Document: 
 3 Firm C 

Content: 
Supply chain observation: If they would not have engaged big dealers in their supply chain, 
it would have been highly laborious for them to reach a wide range of retail stores as it 
requires high transportation cost, and considerable time and effort 

In Document: 
 3 Firm C 

Content: 
Narrative data: The firm C also regularly participates in the provincial government’s 
programs of selling flour bags on subsidized rates at Sunday markets and during Ramadan 

In Document: 
 3 Firm C 

Content: 
Supply chain observation: The rely of geC on networking is very high because of the 
complex backward and forward supply chains. The geC is found to perform many of the 
routinised activities including buying raw materials and selling the products, by using his 
existing entrepreneurial networks 
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In Document: 
 4 Firm D 

Content: 
Narrative data: The firm D regularly participates in the provincial government’s programs of 
selling flour bags on subsidized rates at Sunday markets and during Ramadan 

In Document: 
 4 Firm D 

Content: 
Supply chain observation: The rely of geD on networking is very high because of the 
complex backward and forward supply chains. The geD is found to perform many of the 
routinised activities including buying raw materials and selling the products, by using his 
existing entrepreneurial networks 

○ Innovation focused 

In Document: 
 1 Firm A 

Content: 
…after some time, we decided to start few more (new) classes like MMA, Kickboxing and 
Zumba classes. 

In Document: 
 1 Firm A 

Content: 
…this was the new service by any gym 

In Document: 
 2 Firm B 

Content: 
So, innovation was that we introduced CrossFit in Lahore as one of the pioneers 

In Document: 
 3 Firm C 

Content: 
Yes, we have made innovation like we produced pizza flour and the standard packaging in 
the marker for pizza flour is 84 kg bag. So, we have introduced 50 kg pizza flour bag in the 
market. It was a totally new innovation in the market 
 

In Document: 
 4 Firm D 

Content: 
…we tried to launch a new product which is a different type of product, a superior product as 
compared to our competitors 

● Legitimation 

In Document: 
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 1 Firm A 

Content: 
Narrative data: …by taking employment in a top health and fitness centre in Lahore, Pakistan 
as a fitness trainer, and from there he also completed his first-level fitness certification 

In Document: 
 1 Firm A 

Content: 
Before we just operated the CrossFit studio but most of the people did not know the product 
or have product knowledge, so we added gym as well on people’s demand 

In Document: 
 1 Firm A 

Content: 
…after eight to nine months 

In Document: 
 1 Firm A 

Content: 
…when we decided to open our gym, we ordered some equipment from 
outside of our country, through abroad 

In Document: 
 1 Firm A 

Content: 
Customer behavior observation: The customers in this service firm are found to be highly 
concerned about the credibility of the service providing firm and its personnel. The major 
reason for that, is the high involvement of customers with the physical evidence and 
tangibles of the service providing firm 

In Document: 
 1 Firm A 

Content: 
Customer behavior observation: …through enhancing legitimation, the service firm is found 
to capture more customers as well 

In Document: 
 1 Firm A 

Content: 
Narrative data: …the applicants go through the physical test in which the body 
measurements are taken and only the applicants that possess a high level of physical fitness 
and a fit physique are 
hired 

In Document: 
 2 Firm B 

Content: 
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Customer behavior observation: The customers in this service firm are found to be highly 
concerned about the credibility of the service providing firm and its personnel. The major 
reason for that, is the high involvement of customers with the physical evidence and 
tangibles of the service providing firm 

In Document: 
 2 Firm B 

Content: 
Customer behavior observation: …through enhancing legitimation, the service firm is found 
to capture more customers as well 

In Document: 
 2 Firm B 

Content: 
Narrative data: The second is the physical test in which the body measurements are taken and 
only the applicants that possess a high level of physical fitness and a fit physique are hired 

In Document: 
 2 Firm B 

Content: 
Narrative data: Due to lack of industry experience, he purchased locally manufactured gym 
machinery (i.e., having substandard quality) at start-up. After three years, due to the 
consistent dissatisfaction from his clients, he decided to replace the complete gym machinery 
with the new and imported one 

In Document: 
 2 Firm B 

Content: 
Narrative data: …the geB started working hard on his physical fitness soon after the start-up 
to project a fit personal appearance (like an experienced fitness trainer). Moreover, within 
few months from his business launch, he strongly felt the need to project himself as 
technically expert in his field, therefore, he started working to achieve his trainer’s 
certification as well 

In Document: 
 3 Firm C 

Content: 
Narrative data: …he also bought the rights to use the previously used brand names of all the 
products, by that flour mill 

In Document: 
 3 Firm C 

Content: 
Customer behavior observation: To convince the customers that their products are reliable, 
and their firm is credible, it requires only basic (confirming) legitimation by the firm 

In Document: 
 4 Firm D 

Content: 
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Customer behavior observation: To convince the customers that their products are reliable, 
and their firm is credible, it requires only basic (confirming) legitimation by the firm 

In Document: 
 4 Firm D 

Content: 
Well, it took long, it was a long process to convince the customers. We educated them that 
how our product is superior 

○ Opportunity driven 

In Document: 
 1 Firm A 

Content: 
…saw it as an opportunity to come in this area and open another gym and to capture their 
unsatisfied clients 

In Document: 
 2 Firm B 

Content: 
Narrative data: …he found an investment opportunity at a newly developed posh location in 
Lahore, Pakistan. He joined hands with an investment partner to finance his new business 

In Document: 
 3 Firm C 

Content: 
Narrative data: …he came across an opportunity to takeover an already established and 
operational flour mill on a rental contract. Thus, to become self-employed, gain more 
autonomy, grow his income, and achieve life satisfaction, he decided to exploit the 
opportunity 

In Document: 
 4 Firm D 

Content: 
…we saw the opportunity that we choose the location where there is no other company or 
flour mills is working 

○ Proactiveness 

In Document: 
 1 Firm A 

Content: 
…made a proactive decision to install the solar panels to save the cost of electricity 

In Document: 
 2 Firm B 

Content: 
…actually started targeting the clients before starting the gym, that’s your proactiveness 
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In Document: 
 3 Firm C 

Content: 
When we started our business one and a half year ago, we have proactively decided to 
engage the big dealers in the local market to start our customer base by adding customers. 
This was our proactive approach 

In Document: 
 4 Firm D 

Content: 
Before starting the business, while making the pricing strategy we came up with the idea that 
we should use penetration pricing in the start, so we could handle the market and capture the 
customers 

○ Resource leveraging 

In Document: 
 1 Firm A 

Content: 
…we decided to rent out our space in off-peak hours, so we can meet our expenses. Like rent 
out our space to other trainers those who want to train their members 

In Document: 
 2 Firm B 

Content: 
…one is CrossFit and functional training and second is gym. You had both services, you 
have offered on the same floor to save your cost or save your rent 

In Document: 
 3 Firm C 

Content: 
We have few silos installed in our mills, and we used these silos as godowns 

In Document: 
 4 Firm D 

Content: 
We had few vehicles of our own but because the market was far from our facility, so we also 
used rental vehicles to increase our transportation 

○ Risk management 

In Document: 
 1 Firm A 

Content: 
…after nine months you opened the gym with the machines. That was the risk you took 
because your clients were not... [he cut on me and completed my sentence] 
Interviewee: …satisfied with the high intensity interval training, they actually needed gym 

In Document: 
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 2 Firm B 

Content: 
Risk was again the same that the area was not populated enough. So that was the big risk for 
me that the area is not populated, clients will come or not, I was not sure 

In Document: 
 3 Firm C 

Content: 
In our business the biggest risk I think in my point of view is the credit sales 

In Document: 
 4 Firm D 

Content: 
So, purchasing wheat increased our cost and it was a risk to keep in the large amount of 
wheat in our facility 

● Self-reliance 

In Document: 
 1 Firm A 

Content: 
Narrative data: …the geA being experienced and a fitness expert holds the position of Master 
Trainer. Besides having many employees as fitness trainers working under him, he also 
engages himself with the clients during the training sessions and conducts classes as well 

In Document: 
 2 Firm B 

Content: 
Narrative data: …within few months from his business launch, he strongly felt the need to 
project himself as technically expert in his field, therefore, he started working to achieve his 
trainer’s certification as well 

In Document: 
 2 Firm B 

Content: 
Narrative data: The gaB has also hired extra trainers in his firm as the backup to ensure 
uninterrupted delivery of services in case of any employee leaving the job 

In Document: 
 3 Firm C 

Content: 
Narrative data: …the geC does not rely on his staff and personally inspects the quality of 
wheat. Without his approval, the wheat cannot be purchased even though the firm has quality 
checking tools and electronic equipment that any of the management staff could also use. 
After processing the wheat and producing the finished products, the geC again does the 
quality check for all finished products by himself at regular intervals 

In Document: 
 4 Firm D 
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Content: 
Narrative data: …the geD does not rely on his employees and he either inspects the quality 
of wheat by himself or rely on his brothers who are the co-owners. Without any of the 
owner’s approval, the wheat cannot be purchased even though the firm has quality checking 
tools and electronic equipment that any of the employees could also use. After processing the 
wheat and producing the finished products, the geD or any of the co-owners, depending on 
who is available, does the quality check for all finished products at regular intervals 

○ Value creation 

In Document: 
 1 Firm A 

Content: 
Continuous trainings sessions with our staff on customer service, so they can give their best 

In Document: 
 2 Firm B 

Content: 
Normally a trainer has 40 to 45 clients allotted in normal gyms, so what we did was we gave 
them almost half the number of clients, so he can focus more on every client and the service 
level can increase 

In Document: 
 3 Firm C 

Content: 
When we started our business, we were committed that our delivery to our customers will be 
fast. The fast delivery was our main point 

In Document: 
 4 Firm D 

Content: 
Yes, for this we have used imported machinery. We used fine quality net in our shifters. We 
trained our millers and labor, so that our productivity would increase and the quality as well 

● Well-being driven 

In Document: 
 1 Firm A 

Content: 
…so, we hired more trainers and we had to pay them more salaries as well 

In Document: 
 1 Firm A 

Content: 
Narrative data: The geA is the lifestyle entrepreneur 

In Document: 
 1 Firm A 

Content: 
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Narrative data: …he followed his lifelong passion in the fitness industry 

In Document: 
 1 Firm A 

Content: 
Narrative data: …it gives him great satisfaction when he teaches and inspires others to stay 
fit 

In Document: 
 1 Firm A 

Content: 
Narrative data: He chose a newly developed posh location nearby his home 

In Document: 
 1 Firm A 

Content: 
Narrative data: …he also does not spend more than six to seven hours in total at his 
workplace 

In Document: 
 1 Firm A 

Content: 
Customer behavior observation: Due to geA’s fit physique; and positive personality and 
attitude, he generally inspires his existing and prospective clients to stay physically and 
mentally healthy, due to that, the clients buy his services and retain 

In Document: 
 2 Firm B 

Content: 
Customer behavior observation: Due to geB’s fit physique and positive personality and 
attitude, he generally inspires his existing and prospect clients to stay physically and 
mentally healthy, due to that the clients buy his services and retain 

In Document: 
 2 Firm B 

Content: 
Narrative data: …he found an investment opportunity at a newly developed posh location 

In Document: 
 2 Firm B 

Content: 
Narrative data: …he does not spend more than six to seven hours in total at his workplace 

In Document: 
 3 Firm C 

Content: 
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Narrative data: …to become self-employed, gain more autonomy, grow his income, and 
achieve life satisfaction, he decided to exploit the opportunity 

In Document: 
 3 Firm C 

Content: 
Management observation: Due to his high energy at workplace, he generally inspires and 
motivates his employees to keep the positive energy high, due to that they achieve the 
desired productivity levels 

In Document: 
 3 Firm C 

Content: 
Narrative data: …geC personally follows is a good work-life balance. According to him, he 
does not stay more than six hours at work and spend leisure time with family and friends 
every day. He also takes a good eight hours of sleep per day 

In Document: 
 4 Firm D 

Content: 
Management observation: Due to his high energy at workplace, he generally inspires and 
motivates his employees to keep the positive energy high, due to that they achieve the 
desired productivity levels 

In Document: 
 4 Firm D 

Content: 
Narrative data: …geD personally follows is a good work-life balance. According to him, he 
does not stay more than six hours at work and likes to spend leisure time at home 
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Appendix E: Validation of EM Pedagogy Model 
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Appendix F: Validation Through Member Checking 

 



 272 



 273 



 274 
 


	FRONT MATTER
	COPYRIGHT PAGE
	TITLE PAGE
	CERTIFICATION
	PERMISSION TO USE
	ABSTRACT
	ABSTRAK
	ACKNOWLEDGEMENTS
	Table of Contents
	List of Tables
	List of Figures
	List of Abbreviations

	MAIN CHAPTER
	CHAPTER ONE: INTRODUCTION
	1.1 Background of the Study
	1.1.1 Recognition of EM by Higher Education Institutions (HEIs)
	1.1.1.1 Consequences of Practical Gap
	1.1.1.2 Theory/Pedagogy-Practice Gap in Entrepreneurial Marketing


	1.2 Problem Statement
	1.3 Research Objectives
	1.4 Research Questions
	1.5 Scope of the Study
	1.6 Significance of the Research
	1.7 Definition of Key Terms
	1.7.1 Entrepreneur
	1.7.2 Entrepreneurial Marketing (EM)
	1.7.3 Small and Medium Enterprise (SME)
	1.7.4 Theory-Practice Gap (T-Pgap)

	1.8 Organization of the Thesis

	CHAPTER TWO: LITERATURE REVIEW
	2.1 Introduction
	2.2 Entrepreneurial Marketing (EM)
	2.2.1 History of Entrepreneurial Marketing
	2.2.1.1 Theoretical Developments in EM Over the Last Decade

	2.2.2 The Domain of Entrepreneurial Marketing
	2.2.3 Difference between EM and TM
	2.2.4 Dimension of EM
	2.2.4.1 Proactive Orientation / Proactiveness
	2.2.4.2 Opportunity Driven
	2.2.4.3 Risk Taking Orientation / Risk Management
	2.2.4.4 Customer Intensity
	2.2.4.5 Innovation Focused
	2.2.4.6 Value Creation
	2.2.4.7 Resource Leveraging


	2.3 Challenges Commonly Faced by SMEs
	2.3.1 Globalization
	2.3.2 Increasing Monopolism
	2.3.3 Lack of Interdisciplinary Research
	2.3.4 Constrained Resources

	2.4 Theory-Practice Gap (T-Pgap)
	2.5 Theoretical Lenses of the Research
	2.5.1 Theoretical Lens 1
	2.5.1.1 Suitable Pedagogy for Entrepreneurial Marketing

	2.5.2 Theoretical Lens 2
	2.5.2.1 EM Dimensions

	2.5.3 Theoretical Lens 3
	2.5.3.1 Human Capital Theory


	2.6 Chapter Summary

	CHAPTER THREE: RESEARCH METHODOLOGY
	3.1 Introduction
	3.2 Philosophical Assumptions
	3.2.1 Ontology
	3.2.2 Epistemology
	3.2.3 Axiology
	3.2.4 Rhetoric
	3.2.5 Methodology

	3.3 Research Design
	3.3.1 Case Study Method
	3.3.2 Research Contexts and Choice of Informants
	3.3.3 Research Instruments
	3.3.3.1 Semi Structured, In-Depth Interviews
	3.3.3.2 Unstructured Narrative Interviews
	3.3.3.3 Observations
	3.3.3.4 Archival Data
	3.3.3.5 Focus Group Discussion

	3.3.4 Data Gathering
	3.3.4.1 Research Tools for Data Analysis

	3.3.5 Data Analysis
	3.3.5.1 Data Analysis for Research Question 1
	3.3.5.2 Data Analysis for Research Questions 2 and 3

	3.3.6 Validation
	3.3.6.1 Methodological Triangulation
	3.3.6.2 Member Checking
	3.3.6.3 Expert Validation


	3.4 Research Paradigm or Worldview
	3.4.1 Interpretivism
	3.4.1.1 Background of the Researcher


	3.5 Chapter Summary

	CHAPTER FOUR: RESEARCH FINDINGS
	4.1 Introduction
	4.2 The Narrative Data
	4.2.1 History of Case SMEs
	4.2.2 History of Focus Group Participants

	4.3 Results and Findings
	4.3.1 Entrepreneurial Marketing Dimensions
	4.3.1.1 Proactiveness
	4.3.1.2 Opportunity Driven
	4.3.1.3 Risk Management
	4.3.1.4 Innovation Focused
	4.3.1.5 Customer Intensity
	4.3.1.6 Resource Leveraging
	4.3.1.7 Value Creation
	4.3.1.8 Well-Being Driven
	4.3.1.9 Legitimation
	4.3.1.10 Entrepreneurial Networking (two levels of EM network)
	4.3.1.11 Self-Reliance

	4.3.2 Contemporary Entrepreneurial Marketing Challenges
	4.3.2.1 Social Challenges
	4.3.2.2 Educational Challenges


	4.4 Chapter Summary

	CHAPTER FIVE: DISCUSSION AND CONCLUSION
	5.1 Introduction
	5.2 Discussion
	5.2.1 Proactiveness
	5.2.2 Innovation Focused
	5.2.3 Risk Management
	5.2.4 Resource Leveraging
	5.2.5 Customer Intensity
	5.2.6 Opportunity Driven
	5.2.7 Value Creation
	5.2.8 Legitimation
	5.2.9 Well-Being Driven
	5.2.10 Self-Reliance
	5.2.11 Entrepreneurial Networking

	5.3 Development of EM Pedagogy Model
	5.4 Contributions
	5.5 Practical Implications
	5.5.1 Practical Implications for Entrepreneurs
	5.5.2 Practical Implications for Business Schools’ Policy Makers

	5.6 Limitations and Future Research
	5.7 Conclusion

	REFERENCES
	APPENDIX




