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Analyzing the Effectiveness of the Marketing Strategies, Market
Orientation, and Entrepreneurship on Company Performance
through the Mediating Role of Entrepreneurial Marketing

Abstract

Based on the entrepreneurial marketing mod-
el, this study examines the effects of marketing
strategies, market orientation, and entrepre-
neurship on function companies in Jay Indus-
trial Town, Isfahan. Seven hypotheses were de-
veloped for this purpose. In order to collect the
necessary information for testing the hypothe-
sis, a researcher-made questionnaire contain-
ing 34 questions in 6 dimensions was used
and distributed among 110 company managers
working at Jay Industrial Town in Isfahan as a
statistical sample of the research. For data anal-
ysis and hypothesis testing, structural equation
modeling by partial least squares method using
Smart PLS software was used. The results of
the research hypothesis testing show that there
is a positive and significant effect between all
the variables in the case of entrepreneurial
marketing, except for the entrepreneurship ori-
entation or tendency. Also, there is a positive
and significant effect between all the variables
in relation to the company’s performance.
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Introduction

Many companies invest heavily in building a competitive
advantage to improve their financial performance and
corporate value believe that the effect of competitive
advantage and organization strategies on the performance
of companies is remarkable and emphasizes the need
for the companies to achieve a competitive advantage
among competitors in the industry before implementing
organizational strategies [1,2]. A company’s marketing
strategy generally refers to marketing activities and
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decisions related to the production and maintenance of
competitive advantage [3]. The results of the research
conducted in the field of marketing strategy indicate that
the organizations gradually realized that if the marketing
strategy is properly used, they will achieve sustainable
competition advantage [4]. Marketing strategies are
tools for firms to answer competitive situations. As such,
available frameworks in this field with the help of creating
communication between the organizational strategies
department and extra-organizational
a facilitator factor in the effective performance of the
organizations [5].

factors will be

Formulating a strategy is a continuous challenge, therefore
in the first step, the strategy must confirm the main basis
of the organization’s activities, then formulate what the
organization is able to do, and institutionalize the strategic
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planning activity [6]. It helps them to compete better and
strengthen their position in the market [7]. Competitive
strategy is one of the important influencing factors in
profit performance and improves the performance and
function of the firms. In the competitive and dynamic
environment in the market, organizations are constantly
looking for opportunities to exploit their capabilities to
improve performance and gain competitive advantage
[8]. Therefore, success in the field of business belongs to
those firms that have more accurate insight and information
about their performance and the market environment.
This information is considered one of the important items
of strategic assets and marketing tools. Marketing and
specifically market orientation is recognized as an important
factor for businesses. Indeed, there is empirical evidence
between marketing and entrepreneurial orientation of a
company and both are widely responsible for the success
of the company [9]. Entrepreneurship is one of the most
important characteristics of today’s economy [10].

Entrepreneurship, as one of the most important elements
of economic growth, leads to an increase in productivity,
employment, and other productivity achievements [11].
The entrepreneurial orientation of organizations can
act as a stimulus to achieve competitive advantage.
Entrepreneurial orientation or tendency refers to decision-
making processes, methods, and activities that lead to the
creation and entry into a new market [12]. Entrepreneurial
orientation is an effective tool to deal with competitive
threats and avoid competitive pressures [13].

The orientation of sustainable entrepreneurship strategies
and entrepreneurial orientation emphasizes the importance
of adopting several orientations and not just one orientation
fororganizations sothattheirenvironmentalresponsiveness
does not degrade. This fact can be confirmed through
the logic of the dynamic capabilities approach. This
approach suggests that superior performance can result
from implementing, complementing, and combining the
organization’s current capabilities [14]. Therefore, the trend
towards entrepreneurship is suggested in order to respond
better to the demands and instabilities of the business
environment [15]. Sustainable entrepreneurial orientation
is actually a combination of adaptive flexibility and the
ability to discover and exploit emerging opportunities. This
combination helps to achieve environmental, economic,
and social success and consequently increases the
performance of organizations [15].

Today, the recognition of the importance of the interaction
between entrepreneurship and marketing has led to the
proposal of the concept of entrepreneurial marketing.
While some authors believe that entrepreneurial marketing
is important for all organizations (large and small), studies
suggest that the concept is more relevant to small
businesses [9].

Morris et al. [16] defined entrepreneurial marketing as
actively identifying and exploiting opportunities to acquire
and retain profitable customers through
approaches to risk management, leveraging resources,
and creating value [9]. The concept of entrepreneurial
marketing is an integrated framework that includes a series
of marketing activities that companies may employ, which
has seven main dimensions. Four dimensions of these
dimensions are foresight, opportunity focus, acceptance
of computational risk, and innovationism, which measure
the entrepreneurial attitude of the company, and the
other three dimensions that are examining the intensity
of attention to the customer, leveraging resources, and
creating value [17]. Entrepreneurial marketing is especially
suitable for small and medium-sized firms. Entrepreneurial
marketing is defined as the effective action or adaptation
of marketing theory to specific needs. Entrepreneurial
marketing is defined as the effective action or adaptation
of marketing theory to specific needs. While these effective
measures solve the problems related to limitations in the
field of innovation, opportunities, risk, and resources [18].

innovative

One of the major advantages related to the concept of
entrepreneurial marketing is its ability to respond to an
environment that is always changing and through which the
organization will actively use innovation to deliver value to
customers and will answer their hidden and future demands
and create a significant competitive advantage. In addition,
not paying attention to the concept of entrepreneurial
marketing can be a challenge for organizations that
lack this approach. According to the above content,
entrepreneurial marketing can be considered one of the
methods of creating a sustainable advantage in the market,
and through it, the new needs and demands of customers
can be identified in the best way and their satisfaction can
be obtained. Therefore, the current study intends to use
a so-called conditional model to investigate the effects
of marketing strategies, orientation to the market, and
orientation to entrepreneurship on company performance
through the mediating role of entrepreneurial marketing
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in companies located in Jay Industrial Town, Isfahan, in
a comparative manner. The author considers whether it is
possible for companies to achieve sustainable competitive
advantage and perform better by examining the effective
competitive forces and how strategies are formed and the
impact of market orientation and entrepreneurial behavior
through entrepreneurial marketing as mediating variables.
Also, by providing solutions to expand the market share
of producers and increase the competitive power by
emphasizing competitive strategies and paying attention
to the existing capabilities and opportunities, the goods
appeared unique in the eyes of the buyers. And its long-
term presence in the market due to being inimitable and a
market share made it possible for the company to achieve
higher performance and ultimately ensure the survival of
the economic enterprise, which depends on continuous
improvement of performance
competitiveness and gain more benefits, and caused
customer satisfaction as one of the critical success factors

in order to increase

in economic activities.

Hypothesis Development and
Conceptual Model

The results of the research showed that business
owners and entrepreneurs use marketing strategies in
order to compete in today’s markets due to their wide
range of variety. Many of these companies are trying
to achieve a competitive advantage by formulating
appropriate competitive strategies and by increasing
the competitiveness of their products; they provide the
conditions for the growth and progress of the company
[19]. Therefore, it can be said that the entrepreneurial
process in companies plays an important role in formulating
strategies and innovation. Having such an approach and
way of thinking in organizational staffs makes them look
for new opportunities in the market or seek customer
satisfaction by meeting the needs of customers [20]. In
terms of Porter (1987), developing a competitive strategy
basically means providing a broad formula for explaining
how to compete in a business, setting goals, and what
policies are necessary to achieve those goals. Porter
introduces cost leadership and differentiation strategies
as the main competitive strategies to face the competitive
forces in order to surpass the competitors. The Cost
Leadership Strategy is a way to achieve overall leadership
in cost through a series of performance strategies designed

to achieve this goal [19]. Cost leadership strategy and
market orientation are actually the main organizational
tools to strengthen industrial performance and improve
the competitive advantages of organizations. Therefore,
the cost leadership strategy is an influential factor that can
lead to the efficiency of a company [21]. Increasing the
performance of a company that applies a cost leadership
strategy is done by carefully controlling costs. A company
should try to minimize costs and should emphasize the
efficiency of its business [22]. In fact, the goal of the cost
leadership strategy is to provide products or services
with the lowest cost in the industry. The challenge of
this strategy is to earn a suitable profit for the company
rather than operating at a loss [23]. And in differentiation
strategies, in fact, the activities of the company are
focused on the preparation and manufacturing of a unique
product or service. In this strategy, the company tries to
get a higher price than usual from customers by offering
unique products [19].

Therefore, to confirm the effects of cost leadership and
differentiation strategies on entrepreneurial marketing, the
following hypotheses are proposed:

H,:Cost leadership strategy has a significant impact on
entrepreneurial marketing.

H,:Differentiation strategy has a significant impact on

entrepreneurial marketing.

Due to emphasizing the importance of understanding
customers and being responsive to them, as well as the
attention they pay to assess the status of competitors,
market-oriented organizations have achieved a more
stable competitive advantage, and as a result, they can
perform better [24]. Because in today’s world, due to the
increasing power of buyers, becoming more competitive,
international trade, rapid technological changes, and as
a result reducing the product’s life span, the needs of
customers and their expectations change rapidly over
time. Therefore, superior products and services need to be
constantly examined and paid attention to market changes,
in other words, they must be market-oriented [25].

Tendency to entrepreneurship is a different concept
from the concept of entrepreneurship. Entrepreneurship
refers to creating a business or a new organization; it
emphasizes the content and answers the question of what
kind of business we should enter. But the trend toward
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entrepreneurship emphasizes the process and explains
what we should do in the process. The trend towards
entrepreneurship as the driving force of entrepreneurship
supports entrepreneurial activities and is becoming
a main issue in the field of entrepreneurship [26]; in
addition to the dimensions of risk-taking, pioneering and
activity, aggressive competition and independence, also
keeps companies alert in the face of new technologies,
informs them of market trends, and helps to evaluate new
possibilities, and by keeping decision-makers focused on
industry changes and customerdemand, ithelps companies
to identify opportunities and
activities. Entrepreneurial orientation combines decision-
making aspects, procedures, and practices of a company to
determine the strategic direction and how to run a company.
Among the main indicators of entrepreneurial tendency,
pioneering and risk-taking policies can help companies in
identifying and seizing new business opportunities, as well
as in predicting and discovering the potential of markets.
Based on this, entrepreneurial orientation refers to the key
decision-making processes, methods, and activities of the
organization that lead to new entry. A new entry is realized
by entering new markets with current or new products or
services. On the other hand, examining the operational
behaviors of managers, taking into account the intensity
of competition in the product market, can help investors
in evaluating the future performance of companies. With
the increase in the intensity of competition, cash reserves
are considered a valuable factor for companies against
the threats of competitors for aggressive actions. One
of the main features of such markets is that companies
quickly innovate and offer new products using their internal
capabilities and resources, so capabilities play a crucial role
in creating a competitive advantage for the organization. As
such, we can say that marketing ability is one of the actions
that lead to achieving higher performance in organizations.
The performance evaluation system is a process by which
a manager evaluates the working behaviors of human
resources by measuring and comparing them with pre-set
standards, records the results, and informs the company’s
human resources.

launch new economic

Companies should constantly look for opportunities to
create extra value for their customers through innovation
in mentality, processes, and product offering structure
[27]. Some studies show a direct relationship between
entrepreneurial orientation and company performance

[28]; and they have generally emphasized the importance
of entrepreneurial activities and often assumed a positive
relationship between entrepreneurship and performance
results [29]. For example, Li, et al. mentioned studies
that entrepreneurial orientation enables the performance
of small and newly established organizations to be
more efficient than their competitors and improve their
organizational performance [30]. Awang, et al investigated
small and medium-sized companies in Malaysia and
found that each dimension of entrepreneurial orientation
independently helps to improve performance [4]. Also,
some studies show a direct relationship between
entrepreneurial marketing and company performance. For
example, Hacioglu et al. have also investigated the impact
of entrepreneurial marketing on the innovative performance
of companies and small businesses in Turkey [31]. The
results of their analysis showed that being proactive and
creative, innovative, increasing customers, and leveraging
resources have a positive effect on innovative performance
[31].

Entrepreneurial marketing is the interface between
entrepreneurship and marketing and reflects the
entrepreneurial behavior in the marketing practices of
a company by which innovation can be used in market
activities [32]. Entrepreneurial marketing plays a very
important role
advantage by providing the concepts of tools and
infrastructure to eliminate the gap between innovation and
market position [33]. Entrepreneurial marketing seeks to
describe marketing processes and identify opportunities
in a fluctuating environment for companies that have
limited resources [34]. Entrepreneurial marketing is used
to describe a wide range of activities and reactions in
businesses by using a broad perspective and a creative
approach to focus on innovation, risk management, and

leveraging resources [35].

in achieving sustainable competitive

Therefore, to confirm the effects of market orientation,
entrepreneurial orientation, and entrepreneurial marketing
on company performance, the following hypotheses are

proposed:

H,:Orientation to the market has a significant effect on the
performance of the company.

H,: Tendency to entrepreneurship has a significant impact
on company performance.

H,:Entrepreneurial marketing has a significant impact on
company performance.
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From an organizational point of view, orientation or
tendency to entrepreneurship is a component that is
mainly used to describe the importance and effective
consequences of intra-organizational entrepreneurship
and its effects on business performance. The trend toward
entrepreneurship has been investigated at the corporate or
cultural, strategic, and functional levels, and this shows that
this is a comprehensive manifestation of this importance
in the entire organization [14]. In general, entrepreneurial
orientation in order to renew market offers, risk-taking to
test new products, services, and markets, and pioneering
compared to competitors for taking advantage of new
market opportunities, is considered a component of the
strategic situation [36].

Some studies indicate the existence of a relationship
between entrepreneurial orientation and market orientation
in entrepreneurial marketing. For example, Thomas
et al. in their research investigated the dimensions of
innovation, market orientation, and customer orientation
of entrepreneurial marketing [37]. Their research shows
how entrepreneurial marketing has leveraged superior
knowledge of customer preferences, market intelligence,
and product knowledge in the process of providing
superior value to customers through brand differentiation
at the corporate level.

Therefore, to confirm the effects of entrepreneurial
orientation and market orientation on entrepreneurial

marketing, the following hypotheses are proposed:

H,: Orientation to the market has a significant impact on
entrepreneurial marketing.

H,: The trend towards entrepreneurship has a significant
impact on entrepreneurship marketing (Figure 1).

Research Methodology

Since the purpose of the research is to determine the
causal relationships between the variables of marketing
strategies, market orientation, entrepreneurial orientation,
company performance, and entrepreneurial marketing,
this research is practical in terms of its purpose, and in
terms of the way of collecting information, it is descriptive,
correlational, and obviously based on the structural
equation modeling methodology. The theoretical
foundations and background of the research have been
developed using library resources and information bases.
The statistical population of this research is the managers
of the industrial town in Isfahan city. There are 140
companies in this town, and the top managers of 110 of
these companies were introduced to the researchers as
entrepreneurs. Considering that the statistical population
is limited (110 people), there is no need for sampling,

-

Marketing Strategies
Cost leadership strategy

Differentiation strategy

-

Market
Orientation

Entrepreneurial
Marketing

Tendency

Entrepreneurship

Figure 1. Marketing strategies.

~

Company's
Performance

to
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and the entire statistical population of the research was
investigated through a census. Therefore, 110 research
questionnaires (data collection tools) were distributed
among the statistical population, of which 98 were returned
and used for analysis. The return rate of the questionnaire

is 89%, which could be generalized.

Data Analysis

To test the research model, the partial least squares
method or PLS and SmartPLS software are used. This
method is used for univariate and multivariate regression.
Therefore, it may have multiple dependent variables.
To establish the relationship between dependent
variables and independent variables, PLS creates new
explanatory (independent) variables. Unlike covariance-
based structural equation modeling, partial least squares
(PLS) focus on the maximum variance of the dependent
variables explained by the independent variables instead
of reproducing the empirical covariance matrix. Similar
to any structural equation modeling, the partial least
squares model consists of a structural component that
shows the relationship between the latent variables and
a measurement component that reflects the relationship
between the latent variables and their indicators.

In the partial least squares method, measurement models
are divided into two categories, reflective and formative,
based on their perspective on the underlying variable.
In reflective models, the latent variable is considered a
predictor variable, that is, the observed variables are
regressed to the latent variable. Here it is assumed that
the observed changes in the observed variable are caused
by the latent variable. However, in the formative model, the
observed variables are independent variables, and their
effects cause changes in the latent variable. Thus, in this
case, the latent variable regresses on the observed ones.

Measuring Construct Validity: Factor
Analysis

Before testing the research model and also testing the
hypotheses, using the factor analysis method, we test
the ability to measure the research variables by the
questionnaire questions. The following table shows the
results of factor analysis by SmartPLS software based on
the research questionnaire. In this table, the loading factors
are shown along with the statistical values (Table 1).

The results of the above table show that the questions
of the questionnaire are appropriate, and because in all
the items, the t-values for the 95% confidence level are
greater than the 1.96 value, as a result, the significance
for the 95% confidence level for all questions is less than
0.05. Therefore, it can be said that the questions have the
ability to measure research variables.

Diagnostic Validity Test

In addition to construct validity, diagnostic validity
was also investigated. It means that the items of each
frame will ultimately provide a suitable separation in
terms of measurement compared to other frames of the
model. Therefore, with the help of the average variance
extracted index (AVE), this validity was measured
(acceptable criterion: AVE>0.5). Convergent validity
was also evaluated using the composite reliability index
(CR) (acceptable criterion: CR>0.7) (Table 2). In order to
establish convergent validity, the following conditions must
be met:

CR>0.7
CR>AVE
AVE>0.5

Based on the results obtained from the above table,
diagnostic validity and convergent validity are established
by establishing the mentioned conditions. Also, Cronbach’s
alpha values indicate the appropriateness of this coefficient
(greater than 0.7) for research variables.

Research Model Test

The figure below shows the research model along with
the existing and observed variables in it in the form
of reflective measurement models. In this model, the
company’s performance is only in the role of the dependent
variable, sustainable entrepreneurial orientation is in the
role of the independent-dependent variable, creation and
expansion of new markets, organization and effective use
of resources are in the role of independent-dependent
variable and mediator and innovation, pioneering and risk-
taking are present as independent variables (Figure 2).

After testing the model using SmartPLS software, the path
coefficients between the variables and also the R2 values
are as follows (Figure 3).
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Variable Question number factor load t-value (p-value) Result
1 0.716 11.114 Lezs_otga” Meaningful-Appropriate
2 0.647 5.869 Lef)s_otga” Meaningful-Appropriate
g 3 0.596 5.982 Lezs'otgan Meaningful-Appropriate
4 0.363 2.367 Lesosotgan Meaningful-Appropriate
5 0.606 5.415 Le?)s'otgan Meaningful-Appropriate
6 0.593 5.648 Lezs.otgan Meaningful-Appropriate
7 0.65 5.438 Lezs.otgan Meaningful-Appropriate
a 8 0.138 1.764 Lef’fotga” Meaningful-Appropriate
9 0.65 6.777 Le?)s.()’cgan Meaningful-Appropriate
10 0.766 12.257 Lezi)tga” Meaningful-Appropriate
11 0.824 21.593 Lezs_otga” Meaningful-Appropriate
12 0.315 2.659 Lezs_otga” Meaningful-Appropriate
g 13 0.842 28.144 Leifotga” Meaningful-Appropriate
14 0.841 24.392 Lezs‘otgan Meaningful-Appropriate
15 0.762 13.549 Lesos-otgan Meaningful-Appropriate
16 0.7 10.364 Le?)s.otgan Meaningful-Appropriate
17 0.765 13.503 "esos_otga” Meaningful-Appropriate
18 0.605 6.278 Leifotga” Meaningful-Appropriate
" 19 0.491 4.188 Leifotga” Meaningful-Appropriate
20 0.574 5.827 "e‘z'fotga” Meaningful-Appropriate
21 0.659 9.397 Lezslotgan Meaningful-Appropriate
22 0.622 7.225 Lezsjo‘tgan Meaningful-Appropriate
23 0.55 6.437 Lezs.otgan Meaningful-Appropriate
24 0.524 5.077 Lezsotga” Meaningful-Appropriate
= 25 0.634 6.304 Leffotga” Meaningful-Appropriate
- 26 0.812 18.525 Leffotga” Meaningful-Appropriate
27 0.806 18.881 Legi)tga” Meaningful-Appropriate
28 0.718 9.391 Leifotga” Meaningful-Appropriate
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29 0.831 22.162 Lezsotga” Meaningful-Appropriate
30 0.571 5.935 Lezsotgan Meaningful-Appropriate
Less than . .
% 31 0.879 34.072 0.05 Meaningful-Appropriate
32 0.914 51.084 Lezsotga” Meaningful-Appropriate
33 0.911 48.533 Legsotga” Meaningful-Appropriate
34 0.843 26.579 Lezsotgan Meaningful-Appropriate
Table 1. Results of factor analysis.
. Mean Variance . Diagnostic Convergent Cronbach's
Variable Extracted Composite Validity Validity Alpha Reliable Result
(struct) Reliability (CR) Coefficients
(AVE) (Result) (Result)
CIS 0.694 0.93 Established Established 0.907 Appropriate
DS 0.571 0.727 Established Established 0.813 Appropriate
Mo 0.624 0.71 Established Established 0.849 Appropriate
E.O 0.532 0.836 Established Established 0.762 Appropriate
EM 0.501 0.824 Established Established 0.754 Appropriate
CP 0.555 0.852 Established Established 0.777 Appropriate
Table 2. Diagnostic validity measurement.
Description Criterion

less than 0.6.

The validity of the measure is internal consistency and should not be

Reliability or Composite Validity (CR)

The average variance extracted should be greater than 0.5.

Average variance extracted (AVE)

Table 3. Evaluation criteria of reflective measurement model.

Also, the values of the t statistic of the routes are shown in
the image below (Figure 4).

Examining Measurement Models
(Reflective Models)

The evaluation criteria of reflective measurement models
are shown in table 3:

The results of the above table show that the validity of
the indicator is at an optimal level because the reliability

or combined validity is also at an optimal level in the
models (CR greater than 0.6) (Table 4). On the other
hand, the extracted average variance values are also at
the desired level (AVE greater than 0.5). Considering the
appropriateness of all the criteria, it could be said that
the measurement models are in a favorable and suitable
condition. Also, R2 values are shown in the above table.
These values are reported only for internal variables.
R2 values show that 88% of entrepreneurial marketing
variable is explained or described by cost leadership
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Figure 3. Path coefficients and values R2.

Figure 4. t-value statistics.

- J

strategy, differentiation strategy, market orientation, entrepreneurship, and entrepreneurial marketing
and entrepreneurial orientation (R2=0.877). 94% of (R2=0.939).
the company’s performance variable is in accordance

The results of path coefficients and t-values are presented
to the variable of market tendency, the tendency to

in the table 5.
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Mean Variance
Measurement Models | External Loads Extracted

Composite R2 Model Status

(AVE)

Reliability (CR)

0.716
0.647
CLS 0.596 0.694
0.363
0.606

0.93 - Appropriate

0.593
0.65
DS 0.138 0.571
0.65
0.766

0.727 - Appropriate

0.824
0.315
Mo 0.842 0.624
0.841
0.762

0.71 - Appropriate

0.7
0.765
0.605
E.O 0.491 0.532
0.574
0.659
0.622

0.836 - Appropriate

0.55
0.524
0.634
EM 0.501
0.812
0.806

0.718

0.824 0.877 Appropriate

0.831
0.571
0.879
CpP 0.555
0.914
0.911

0.843

0.852 0.939 Appropriate

Table 4. Evaluation of the modelresearch measurements.

Discussion

Companies that adopt entrepreneurial marketing are
better able to discover, create, evaluate, and exploit
attractive entrepreneurial opportunities; and this high level
of entrepreneurship enables the entrepreneurial marketing

processes of large companies to effectively and efficiently
create and renew a competitive advantage. These findings
show that in free and open markets, entrepreneurial
marketing processes could be used strategically to
create higher value for customers and company owners.
Organizations should be able to act on customer
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4 I
Figure 2. Research model.
\ J
. Standard Error Statisticst Meaningful
Path Coefficient Result
SE t-value P

CLS->EM 0.353 0.085 4.135 Less than 0.05 Confirmed
DS->EM 0.533 0.085 6.251 Less than 0.05 Confirmed
Mo—~>EM 0.265 0.095 2.796 Less than 0.05 Confirmed
E.O>EM -0.149 0.097 1.534 More than 0.05 | Not Confirmed
Mo->CP 0.235 0.075 3.125 Less than 0.05 Confirmed
E.O>CP 0.467 0.062 7.536 Less than 0.05 Confirmed
EM->CP 0.32 0.062 5.189 Less than 0.05 Confirmed

Table 5. Path coefficients of the research model.

satisfaction in different environmental and time conditions,
and that needs to be done through creative and marketing
methods. According to the results of the research based
on the relationship between the variables of marketing
strategies, entrepreneurial orientation, market orientation,
performance, and entrepreneurial marketing, it can be
said that clubs, like other companies and institutions,
must appear in a perfect competitive arena and be able to
surpass the current competitors.

The results of the research showed that there is a
significant positive effect between marketing strategy
(cost leadership and differentiation strategies) and
entrepreneurial marketing. The results obtained in this
research are consistent with the research results acuired

by Frambach and Hamburg. This indicates the fact that
business strategies (strategies of cost leadership and
differentiation) in medium and large companies in Jay
Industrial Town of Isfahan have been made with a real
emphasis on customers. Therefore, it can be said that
companies that emphasize more on differentiation strategy
and cost leadership have more chances to be market-
oriented. Orientation to the market actually seeks to know
more about customers and understand their situation
properly and transfer this information to the organization.
According to the significant relationship between business
strategies and market orientation, it can be concluded that
cost leadership and differentiation strategies are adopted
based on market orientation and attention to customer
demands in the studied companies.
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The results of the research showed that there is a positive
and significant effect between market orientation and
entrepreneurial marketing. The results obtained in this
research are consistent with the results of Hills &Hultman’s
research [33]. Market orientation is the degree to which
an organization understands the needs of customers and
turns this information into a tool for predicting the future
and meeting customer needs throughout the organization.
Therefore, organizations will be able to provide more
value to their customers [38]. The obtained results showed
that there is no positive or significant effect between
entrepreneurial orientation and entrepreneurial marketing.
This result is inconsistent with the research results [39,40].
Today, due to the rapid growth of business in the world
and the increase in competition between organizations
based on their characteristics to attract customers,
financial strength and increase the competitive advantage
of the organization, which can lead to the production
of innovation and revenue generation in the industry,
organizations must have an entrepreneurial approach.
One of the major advantages related to the entrepreneurial
marketing concept is its ability to respond to an ever-
changing environment and through that, the organization
will actively use innovation to deliver value to customers
and answer their hidden and future demands and create
a significant competitive advantage; besides, not paying
attention to the concept of entrepreneurial marketing can
be a challenge for organizations that lack this approach.

The obtained results showed that there is a positive and
significant effect between market orientation and company
performance. The results obtained in this research are
consistent with the research results of Frambach and
Son and Penn. In high-dynamic markets where there is
uncertainty about customer return, organizations need
timely information, cross-functional communication, and
extensive relationships with competitive market players
to be able to respond to market needs in a short and
appropriate time in order to perform well. Activities related
to market orientation in organizations create a kind of
sensitivity and effort to respond to the needs of the market,

which causes timely and appropriate information gathering
and finally a progressive and active perception of the
market and its needs.

The obtained results showed that there is a positive and
significant effect between entrepreneurial orientation
and company performance. The results obtained in
this research are inconsistent with the research results
of Keh and are consistent with the research results of
Lumpkin and Des [29,30,40]. Entrepreneurial behavior
among employees and managers makes them use
every opportunity in the organization to create change
and innovation; this issue can be effective on the final
performance of the organization, and organizations that
actively pursue entrepreneurial behaviors operate and
compete more effectively than their competitors.

Conclusion

The obtained results showed that there is a positive and
significant effect of entrepreneurial marketing on company
performance. The results obtained in this research
are consistent with the results of Kwak and Abimbola.
Companies that adopt entrepreneurial marketing can
better discover, create, evaluate, and use attractive
entrepreneurial opportunities; and this high level of
entrepreneurship enables the entrepreneurial marketing
processes of large companies to effectively and efficiently
create and renew a competitive advantage. These findings
show that in free markets, entrepreneurial marketing
processes can be used strategically to create higher value
for customers and company owners. The results showed
that small companies use entrepreneurial marketing in
more dimensions than older companies. Also, the results
showed that younger companies use fewer dimensions of
entrepreneurial marketing that affect performance. Younger
firms are more able to derive value from entrepreneurial
strategies in the form of higher organizational performance
growth rates than their older counterparts and also the
companies that are managed by their own institutions
have better performance.

J Glob Entrep Manage 2023; Vol. 1(1)

Page - 12



Parsa MA, et al

References

Wijayanto, A., M. Dzulkirom, and N. F. Nuzula.
“The effect of competitive advantage on financial
performance and firm value: evidence from Indonesian
manufacturing companies.” Russian J Agri Socio
Econ Sci 85 (2019): 35-44.

Wanijiru, Alexander ., Stephen M. Muathe, and Jane W.
Kinyua-Njuguna. “The mediating effect of competitive
advantage on the relationship between corporate
strategies and performance of manufacturing firms in
Nairobi City County, Kenya.” J Bus Manag 21 (2019):
7-15.

Al-Surmi, Abdulrahman, Guangming Cao, and
YangingDuan. “The impact of aligning business, IT,
and marketing strategies on firm performance.” Ind

Mark Manag 84 (2020): 39-49.

Awang, Amran, ZainalAriffin Ahmad, Abdul
Rashid Said Asghar, and Khairul Anwar Subari.
“Entrepreneurial orientation among Bumiputera small
and medium agro-based enterprises (BSMAES) in
West Malaysia: Policy implication in Malaysia.” Int J
Bus Manag 5 (2010): 130-143.

Griffith, David A. “Understanding
institutional convergence effects on
market segments and global marketing strategy.” J
World Bus 45 (2010): 59-67.

multi-level
international

Cacciolatti, Luca, and SooHee Lee. “Revisiting the
relationship between marketing capabilities and
firm performance: The moderating role of market
orientation, marketing strategy and organisational
power.” J Bus Res 69 (2016): 5597-5610.

Dinh, L. H. H., and Nguyen, X. Q. Discussing the
approach perspectives on researching and applying
logistics in current economy and business. J Econ
Dev 171 (2021).

Rudd, John M., Gordon E. Greenley, Amanda T.
Beatson, and lan N. Lings. “Strategic planning and
performance: Extending the debate.” J Bus Res 61
(2008): 99-108.

Jones, Rosalind, and Jennifer Rowley. “Entrepreneurial
marketing in small businesses: A conceptual
exploration.” Int Small Bus J 29 (2011): 25-36.

10.

11.

12.

13.

14.

15.

16.

17.

18.

Guzman, Jorge, and Aleksandra OlenkaKacperczyk.
“Gender gap in entrepreneurship.” Res Policy 48
(2019): 1666-1680.

Albulescu, ClaudiuTiberiu, MateiTamasila, and
llieMihaiTaucean. “Entrepreneurship, tax evasion and
corruption in Europe.” Procedia Soc Behav Sci 221

(2016): 246-253.

Covin, Jeffrey G., and Danny Miller. “International
entrepreneurial orientation: Conceptual
considerations, research themes, measurement
issues, and future research directions.” Entrep Theory
Pract 38 (2014): 11-44.

Caseiro, Nuno, and Arnaldo Coelho. “Business
intelligence and competitiveness: the mediating role
of entrepreneurial orientation.” Compet Rev: An Int

Bus J 28 (2018): 213-226.

Criado-Gomis, Ana, M. Angeleslniesta-BoniIIo, and
AmparoCervera-Taulet. “Sustainable entrepreneurial
orientation within an intrapreneurial context: effects
on business performance.” Int Entrep Manag J 14
(2018): 295-308.

Brettel, Malte, and Jessica Denise Rottenberger.
“Examining the link between entrepreneurial
orientation and learning processes in small and
medium-sized enterprises.” J Small Bus Manag 51
(2013): 471-490.

Morris, Michael H., MinetSchindehutte, and Raymond
W. LaForge. “The emergence of entrepreneurial
marketing: Nature and meaning.” In 15" Annual
UIC Research Symposium on Marketing and
Entrepreneurship, (2001): 91-104.

Becherer, Richard C., Paula J. Haynes, and
Marilyn M. Helms. “An exploratory investigation of
entrepreneurial marketing in SMEs: The influence of

the owner/operator.” J Bus Entrep 20 (2008): 44.

Adel, Heba Mohamed, Abeer A. Mahrous, and
RashaHammad. “Entrepreneurial marketing strategy,
institutional environment, and business performance
of SMEs in Egypt.” J Entrep Emerg Econ 12 (2020):
727-746.

J Glob Entrep Manage 2023; Vol. 1(1)

Page - 13



Parsa MA, et al

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

Seyed Mohammad Reza HosseiniMoghadam,
MostafaKazemi, and YaghoobMaharat. “Investigating
the Intermediate Role of Market Orientation and
Entrepreneurial the Relationship
between Business Strategies and Organizational
Performance.” J Mod Mark Res (2013): 202-234.

Behavior on

Mazzarol, Tim, and Sophie Reboud. “The strategic
decision making of entrepreneurs within small high
innovator firms.” Int Entrep Manag J 2 (2006): 261.

Dutse, Abdullahi Hassan Goron, and
MukhtarShehuAliyu.  “Cost leadership, market
orientation and business performance: An empirical
investigation.” J Quant Methods 2 (2018): 28-42.

Haque, Marissa Grace, Munawaroh Munawaroh,
Denok Sunarsi, and Aris Baharuddin. “Competitive
Advantage in Cost Leadership and Differentiation
of SMEs “Bakoel Zee” Marketing Strategy in BSD.”
PINISI Discret Rev 4 (2021): 277-284.

Josiah, Nyauncho M., and Nyamweya Isaac Nyagara.
“Assessment of the effect of cost leadership strategy
on the performance of Liquefied Petroleum Gas
Companies in Eldoret town, UasinGishu County,
Kenya.” Int J Bus Manag Inven 4 (2015): 1-7.

Narver, John C., and Stanley F. Slater. “The effect of
a market orientation on business profitability.” J Mark
54 (1990): 20-35.

Kohli, Ajay K., and Bernard J. Jaworski. “Market
orientation: the construct, research propositions, and
managerial implications.” J Mark 54 (1990): 1-18.

Marwan, Marwan, Idrisldris, and Indah Kumala Sari.
“The Impact of Board Director’'s Entrepreneurship
and Members’ Participation Cooperatives’
Performance.” In First Padang International
Conference On Economics Education, Economics,
Business and Management, Accounting and
Entrepreneurship (PICEEBA 2018), Atlantis Press,
(2018): 663-667.

on

Zahra, Shaker A., and Dennis M. Garvis. “International
corporate entrepreneurship and firm performance:
The moderating effect of international environmental
hostility.” J Bus Vent 15 (2000): 469-492.

Thoumrungroje, Amonrat, and Olimpia Racela.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

“The contingent role of customer orientation and
entrepreneurial orientation on product innovation and
performance.” J Strategic Mark 21 (2013): 140-159.

Lumpkin, G. Thomas, and Gregory G. Dess. “Linking
two dimensions of entrepreneurial orientation to firm
performance: The moderating role of environment and
industry life cycle.” J Bus Vent 16 (2001): 429-451.

Li, Yong-Hui, Jing-Wen Huang, and Ming-Tien Tsai.
“Entrepreneurial orientation and firm performance:
The role of knowledge creation process.” Ind Mark
Manag 38 (2009): 440-449.

Hacioglu, Gungor, Selim S. Eren, M. Sule Eren,
and Hale Celikkan. “The effect of entrepreneurial
marketing on firms’ innovative performance in Turkish
SMEs.” Procedia Soc Behav Sci 58 (2012): 871-878.

Algahtani, Nasser, and Can Uslay. “Entrepreneurial
marketing and firm performance: Synthesis and
conceptual development.” J Bus Res 113 (2020):
62-71.

Hills, Gerald E., and Claes M. Hultman. “Academic roots:
The past and present of entrepreneurial marketing.” J
Small Bus Entrepreneurship 24 (2011): 1-10.

Al-Manasra, E., MohammdAwad  Al-Zyadat,
Mohammed Abdullah Al-Awamreh, and Muhammed
S. Alnsour. “Linking entrepreneurial marketing and
performance indicators in Jordanian hotel industry.” J
Manag Res 5 (2013): 86-94.

Kurgun, Hulya, Demet Bagiran, Emir Ozeren, and
Begum Maral. “Entrepreneurial marketing-The
interface between marketing and entrepreneurship:
A qualitative research on boutique hotels.” Eur J Soc
Sci 26 (2011): 340-357.

Covin, Jeffrey G., and Dennis P. Slevin. “A conceptual
model of entrepreneurship as firm behavior.” Entrep
Theory Pract 16 (1991): 7-26.

Thomas, Lisa C., Sandra Painbéni, and Harry Barton.
“Entrepreneurial marketing within the French wine
industry.” Int J EntrepBehav Res 19 (2013): 238-260.

Huseman, C. H. “Market orientation the markorscaile:
A quantities study measuring the degree of market
orientation of lllinois banks 500$ million in assets and
less.” Capella University. (2010).

J Glob Entrep Manage 2023; Vol. 1(1)

Page - 14



Parsa MA, et al

39. Becherer, Richard C., Marilyn M. Helms, and John P.  40. Keh, Hean Tat, Thi Tuyet Mai Nguyen, and Hwei Ping

McDonald. “The effect of entrepreneurial marketing Ng. “The effects of entrepreneurial orientation and
on outcome goals in SMEs.” N Engl J Entrep 15 marketing information on the performance of SMEs.”
(2012): 7-18. J Bus Ventur 22 (2007): 592-611.

Citation: Parsa, Macan Aria and Hadis Ebrahimi. “Analyzing the Effectiveness of the Marketing Strategies, Market
Orientation, and Entrepreneurship on Company Performance through the Mediating Role of Entrepreneurial
Marketing” J Glob Entrep Manage 1 (2023): 101. DOI: 10.59462/3068-174X.1.1.101

J Glob Entrep Manage 2023; Vol. 1(1) Page - 15


http://doi.org/10.59462/3068-174X.1.1.101

