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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also using outdated curricula to teach entrepreneurial marketing, as theoretical 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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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 
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