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Abstract 

Purpose: The purpose of this study was to examine the effect of marketing strategies on performance of MSMEs 
in Zambia. The study was conducted out of the need to understand the roles played by marketing strategies on 
performance of MSMEs in Zambia. The objective was to present the results of a rigorous assessment of 
marketing strategies applied by the MSMEs and their effect on business performance.Methodology: A 
descriptive, correlational design was used for this study.  A structured questionnaire was administered as a 
google form to 177 MSME owners/ managers in Lusaka and Copper belt Province.  The study was limited to 
MSMEs that were registered with PACRA and were members of the Zambia Chambers of Small and Medium 
Business Association. Yamane Taro’s sampling formula was used to determine the desired sample. Two 
measures (a) marketing strategies and (b) sales growth were the main variables. Data were analysed by using the 
SPSS statistical program, version 28 (SPSS Inc.). Descriptive statistics (means, medians, SDs, and ranges) were 
computed. Normality was assessed by using histograms and ordinal logistic regression analyses to determine 
correlates.Findings: Four out of the five dominant marketing strategies that were used had significant positive 
impacts on sales growth among the MSMEs. These variables are: the Radio (Wald χ2(1) = 32.682, p = .001), 
WhatsApp (Wald χ2(1) =12.480, p = 0.001), Facebook (Wald χ2(1) =5.702, p = 0.017) and Newspaper (Wald 
χ2(1) =9.510, p = 0.001).Research limitations/implications: The findings are limited to the MSMEs in Zambia. 
The study of market strategies and performance is a very complex activity; due to lack of agreed definitions and 
variables for marketing strategies and performance among scholars. Therefore, to gather rich data on such 
research work may be best accomplished if the researchers consider various marketing strategies and 
performance variables. This will enrich the understanding on marketing strategies and MSMEs’ performance 
relationship.Practical implication: The findings of this research work offer guidance to owners or managers of 
MSMEs on how to adopt marketing strategies which could enhance firm performance.    The study concludes 
that marketing strategies can provide the additional competitive edge to MSMEs by consistently enhancing Sales 
growth. In this regard, MSMEs should pursue the consistent adoption of marketing strategies as a way of 
improving their performance. The study also revealed that the marketing activity of the MSME is influenced by 
the personality of the owner-manage. Further, the study suggests that more investigations be carried on other 
MSMEs performance indicators rather than the sales growth only. 
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Introduction 

Micro, Small and Medium Enterprises (MSMEs) are considered as the backbone of economic growth in all 
countries (Rajesh et al., 2008). The global economic development has been linked to the growth of the MSME 
sector which accounts on average for 13- 50% of the gross national products in the developed world and between 
3- 35% of the gross national products for the developing world (Ardic et al., 2011).  Furthermore, the World 
Bank (2021), states that majority of businesses globally consist of SMEs which are significant generators of jobs 
and economic sustainability. Thus, Micro, small and medium-sized enterprises (MSMEs) have a potential impact 
on achieving many of the sustainable development goals much greater than their size (Endris and Kassegn, 2022). 
To achieve their performances, MSMEs employ a number of marketing strategies.  Ebitu (2016) postulates that 
marketing strategy has become an important global too for any organization remain in competitive market 
environment and wax strong. Furthermore, Bouazza et al. (2015) stressed that in order to attain maximum 
business success, marketing skills are crucial for MSME survival and growth. For example, in a study by 
Adewale et al. (2013), revealed that a relationship exists between marketing strategies and business performance. 
Therefore, it is evident that marketing strategies enhance business growth that is essential in confronting 
business challenges, establishing effective distribution channels, communicating product features, pricing 
products and services in an attractive way, implementing sales and marketing efforts to win and retain customers 
and undertaking constant product development to sustain sales. 

Globally, companies develop and execute the marketing strategy in order to attract customer and deal with a 
myriad of environmental concerns such as competitors and suppliers. Thus, the need to employ marketing 
strategy in today’s business is inevitable as it helps businesses to exceed the expectation of customers as satisfied 
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customers have proven to be: the organization’s least expensive customers; buy again and again; talk favorably 
about the business, which is a free advertisement; pay less attention to competition and tend to buy new products 
or equivalent lines that an organization may add later (Kotler, 1988). In this regard, owing to intense global 
competition, emergency of more open world economy, technological advances and changing needs of consumers, 
tastes, managers around the global have recognized the increasing importance of firm to develop marketing 
strategies to compete effectively in worldwide markets (Furrer, 2006).These marketing strategies help MSMEs 
to identify opportunities that are to be persuaded by the organization, indicate the specific markets towards 
which the activities are to be targeted, and identify the types of competitive advantages that are to be developed 
and exploited (Ebitu  et al.,2016). Chiliya et al. (2009), asserts that marketing performance is central to success 
in today’s fast moving competitive business and measuring marketing’s performance is critical to managing it 
effectively. 

The performance of the MSMEs has throughout the world been of great interest to, among others, 
development economists, entrepreneurs, government, venture capital firms, financial institutions and non-
governmental organizations (Eniola & Ektebang, 2014). Chiliya et al. (2009) posits that various studies have 
suggested that overall business performance is influenced by the marketing strategy. Therefore, assessing the 
performance of organizations has always been of interest to management teams and researchers (Taouab & Issor, 
2019). In addition, measuring business performance in today’s economic environment is a critical issue for 
academic scholars and practicing managers (Taouab, O. & Issor, Z. (2019). However, due to the absence of any 
operational of definition of marketing strategy and firm performance upon which the majority of scholars 
consent, naturally there are diverse interpretations suggested by various people according to their personal 
perceptions. Thus, there has been debate as to whether the MSMEs apply marketing strategies and whether these 
strategies impact their performance (Beck & Kunt, 2006; Delmar and Wiklund, 2008; Kuwu and Roselyn, 2014; 
Fard and Amiri, 2018). For instance, Fard and Amiri (2018) argued that most of MSMEs are still at the growing 
stage in the adoption of marketing strategies and that some MSMEs managers believe that marketing does not 
meet their business needs and that formal marketing approaches are not operative for them. 

However, whether or not these marketing strategies have yielded positive results on MSMEs performance 
over the past several years is yet to be ascertained. Thus, despite the important role this sector plays in achieving 
more inclusive economic growth, sales growth for MSMEs as a measure of performance remains unknown in 
Zambia. Therefore, it is against this backdrop that this research assesses the influence of marketing strategies on 
MSME performance especially sales growth among MSMEs in Zambia. Two settings in Zambia were selected 
for this inquiry. The findings are intended to inform MSME owners/managers about the range of marketing 
strategies they apply and thereby contribute to the design of other evidence-based marketing strategies to reduce 
augment on influence of the marketing strategies on sales growth. 
 
Review of the Literature 

Literature throws up a number of marketing strategies and performance measurements as will be shown in this 
section. It appears that there is an incomplete literature and an on-going debate on the issue of marketing 
strategies and firms’ performance. The choice of the marketing strategy that a firm tends to select is based on the 
evaluation of the environment, the objectives of a firm, its size and available funds. It is generally believed that 
MSMEs do not behave in the same way as large organizations (Fillis, 2007; Culkin and Smith, 2000) particularly 
in relation to responding to the dynamic business environment (O’Dwyer et al., 2009; Hill, 2001, a,b), 
experiencing resource constraints (Walsh and Lipinski, 2009), how the organisation is structured (Culkin and 
Smith, 2000) and management as well marketing style adopted (Boohene et al., 2008). The fundamental 
difference however is that the presence of the owner-managers are apparent in the business as they are 
responsible for both the ownership and managerial functions (Dobbs and Hamilton, 2007; Omerzel and Antončič, 
2008). This means that each firm will come up with its own marketing mix or strategies. Therefore, 
management’s effort and ability to creatively combine marketing activities which would enable them achieve 
their objectives is very important. Mustapha (2017), stressed that marketing strategy is an important tool for any 
MSME to remain in competitive market environment and be stronger. Furthermore, Yalo et al. (2019) posit that 
without appropriate marketing strategy, an enterprise cannot survive in today’s competitive environment nor 
witness superior performance.  In a related matter the study by Emanuel et al. (2014), revealed that effective use 
of marketing strategies could help Micro, small and medium enterprises (MSMEs) managers in gaining 
competitive advantages and achieve superior performance. Thus, it is for this reason that MSMEs consider 
employing marketing strategies in their business. 

In reality, all marketing strategies have one common thing; this is boosting the performance of a business 
and enhancing its intensity in connection to its competitors in the same competitive environment. To this effect, 
each target market needs to be addressed in different ways in order for a marketing campaign to be effective 
(Kotler, 2002; Crowther, 2011).  Thus, it is important to define the target market and market to them precisely, 
using the right tools to suit that market (Kotler, 2002). These tools can come from either the traditional or non-
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traditional fields. 
 

Traditional Marketing Strategies  
Traditional marketing aims to serve customers by letting them change their perception about the service provider 
or the service or the product. It does serve customers as quickly as possible (Durmaz and Efendioglu 2016). 
According to Katz (2008), traditional marketing has a more visually appealing, nostalgic and more creditable 
aspect. Blackwell (2006) argue that the term traditional marketing is used due to the fact that new modes of 
marketing like e-marketing and online marketing have evolved. A review of literature shows that a generally 
accepted model or theory about traditional marketing is very hard to find. An explicit prevailing consensus does 
not seem to exist. The views upon what traditional marketing implies are though implicitly somewhat consistent 
throughout the literature. The reason for the lack of theories could be that most researchers take this concept for 
granted and do not bother to explain it; traditional marketing is traditional marketing. What is profound about 
traditional marketing is that firms attempt to make the public and not an individual aware that they have a 
product or service for sale (McCauley, 2013). 

Traditional marketing tools can be described according to Taherdoost and Jalalivoon (2014) as business 
cards, magazines, newspapers, posters, commercials on television as well as brochures and billboard. In essence 
as seen in the summary table below, traditional marketing includes all promotional efforts except digital 
marketing tools. Traditional marketing tools fall under five categories , namely a)Print (Newspaper and 
Magazine), Broadcast (Radio), Direct measures (postcards, brochures, letters, fliers, Door - to - door and word - 
of - mouth, Discount Sales, through face to face meetings, phone calls, events, direct selling) , Tradeshows - 
Trade fairs and Exhibitions and Promotions) and Telemarketing (Television) (Kotler, 2005; Karlöf & Karlöf, 
2007; Dahlén and Edeniu, 2007; Marketing-schools.org, 2012; Perreault et al 2013; Seriously simple marketing, 
2015; Ochani, 2020). See Table 1. 
Table 1. Traditional Marketing Strategies  

Study Type of Marketing Strategy 

Marketing-schools.org, (2012)  
Seriously simple marketing (2015) 
Ochani, A. 2020 

Print media, Broadcast media, Direct , mail and 
Telemarketing 

(Katz (2008), Salehi, 2012), Sledzik (2014) 
Ochani (2020) 

 local events, coupons, billboards, direct 
mail/postcards, magazines , billboards , vehicle, 
face to face, newspaper advertising and television,  

Dahlén and Edenius (2007)  TV, radio, print and the internet  
Karlöf and Karlöf (2007) (Gibson & Neilson, 
2000). Getz (2012) 

TV, advertising on billboards and posters. 

While new forms of marketing strategies have emerged in the 21st century such as e-marketing, many 
businesses still make use of the above traditional marketing strategies to promote their merchandize, and 
especially small businesses. They resort to using these due to their limited marketing budgets and this makes it a 
reason for selecting them as marketing strategies (Marketing-schools.org, 2012; Perreault et al 2013). Literature 
has shown that marketing in traditional sense is expensive and most newly started business often lack resources 
to market themselves using those types of marketing strategies. This could affect MSMEs more than 
corporations or large enterprises (Perreault et al 2013; Chaffey & Smith, 2013). 

 
Non-Traditional Marketing Strategies  

The world is constantly changing and the field of marketing among MSMEs needs to adapt with the changing 
conditions in the environment (Kotler, 2005). According to Fard & Amiri (2018), one of the main obvious issues 
for researchers today is that traditional marketing methods are not always accessible or appropriate for 
entrepreneurial ventures.  Recent measurements and marketing surveys on MSMEs in the West show that 
traditional marketing may not be appropriate as they have lost their former glory in today’s over-communicated 
society. In a world of information overload, marketing now has shifted to focus more on actually reaching out to 
people.  The Nobel Prize winner Herbert Simons stated that, “A wealth of information creates a poverty of 
attention” (Karlöf & Karlöf, 2007: 3). Thus, in order to leave their rivals behind, companies use digital 
marketing actively (Bulut et al., 2006). In this way, a two-sided connection is established between the customers 
and the companies. 

In this vein, digital marketing aims to serve customers as quickly as possible and expects guidance from 
customers instead of trying to change their perception like traditional marketing. For instance, digital marketing 
has brought many new opportunities and tools to the forefront of event marketing that include social media, 
email marketing, blogs, and video marketing. Chaffey & Smith (2013) explain that it is overwhelming how much 
marketers can now do using digital methods and the rate is increasing, both financially and quantifiably. Digital 
marketing allows for a much stronger and in-depth analysis of CRM that was not possible before the growth in 
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non-traditional methods (Perreault et al 2013). Perreault et al (2013) describe how this can be accomplished due 
to email and IP tracking. A dialogue and profile can be made to give insight into each individual consumer and 
segment the market more deeply. 

Therefore, Online targeting consumers has been a great advantage to marketers as they can now see not 
only what a person is viewing but for how long, where and why (Ghauri & Cateora, 2014). Both Kotler (2009) 
and Smith (2015) agree that greater insight to monitoring your consumers in detail has been achieved with digital 
tools but the effectiveness of this still remains a challenge. Chaffey & Smith (2013) discuss how a piece of 
content especially video, can be optimized so that it will remain a constant marketing piece that consumers can 
go back and refer to over time and appear in online adverts. Crowther (2014) relates to how marketers in 
sporting events can use YouTube and Google AdWords for the longevity within a marketing communications 
message. 

Below in Table 2, are the main types of non-traditional marketing strategies.  
Table 2. Non-traditional (Digital) Marketing Strategies  

Study Type of Marketing Strategies 

Durmaz &  Efendioglu (2016)  E-mail marketing strategy, Social network marketing strategy 
(Facebook), Mobile marketing strategy, Search for engine 
marketing strategy, Websites marketing strategy. 

 Dzisi & Ofonsu (2014) Websites marketing strategy, E- mail marketing strategy, Social 
media (Facebook) marketing strategy. 

Bhayani & Vachhani (2018) Search for engine marketing strategy,                          E-mail, 
Website, Social network marketing. 

Schwarzl & Grabowska (2015) Search for engine marketing strategy,                           E-
marketing, online marketing strategy (YouTube). 

Malesev & Cherry (2021); Saleh (2020) Website, E-mail marketing, Online business directories, Social 
media (Facebook). 

Nuseir & Aljumah (2020) Online Advertising, Affiliate marketing, E-marketing, Social 
media marketing, SEO. 

 
MSMEs Performance Variables  

Business performance measurement is an issue that attracts debate. Many researchers have relied on top 
management’s subjective assessment of their firm’s performance in terms of product success, sales and market 
share growth, and profitability, as compared either to expectation (Pelham, 1993; Storey, 1994; Pelham and 
Wilson, 1996; Appiah-Adu, 1997; Appiah-Adu and Singh, 1998), or to their main competition (Brooksbank et 
al., 1992; Siu, 2000). Others utilized objective measures in terms of turnover, profitability, and export sales 
(Ernst & Young, 1996 and 1997, as cited in Bryson et al., 1999, pp. 95-105), productivity, maintenance 
efficiency, on-time delivery, lead time, capacity utilization, and quality (Lind et al., 2000; Hvolby and 
Thorstenson, 2001). While conventional wisdom would credit objective measures with higher objectivity and 
accuracy, more researchers have so far relied on the use of subjective performance measures. Their reasons for 
doing so include: 

 Difficulty in obtaining objective performance data (Fiorito and LaForge, 1986); 
  Such performance data are shaped by industry specific factors (Miller and Toulouse, 1986), thus, it is 

inappropriate to use them for cross-industry comparison (Appiah-Adu, 1997); and 
 The strong correlation found between objective and subjective measures (Dess and Robinson, 1984). 
The above arguments agree with Hakimpoor et al. (2011); Kwesi, (2011) who posit that when measuring of 

MSMEs performance, previous studies have used either a subjective or objective approach to measuring 
performance. This is due to problematics operations of the MSMEs. Furthermore, Garg et al. (2003) state that 
most small firms are privately held, thus unlikely that their CEOs will be willing to provide detailed data on the 
firm’s performance. Thus, such situations make the researchers to use either objective or subjective. Generally, 
the choice of the approach being used depends on the availability of data. 

In this study the researcher confines the attention to performance at the level of the MSME. While a range 
of financial and non-financial indicators have been suggested as measures of performance, prior research has 
tended to focus on variables for which information has been easy to gather (Cooper, 1995). Reviews of the 
literature by Ardishvili (1998); Delmar (1997); Rubio and Aragon (2009), and Haghighinasab et al. (2013) found 
possible indicators of performance which include assets, return on assets,  employment or turnover, employee 
morale, survival, market share, physical output, profits and sales. However, several researchers suggest growth 
as the most important performance measure in small firms, with growth being a more accurate and easily 
accessible performance indicator than accounting measures, and therefore superior to indicators of financial 
performance (Wiklund, 1999). Lumpkin and Dess (1996) argued that performance is multidimensional in nature 
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and as such multiple measures of performance should be considered. The relationship between the different 
measures of performance can be complex in nature with growing firms not necessarily performing better when 
financial performance is taken into account. Firms may also trade off performance along different dimensions, 
choosing for instance, to trade-off long term growth for short term profitability (Zahra, 1991). As such, the 
relationship between these measures warrants further research if a better understanding of firm performance is to 
be gained.  

Delmar et al (2003) discussed various performance measures and suggested that if only one indicator had to 
be chosen as a measure of firm growth, then the preferred measure of growth should be sales. Sales figures are 
relatively easy to obtain and reflect both short term and long-term changes in the firm. In addition, as Barkham 
(1996) points out, it is also the indicator favoured by entrepreneurs themselves. Other arguments for using sales 
growth are based on the growth process being driven by demand for the firm’s products and services. Increasing 
sales will allow growth along other dimensions such as employees and assets.  

Therefore, since there is no agreement on what constitute the variables to be used on performance of the 
SMEs, this study opted to measure performance using sales growth ( Haghighinasab et al., 2013 ; Gaur and 
Kesavan, 2015; Lechner, et al, 2016 ; Parida, et al., 2016; Gerba and  Viswanadham, 2016;  Feng, et al, 2017 ; 
Daniel , 2018).  
 

Sales Growth (Sales Volume) 
The success and survival of MSMEs depend hugely on the sales made by the enterprises. Consistently improving 
sales volume remains a top priority among business firms of today that is why firms have long devised strategic 
and tactical ways to enhance their sales volumes (Fakha & Saed, 2014). Sales volume is defined as the quantity 
or number of goods sold in the normal operations of a firm. It is how much sales a firm records in its normal 
business operations (Fakha & Saed, 2014). 

In this regard, the use of growth as a measure of firm performance is generally based on the belief that 
growth is a precursor to the attainment of sustainable competitive advantages and profitability (Daniel, 2018). 
The growth rate of sales plays an important role in an innovative company performance (Carter and Evan, 2000; 
Gebreeyesus, 2007; Herri, 2011; Haghighinasab et al., 2013; Gaur and Kesavan, 2015; Gerba and Viswanadham, 
2016; Kim et al, 2016; Feng, et al, 2017; Daniel, 2018). 

While growth has been considered the most important measure in small firms, it has also been argued that 
financial performance is multidimensional in nature and that measures such as financial performance and growth 
are different aspects of performance that need to be considered (Wiklund, 1999). Further, it has also been argued 
that firms grow in many ways and that a firm’s growth pattern is related to age, size and industry (Delmar et al, 
2003). Delmar et al (2003) also point out that firm growth is not static in nature and there may be considerable 
variation in firm growth over time. As such, the dynamic nature of growth is an area worthy of investigation 
(Lechner, et al, 2016; Feng, et al., 2017; Parida, et al., 2016). In general, the results of previous research allow us 
to draw the conclusion that sales growth plays an important role in improving firm performance.  
 

Methodology 

Using a quantitative explanatory approach, the study examined the effect of market strategies on performance of 
MSMEs’ in Zambia. This study’s population comprises owners and managers of MSMEs. To gather a clear view 
of the primary data gathered for analysis, it was necessary to extract the demographic information of the 
respondents for the study, which Table 4.1 details. Out of an estimated 224 and eligible registered MSMEs only 
177 questionnaires were returned. The response rate (75.3%) for this study was satisfactory and has adequate 
power to detect small effects. Data was collected over three months from January 2022 to March 2022. 
 
Design 

A descriptive, correlational design was used for this study. The study choice for the two provinces is based on 
their high level of commercial activities whose research findings can have a national acceptability. Additional 
focus is provided to this research by considering only registered MSMEs with PACRA and are members of the 
Zambia Chambers of Small and Medium Business Association (ZACSMBA). Furthermore, the MSMEs should 
have been in business for not less than three (3) years and are still operating at the time of the study. 

Fourteen marketing strategy variables being methods by which MMSEs attempt to reach target markets that 
to pursue their marketing objectives (Goi, 2005; Brassington and Pettitt, 2007). These are demonstrable by the 
respondent indicating measures of agreement on a five-point Likert scale as follows:  1 for Very low volume of 
sales (FLU), 2 for less used (LU), 3 for used to some extent (UTE), 4 for much used (MU) and 5 for very much 
used (VMU).: 

a) Using fliers  
b) Using postcards  
c) Using WhatsApp  
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d) Using radio  
e) Using television  
f) Using local events (shows/expo)  
g) Using websites  
h) Using Facebook  
i) Using bill boards  
j) Using Instagram  
k) Using newspapers  
l) Using mobile marketing  
m) Using face to face (word of mouth, door to door)     
n) Using e mails 

The outcome variable of interest was MSME performance which is expressed as sales growth. This was 
derived from De Luca and Atuahene-Gima, 2007; Chimhanzi, 2004; Couto et al., 2005). This was measured on a 
five-point scale as follows: 1 for very high volumes of sales, 2 for high volumes of sales, 3 for moderate volumes 
of sales, 4 for low volumes of sales and 5 for very low volumes of sales. The subjective measures of 
performance are based on the owner’s perception, they increase the possibility of measurement error and the 
potential for bias (Kwesi, 2011). The researcher opted to use the ordinal measures due to the perceived difficulty 
obtaining the objective data on sales from MMSEs. Other researchers have had these experiences (eg. O’Regan 
& Ghobadian, 2004; Durham & Littrell, 2000; Walker & Brown, 2004). In addition, it was going to be difficult 
to use standard numeric measures as the researcher was dealing with a heterogeneous sample of MMSEs. In such 
circumstances, it was not possible to have a standard metric of sales (Allen and Helms, 2006).  
 
Procedure 

Eligible respondents were identified from the membership register from MSME associations in the two 
provinces. Yamane Taro’s sampling formula was used to determine the required sample. The following formula 
was applied 

 
Where;  

a) n is the desired sample size (per province),  
b) N is the population size and , 
c) e is the level of precision and this was set at 0.05. 

The sample size (Table 3) was determined per province which suggested MSMEs should be selected from 
the Lusaka population and Copper belt population respectively.  
Table 3.  Population and sampling 

Lusaka Province  Copper belt Province  

Population 193 Population 142 
Desired sample 125 Desired sample 99 
                  Estimated sample from two populations was 224 

The questionnaire was administered using google forms. An entrepreneur owner or a manager who had 
complete information about the firm was preferred for this study. This is to ensure the information obtained is 
accurate and reliable. For each respondent, anonymous self-completed questionnaires were administered. 
 
Data Analysis 
Data were analysed by using the SPSS statistical program, version 28 (SPSS Inc,). The researcher first calculated 
the proportions of key variables. Descriptive statistics (means, medians, SDs, and ranges) were computed. 
Normality was assessed by using histograms. Finally, the researcher conducted ordinal logistic regression 
analyses to identify correlates.  
 
Findings 

Characteristics of the Sample 

The findings are based on the typology of MSMEs as defined by Nuwagaba (2015) sourced from Zambia 
Development Agency. The sample was composed of a population above the Zambian youthful age 35 whose 
mean age was 39.58 (± 7 SD). The youngest was 27 and the oldest was 57. The gender composition was rather 
very unequal. Just over half n = 106 (59.9%) of the respondents were male and n = 71 (40.1%) were females. 
This gender difference was significant. The distribution in terms of education was rather sparse. Grade 7s were 
rather insignificant as they accounted only for n = 2 (1.1%). College diploma holders accounted for the 
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maximum number n = 68 (38.4%). A manager n = 124 (70.1%) was more likely to be interviewed than an owner 
n = 53 (29.9%) (See Table 4). 
Table 4.  Demographic Profile of Respondents 

Demographic Variable  Frequency 

n % 

Gender    

Female 71 40.1 
Male 106 59.9 

Respondent Type    

Owner 53 29.9 
I am the manager 124 70.1 

Education level of respondent   

Up to grade 7 2 1.1 
Secondary Education 37 20.9 
College Certificate 36 20.3 
College Diploma 68 38.4 
Bachelor’s Degree 34 19.2 

 
MSME Economic Profile   

This section offers a description of economic profiles of MSMEs. These include coverage of respondents by 
position, number of employees in business in the MSMEs and source of business capital. 

 
Ownership 

MSME ownership was dominated by joint ownership n = 124 (71.1%). However, joint family ownership n = 93 
(52.5%) was more common that non-family joint ownership n = 31 (17.5%). Sole ownership accounted for just 
over a quarter n = 53 (29.9%) of MSMEs (see Figure 1). 

 
Figure 1. Ownership of MSME 

 
Number of employees in MSMEs  business 

The number of employees in the MSME sector varied widely. The majority n = 126 (71.8%) of MSMEs had 
employees under 20. About half n = 88 (49.7%) were small enterprises and the other half was spaced between 
medium n = 37 (20.9%) and micro enterprises n = 52 (29.4%). Over half n = 108 (61%) of the MSMEs had been 
in business between 6 and 10 years (See Table 5). 



European Journal of Business and Management                                                                                                                               www.iiste.org 

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) 

Vol.15, No.11, 2023 

 

31 

Table 5.  Number of employees in MSMEs  business 

Number of employees in business Frequency 

n % 

Classification of  MSMEs    

Micro enterprise 52 29.4 

Small enterprise 88 49.7 

Medium enterprise 37 20.9 

Total   177 100 

Duration the MSME in Business   

2-5 years 27 15.3 

6-10 years 108 61.0 

above 15 years 42 23.7 

Total  177 100 
 

Marketing Strategies MSMEs apply in their Businesses  

This section evaluates the ranking of marketing strategies that MSMEs apply in their businesses in Zambia. 
Fourteen marketing items were assessed on a five-point scale as follows:  1 for Very low volume of sales (FLU), 
2 for less used (LU), 3 for used to some extent (UTE), 4 for much used (MU) and 5 for very much used (VMU). 
Below are descriptive of each marten item. Recognising that with Likert scale data one cannot use the mean as a 
measure of central tendency as it has no meaning i.e. what is the average of Very low volume of sales and very 
much used, the most appropriate measure is to sum up each respondents scores over the 14 items and compute 
the composite score. The composite scores are used to render a trait of use of marketing items or tools. Before 
computing the composite scores and showing the traits, the researcher displays the distribution of responses. 
Two sections are covered below. The first relates to marketing strategies in the previous financial year and the 
second is about marketing strategies over the past one year or the year under review.  
 
Marketing Strategies MSMEs applied in  the Previous Financial Year  

In order to determine the usage of a marketing strategy, the researcher applied ‘the decision rule by Clason and 
Dormody (1994). The team opted not to consider the median response (in this case “used to some extent” as it 
was a neutral response. Clason and Dormody (1994) then weighed the responses to the left and the right of the 
median. The side with the highest frequency then was considered for an opinion. A review of Table 6 shows that 
the year before, out of fourteen marketing strategies, the MSMEs were using, in terms of ranking; number 1 is 
Facebook, number 2 is radio, number 3 is newspaper, number 4 is WhatsApp and number 5 is Face to face (word 
of mouth, door to door). These marketing strategies have more than half respondents using them and these 
variables are shown by asterisk marks. 
Table 6.  Distribution of Responses of Marketing strategies Used in the Previous Financial Year  

                    Marketing Strategy                       Frequency  

FLU LU UTE MU VMU Σ of 

MU&VMU  

Ranking 

 Using fliers  73 23 44 19 18 37 8 
 Using postcards  102 46 9 20 - 20 11 
 Using WhatsApp  - - 30 30 58 88* 4 
 Using radio  13 28 30 80 26 106* 2 
 Using television  30 13 58 64 12 76 6 
 Using local events (shows/expo)  103 32 10 10 22 32 9 
 Using websites  52 62 39 15 9 24 10 
 Using Facebook  17 10 23 44 83 127* 1 
 Using Bill boards  84 47 46 - - - 12 
 Using Instagram  63 79 35 - - - 12 
 Using newspaper  2 15 61 12 87 99* 3 
 Using mobile marketing  87 18 52 14 6 20 11 
 Using Face to face (word of mouth, door to 
door   

- 47 46 84 - 84 5 

 Using e mails  68 10 31 40 28 68 7 
Using the composite scores, it was then possible to determine the overall level of use of the 14 marketing 

variables. The sample mean score was 41.8 and this was lower than the normal population threshold mean score 
51. The acceptable composite score is ≥ 51 but ≤ 85 (see Table 7). 
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Table 7. Measures of Dispersion and Variation of Marketing strategies used in the Previous Financial 

Year  

Mean Median Mode SD Min Max 
41.8 41.0 34 7.4 27 64 

The 14 items were considered as a marketing tools of available marketing strategies. Three categories were 
developed as follows: 

a) A score from 17 to 38 was graded as low use of marketing tools; 
b) A score from 39 to 63 was graded as moderate use of marketing tools and; 
c) A score from 64 to 85 was graded as high use of marketing tools. 

Generally, the use of marketing strategies the previous year could be categorised as moderate use of 
marketing tools as n = 111 (62%) of the respondents assert as such compared to n = 66 (37.3%) who show low 
use of the marketing package. Figure 2 below shows the overall usage of the marketing tools. It is notable that 
the mixing of marketing strategies among MSMEs for purposes of utilizing the resources in order to achieve its 
set goals and objectives is rather limited as shown in Figure 2 below. 

 
Figure 2. Overall use of marketing Strategies  the previous year  

 
Marketing Strategies MSMEs applied in the year under review 

Fourteen marketing items were assessed in a similar manner as the previous year. A review of Table 8 shows 
that out of fourteen marketing strategies; in terms of ranking; number 1 is WhatsApp, number 2 is Facebook, 
number 3 is radio, number 4 is newspaper and number 5 is Face to face (word of mouth, door to door). These 
variables that are standing out are denoted by asterisk marks and have more sums of use than none use. 
Table 8. Distribution of Responses of Marketing Strategies used in the year under review  

Marketing Strategy  Frequency  

FLU LU UTE MU VMU Σ of MU&VMU  Ranking 

  
Using fliers  

 
104 

 
35 

 
26 

 
12 - 12 12 

Using postcards  106 8 25 28 10 38 6 
Using WhatsApp  8 12 10 18 129 147* 1 
Using radio  16 24 19 8 110 118* 3 
Using television  107 28 29 9 4 13 11 
Using local events  94 19 31 30 3 33 8 
Using websites  108 31 20 12 6 18 10 
Using Facebook  32 13 5 15 112 127* 2 
Using Bill boards  129 18 10 12 8 20 9 
Using Instagram  55 72 13 20 17 37 7 
Using newspaper  14 39 21 11 92 103* 4 
Using mobile marketing  87 53 37 -           

 - - 14 
Using Face to face  - - 76 101 - 101* 5 
Using e mails  54 9 114 - - - 13 

Using the composite scores, it was then possible to determine the overall level of use of the 14 marketing 
variables. The sample mean score was 38.5 and this was lower than the normal population threshold mean score 
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51. The acceptable composite score is ≥ 51 but ≤ 85 (See Table 9). 
Table 9. Measures of Dispersion and Variation of Marketing Strategies used in the year under review 

Mean Median Mode SD Min Max 
38.5 30.0 39 8.9 17 61 

Generally the use of marketing strategies in the year under review could be categorised as moderate as n = 
90 (50.8%) of the respondents assert as such compared to n = 87 (49.2%) who show low use of the marketing 
tools. Figure 3 below shows the overall usage of the marketing strategies.  

 
Figure 3. Overall use of marketing strategies in  the current year  

When the two years are compared, it is observed that  out six marketing strategies which were used in the 
previous year, it is observed that  WhatsApp, Facebook, Face To Face (Word Of Mouth, Door To Door) and 
radio have had some increase in use from the previous year. However, the use of TV is not conspicuous in the 
year under review as it has plummeted (Table10). 
Table 10. Distribution of Responses of Marketing strategies in Previous Financial Year and the Year 

under Review  

Marketing Strategy  Frequency the previous 

year 

  Frequency in the year under 

review 

FLU LU UTE MU VMU  FLU LU UTE MU VMU 

 Using Fliers  73 23 44 19 18  104 35 26 12 - 
 Using Postcards  102 46 9 20 -  106 8 25 28 10 
 Using WhatsApp  - - 30 30 58*  8 12 10 18 129* 
 Using Radio  13 28 30 80 26*  16 24 19 8 110* 
 Using Television  30 13 58 64 12  107 28 29 9 4 
 Using Local Events 
(Shows/Expo)  

103 32 10 10 22  94 19 31 30 3 

 Using Websites  52 62 39 15 9  108 31 20 12 6 
 Using Facebook  17 10 23 44 83*  32 13 5 15 112* 
 Using Bill Boards  84 47 46 - -  129 18 10 12 8 
 Using Instagram 63 79 35 - -  55 72 13 20 17 
 Using Newspaper  2 15 61 12 87*  14 39 21 11 92* 
 Using Mobile  87 18 52 14 6  87 53 37 - - 
 Using Face To Face (Word Of 
Mouth, Door To Door)    

- 47 46 84* -  - - 76 101* - 

 Using E Mails  68 10 31 40 28  54 9 114 - - 
 

Performance (Sales Growth) 

This section is set to answer the research question “What is the effect of marketing strategies on MSMEs 
performance in Zambia?” Respondents were asked to rate on a scale of 5, the growth of sales they had over the 
past one year. MSME Performance was assessed as follows 1 for very low sales (VLS), 2 for low sales (LS), 3 
for neutral (N), 4 for High sales (HS) and 5 for Very High Sales (VHS). Below are descriptives of performance 
in the year under review. A review of Table 11 shows that more than three quarters of the respondents n = 129 
(72.9%) had high to very high sales of goods and or services in the year under review. Fewer respondents n = 25 
(14.1%) had low to very low sales (See Table 11). 
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Table 11. MSME Performance in the Current Year 

MSME Performance in the current year Frequency 

n % 
Very low sales 16 9.0 
Low sales 9 5.1 
Moderate sales 23 13.0 
High sales 43 24.3 
Very high sales 86 48.6 
Total 177 100.0 

Ordinal regression was performed to determine the impact of marketing strategies on MSME performance 
(See Table 12). In the Case Processing Summary table, we see the number and percentage of cases in each level 
of our response variable. One could see that all 177 observations in the data set were used in the analysis. The 
ordered logistic regression analysis shows the extent of use of marketing strategies. The outcome measure 
MSME performance in this analysis is sales growth. The  response variable MSME performance is going to be 
treated as ordinal under the assumption that the levels of performance has a natural ordering very low sales to 
very high sales but the distances between adjacent levels are unknown. 

The Model fitting information table gives the -2 log-likelihood (-2 Log Likelihood, see Table 12) values for 
the baseline and the final model, and SPSS performs a chi-square to test the difference between the – 2 Log 
Likelihood for the two models. The statistically significant chi-square statistic (p <.0005) indicates that the Final 
model gives a significant improvement over the baseline intercept-only model. This tells us that the model gives 
better predictions than if we just guessed based on the marginal probabilities for the outcome categories.  
Table 12. Model Fitting Information     

Model -2 Log Likelihood Chi-Square df  
Intercept Only 430.400    
Final  297.824 132.577 46 .000 

The chi-squared score test for the proportional odds assumption by McCullagh (1980) was employed to see 
whether the main model assumption was violated or not (McCullagh, 1980; Peterson and Harrell, 1990). The 
next table in the output is the Goodness-of-Fit table (Table 13). This table contains Pearson's chi-square statistic 
for the model (as well as another chi-square statistic based on the deviance). These statistics were performed to 
test whether the observed data are consistent with the fitted model. We start from the null hypothesis that the fit 
is good. If we do not reject this hypothesis (i.e. if the p value is large), then we shall have to conclude that the 
data and the model predictions are similar and that we have a good model. In this case, the p value is small in 
that it is <.05. We reject the assumption of a good fit as the model does not fit the data well. The results for the 
analysis suggest the model does not fit very well (p<.0005).  

Table 13. Goodness-of-Fit 

 Chi-Square df Sig. 
Pearson 1031.813 406 .000 
Deviance 270.111 406 1.000 

Before discussing Table 14, it would be ideal to get to linear regression. In linear regression, the R2 (the 
coefficient of determination) tends to summarises the proportion of variance in the outcome that can be 
accounted for by the explanatory variables, with larger R2 values indicating that more of the variation in the 
outcome can be explained up to a maximum. This is not the case for ordinal regression models in that it is not 
possible to compute the same R2 statistic. Instead, three approximations are computed instead as shown in Table 
14. Here, the pseudo R2 values (e.g. Nagelkerke = 56.7%) indicates that marketing strategies explain a large 
proportion of the variation between MSMEs sales growth. 
Table 14. Pseudo R-Square  

Cox and Snell .527 
Nagelkerke .567 
McFadden .282 

The high Pseudo R-Square indicates that a model containing marketing strategies is likely to be a good 
predictor of the outcome for any particular individual MSME. However, the parameter estimates table (Table 15 
extract from Appendix IV) is the core of the output, telling us specifically about the relationship between our 
explanatory variables (marketing strategies) and the outcome variable (levels of sales growth). 

1) MSMEs considering radio impacting on levels of sales as high had a statistically significant 
effect, Wald χ2(1) = 25.606, p = 0.001. 

2) MSMEs considering WhatsApp on levels of sales as high had a statistically significant effect, 
Wald χ2(1) =12.480, p = 0.001. 

3) MSMEs considering Facebook impacting on levels of sales as high had a statistically 
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significant effect, Wald χ2(1) =5.702, p = 0.017. 
4) MSMEs considering newspaper on levels of sales as high had a statistically significant effect, 

Wald χ2(1) =9.510, p = 0.001. 
Table 15. Parameter Estimates Pseudo R-Square 

 

 

Marketing Strategy 

 

Estimate 

 

Std. 
Error 

 

 

Wald 

 

 

df 

 

 

Sig. 

95% Confidence 
Interval 
Lower 
Bound 

Upper 
Bound 

WhatsApp Very High 
volumes of sales 

-11.25 3.18 12.48 1 .001 -17.50 -5.01 

Radio High volumes of sales -17.43 3.44 25.60 1 .001 -24.19 -10.68 
Facebook High volumes of 
sales 

-3.71 1.55 5.70 1 .017 -6.75 -.66 

newspaper Very High 
volumes of sales 

-5.99 1.94 9.51 1 .001 -9.81 -2.18 

Link function: Logit. 
a. This parameter is set to zero because it is redundant. 

 

Discussion of the findings 

This study revealed that more than three quarters of the respondents n = 129 (72.9%) had growth in sales and 
these ranged from high to very high. The marketing strategies in terms of use in the year under review are ranked 
as follows: number 1 is WhatsApp, number 2 is Facebook, number 3 is Radio, number 4 is Newspaper and 
number 5 is Face to Face (word of mouth, door to door). Four out of the five dominant marketing strategies that 
were used had significant high impacts on growth of sales and these are Radio (Wald χ2(1) = 25.606, p = 0.001),  
WhatsApp (Wald χ2(1) =12.480, p = 0.001), Facebook (Wald χ2(1) =5.702, p = 0.017)  and Newspaper (Wald 
χ2(1) =9.510, p = 0.001). The findings of this study therefore collaborates the findings of the DMA, (1982) who 
contended that marketing strategies could be key to the observed increase in sales growth. A combination, 
mainly of these four appears to be helping MMSEs to build their sales growth tactics the way they would like 
(DMA, 1982). In this study, it was also revealed that respondents used both traditional marketing strategies and 
non-traditional marketing strategies. The use of WhatsApp and Facebook is highly preferred as non-conventional 
marketing strategies, providing demonstration that MMSEs have moved from traditional marketing strategies to 
non-traditional marketing strategies as they appear to be the most effective rated tools.  

Therefore, the findings of this study emphasize how vital it is for MSMEs to develop effective marketing 
strategies especially given the competitive environment in which they operate. This study also accentuates the 
policy relevance of such interventions by MSME owners/managers, including government which are geared 
towards the enhancing the MSME marketing skills, governance and operations. 
 
Conclusions and Recommendations 

In this study of 177 MSMEs, the study reveals that out of 14 marketing strategies, 4 of the 5 dominant marketing 
strategies that were used had significant high impacts on growth of sales and these are radio (Wald χ2(1) = 
32.682, p = .001), WhatsApp (Wald χ2(1) =12.480, p = 0.001), Facebook (Wald χ2(1) =5.702, p = 0.017) and 
newspaper (Wald χ2(1) =9.510, p = 0.001). From these findings, we can conclude that the use of the four 
marketing strategies appear to be very important for the MSMEs performance in terms of increasing sales 
growth. Marketing strategic considerations regarding these four therefore are sine quo none for MSME 
performance. This due to the fact that they are deemed to be ideal and rewarding as they influence sales growth. 
The possible explanation for MMSEs using these four marketing strategies could be related to availability of 
marketing assets, resources and the personality of the owner-manage. The findings also provide initial evidence 
that could be useful for targeting marketing behavioural strategic interventions especially the other nine other 
marketing strategies in order to enhance sales growth. The study concludes that marketing strategies can provide 
the additional competitive edge to MSMEs by consistently enhancing their performance. Therefore, it is 
recommended that MSMEs should pursue the consistent adoption and evaluation of marketing strategies as a 
way of improving their performance. 
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