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ABSTRACT 
 
Recent observation have found that due to insufficient resources, SSEs sometimes may need to make innovative 
choices to braze the standard of the industry, hence, integrating entrepreneurial marketing in their respective practices. 
However, this study was aimed analyzing entrepreneurial marketing through proactiveness, innovativeness, value 
creation, and customer intensity and its impact on the financial performance of selected SSEs in North Central, Nigeria. 
In addition, this study also adopted the survey method whereby a sample of 340 was selected from the population of 
2249 using Taro Yamane and a total number of 296 copies of questionnaire were retrieved for analysis. This study 
adopted the multiple regression analysis in analyzing the collected data with the aid of Statistical Package for Social 
Sciences (SPSS). However, this study found that entrepreneurial marking does have significant effect on the financial 
performance of selected SSEs in North Central, Nigeria with a Coefficient Beta of .256, .301, .224 and .186 respectively. 
Lastly, this study recommends that immense effort be channeled to improving n the existing energy so as to improve 
on the financial performance of these SSEs in the selected area. 
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1. INTRODUCTION 
 
Entrepreneurial marketing can be viewed from two perspectives as advanced by Judith and Schmid (2012). According 
to them, the first perspective reveals entrepreneurial marketing as a proper marketing concept for start-up enterprises. 
And the second perspective describes entrepreneurial marketing as a concept which has behavioral characteristics of 
creativeness, identification and exploitation of opportunities (Kraus, et al.., 2010). Some believed entrepreneurial 
marketing as a construct which has the features of innovativeness, risk-taking, unplanned, and non-linear marketing 
actions (Judith & Schmid, 2012). The interest in entrepreneur marketing has been in existence for a number of decades, 
but many scholars (for example, Uslay & Teach, 2008) believe that some studies on entrepreneurial marketing has 
been focused on the United States. Also, the Nordic School of Thought has got much to contribute to development in 
research. Hills and Hultman (2011) have argued that, although researches on entrepreneurial marketing have been on 
for 30 years,a lot of important questions have remained unanswered.  
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There is a basic need to carry out researches focusing on assessing the connections between interpretation of 
environment and entrepreneurial marketing application (Hills & Hultman, 2011). Entrepreneur marketing strategies in 
small scale enterprises are areas of research emphases (Collinson & Shaw, 2001). There can be noteworthy variations 
in the application of marketing in entrepreneur-led and non-entrepreneur-led firms. Ultimately, entrepreneurial 
marketing style is an individual way of doing business that is fashioned by the situation-specific worldview of the 
individual entrepreneur (Fillis, 2010).  
 
Over the past few decades, Entrepreneurial Marketing (EM) began as a popular discipline in the academic world and 
among business owners. Among the academics, it is believed that entrepreneurial marketing emerged from the nexus 
between marketing and entrepreneurship. However, the definition of entrepreneur marketing and how to adopt or apply 
it in/to firms’ marketing strategies are still elusive. A reason why entrepreneurial marketing is often associated with SSEs 
is that it is highly visible there and also entrepreneurial in focus. Nevertheless, big companies have internal impediment 
to entrepreneurial marketing than small companies. Entrepreneurial marketing was earlier related with small and 
resource poor firms that were regarded unsophisticated (Bjerke &Hutlman, 2002). However, the visionary characteristic 
of entrepreneurial marketing has created awareness (Mort, Weerawardena & Liesch, 2012). 
 
Contemporary business people globally view small scale enterprises as very significant because of their role in 
economic development of any nation. It is a key driver of economic progress (Gyong, 2014). It also gives opportunities 
for innovation and creativity which is a vital tool for economic development and prosperity. Scholars around the world 
agree that small scale enterprises are engine of growth of any economy. These small scale enterprises perform a 
significant role in global economy. According to Carson and Gilmore (2000), due to insufficient resources, SSEs 
sometimes may need to make innovative choices to braze the standard of the industry. The focus on innovation can be 
considered as the solution to the scarce resource challenges faced by many small and micro enterprises. However, 
findings from some studies questioned the position that innovativeness indeed enhances performance. 
 
For example: most studies that examined the impact of entrepreneurial marketing on the performance of small scale 
enterprises have always placed emphases on large firms both in developed economies and the Middle East and North 
Africa (Dutta, 2006). Although some of them were conducted in Nigeria, few or none is conducted in the North Central 
Nigeria. And findings of many studies on the relationship between entrepreneurial marketing and small scale enterprises 
performance in Nigeria appear to be mixed up: The study by Aliyu and Rosli (2014) found a positive association between 
entrepreneurial marketing practices and small scale enterprises performance. While Webster Hammond and  Rothwell 
(2014) established that there is no relationship between the entrepreneurial marketing and small scale enterprises 
performance, the findings of Shehu (2014) revealed that the relationship can either be positive or negative depending 
on the business environment, the nature and type of entrepreneurial marketing that is used, the environment of usage, 
the timing and the nature of the prevailing competition. The inconsistent findings suggest that the impact of 
entrepreneurial marketing on small scale enterprises performance in Nigeria still need to be investigated. 
 
1.1 Objectives of the Study 

i. determine the effect of pro-activeness on financial performance of small business enterprises in North Central 
Nigeria; and 

ii. examine the impact of value creation on financial performance of small businesses in North Central Nigeria 
iii. investigate the effect of innovativeness on financial performance of small business enterprises in North Central 

Nigeria; 
iv. examine the impact of customer intensity on financial performance of small business enterprises in the North 

Central Nigeria; 
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1.2 Research Hypotheses 

The hypothesis that guides this research are stated below:  
Ho1: Pro-activeness has no significant effect on the financial performance of small scale enterprises in 

North Central, Nigeria.  
Ho2:  Value creation does not have significant impact on financial performance of small scale enterprises 

in North Central, Nigeria 
Ho3 innovativeness has on significant effect financial performance of small business enterprises in North 

Central Nigeria; 
Ho4 customer intensity has no significant effect on financial performance of small business enterprises in 

the North Central Nigeria; 
 
2. LITERATURE REVIEW 
 
2.1 Definition of Entrepreneurial Marketing 
Entrepreneurial marketing is an organizational function and a set of processes for creating, communicating and 
delivering value to customers and for managing customer relationships in a way that benefit the organization and its 
stakeholders, and in ways that are characterized by innovativeness risk taking , pro-activeness, and may be performed 
without resources currently controlled (Kraus et al.., 2012) . Miles and Darroch (2006) viewed entrepreneurial marketing 
as ability to efficiently harness entrepreneurial to create superior value offerings for customers. Entrepreneurial 
marketing refers to the marketing processes of firms which are directed towards harnessing opportunities in 
unpredictable market circumstances. It is the proactive identification and exploitation of opportunities with the aim of 
getting and retaining profitable customers. Innovative approaches are deployed in entrepreneurial marketing as risk 
management, resource leveraging and value creation strategies. Entrepreneurial marketing has seven dimensions 
which characterized its organizational orientation. These seven underlying dimensions are: proactiveness, opportunity 
focus, calculated risk taking, innovativeness, customer intensity, resource leveraging and value creation (Hacioglu, 
Eren, Eren & Celikkan, 2012).  
 
The term ‘entrepreneurial’ can be described as the activities and behavioural patterns of entrepreneurs. 
Entrepreneurial, fundamentally, involves the ability to identify opportunities and use all available resources and 
expertise to create and realize value. The creation and realization of value relies heavily on the entrepreneur’s 
innovative power. Therefore, entrepreneurial marketing can be better understood when entrepreneurial innovation and 
good decision-making skills are synergized to produce market values within the highly constraining scarce resources, 
expertise and market size and coverage (Gilmore, 2011). 
 
2.2 Proactiveness  
Probation is the art of creating change, not merely anticipating it. It involves attributes of flexibility and adaptability 
towards an uncertain future. To be proactive is to take the initiative in improving business. However, there are some 
behaviors that are not proactive in nature. Change can manifest unintentionally, for a negative or a positive outcome. 
This is not proactive behavior. Also, true proactive behaviouris when perception changes without changing reality, when 
managers intentionally and directly change things through the creation of new circumstances, or the active alteration of 
current ones.  Proactiveness leads to improved firm performance because firms with this strategic posture pursue 
opportunities that are unrelated to existing operations (Venkatraman, 1989), which enables introduction of new products 
and brands ahead of competitors, giving them a competitive advantages that leads to better firm performance (Rauch, 
Wiklund, Lumpkin & Frese, 2009). Firms characterized by proactiveness initiate actions that competitors must react to, 
leading the way in products and services (Eggers, Kraus, Hughes, Laraway & Syncerski, 2013).  
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Empirically, proactiveness leads to better performance in terms of sales and employee growth, profitability, product and 
customer performance (Kraus, Frese, Freidrich & Unger, 2005; Baba & Elumalai, 2011). Ahimbisi Ahimbisibwe and 
Abaho (2013) examined the effect of entrepreneurial orientation and export performance of SMEs in Uganda. He found 
that proactiveness had a significant and positive influence on export performance. Similarly, Boohene, Marfo-Yiadom 
and Yeboah (2012) examined the influence of proactiveness and firm performance of auto artisans in Ghana. He 
discovered that there was a strong and positive relationship between proactiveness and firm performance. Leading and 
pioneering the market in terms of creating new products and adopting and offering new technologies bring dynamism 
to marketing approaches of businesses. Morris et al.. (2004) pointed to the balance that should come between leading 
and adapting to changes in innovation activities. Morris et al.. (2002) emphasize the importance of leading customers 
by making dynamic changes. 
 
2.3 Value Creation 
Value creation, in the definition of entrepreneurial activity, is also integral to the marketing orientation of a firm (Jaworski 
& Kohli, 1993; Slater & Narver 1995; Han, Kim, & Srivastava, 1998).While value creation is an essential condition for 
exchange to occur, successful firms emphasise the value creation activities best suited to their strategic intent within 
their competitive niche. While traditional marketing has placed more focus on the transaction and customer relationship, 
the focal point of entrepreneurial marketing is innovative and is oriented toward value creation (Morris, Schindehutte & 
LaForge, 2002). Entrepreneurs achieve better results when they find new ways to create or discover value (Becherer, 
Finch& Helms, 2005). According to Li, Huang, and Tsai (2009) entrepreneurial orientation is positively related to firm 
performance. They further assert the knowledge creation process plays a mediating role in the re lat ionship . The task 
of the marketer is to discover untapped sources of customer value and to create unique combinations of resources to 
produce value (Morris, et al., 2002). Because of the superior ability to identify and exploit opportunities, the firms that 
adopt entrepreneurial marketing practices are better able to identify attractive entrepreneurial opportunities and exploit 
them by leveraging innovation to enhance the offering’s benefits and/or decrease the offering’s costs, resulting in a 
superior value for the customer (Miles &Darroch, 2004). 
 
2.4 Small Scale Enterprises (SSEs) 
There is no doubt that Small scale enterprises (SSEs) are the cornerstones for economic growth, industrialization and 
infrastructure development in many countries around the world. The important roles SSEs play in the economy of 
Nigeria have continued to be crucial in diversifying resources of a nation. SMEs have been identified as the source of 
development for the developed nations, especially the newly industrialized countries like, Thailand, China, Taiwan, 
South Korea, Singapore, among others. SSEs make up the major percentage of businesses in the world and Nigeria 
inclusive. Also, it plays extraordinary roles in the delivery of goods and services, generating employment, enhancing 
standard of living and significantly contributing to the Gross Domestic Products (GDPs) of Nigeria (Organization for 
Economic Cooperation & Development (OECD), 2000). Ofoegbu, Akanbi and Joseph (2013) affirmed that SSEs are 
the solution to economic development of several developing countries, including Nigeria. 
 
SSEs are regarded as the seed of big businesses, the energy that propels national economic engine and assiduous 
creator of jobs (Abor & Quartey, 2010). They serve as a source of economic growth and development (Ojeka, 2011; 
Lawal, 2014; Basil, 2005) SMEs comprise 97% of the entire economy (Oke & Aluko, 2015), and serve as a base for 
creating innovation, employment, competition and economic vitality which in the long run results into poverty alleviation 
and national growth (Ojeka, 2011). Small scale enterprises are a wide variety and heterogeneous group of enterprises 
and a very important business sector that provides national socio-economic development both for developed and 
developing economies. It involves kinds of sophistication, skills, capital and growth orientation that are found in both 
formal and informal sectors (Eniola, 2015).  
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They operate a major role in national economies and they are considered as a machine for economic growth and a 
powerful engine of wealth creation all over the world. Economically, the presence of SSEs stimulates markets in many 
ways; including the creation of new enterprises, new commercial activities and new economic sectors which have a 
positive multiplier effect on the economy. They generate jobs for others, increase research and development, produce 
goods and services for society, introduce new technologies which improve or lower cost outputs, and they earn foreign 
exchange through export expansion or the substitution of imports. Their presence is crucial for improving the number 
of employment opportunities for the poor. These classes of enterprises are found in a wide variety of industries and 
operate in very different markets (rural, urban, local, national, and international) and social environments (Ediri, 2014) 
and are drivers of economic growth as they contribute greatly to economic development of both developed and 
developing nations in diverse ways including reducing unemployment (among many others) even though they are 
usually characterized by lack of adequate resources, owner/manager operation, flexibility and low-tech involvement 
(Shehu, 2014). 
 
2.5 Theoretical Framework - Resource-Based View (RBV) Theory 
According to a wide literature the RBV theory explains the variances in performance among firms (Gaya, Struwig & 
Smith, 2013; Grant, 2010; Miles et al.., 2006). This theory attributes competitive advantage to the ownership and control 
of unique bundlesof competitive resources. The origin of RBV has been traced to the work of Penrose (1959), (Werner 
felt, 2014; Gaya et al.., 2013). However, it is Werner felt (1984) who coined and introduced the term, “resource based-
view” and argued that the difficulty facing a firm in owning a resource is comparable to difficulties facing the firm when 
entering an industry. As a result, the resource-based view developed as an explanation of performance differences 
among firms in the strategic management literature (Thompson, Peteraf, Gamble & Strickland, 2012). The resource-
based view is used to determine whether the firm’s initial bundle of resources and subsequent resource configurations 
are the sources of a particular firm’s competitive advantage (Grant, 2010; Miles et al.., 2015; Thompson et al.., 2012) 
and to what extent the process of customer value creation is resource dependent (Gaya et al..,2013).Customer value 
creation processes involve how a firm combines core competencies or recombine activities of a firm with the competitive 
resources to create value for the customer through process and service differentiation, low cost structure and superior 
customer focus through superior customer responsiveness (Hill & Hultman, 2013). 
 
Resources, which are the basic unit of analysis for RBV, can be defined as those assets that are tied semi-permanently 
to the firm (Werner felt, 2014). It includes financial, physical, human, commercial, technological, and organizational 
assets used by firms to develop, manufacture, and deliver products and services to its customers (Barney, 2014, Gaya 
et al.., 2013). To be sustainable, a firm resource must be valuable, rare, and imperfectly imitable and non-substitutable 
in order to be source of a sustained competitive advantage (Barney, 2014;). In view of this study the RBV theory 
provides a suitable framework for constructs formation to measure the effect of firm’s resource characteristics on the 
firm’s competitive advantage. This RBV theory has been adopted by numerous researches’ constructs on 
entrepreneurial marketing (Hisrich, 2012; Morris et al.., 2002). 
 
SMEs are not the same as larger organizations and the distinctions fundamentally identify with such characterizing 
SME aspects as having: a reactive, fire-battling attitude, limitation of resources, informal strategies, and flexible 
structures. As a result, they have a tendency to have a higher failure rate than that of large organizations. SMEs are 
likewise threatened with expanded rivalry from cheaper manufactured products from nations such as China and India 
(Terziovski, 2010), and they subsequently fight to develop appropriate strategies for contending with them. As noted 
earlier, the RBV competitive advantages are generated by the firm from its exclusive set of asset (Runyan, Droge & 
Swinney 2008). Since the RBV of the firm concentrates on its exclusive set of assets, recognising the aforementioned 
assets is key to the firm's survival. The SMEs lack assets in numerous aspects, for example, in knowledge and human 
resources, increase the difficulty of running operational activities. It also raises issues about simultaneous planning and 
forecasting (Terziovski, 2010). 
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RBV is a framework for SME owners to strategise their objectives based on their available resources (Terziovski 2010). 
However, despite a significant amount of research into the RBV, little is known about what specific resource SMEs 
should embrace to gain their competitive advantage (Degravel, 2012). Although the RBV emphasizes firms’ resources 
as sources of competitive advantage, SMEs’ human capital and tacit knowledge are crucial for enhancing their 
competitive capabilities in emerging economies such as China (Terziovski, 2010). Human capital refers to a set of 
characteristics that provides individuals with more skills, namely, education, experience and knowledge, and which 
makes them more productive, have a higher potential for efficiency, and enhances the development of activities.Tacit 
knowledge can be described as knowledge that is instinctive and unspoken and it is often viewed as an important 
component of competitive advantage from a RBV of the company (Grant, 1996). Previous studies recommended that 
SMEs consider tacit knowledge to be one of the most important factors for a firm’s competitiveness (Abeson & Taku 
2009). Since tacit knowledge is being comprehended without being spoken, it can be described as knowledge that is 
habitual, experience based, highly subjective and personal. It is often a unique selling proposition for the SME as the 
ability to use tacit knowledge is a source of competitive advantage for them (Abeson & Taku, 2009). 
 
2.6 Empirical Review 
Egbetokun, Siyanbola, Olamade, Adeniyi and Irefin (2018) examine the types of innovation that are predominant in 
SMEs in developing countries and to investigate the impact of these innovations on different dimensions of firm 
performance based on an industry-wide innovation survey carried out in Nigeria in 2007. Although innovation is 
important for superior firm performance, our result found that the type of innovation that SMEs pursue is not a critical 
consideration in their performance. While there was no difference found in the focus of SMEs on either of product or 
process innovations, evidence showed that SMEs would focus more on incremental product and process innovations. 
Incremental innovation was found to be very important for Nigerian SMEs and a significant predictor of product quality 
and not of revenue.  
 
We conclude that SMEs chooses to pursue such innovations that most fit their strategies and available resources. 
Such level of innovation affords Nigerian SMEs to more extensively exploit the domestic market but cannot support 
extensive new product development required to enter export markets. Duru, Ehidiamhen and Chijioke (2018) 
investigated the role of entrepreneurial orientation in the performance of Small and Medium Enterprises in FCT, Abuja, 
Nigeria. The study employed a descriptive and quantitative research design. The instrument for data collection was 
structured questionnaire and works on entrepreneurial orientation-Performance nexus. The data was analyzed using 
the Principal Component Analysis and multiple linear regression analysis. The results showed that five entrepreneurial 
orientation dimensions as identified in the literature were not exhibited by SMEs in the study area.  
 
Martin (2015) examined divergence of philosophies between corporate marketing and entrepreneurial marketing, 
interview and observation were used for data collection. Descriptive analysis was used and findings revealed that four 
P’s of entrepreneurial marketing: purpose, practices, process and people are marketing variables for successful 
entrepreneurial marketing. Huang (2014) conduct a study on the effects of proactive entrepreneurship and social 
adaptability on innovation in China. This study uses a quantitative empirical approach supplemented with a focus group 
interview as a qualitative method to ensure the validity of the measurement. The survey and archival dataon 218 
Taiwanese SMEs operating in China are analysed using structural equation modeling with software AMOS. All fit 
indices for the structural model in the survey achieved the recommended threshold values, and all hypotheses 
proposed in this study were supported by the findings. This study provides a road map indicating the antecedents of 
incremental innovation capability in the context of foreign SMEs operating in emerging economies. The framework was 
confirmed and supported by empirical results.  
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3. METHODOLOGY 
 
This study is descriptive in nature as it tends to explain the existing phenomenon in the research terrain. Additionally, 
this study employed the use of survey strategy and a primary source of data collection using a close ended 
questionnaire. This study targeted a population of 2249 from three states; Kwara, Kogi and Niger State, while a sample 
size of 340 was selected using Taro Yamane sample method. The study further adopted the descriptive and inferential 
statistical techniques using regression method of data analysis and lastly all research ethical were scientifically adhered 
to. 
 
4. RESULTS AND DISCUSSION 
 
This section discusses the results of the study where the hypotheses was also tested and discussed; 
Ho1: Pro-activeness has no significant effect on the financial performance of small scale enterprises in North 

Central, Nigeria.  
Ho2:  Value creation does not have significant impact on financial performance of small scale enterprises in North 

Central, Nigeria 
Ho3 innovativeness has on significant effect financial performance of small business enterprises in North Central 

Nigeria; 
Ho4 customer intensity has no significant effect  on financial performance of small business enterprises in the North 

Central Nigeria; 
 
4.1 Multiple Regression Analysis and Hypotheses Test between Innovativeness, Proactiveness,  
      Customer Intensity, Value Creation and Financial Performance 
 
Multiple regression analysis was conducted in determining the effect of entrepreneurial marketing on financial 
performance. The results as indicated in table 4.14 with predictors that were significant, R =.877, R2=.769, Adj. R2=.766, 
F - Change = 242.725. The multiple correlation coefficients between the predictors and the criterion variable were .877; 
the predictor accounted for 76.9% of the variance in the financial performance. Cohen (1988) classified R2 into three 
as: (a) 0.02 as weak; (b) 0.13 as moderate; (c) 0.26 as substantial. Based on the Cohen and Cohen (1983) and Cohen 
(1988) classifications the value of R2 is substantial. The generalisability of this model in the population was .769.  
 
The significant F-test showed that the relationship (242.725, p< 0.000) signifies the overall significant prediction of 
independent variables to the dependent variable but did not explain the relative contribution of each independent 
variable to the dependent variable (Green & Salkind, 2008). Among the four predicting variables, proactiveness is the 
variable that best predict the criterion with the following values (β =.334, t= 5.956, p<.000). The next vital predictor in 
order of importance is the innovativeness (β = .292, t= 5.105, p< .000). This is followed by customer intensity (β = .247, 
t= 4.230, p< .000) and finally, value creation (β = .188, t= 3.903, p< .000). All are significantly related to financial 
performance. The four independent variables impacted on the directional hypothesis. Therefore, hypotheses H1 to H4 
are supported/ accepted. 
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Table 4.1:  Multiple Regression Analysis and Hypotheses Test between Innovativeness, Proactiveness,  
                   Customer Intensity, Value Creation and Financial Performance 
Model Summary 
Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 
1 .877a .769 .766 .25619 2.030 
a. Predictors: (Constant), VC, IN, PR, CN 
b. Dependent Variable: Financial Performance 

 
ANOVAa 
Model Sum of Squares Df Mean Square F Sig. 
1 Regression 63.722 4 15.930 242.725 .000b 

Residual 19.164 292 .066   
Total 82.886 296    

a. Dependent Variable: Financial Performance 
b. Predictors: (Constant), VC, IN, PR, CN 

 
Table 4.2: Multiple Regression Result Between Innovation, Proactiveness, Customer Intensity. Value     
                  Creation and Financial Performance Coefficients 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 
1 (Constant) -.279 .150  -1.852 .065   

IN .292 .057 .256 5.107 .000 .314 3.181 
PR .334 .056 .301 5.956 .000 .310 3.230 
CN .247 .058 .224 4.230 .000 .283 3.533 
VC .188 .048 .186 3.903 .000 .347 2.883 

a. Dependent Variable: Financial Performance 
 
5. CONCLUSION AND RECOMMENDATIONS 
 
In tandem with the above analysis, this study concludes that entrepreneurial marketing through proactiveness, value 
creation, innovativeness and customer intensity does have significant effects on the financial performance of SSEs in 
the selected States in the North Central, Nigeria. Additionally, statistical analysis further buttressed this stand that 
proactiveness was the variable that best describe the phenomenon followed by innovativeness, value creation and 
lastly customer intensity which explains that being proactive beats the rest variables. However, the study recommends 
that huge energy should be channeled towards improving the variables thereby enhancing the performing variables 
and awakening the weak variables as this would further advance the financial performance of the selected SSEs. 
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