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Abstract

It besiness emvironments, business leaders have to
unfearn traditional managenent principles wed
replace them with new thinking and new behaviowr
that nud aanly tncorporate change but also create
the necessary changes in the marketplace. All
successful entreprenenrial businesses are based
on well thought thoroush marketing. The key 1
marketing and not the product or service. Taking
infe cognizance the fortv-four themalic issues
fughtighted in Nigeria's Vision 2020, thix paper
altempted to examine the challenges posed by
Entreprenewrial Marketing towards the
aoialization and realization of e vision. The
paper is divided into three segments. The first
section examined the expectations of Vision 2020
and traced the evolution of Entreprencurship from

the fintes of Cantillon to the emerging concept of

Entreprencuriod Marketing (with special emphasis
an s approachies). The second part x-raved the
seven themes of entreprencurial markeitng
necessary for value creation and went further to
address the perceived’ dichotomy between small
enterprises (SMEs) and
enireprenership, The last sepment evaluated a
number of  alternative marketing  technigues
appropriute for eafreprencurs with a focus on
cnrepreneurship as a weay owt of the woods for the

and medicm

Biting vouth unempiovmeny,

We concluded that vision 2020 is realizable. The
governmeni and people of Nigeria need io re-
orientaie themselves on the objective. The Federal
Government can help directly and indirectly by
enconraging entreprencurship fincluding
entrepreneurship marketing) in the vital sectors of
health, agriculture and technology of the Nigerian
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Introduction

The Nigena Vision 2020 is a perspective plan; an
cconomic business plan intended to make Nigeria
a fully developed cconomy by the yvear 2020, To hit
that target; Nigeria will need to increasingly
globalize education in two kev areas: Information
and communication technelegy, and
enirepreneurship. In fact former Presidemt
Obasanjo mandated all university stodents
Migeria, regardless of their discipline to study
entreprencurship.

Theoretical and empirical mvestigations have
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cmphasized the crucial role that technological
mnovation and entrepreneurship play in fostering
the development of today's industrialized nations.
These types of investigation arc now secn as
crucial to the development of the Third World, and
they are, accordingly, recognized as important
components of technology pelicy and indigenous
socioeconomic planning, The present emphasis on
innovalion and
entreprencurship stems from the fallure of past
attempts to stimulate Third werld development by
horrowing of transfeming advanced technology
from developad natwns. ( Adjebeng-Asem, 1993)

In most Third World countries, governments arc
entcized for paving nomore than lip serviee 1o the
need for accelerated growth and for nat harmessing
the abilies of their own citizens for technological
innovation and entrepreneurship. Critics  also
lament that these countries depend too much on
exogenous and often explotative technology, and
they pomt out the inappropriate choices of
technology made by many developing countries.

indigenous technical

During the last two decades a new area of
marketing, entreprencurial marketing, has
mereasmely gained attention in research as well as
a subject Tor new courses and mew aspects ol
marketing. In society we lind a growing need for
entreprencurship, parbcularly as economic growth
has become a necessity in many countries. When
large corporations downsize and reduce staff, the
small-and medium-sized enterpnse sector (SMEs)
hiecomes more important,

Until recently, marketng and entreprencurship
existed as two independent, scholarly domains. In
the past decade, the prowing gquantity of
crtreprencurship, research has led to a number of
findings that has 1mproved marketing knowledge
(Hills and Hultman, 2006).

In general, marketing has focused on
understanding the practices and processes within
large corporations. However, in parallel with a
growing interest in the SME sector and in
entreprencurial behaviour worldwide, the
marketing aspects of SMEs and entreprenenrship

have alse increased in importance.

Entreprencurial behaviour has traditionally been
linked to the SME sector, although cntreprencunial
marketing also has a defimte bearing on lurge
corporations, Today, many companies operate in a
very turbulent enviromment of increased risks and
a diminishing ability o forecast. Organizationil
boundaries have become unclear. More [luid
organizational structures and operations n
networks are oflen characterized as a spider web.
Traditional management, planning and forecasting
may become dilficult, and sometimes even
impossible.

In business environments, business leaders have to
unlgarn traditional management principles and
replace them with new thinking and new behay iour
that not only incorporate change but also create the
necessary changes in the marketploce.
Entreprencurship may well be the vehicle for this
and entreprencurial marketing behaviour may be
ol the uimost importance for many large finms and
aMEsalike.

According to Webster (1981, cited in Maorris el al.,
2002y marketers were neither innovative nor
entreprencutial enough in their way of thinking
and making decisions, Howewver, about twenly
years later {Bjerke and Hultman (2002) stated that
small successful entreprencurial firms are based on
well thought thorough marketing that fail due o
mcompetence and lack of management. Morris et
al. (2002) agreed and further stated that successtil
firms are those who are able to engage m
entrepreneurial activities i theirr hine of
production. Preshing and Ostapiuk {cited in Hills,
Laforge & Parker, 1989); and Lodish, Morgan and
Kallianpur (2001) agreed that firms invelved in
high technology =are usually founded by
entreprensurs who donot consider marketing to be
an important ingredient in the recipe for success.
This behief frequently leads to financial difficulty
due to the lack of interest in marketing and the
potential success is dimmished. The key is
marketing and not the technological design of
products or services.




PART ONE

Nigeria's Vision 2020

Nigeria 15 once again at the threshold of history.
Some say the nation 15 ata T-junction to heaven or
hell. On the streets, it is a mix of heaven and hell.
There is opulent affluence oozing out every where
you look n the big cmies and ummagimable
poverty, hunger, misery, violence and msecurity
walking on four legs in the slums, surrounding and
servicing the big cities, In the slums, you can smell
anger on foreheads and vorces ready to explode at
the least provocation, Nigeria has grown into 4
land of confounding wealth enveloped by
unthinkable want and misery { Umoru, 2008).

The Nigeria vision 2020 15 a bottom-up sirategic

plan m which each stakeholder group will prepare
s wision 2020 thoughts and ideas based on
approved guidelines, SMEs and Entreprencurship
development 15 one of the forty-four thematic
areas identified for the actualization and
realization of the vision,

The Vision 2020 development programme has
been on since the Obasanjo administration which
15 supposed to ensure o lechnology-savvy Nigeria
in the year 2020. Now the Yar' Adua's
administration has also picked up on this vision
which 15 somewhat a positive sign and a gain for
our naseent democracy. We have seen so Iy
other government programmes 1n the past which
looked brilliant on paper, but the implementations
always seeined impossible. As we all know, the
real problem has never been the lack of :deas, but
rather that of implementation. For Vision 2020 not
o take the same path as its predecessors, the
Migertan povernment needs to carefully
mderstudy her previous steategy to avoid the same
pitfalls and till up al! loop holes (Uwaifo, 2008).

Visions are quite good. But the only visible snag,
which has constituled the death knell of many of
them in the past, lies in their implementation,
Visions, in my estimation, have some degrec of
divineness. They fow from the inner recesses of
one man who has been privileged 0 commune
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with God one way or another for the furtherance of
humanity. According to Kalu(2008), "Vision 2020
could have been the way out for Nigeria. However,
it is packaged for the rich because I don't see how
the grassroots will be invalved in this. The pap
between the rich and the poor 15 so wide that we are
vet 1o see the constructor that will bridge it. But to
me Vision 2020 15 just designed as a fix-it guickly
ceonemic policy with the goal of making our
nation more economically viable, sociully
responsive and palitically stabla in line with global
expectations. Just as a vision, which it is, it has the
capacity of transforming and repositioning our
nation appreciably if well executed. The
government should try and weigh the pros and
cons of the vision 2020 and see i the pood outruns
the bad because the state Nigeria is 50 chronic that
it cannot afford to waste money on some white
clephant projects.{ Oguntuase, 2008).

Entrepreneurial Marketing Evolution in
Nigeria

Historically speaking, marketing and
entreprencurship has been looked upon as
something distinet without any clear relationship,
However, in recent years studies on the
relationship belween marketing and
entreprencurship has  increased significantly.
Studies have identified theorctical and practical
links between these two subjects, It s often sud
that successtul entreprencurship needs marketing
and that successful marketing needs to be
entreprencurtal (Hisrich eited in Hills, 1989,
Wortnzan, Spann & Adams cited in Hills, 1989),

In Nigeria, through exchange of products,
entrepreneurship started. A (ypical Nigerian
entreprencor 15 a self made man who mught be suid
to have strong will lo succeed, he might engage the
services of others like: [riends, mates, in-laws cte
to help himin his work or production, Through this
way, Nigernans in the olden days were engaged n
entreprencurship.  Early  entreprencurship s
characterized with production of manufacturing in
which case the producer most often started witl a
small capital, most of it from his own savings.
Early entreprencurship started with trade by barter
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gven before the advent of any form money ( Micks,
2008}

Maodemn entrepreneurship i Nigena started with
e cotmung ol the eolomal masters, who brought in
their wear and made Nigenans therr middle men.
in this way, modern entreprencurship was
conceived. Mostof the modern entreprencurs were
engaged in retal trade or sole proprietorship.

One of the major actors that have in many ways
discouraged this flow of entrepreneurship
development in Nigerin s the value system
brought about by formal education, For many
decades, formal education has been the preserved
ol the privilege. With formal education people had
the opportunity of hemg employed in the civil
sorvice, because m those days the cconomy was
larpe enough to absorb into the prestigious
occupation all Nigenans their goods. As such, the
system made Nigerans o be dependent on the
colonial masters,

Again the contrast between Nigerian and foreign
entreprencurs during the colonial era was very
ietrimental and the competitive business strategy
of the foreign entreprencurs was ruinous. and
against meral standards established by society.
They did rotadhere to the theory of “live and let’s
live™. For instance, the United African Company
{UAC) that was responsible for a substantial
percentage of the mmport and export trade of
Nigeria, had the pelicy of dealing directly with
producers and refused to make use of the services
of Migerian entreprencurs. The refusal ol the
expatnates 1o utilize the services of |ocal
businessmen inhibited their expansion and
acquisition of neecessary  skills and attitude.
Hecause of this, many eventually folded up, Those
that folded up built up resentment against business
which became very demoralizing 1o other
prospective entreprencurs, As a result, the Qow of
entreprencurship m the country was slowed down.
But, with more people being educated and the fact
that government could no longer employ most
school leavers, economic programs to encourage
individuals to go into private business and be self

reliant were initiated.

Such cconomic policy programs that are geared
towards self reliance for individuals are programs
as Open Apprenticeship Scheme, Graduoate
employment Programs cfc and other policies that
encourage or make 1t easv for entreprencurs to
acquire the needed funds e.g, People Bank of
Nigerta, Funds for Small-Scale Industries
(FUSSI), co-operative socielies ¢le were
established to assist entreprencurs in Nigeria,

Shaw (2004) cxplamned that for the past two
decades the held of entrepreneunal marketing has
evolved and the subject has an importance for a
newly started venture’s lTuture, The fGeld of
entrepreneurial marketing is a fairly new concept.
Bierke and Hultman {2002} stated that rmsing the
awareneas as well as understanding the concept of
eotreprencurial marketing needs w be further
explored.

Entreprencurship

The word entrepreneurship descends from the
French word 'entreprendre’, which indicates an acl
in which the individual attempt, try, adventure or
undertake an act of some sort. It was Richard
Cantillon who in the 18th century separated
entrepreneurial activities from those of capitalistic
activities. Later, Jean-Bapliste Say developed the
term to relale W the change of resources from low
productivity to that of high productivity. During
the middle of the 19" century John Stuart Mill
further developed the novel concept and added the
idea of entrepreneurial profit in the equation
togeiher with undertaking nisk. At the begmmng of
the 207 century Joseph Schumpeter separated the
capitalistic role from entreprencurship and argued
that cntreprencurs were “sociologically distinet
wdnaduzls™ (Carland, How, & Carland, 19835 cited
in Krueger, 2002; McDaniel, 2002),

Muost of the time entrepreneurship is associated
with newly started business. However, it does not
mean that entreprencurship can only be found in
certamn professions. Two rescarchers, Hisrich and
Peters (1992, cited in Bjerke & Hulman, 2002)




arpued that entreprencurs can be found in any
prefession: cducation, engincering and
arclitecture are just a few examples of where
entreprengurship can be found. Because of this it s
hard for scholars and entrepreneurs themselves to
agree on one single definition of the field and
concept 15 to be found in so many different and
unlike professions, Cook (1992)agrees and further
states that an individual who inhibits
organizational and managerial skills and
knowledge of how to reduce nisk 15 one who will be
successful as an entreprencur in any profession.
There are still today many different views of
entreprencurship and these can differ preatly.
Many researchers view entreprencurship as a vital
factor when it comes to economic growth and the
development of societies. The great difference
concerning  the growth and development of
entreprencurship descends from the many
different views of the concept. Societics where
there are many entreprencurial individuals; the
growth and development will be more infense,
compared (0 societies where there is a lack of
entreprencurial individuals. Another view of
entrepreneurship is that the subject matter,
entreprencurship, is not at all active in the growth
and development of a society. The progress is more
likely to emerge at times where “economic
conditions arc more favourable™ (Bjerke and
Hultman, 2002, p. 39). Bjerke and Hultman
(2002), who has studied the subject extensively,
further argued that “if the ceonomic conditions are
not favourable, entrepreneurship will not emerge
and the economy of the society will stagrate” (p.
59). The last view is one in which entreprencurship
15 Seen as an “intervening vanable between prior
conditions on one hand and creation of new
business venlures (which inwrn causes economic
growth and development) on the other™ (Bjerke &
Hultman, 2002, p. 59},

The definttion that has been chosen 1o be the basis
for entreprencurship in this paper comes from
Shaw (2004) and chasten (2000):

Entrepreneurship 1s an attitude, a way of thinking
and leaming. It is a state of mind, an artifact,
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insightful and innovative mentality rather than
business administration. Entreprencurship i a
way of perceiving and exploring opportunity
wherever it may be found (Finkle, 2006,

This defimbion of entrepreneurship stresses the
cognitive and affective dimensions of ones
business opportunity pursuit, These concept can
be considersd relevant in businesses, small or
large, franchised or family owned, for profit or
non-profit.

Who is An Entreprencur?

Even though it is hard to claim one defimition as
“correct”, most scholars agree on certain
characieristics of an entreprencur. The following
characteristics describe the personality or
attributes of an entreprencur:

= The entreprencur has an enthusiastic vision,

the driving force of an enterprise,

= The entrepreneur's vision is usually
supported by an mterlocked collection of
specific ideas not available to the
markeiplace

a The overall blueprint to realize the vision 15
clear, however details may be meomplete,
flexible, and evolving.

s The entrepreneur promotes the vision with
enthusiastic passion.

s With persistence and determunation, the
entrepreneur develops strategies 1o chanee
the vision imto reality.

= The entrepreneur takes the initial
responsibilily 1o cause a vision to become a
SLCCEss,

» Entreprencurs take prudent risks They
dssess costs, market/customer needs and
persuade others to jom and help.

= Anentreprencur 1s usually a positive thinkor
and a decision maker.

= Arc able to lewn from mistakes and use
feedback as something positiive,

» Hold a certain tolerance for farlure, but learn
from them in future ventures.

Adapted from: Wikieducator (2008)
Research has indicated that there are no personal
attributes that predicts 1 a person will become a
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successful entreprencur (Hatten cited in Bjerke &
Hultman, 2002). Entreprenewrs come in every
shape, stze; color; and from any background. Since
there are so many different atinbutes of an
crtreprenour the qul:ﬁﬁnn to ask is how do
stitrepreneurs think? The research hos not come fur
enoiieh to be able to say with any certainty that a
persanwith cortain atirtbutes think in @ certain way
and the way of thinking is what makes an
entreprencur successiul

FARTTWO

Seven Themes of Entrepreneurial Marketing
Berke and Hultman (2000) explained that most
practice transactional and
relationshup  marketing even if both are not
pricticed af the same intensity and comnutment.
Hierke and Hultman (2002) continue to argue that
there are themes of excellent
entreprencunial marketing. In short, these themes
mclude aspects such as processcs, resources,
inplementation, managemenl, customer
capectations, complex marketing strategy  and
being able to balance transactional and
relaonslup  marketing. For future  reference,
entreprencurial  firms  should not  attempt to
anticipate the future: mnstead they should try o
create 1t with the help of entreprencurship and
innovative skills. The themes mentioned are what
will determine this ‘ereation’ of the future: these
themes all have in common that they are processes
and they are there i order to create value for the
customer.

COITCRroneurs

several

Looking into the themes ona more detaled bevel;
{e first one 1= mastering unportant process, which
concerns the creation’ idenufication and
mamtaining process that can and will develop the
arzization. One important feature 1s the skall to
e able to ereate and maintain the entreprencunal
spinit that gurdes other processes in the nght
direction. Using the best available processes and
hemng able to organize the value constellation 15
important vieinity for successtul entrepreneurs, in
order to maintain external as well as internal
resources. Bjerke and Hultman (2002} recogmize

most resources for entreprencunal froms as being
external: and this 15 regarded as semething
positive considering the inerease of flexibiliy that
it brings as well as the possibality to adapt w swift
changes in the industry. The next themes that is
deseribed 15 the eritical process of implementing
the vision what sort of value (o create and how to
go about achieving this. This vision needs to be
clear and concise in order lor all employees to
understand the set goals and the process of getting
there. Another reason for the vision to be clear and
coneise 15 that it is the vision that needs to be
evaluated with the stukeholders (owners,
customers and the employees) in mind.

With the help of entrepreneurship, changmng the
rules of gume is the next theme. Changing the rules
of the game relutes to breakmg the standard
procedures and processes of an mdustry and doimg
something different than competitors i order o
create customer value. Examples of this behuviour
are comparnies such as 'Multihink’, 'Visafone' and
'Starcom' revolutionary methods of distributing
SIM cards and handsets through eflective
promotional strategies, The rules of the game are
changed by a visionary or entrepreneur seeing an
apportunity o create customer value inoa way that
hus not been thought ot before the rraditional ways
of domng things. The next important attribute is
leading as well as managing. This applies to
knowing how to manage the process of a growing
company, Leadership or management  should
never be absent at any time of a matunng: venture,
as this can cause (the bulanee between leading the
company and managmg to come a balance
Leading the company concerns the fiest stapes oba
venture life, and managing takes over when the
company has matured and settled down (Bjerke &
Hultman, 2002).

Excecding customel expectations s the next
important aspeet that newly started  ventures
should try to accomplish, this m order (0 create
customer value. This theme includes elimmating
competitors with inferior offerings, with less
customer value; and therefore presenting offerings
with high customer value. The last theme concemns




thie ability to balance transactional and refationship
marketing; as well as balancing tangible and
intangible aspects in the market offering and
combining these into a complex markeling
strategy. Bjerke and Hultman (2002) argued that
some entreprencurs are better suited for one of the
two and should therefore invest more i one than
the other; either way, there should be a balance
between the two. Entreprenenrs who are better
suited for a relationship approach, can fur example
adopt ways of personalizing and twmlonng their
macketing  communications towards their end
customers, while those entreprencurs adopling a
transactional appreach can focus on other
activities related to the selling process. In any one
ol the options the manager must choose one of the
two or mix both nto the marketing and
entreprencuripl aspect of the organization in order
o optimize the venture' s resources.

An Entrepreneorial Approach to Markieting
Maost scholars cannot agree on @ single defimton
for neither entrepreneurship nor murketing. In the
carly days, there were almost as many definitions
as there were researchers. Howcver, central
themes still exist: positioning, targeting, relations
in marketing; and novelty and opportunity
identiflication tn entrepreneurship.

Hills (1994) argued that substiwting the word
entreprengurship for marketing, and vice versa,
yviclds us a vinhle definition for both words, This
statement can be considered to be true assuiming
that the definition for entrepreneursiip includes
aspecls concerning the creation of value through
transactions and interactions. The statement also
illusteate how divided the noton concerming the
two concepls really are and that there are rarely no
“gorrect™  defimtion. This se called nterface
(marketing/ entreprencurship) 1s predicated on the
iden that both arc impaortant for the organizational
performance. As marketing and entreprencurship
are associaled with the organizational
performance there is un obvious interdependence
between the bao.

Entreprencurial  marketing is  the overlapping
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aspects between entreprencurship and marketing.
Therefore it is the behaviour shown by any
individual and / or organization that attempis to
cstablish and promote markets ideas. winle
developing new ones in order to create value A
contemporary definition that meets the present
scope is (hat of Morris et al. (2002, p.5) m which
entrepreneurial marketing 15 delined as: “the
proactive identification and exploitation of
opportunities for acquiring and retaining
profitable customers through mnovative
approaches 1o 1Sk management, resource
leveraging and value creation.”

Since, entreprencurial marketing has been mostly
associated with small and resource constramed
firms the assumption has been made that
marketing tactics of the unsophisticated kind “the
unplanned, non-lingar, visionary marketing
actions of the entrepreneur”. Mormis et-al. (2002)
summarize the concept by stating that
“entreprencurial marketing represents an
apportanistic perspective wherein the marketer
proactively seeks novel ways to create value for
desired customers and build customer equity™.

According to Carson (2005), entreprencunial
marketing research can be cateporized along a
contimuum, as illustrated in Geure | Al one end of
the contmuum, we find the research regarding EM
as an arca where the tradittonal marketing theones
can be applied on small and medmm swzed firms.
Research at this end of the continuum advocates
that entrepreneurial firms utilize the same
marketing thinking, which means that research is
within the same paradigm but apphicd differently
when compared to large firms. It 15 not a different
theory - justa differentapplication!

At the other end of the continuum, rescarch
focuses on the unigue aspeets of entreprenconal
marketing. Suoch research has s base in
entrepreneurial behaviour and fast growing
companies. Such firms can be clearly
distinguished from the crowd of more traditionally
oriented firms, With this perspective,
entreprencurial marketing is completely different
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from markefing management in that it 15 not based
on planning, linearity and rationality. EM-
behaviour can be explained by using traditional
marketng concepts and words, but can never be
completely understood withoul including aspects
ol entrepreneurship theory.

Today, few advocate the idea of entreprencurial
marketing as an arca where traditional marketing
theary can be apphied. A number of researchers
claim that this is something fundamentally
different.

Figure 1: Marketing Research Continuum

No paradigm

T

Strong paradigm

A continuum

Source: Carson (2006),

Hills (1995) write that “It was widely assumed in
academia, even two decades ago (about 1990), that
SMEs just required a sunplified version of the
more ‘sophisticated’ marketing practices used by
the largest companies. This 15 partly true because
marketing implementation can be more important
to success than planming and strategy™.

SMEs Marketing and Enfreprencurial
Marketing
Kotler (2003, p4-5) identifies entreprencurial

marketing based upon how marketing practices

becomes more formalized. Three stages ol
marketing praciice are identified as organizations
Erow.

The first stage is entreprencurial marketing. “*Most
compames are started by individuals who hve by
their wits. They wisualize an opportunity and
knock on every door to gamn atiention. Kotler
presents a good example of how an entreprencur
hecome successful withoul a large communication
budget,

Laler and more in amore mature stage, marketing

practice become formulated marketing. As small
companics achieve suceess they mevitably move
toward more formulated marketing. Harp beer now
spends considerable sums on TV adverusing,
employs dozens of sales people and camies out
sophiscated marketing research. 1t has discovered
that continued success require setting up and
managing a capable marketing department. Finally
organizations get too much of formulated
marketing practices. Kotler continues. These
companies lack the creativity and passion of the
guerrilla marketers in the entrepreneurial ~fage
Their brand and product managers need to get out
ofthe office. Start living with their customers and
visualize new ways to add value to their customers
lives.' Such finms need entreprencurial marketing.

In Kotler's text, entrepreneurial marketing 1s
related to the frst developmental phase where the
level of entrepreneurship 15 high and the degree of
formalization of marketing practices 13 Jow
{because such practices have not yet been
developed). With a defimtion of entrepreneurial
marketing as presented in this paper, it is regarded
as something broader. As firms grow, the degres of




formalizaton normally gets higher, because as
more and more people become mvolved,
standardized routings become increasingly
necessary. However, entrepreneurship may be
independent of growth and may either deerease or
retnain al a high level for 2 considerable length of
tme

In ender to understand the differences, a parallel
can be drawn to the discipline of entrepreneurship.
Within entreprencurship, it is oflen elaimed that
there 15 a fundamental difference related to
entreprencurial behaviour. Many firms start small
and stay that way as the owner/manager 15 neither
motvated nor oriented towards growth. Such
firms are sormetimes called hifestyle rms, becanse
their business behaviour iz related to the manager's
personal motivation in terms of money and
litestyle. When personal goals are fulfilled, the
motivation for further expansion is lost, and the
firm mamtams s level of operation,

The same distinction can be made about SME-
marketing as compared 1o entreprencurial
marketing. The latter 15 related to growth and
entreprencurial behaviour, while small business
marketing is related to marketing behavieur in
SMEs, repardless of their entrepreneurial status.

A Proposed Structure of Entreprenevrial
Marketing Today
The previous discussion has highhghted the
complexity of contemporary research and
indicited the difficulty ol identifying a clear-cut
and distmet doman for entreprencurial and small
marketing, In order to [acilitate
comprehension of the field, a structure of the
existing research is suggested,
There-are three comparatively distinct proups of
existing thoughts, empirical observations and
emerging  theories within the  entreprencural
dommn:

* Marketing in SMEs and in the early stages of

business

un erganization's development

* As an umbrella for a number of existing
marketing echnigues and methods

* Astrategic orienfation for gaiming competitive
advantape
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First of all, entrepreneunal marketing can be
viewed as marketing in early developmental
stages, In this sense, entreprencurial and small
business management are synimymous, We know
from research that such marketing 18 wvery
informal, reflects the owner's pérsonality and
personal goals, s done with lnnited resourees,
often without formal planning and market analyses
and is also linked to the owner's personal network.
It is often, but not always, nnowvative and
opportunity driven. We prefer to call this SME-
marketing( Hills & Hultman, 2006}

Entreprencurial marketing 15 much more complex,
however, and inked to marketing in lughly
competitive and dynamic environments. As
Moris et al. (1992} state: "For our purposes,
entrepreneunial marketing is proposed as an
integrative construct for conceptuulizing
marketing in an era of change, complexity, chaos,
contradiction, and diminishing resources, and one
that will manifest iteelf differently as companics
age and grow. It fuses key aspects of recent
developments 1n marketing thought and practice
with those in the entrepreneurship area into one
comprehensive construet.™

PARTTHRERE

Alternative Marketing Techniques for
Entrepreneurs

The Challenge of entreprencurial Marketing Start-
ups and entrepreneurial ventures suffer from very
hmited sesources, meluding personnel, bime, and
money. Yet, every business large and small must
learn Lo cope with less, espeetally during tines of
downsizing, cost cutting, and reorganization

Marketing also plays a key role m attracting other
critical assets , employees and capital, The starl-up
or small business must be visible, attractive, and
lool like a winner; these are thing that customers,
employees, and investors all look for.  Owner-
managers of start-ups and small businesses have a
long hill to ¢himb. In order for the business to
sencrate sulficient revenues let alonc be
successtul manapers must get the word out to the
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buying public. The entrepreneur must creatively
marshal limited resources to promote, sell, and
distribute the product, This 15 clearly a challenge
for the small business for a number of reasons
{Nicks, 2008).

First, start-ups and small buginesses have linmted
capital 1o spenid on marketing campaigns. The
capital they do have must be split between product
development, personnel operations, gales, and
marketing. In addition, the battle for consumers
attention from the growing number of companies
and brands has drven up markeling costs
Managers must find ways to make the most of the
marketng  funds available, often relying on
mexpensive and even free marketing vehicles.

Seeond, traditional marketing technigues have
become less effective. Television, newspaper, and
magazine advertising have simply become noise
Consumers are bombarded with se much
advertising that they often tune it out, change the
channel, or fast forward past it In addition,
consumers have become more and more skeptical
of and insensitive to traditional broeadcast
advertising,

Therd, these traditional technigues may not reach
the tarpet market. More people are heading to
blogs for thewr news, satellite for radio, MP3s for
music, and the Intemet for entertamnment, These
media are, for the most part, beyond the reach of
rraditional marketing,

The Owner-Manager Difference- Decisions are
made almost exclusively by the owner-manager in
a small business or entrepreneunal venture; there
i5 little if any delegation of tasks mvolving
siratesy, linance, control, and marketing.
Therefore, any marketing acuvities will rely
heavily on the owner-manager's experience,
expertise; and knowledge.

Marketing Strategy for the entrepreneur The small
business owner-manager must often focus so
much on daily operations that strategy 18
something left for most larger companies. In fact,

entreprencurs often start with an  innovalive
product but little understanding of the target
market, They are content to use their intuition,
throw the product into the market, and see who
buys. As customers starts rolling in, the
entreprencur samply tries o find more of the same.
Thus 15 quate the opposite of traditional markcimg
techniques where the target market s identfied, a
message s crafled, and a strategy to reach the
target 15 developed, The tradittonal top down
approach of segmentation, fargeting, and
positioning is replaced by a bottom-up approach
that starts with identifying an opportunity,
attracting imtial customer, and expanding by
finding similar customers.

Marketing Mix-In choosing methods of
communication, it 1S important 10 use as many
methods as can be executed successtully. Muluple
meathods will reach a broader audience, and
different consumers will be atfected by diffcrent
techmques. The investment in marketing 15 4 bet
on fumre returns, Much like an investment
portfblio, you should spread the nvestment
around to different vehicles. The trade-off 1= that
spreading too thin might dilute cach picce o be
ineffective. Also like an nvestment portfolio,
understand the potential cost and retumn of cach
optionand craft a mix thatmaximizes that return,

The offer- While most entrepreneurial ventures are
based on an innovative and therefore differentiated
praduct. It is important o understand why this 15
the case and the subsequent responsibility of
marketing. Simply because of their limited reach
and capacity, small firms perform best with a
narrow focus, While the narrow scope allows the
small business to cater to a specific market, it 15
alsa likely that the small market is not enough 1o
attract the attention of larger competition,
allowing the sall firm to fiy under the radar.

Market Research- It is rather common for an
entreprencur to start the busmess wiath only a
limited understanding of the product, the market,
the plan, and the competition. They go with their
sut; they use intuition. They sense a need rather




than rely on analystreports or detailed competiive
analysis. In [act, many entreprencuss start with
only a product orservice idea, and then try to find a
market for it. They focus on developing o great
product and only later shop it around, then focus on
the muarket that had the strongest response. Indeed
1t s innovation and creativity that propels the small
business to success, but this contrasts the custamer
orientation that lies at the heart of marketing.

Word of Mouth and Buzz- Word of mouth 15 the
direct person-person communication i which one
person describes the attributes or expenence of a
product or service to another person. It occurs
when we tell a fnend about o great movie or when
wie brag o a colleague aboul a new car or a
fubulous vacation, However, word of mouth is just
as hkely, maybe even more likelv, 1o occur when
we tell someone about a terrible meal we had at 4
restaurant or a new computer that constantly
crashes. Good or bad, the word spreads. Word of
mouth spread from those who know about your
product, tymcally existing customers, to those who
are unfamihar or maybe [amiliar but not vet
convineed or sold. Many start-ups rely on word of
mouth to attract that mital cntical mass of
customers, and many small businesses count on
the recommendations forall of their new business.
In esther case, the high effectivencss and low cost
of this marketmg method makes ita staple for any
resource-constraimed yventure.

Virul Marketing-Vital marketing is a special case
of buzz in which the praduct itsolf is the way that
word spreads. This term was coined by Steve
Jurvetson who was ane of the venture financiers of
Hotmail, At the bottom of every email sent through
Hotmml was the Line Get vour private, free email
from Hotmail al www hotmail.com by using the
product, customers were passively spreading the
word. This small start-up, with no spending on
large media advertising, grew and gréw until 1t was
acquired by Microsofl.

Customer Evangelism- A customer evangelist tells
your story and tells it to everyone. He purchases

your product, believes in your business, -

Entropreneurial Mavkenng asa Key Factor th che Realisation af Negerin's Vision 2024

recommends it to friends and colleagues, supports
you even when you make a mistake, and provides
feedback even before you ask. He wants you to
succeed. This action and behief 15 based an an
emotional connection the customer has with vouw
product, service, or company. Customers became
evangelists when they are so pleased with ther
expenence with the product or service that they
wanl to tell others and even want to help the
business succeed. People love to talk about their
experience with products and especially like w be
the ane that pointed oul a great product that every
one subsequently adopts.

Building Brand- While strong brands are typically
assoclated with larger, established companies that
have had years to build a repulation and become
widely known, a stong brand can also he
successlully built by the small business. The
purpose of developing a strong brand 15 in its
ability to communicate the value proposition
easily and effectively.

Partnerships- There are two types of partnerships
that small businesses can take advantage of. First,
by partnering with another small business, the two
can join forces and their limited resources to
promote, package, or distnbute thewr products
together. Beyond simply shanng the bills, the two
businesses can split up the work and offer expertise
that the other business might lack. Second, a small
business ean panner with a larger, established
compuny. While this 15 typically much muore
difficult to accomplish, if a relationship can be
forged, the small business can benefit preatly.

Entreprencurship: A Solution for Yoeuth
Employment?

MNew businesses can range from initiating 5|
cplovment as, for example, a sole trade with
nummal resources W setting up a high potential
venture backed considerable funding. The concept
ol entrepreneurship encompasses a mindset which
isusually taken to mvolve risk taking in the face of
uncerfainty and other attitudes and skills such as
'boldness, mgenuity, leadership, persistence and
determnation.” It is, theréfore, unportant to take
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inty account even m relation to self employment
that there are  set of skalls required that are not
alwaysrequired of a wage employee.

Entrepreneurial activity can encompass not only
mdividuals but also groups of people. Particularly
relation to high potential ventures,
entrepreneurship s 'an activity in which
partnership or team of peaple, combining different
skills, identiy an epportunity to credte a new
product or service and then mobilize the resources,
both financial and human. to realize the idea.”

Entreprengurship is not for everyone —however as
a mode 6f cconomie activity, it has potential to
offer more opportunitics for income generation
than 1t does now. Entreprencurship is an option that
s viable for only a minerity ol a country's
population, However, what is unknown for most
countries 1s the potential size population that could
pursue entreprencurial activity if the cenditions
were more favourable,

Conditions Needed To Foster Entrepreneurship-
Entrepreneurship is.a difficult process to foster
hecause it requires so many dilferent supporting
components for an idividual’s to move beyond an
idea or concept to success ful execution, Promotion
crilreprenaursnip 45 an option for young people is
difficult even in high-income countries due to the
nsk-averse nature of many nstitutions from banks
to education providers. As noted above, important
fcatures are the quality of the miellectual property
pratection repime. skall levels of the population in
the country and support starting a new business.
including access to informal investors,

However, in middle or low-income countries, the
task is even more formidable due to a number of
harmers which can range from antipathetc
attitudes in society at large o entreprencurship as
an option for young people, o the lack of
appropriate training and mentors and a demal of
access to eredit, These barriers in middle or low-
income countries are further compounded where
the entreprencurship involves the use of
information and communication technelogies

(ICT), due to the shortage of the technical and skill
supports needed to make effective usc of the new
technologies,

Conclusions

Vision 2020 1s realizable, the government and
ultimately, the people of Nigeria need to re-
pricntate themselves on the objcctive and
religiously implement the entrepreneurial
marketing aspecis of the wvision as a key
component. Do we really need to be sorvice-
oriented and a consumer nation or a technology-
oriented nation? If the former is the case, then the
realization of 2020 would be a tall order.

This trend cannot be allowed to continue in order to
avert an imminent failure to a bnlhiant plan, The
Federal Government can help both directly and
indirectly by encouraging creativity in the vilal
sectors of health, agrniculture and technology of the
economy. These sectors have o be adequately
funded and monitered for proper implementation
of projects. What obtains presently 1s a siluaton
where the government dishes out money and the
story ends there due to lack of follow ups and feeds
backs. Gross corruption and abuse 15 usually the
result, If there is a svstem of checks and balances,
people would become more responsible and
accountable. The introduction of the Economic and
Financial Crime Commission (EFCC) has been o
inttiative from the Obasanjo
administration. It is left to the presenl
admmistration to strengthen it by reducing ats
interference considerably. On the other hand, the
government can indirectly help by involving local
industrialists and seientists m development
projects,

welcomed

Entreprencurship and entrepreneurship funclions
open the door n order to shape market conditions
in a desired way from [irms’ point of view. Thisisa
clear message with regard to firms in developing
countries, In many cases the market situation is not
given. All in all, entrepreneunal spirit and
entreprencurial thinking is about anticipating what
15 good for the target markets. Furthermore it is 1o
be anticipated what the core competencies in the




future will be looking like and how they can be.
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