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Abstroct

Entrepreneurship brings along marketing,

meanwhile, marketing offers powerful support for
it dnvariably, marketing and entrepreneurship are
interdependent. This is shown from the
examination of the role of one in the other,

presented in the paper. and then characteristics of
ORe as necessary requirements for the pracice of
the other Evidently, each needs the other fo be
effective and successful. It is shown that they
serve acommon funclion to society; they have the
senme goal/objective and wse a common method or
tool of creativity and innavation to offer value to
sociery. Marketing is required for the survival of
enfreprencurship and without eatrepreneurship:
migrkering camnot match the needs and wants of
conswumers, This more so inan increasingly more
soplisticated society of today in which consumer
nevds amd wants are constantly and rapidly
changing, and competition of market (Customers)

iv becoming a global warfare.  Based on their
infwerent characteristics, this article explored the
dependencies between them and gave an
interactive approach model for effective
marketing and entreprencurship. In

consideration of the inseparable  partnership
between marketing and entrepreneurship, a win-
win proposal of involving one in the ather is given
as the option for effectiveness and success. In
sum, the paper recommends that the option far
success for either af them is to hold tightly to its
partner and accord it its pride af place in thinking,

behavior, actions and activities.

Keywords:  Marketing: Enirepreneurship;
Interdependence; Interactional  relationship;
Creativity and lnnovation; Consumer needs and
wanty, Consumer satisfaction; Marketing
concepl; Emreprenenrial marketing,

Introduction

The importance of marketing in industry and
human development has been emphasized over
the years from its primitive days to the present day.
No doubt. all businesses and social institutions
depend on marketing for their existence, survival,
growth and success. As Achumba (2000) posits,
all businesses begin by first identifying need< of
society, upon which a 'production system' is set up
to deliver goods or services to meel the identified
needs, and overtime the business grows as a result
of the quality of deliveries and identification of
new needs, and its ability to continuously improve
on the quality of its deliveries. People in sociery
also depend on marketing for their social and
economic wellbeing. Marketing is thus a two way
traffic, serving both the business and society.

Essentially, identifying the needs of society and
arranging 1o satisfy them at a profit is the purpose
of any business. This is achieved through the
marketing function. Business exists to provide for
the needs of society, and marketing is the agency
through which this is attained. This means that the
marketing task is the soul of every organization. It
is the heart of both the enterprise and socicty,
without which they cannot survive. The
importance of marking to business is succinctly
expressed by McDonald (200) who asserted (hat
“marketing is the brain of business growth, the
nerve centre of market sensitivity and commercial
productivity. Along with sales, it resides firmly at
the core of competitive business activity, driven
by the basic truth that it is customers, not products
orservices in themselves that make profit”. What
this means is that, to succeed in the market place,
an enterprise must identify and respond 1o the
needs of customers, and ensure that its response
(delivery) is seen as superior (o that of its
competitors (MeDonald, 2002). Every producer
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designs his products o meel the needs of his g
market (customers), without so. the product is
meaningless and of nouse.

In wiew of MeDaonald (op.cit) customers are the
kev o competitive advantage and it 1s the function
of marketing and sules to ke the lead in
demonstrating and  muaximizing  this customer
value by satisfving their needs maximally. As this
view expressed, marketing functions to satisfy the
nesds of society maximally, This strongly
sugeests that marketing is important to society as
it 15 to business enferprise. 1t is a rewarding
activity both to society and business enterprise.

However, the marketing task is noLanyway simple
in practice even though in theory it may appear so,
It s an intellectual task, requiring the practitioner
o apply high level of creative thinking 1o break
new grounds. This is particularly so in our new
world of highly complex marketing arena. highly
dvnamic business and marketing environment,
insatiable and ever changing societal needs,
ncreasingly scarce resources, increasing level of
campetition necessitated by open market system
and globalization amang other factors, which in
combination have caused today's business
enterprise (o operate under a very high level of
unceriainty.

Essentially the situation calls for entreprencurship
by the enterprise and the imdividual marketer,
This means in simple terms, doing things in ways
different from the ways before, by creating new
svsiems of production to provide poods and
services 1o satisfy the needs of people.  In other
words, an attempt must be made o evolve new
systems of satisfying the needs of people either by
doing different things (goods and services) or by
doing the same things differentlv (new approaches
or methods). Such “new wines™ or “old wines in
new bottles™ must not only be communicated but
also must be made available o consumers at a
price they can afford, without the producer and /
or marketer losing his/her financial capacity to
continue in business. Evidently, entrepreneurship
in pracuice is the vehiele through which goedsand
servives are contemplated or conceived and
produced, while marketing is the vehicle through
which such goods and services are brought
society's awareness and made available for
consumption. Although more often, they are not
mutually exclusive in practice. Entreprencurship
and marketing are interwoven, one living inside
the other
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The apparent association berween marketing and

entreprengurship brings o focus o number of
questions in the face of present challenges ol
today’s business environment,  These questions
include;:  What would make the  differonce
between success and failure in marketing o
entreprencurship in the circumstanee of today’s
business operation? How can the marketer and or
entreprensur achieve success?  What oplion is
open o the marketer/entrepréncur 1o overcome
the challenge of the business/marketing
environment, with its complesity a d dynamism?
Can either marketing or entreprencurship succeed
without the other? These questions provide the
background for this paper. The paperis an alicmpl
to address these guestions by exploring and
bringing to fore the interactional relationship and
mutual mierdependence between marketing and
entrepreneurship, and essentially how  such
relationship benefits each of them practically.
Specifically. the paper attempts to examine and
highlight the role of one in the other, and more
specifically to explore the entreprencurial
approach to marketing which we refer to i this
paper as entrepreneurial marketing, as the option
for marketing success, while for entrepreneurship,
the need 1o adopt the marketing concept approach
and principles as the option for success.

The Concept of Marketing and the Marketing
Conceplt

The coneept of marketing has viewed lrom
different perspectives by different people
depending on their backeround and the aspect
from which they are looking at it or are iwvolved in
i, These different views have resulted in almosta
plethora of delinitions of marketing,  In general,
marketing can be defined as a socil and
managerial process by which individuals and
organizations obtain what they need and wan
through creating and exchanging value with
others. 1t can also be reparded as a business
process and function that seeks o match an
enterprise’s resources and operations with the
wants and needs of consumers. But more
sophisticatedly, Achumba (2000) defined
marketing as “that function ol the ovrganizalion
that can keep in constant touch with the
organization’s consumers, read their needs,
develop “products” that meet these needs, and
build a programme of communications Lo express
the orgamization’s purposes™.  This definition
embraces all the eritical functions of marketing. 11
provides a consummate view of the concept, and
what [unctions are required.  Essentially, i
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provides that markeling communicales (serves as
go-between and negotiator) between the
organization and its environment (society or
consumers).  In other words, marketing provides
an inlerface between organmizations and society,
communicating 1o society the purposes of the
orzanizalion, and on the other hand, feeding back
the vrganization and directing it in the needs of
society and the best and most effective way 1o
satisfy these needs.

Drucker (1958) views marketing as an orderly,
purposeful and planned technigue of how “1o find
and create customers; identify and define markets;
to create new ones and promote them; to integrate
customers' needs wants and preferences, and the
intellectual and ereative capacity and skills of an
industrial socicty, toward the design of new and
better products and of new distribution concepis
and processes”. This definition brings 1o fore a
number of marketing characteristics and functions
that are similar to the characteristic and functions
implicit in Achumba's (op.cit) definition.
However, the definition presents marketing as a
technigue for carrying out the functions
enumerated in the definition. But essentially,
there i= emphasis on “creation” and “newness”,
both of which are elements of entrepreneurship.
The definition does not only suggest that
consumers’ existing need be identified but also
that "'new needs' be created for consomers, which
they may never have thought of themselves, by pr-
empting what consumers would want,

Marketing has also been delined as the process
that aims at diseovering human values and needs
and developing an integraled system to profitably
deliver such values o the mutual satisfaction of
partners in an exchange transaction {Ibidunmi,
2004). In the view of Stanton (1997) cited by
Ibidunmi (op. cit), is a total system of integrating
business activities designed to plan, price,
promote and distribute want satisfyving producls
and serviees Lo present and potential customers at
aprolit. Kotler's(1997) defimition of marketing is
that it is a social and managerial process by which
individuals and groups obtain whal they need and
wanl through creating, offering. and exchanging
products of value with others, However, a more
recenl view by Kotler and Armstrong (2010) is
that marketing is the process by which companies
create value for customers and build strong
customer relationships in order to capture wvalue
from customers in return.,

Lea Aimivwu, the president of the National
Institute of Marketing Nigeria (20113 views that
“Marketing is the crucible of ereativity, the funnel
of innovation, the soul of business, the centre-
plate of management, driver of world economies,
manazer of competition, Marketing sels the
corporate agends, demanding/extracting the best
from other protessions in response. Marketing is
a living profession, sustaining the very essence of
life, shaping the fortunes and destinies of people,
promoting freedoms by creating real choices,
upgrading the competitiveness ol nations. and
lubricating the advancement of human
civilization™,

Although all of the definitions of marketing differ
in their structures and vocabularies, there is
apparent agreement that the main focus of
marketing is to satisfy needs and wants. In
marketing contemplation, “needs” refer to desire
that have not been met, while “wants™ simply
explain the form in which the needs can be
satisfied (Ohanemu, 2002} To som all up,
marketing involves devising or crealing
innovative approaches that would be responsive to
and effective in satisfying the needs ol a target
aroup of consumers. This requires ingenuity and
resourcefulness.

In this paper we define marketing as the art and
science of salisfying eustomers' needs through the
creation of customer value. Customer value is
defined in terms of product quality and associnted
offerings. These begin with customer's needs and
end with customer’s satisfaction. Customer value
is expressed as the “the difference between the
values the customer gains from owning and using
a product and the costs of obtaining the product”
Kotler, Armstrong, Saunders, & Wong, 1999). In
other words, it is the customer’s assessment or
valvation of the product's overall capacity to
satisly his or her needs. Customer satisfaction is
the extent to which a product's perceived
performance matches a buyer's expectations. A
{Kotler, et. al, 1999). The satislaction of
customers' needs must be scientific in the sense
that it must be based on objective thinking and
analysis of whal consumers nced, based on
existing facts about the consumers. The art aspect
involves creativity and application of skills to
realizing the product idea such that it satisfics the
needs of the consumer in reality or meets the
expectation of the consumer.
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Thus, there are four major charactenistics of
marketing; (i) identification, delermination or
creation customers' needs and wanis,  (10)
Creation of customer value. () Creation of
customer satisfaction and (iv) creation of
sustamable customer relationship.

Functions and Objectives of Marketing

The functons and objectives of marketing are
embedded in the vanous definmitions proffered for
it. However, Kotler and Levy (1969) in nutshell
assizned four functions to marketing, viz, product
development, pricing, distribution, and
eommunication. Kotler and Levy's list excludes
the bosic function of marketing which is to find or
create customers' needs and wants.  Every other
function of marketing is based on the knowledee
of the needs and wants of customers. Besides, the
objectives of marketing are primarily to fulfill
these needs and wants of customers, Specifically,
marketng  functions o achieve twe main
objectives, one on the side of consumers and
society, and the other on the side of the
organization (business  enterprise). For the
consumers/society, the objective of marketing is
to satisfy therr needs and wants, while for the
organizabon, it i% W make profit. Generally, the
objective of marketing is 1o credate o sustainable
relationship between the orgamization and the
consuming public by satisfying the needs of
consumers such that the enterprise can sell and
mitke profitin the long run.

Jobber (2007) puts it clearly that marketing
oriented firms aim to deliver superior value to
their target customers. They atternpl to create
customer value in order to attract and refain
customers.  This, they achieve through market
research, product development and
entrepreneunial process/behavior.  All of these
take place within the context of the enterpnse's
overall competitive strategy, informed by the
conviction that for an enterprise to gel uan
advantage it must offer consumers a clear match
than that which its competitors can offer.

The Conceptof Entrepreneurship

The concept of entreprencurship i1s pervasive,
cutting across all human endeavours. However, if
apphes differently to different human endeavours
and engagement. Everyone seems to view it from
the perspective of his‘her own engagement.
Conscquently, 1t has been difficult having a
concise., universally accepted definition,
Nevertheless, from the earliest period through the
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middle ages to the 17" and 18" century, scholars
and authors have come up with penod runming
from 19" to the 20" century, scholars and authors
have come up with vanous definitions and
explanations, all of which culmunated m the
development of Entreprencurship theory, with
cach vanant associating entreprencurship with
some fealure(s) of busincss/cconomic venture,
particularly in terms of the functions of the
business owner/operator, that 1s,-what he does and
how he does it; as well as his drves, and behavior
(Kuratko and Hodeetts (1998 )

Some of the leading defimtions m contemporary
period include, Entreprencurship as the dynamic
process of incremental wealth by individuals who
nssuime risks to provide value for some product or
service trrespective of whether or not the product
or service is new or unigque (Ronstadt, 1984, cited
by Hisrich and Peters, 2002). The important
requirement is that “value must somehow be
infused... ... " (Hisrich and Paters, op. cit)

“Entrepreneurship is the process of creating
something new  with value by devoung the
necessary ttme and efforl, assuming the
accompanying financial psychic, and social risks
and receiving the résulting rewards of monetary
and personal satisfaction  and independence”
{Hisnich and Brush, 1985 cued by Hisrich a d
Peters, 2002).  The defimition suggests that
entreprencurship is about creation and  the
emphasis 15 on creating something new off value,
In gther words, the “creation has to have value o
the entreprencur and value to the audience for
which it is developed™ (Hisrich and Peters, 2002).
Again, entreprencurship requires the devotion of
time and effort, that is, perseverance and
persistence by the entrepreneur. This is logical as
it 15 always difficult creating something new of
value to people. According to Timmons (1994
cited by Kuratko and Hodgetts (19498).
Entreprencurship s “the ability to create and build
a vision from practically nothing”. He viewed it
as fundamentally a human creative act. He states

-5that, the vision requires a willingness to take

calculated nsks and then 1o do everything possible
1o reduce the chances of failure™ Tt is the knack
for sensing an opportunity where others see chaos,
contradiction and conlusion”.

There are many other definitions in the literature

- that have been used to express the concept of

entrepreneurship, Inalmast all of the definition s,
it is clear that the common view, as Shapero
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L1975 yalso observed, is that entreprencurship is a
kind of creative  behavior that includes (i)
mitiative taking (2)  the establishment of a
mechanism o turn resources and situations Lo
praciical account, and (3) accepling the rish of
failure,  Indeed cach of the definitions views
entreprencurship from a shightly  different
perspective, vet they all contain similar notions.
such as creating, newness, value, wealth, and risk
taking.

As Hisrich and Peters (2002) noted the concepl of
innovation and newness is an integral parl of
entrepreneurshin Innovation 15 the oot of
introducing something new. 11 is the pervading
task in entreprencurship. It requires not only the
ability 10 conceptualize and create, but also the
ability 10 understand all the forees at work in the
eny ironment particularly in terms of the needs and
wanis of sociely. “The newness can consist of
anything from a new product to a new distribution
system, 1o a method for developing a new
organizational structure. It was in recognition of
this that Schumpeter (1952) stated that the
function of the entrepreneur is to reform or
revolutionize the pattern of production by
exploiting an invention or more generally, an
uniried technological method of producing a new
commaodity or producing an old one in a new way,
opening a new source of supply of materials or a
new outlet for products, by organizing a new
industry.  Essentially, creativity and innovation
are the hallmark ol entreprenenrial function. As
Stokes (1995) put it, “entréprencurship takes
innovation and change asthe focus of thinking and
behavior™

Features of Entreprenenrship

An averview of the features of entreprencurship is
imperative (o appreciate the entreprencurial
perspective which this paper seeks lo associate
with the marketing function and the marketer, The
features of entreprencurship can be extrapolated
from the characteristics of the entreprencur, its
driving force.  Thal enlreprencur's cause
entreprencurship as presented by Kuratko and
Hodgetts { 1998) in a simple theoretical model, E +
Fle), 1o state that entrepreneurship is a function of
the entreprencur, is a valid theory. 1t is therefore
safe fo look at entrepreneurship from the
perspective of the characteristics of the
entrepreneur himsell.

The profile of the entrepreneur is a long one, with
inputs from various analysts from academia and

industry,  Kao (1991) aited by Kuoratko and
Hodgetts  (1998) identified eleven (11)
characteristics which an entrepreneur possessis or
must possess. and  these  includes: [tal
commitment, determination and perseveranee;
Drive to achieve and grow: Oppoartunity and goal
ericntation: Taking initiative; Persistent problem
salving: Realism and sense of humour; Seeking
and using feedback: Intermal locus of contral:
Caleulated risk seeking and risk taking; Low need
for status and power; Integeity and reliability

Stevenson and Gumpert  (1985) presented the
charactenistics of the entreprencur from an entire
organization perspective, and stated three
charavleristics which they considered paramount;
unagination . flexibility, and risk taking or
willingness to accept risk. Kuratko and Hodgetts
(1989} in their personal view charactenzed
enrepreneurship as the interaction of suel shills
as inner control. planning and goal setting, risk
tuking. innovation, reality perception, use of
feedbaek, decision making, human relations, and
independence.  Meredith, Nelson and Neck
(1996) described entreprencurs as action-
arienled, highly motivated individuals who take
risks to achieve goals,

Hornaday (1982) cited by Kuratko and Hodpetts
(1998), described the entrepreneur in terms of 42
characteristics.  These are confidence:
perseverance, determination; enerey, diligence:
resourcefulness. ability to take caleulated risks:
dynamism: optimism; need o achieve; versatility:
creativity; ability to influence others; ability to et
along with people; initiative: flexibility:
mtelligence: orientation to clear goals: positive
response to challenges; independence:
FESpONSiveness to suggestions and criticisms: time
competence, efficiency, ability to make decisions
quickly (not 1o procrastinate); responsibility;
foresight; accuracy, thoroughneus:
cooperativencss; profit orientation: ability to learn
from mistakes: sense of power; pleasant
personality; egotism; courage: imagination,
percepliveness: toleration for ambiguity;
aggressiveness; capacity for enjoyment; efficacy;
commitment; ability to trust workers; sensitivity
lo others: honesty, integrity; maturity balance,

All of the entrepreneurial charmeteristics from
different view holders are critical to
entreprencurial suceess and business operation in
general, irrespective of the size and nature, The
reality of modern day business environment
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makes 0 even more so, [oreguires any bosiness
operator to possess a good amount of these
charactenstics if he/she must be elfectve and
suceesstul in the pursuit of the purpose for which
the business was established and his'her personal
poals achicyement,

Intervactive Relationship between Marketing
and Entreprencurship
Adthough, market nd

been ﬁewcd and nl!‘eilfe a?ﬁwral& fields in’
theory. in practice thev are like Siamese wins.
Thev are inseparable.  Their relationship is
interactive and 18 mutually interdependent. They
are linked through tour threads off commonality
or common ground, delineated in terms of wol of
operation, function, goal/objective and process.
In terms of ool both rely on creativity and
innovation to achieve their goals. Their function
i Lo provide goods and services to meet needs and
wants for society and hence improve the socio-
ceonomie wellbeing of people. The goal for both
of them is protit making (wealth) through the
salisfaction of consumers needs and wants as their
common ubjective.  The process for achieving
these in both marketing and entrepreneurship is
the business process.  Essentially, without one,
there {s not the other. Each plays arole, serving as
a vehicle for the other to exist and be effective.
I'he requirements for one are not exclusive to the
other.  This is obvious. looking at the identified
characteristics of entreprencurship vis-a-viz the
nature and task ol marketing. It is not ditficult to
aeree that entreprencurial charactenstics it neatly
the sk of marketing with all its challenges in
present day business/marketing environment,

The Role of Entreprencurship in Marketing

Entreprencurship is important and required in all
aspects of marketing but more relevant in product
develnpment and marketing management process,
In the reality of today's marketing enyvirenment,
marketing management and coping with exchange
processes calls {or enonmoeus amount of creativity
and innowvation. These are core elements of
entreprencurship. Product development is greatly
n function creativity and innovation,  Product
development is geared towards sustainable
marketing and this is founded on the principle off
innovative marketing which requires that an
enterprise continuously seeks real product and
marketing improvements.  In other words. the
marketing process must find and engage new and
better ways to do things i the enterprise must keep
o retadn ks customers, otherwise itwill eventually
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rengurship have .

lose them to other firms that have found [oer
ways. Doy things ma new and better way (lan
belore, and competitors, s the hallimark of
entrepreneurship.

The essence of entreprencurship in marketing wis
emphasized by McDaonald (2002) when he stated
that to be successful in loday's business
canvironment, llmrketing must he both

apd effective. It must be capable
of identiTying |111r1‘Eﬁng opportunities as well as

hamessing the enterprise’s resources and (oous
them on the most promising opportunilics.
Customer satisfaction is the all embracing
objective of all marketing programmes, activilies
and actions and this can only be achievid through
a follow-up on the existing and potential needs
and wants of both existing and potential custoners
with innovarive marketing.

Heyond the need for and role of innovation and
creativity in marketing, other characteristics of
entrepreneurship are also crucial for successful
and effective marketing in today's busimess world.
We emphasize that marketing requires all the
features which make lor svecesslul
entrepreneurship identified and presented in the
literature by various authors, some of which are
presented in the preceding section ol this paper.
For instance, risk taking is important for new
product development and introduction and market
entry, particularly in constantly changing needs
and wants.  There is also the need for
determination and perseverance, that s the
marketer must stay on his goal and continue 1o
push at it until he succeeds, knowing thal
consumers are human beings with entrenched
cultures and value systems thal can be difficult 1o
change. It is important that marketers must be
opportunity seekers and be aggressive. They must
exercise sell’ initiative and must be persons and
organizations with high need for achievement.
Fur sustainable customer relationship, employ ees
must be persons with integrity who are relable in
husiness transactions.  They must also have
adeguate toleration for ambiguity, and be flexible

Other important requirements  for effective
marketing among the list of entreprencurnial
characleristics are human relations. internal locus
of control, leadership, seeking and using
feedback. optimism, and ability to trust athers.
All of these elements are essential requirements
for any marketer who wishes 10 be successiul,
The infusion of these elements into the marketing
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task and behavior gives marketing an
entrepreneurial  approach and makes it an
entreprencurial  task, which we can call an
entreprencurial marketing task,

The Role of Marketing in Entreprencurship

As entreprencurship plays a vital role in marketing
so does marketing in entreprencurship.
Entreprencurship starts with marketing and ends
with marketing.  Marketing is the nuelens of
entreprencurship. It precedes the production
function. Entrepreneurial process begins with the
gencration of ideas and locating a business
opportunity  from the ideas.  Such business
apporiunities come in lrms of necds and wants of
consumers which are vetunmel. Marketing is the
socinl and Business function which identifies such
needs and wants which serve as
entreprencurinl/business opportunities. Devising
the means to serve identified unsalisfied needs and
wants Js the basis for entrepreneurship and
business establishment,

Indifferent ways, different individuals have given
expression on the critical role of marketing in
entreprencurship. For instance, Achumba {2002)
contended  that marketing plays a role in
determining what is produced through
‘anticipation’ and ‘conceplion’ of sociery's wanis.
In the view of Hisrich and Peters (2002)
Marketing plays a eritical role in forming a new
business. They declared that “In addition to the
presence ol @ market of sufficient size. there must
also be a level of marketing know-how to put
together the best total package ol product, price.
distribution and promotion needed for successtul
product kumehing™.  As Hisrich and Peters (op.
cit) vhserved, a business s more easily formed
when the driving force is more from market
demand than a technology push.

A major feature of the entreprencurial process is
building an organization that will enable the
entreprencur (o achieve histher goal of provision
of goods and services.  However, ‘building an
organization is not enough in itsell.  Essentially
there 15 need for an interface between such
organization and its environment.  Marketing
provides such interlace for the exchange of input
and output. not only in terms of goods and services
but also m terms of information and feedback on
the needs and wants of society and the policies,
activities and efforts of the organization towards
meeting such needs and wants.  Marketing,
therefore, serves as the bridge between the

business  organization/entreéprencur and  the
ey ironment inwhich itoperntes.

Conclusion

Businesses do not [all fram the blue shies. They
are established and operated by individuals who
generate ideas of products 10 meet cednin
identilied needs, The generation of ideas anid the
establishunent of the busimess 15 a basic function of
entreprencurship, but the ientification of needs
and wants is a marketing process and function.
However, it takes entreprencurial mind 1o be able
to identify needs and wanis.  Marketing and
Entrepreneurship are therelore mutually inte-
dependent. The role ofone in the other show s that
they are symbiotically related, Inather words For
one (o be effeetive and successful, it must embroce
the other as a partner and a tool for realization of
its goals,

For marketing to be effective and successtul, its
thinking and behavior must be entreprencurial.
that is, it must take entreprencurship, specifically.
the element of creativity, innovation, and change
ias the focus of its thinking and behavior. and
particularly its practice, in all of the mix elements.
Furthermore, marketing success would depend
significantly on the entreprencurial charnetenisiics
and behaviour of the individual marketer. In other
words, the marketing effort that is 1o druw ool the
patronage and lovalty of consumers for
enterprise’s products must be hingad or anchored
on high level entrepreneurial behavivur and
practice.

O the other hand, entreprencurship in terms of
creativity, innovation, business establishment and
operation, not roeoted or grounded in the
philosophy and principles of the markeling
concept both in its orthodox form and  the
enlightened form, would not stand for 1o long.
Entreprencurship, 1o be sustainable must rest
firmly on the pillar of marketing, the marketing
concepl. It has 1o start with the consumer and cnd
with the consumer.  In other words, it must be
focused on the consumer, in all of its functions. It
must take the marketing concept as the focus ol its
thinking and behavior.  Orgamizations are
established for business purpose (o provide goods
and services for society.  Such purpose will he
unfulfilled, and effort wasted i the goods and
services canmol get lo con summers al reasonahle
cont of acquisition by the consumers, and
profitably to the organization: and if they fail o
satisfy the needs and wants of consumers for
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which they are destined. The marketing functicn,
very importantly helps the organization/enterpeise
to achieve these purposes.  Considering the
interactive process and functional relationship
between entreprencurship and marketing, it is
imperative that every enterprise must balance one
with the other te survive and grow, particularly in
today's business enviranment,
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