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Abstract
The paper investigates the effect of marketing management strategies, market share and
quality on the performance of SMEs in Nigeria. This study proposes a research model of
small and medium enterprises (SMEs) performance based on marketing orientation. The
proposed model suggests significant interaction among marketing strategies, market-
share and quality on SMEs performance in Nigeria. Primary data were collected through
the use of questionnaire administered on 150 enterprises selected through a multistage
probability technique and a report of operations over a five years period (2009-2014), chi-
square and ANOVA were applied to data collected. Results confirmed positive effect
between the dependent and explanatory variable. The model contributes for better
understanding of complex interaction between marketing strategies, market-share and
quality on SMEs performance in Nigeria. This research would contribute to the existing
academic theory and advance research on small and medium enterprises (SMESs) in
transitional economy. Similarly this research has implication for practice. The research
findings help small and medium enterprises (SMEs) managers in that the effective use of
marketing strategies, market-share and quality could help them gain competitive
advantage and achieve superior performance
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Background to the Study
Small and Medium Enterprises (SMESs)
Below is the definition adopted by the Federal Republic of Nigeria:

Micro/cottage industries: are defined as those whose total investment cost does not
exceed one million and five hundred thousand naira (N1,500,000.00) including working
capital but exclusive of land. The workforce is not more than 10.

Small scale industries: are defined as those with total investment of between one million
and five hundred thousand naira [N1,500,000.00] and fifty million naira [N50,000,000.00]
excluding land, but including working capital and or a workforce of between 11 and 100
workers.

Medium scale industries: are defined as those with a total investment of between fifty
million [N200,000,000.00] naira excluding land, but including working capital and or
Labour force of between 101 and 300 workers.

Large scale industries: are defined as those with a total investment of over two hundred
million naira [N2000,000,000.00] excluding land but including working capital and or
Labour force of over 300 workers. (CBN 2003)

In Nigeria, it is estimated that 90% of all formal businesses are small, medium or micro
enterprises [Rwigema and Karungu, 1999]. The SMEs sector is one of the largest
contributors to the Nigeria economy. The SMEs is not only seen as an employment
creator, but this sector also acts as an absorbent of retrenched people coming from the
private and public sector [Ntsika, 2001]. Although the SMEs sector is responsible for 75%
of new jobs, largely due to the emergence of new micro enterprise formations, it
compares poorly to Asian countries where SME employment contribution is estimated at
80% [Friedrich, 20004; Watson and Godfrey, 1999]. Even in countries less developed than
Nigeria their SME sector contributes a much higher proportion to the GDP and
employment [UNDP, 2003; OECD, 1999 cited by Watson and Godfrey, 1999]. It is noted
that the majority of Nigeria SMEs are micro and survivalist enterprises which show no
signs of enterprise growth due to inadequate firm dynamics, resulting in SMEs
conservative contribution toemployment compared to other countries.

The Nigeria government has identified the SME sector as the means to achieve
accelerated economic growth. However, this objective was not achieved partly due to the
high failure rate of 80% of enterprises [Watson, 2004; Van Niekerk, 2005] in the SME
sector. As SMEs growth depends to a larger extent on the macro economic growth, it can
be said that the slack micro economic growth of the past few years has inhibited
entrepreneurial performance and therefore SMEs to growth to their full potential
[Watson, 2004; Berry et al., 2002]. SME failure can further be partly ascribed to the lack of
management skills. Nigeria SMEs do not aspire to corporate governance best practices
such as the non-compulsory implementation of king 111 [King, 2009]. Risk management a
component of king Ill, is therefore, also regarded as an optional organizational activity,
and not as avital componentto organizational success.
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Objectives of the Study:
i. To determine if marketing management strategies influence the performance of
SMEsin Nigeria.
ii. Toexplore the effect of marketing strategies on the market share performance of
SMEsin Nigeria.
iii. Toexamine the effect of marketing strategies on the quality performance of SMEs
in Nigeria.

Statement of the Problem

In spite of the relevance, the effect of marketing strategies market-share and quality on
performance of small and medium enterprises is hardly studied especially in particular
business context [Akwaja c. 2005]. In most of the developing countries, effect of
marketing strategies on the performance of small and medium enterprises is one of the
issues since they are less productive and they face many constrains [Davison, 2004]. More
than 60% of the enterprises in Nigeria are small and medium and they account for about
65% of the Gross Domestic Product [GDP]. [Inegbenebor, 2006]. But in many cases, they
face the constraints of technological backwardness, lack of human resource skills, weak
management system and entrepreneurial capabilities, unavailability of appropriate and
timely information, insufficient use of information technology, poor product quality etc.
Asaresult, there exist a low level of marketing strategies market-share and quality on the
performance of small and medium enterprises [SMEs] in the country.

Literature/Theoretical Review

Marketing Strategy can be defined as a plan by a company to differentiate the company
to differentiate itself positively from its competitors, using its relative strength to better
satisfy customer needs in a given environment [Jain, 2004]. Strategies have been defined
as the match an organization makes between its internal resources and skills and the
opportunities and risks created by its external environment [Charles, 1978]. Marketing
strategies entails the set of actions designed to achieve competitive advantage and
achieve better than average results by intelligent and fact-based selection among
alternative leading to such advantage [Shane, 2000].

Marketing strategies essentially deal with the interplay of three forces, known as the
strategic Cs: the customer, the competition and the company [Jain, 2004]. The
relationships among these elements form the marketing strategy triangle [figure 2.1]. To
maintain its competitive advantage, a company needs to deliver customers values that
can be clearly differentiated from those of its competitors. At the same time, by using
available resources, the firm should match its action and activities with the needs and
preferences of customers. Furthermore, the firm must render a better match than its
competitors between its need and customers' needs. If acompany fails to do so, it loses the
competitive advantage and its long-term sustainability may be put at risk.
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Figure 2.1: Marketing Strategies Triangle.
Source: Adapted from Hsu & Powers (2002)

Market Share can be defined as the percentage of an industry, or market's total sales that
is earned by a particular company over a specified time period [Cavusgil and Zou, 1994].
According to Organization for Economic Cooperation and Development (2002) Market
share is calculated by taking the company's sales over the period and dividing it by the
totalsales of the industry over the same period. This metric is used to give a general idea
of the size of a company to its competitors. Investors look at market share increases and
decreases carefully because they can be a sign of the relative competitiveness of the
company's products or services. As the total market for a product or service grows, a
company that is maintaining its market share is growing revenues at the same rate as the
total market. Market share increase can allow a company to achieve greater scale in its
operations and improve profitability. Companies are always looking to expand their
share of the market, in addition to trying to grow the size of the total market by appealing
to larger demographics, lowering prices, or through advertising. This calculation is
sometimes done over specific countries such as Canada market share or US market share.
Market share is a key indicator of market competitiveness that is, how well a firm is doing
against its competitors. This metric, supplemented by changes in sales revenue, helps
managers evaluate both primary and selective demand in their market. That is, it enables
them to judge not only total market growth or decline but also trends in customers'
selections among competitors generally.

The Profit Margin is an accounting measure designed to gauge the financial health of a
business or industry. In general, it is defined as the ratio of profits earned to total sales
receipts (or cost) over some defined period (Miller, 1988). The profit margin is a measure
of the amount of profit accruing to a firm from the sale of a production or service. It also
provides an indication of efficiency in that it captures the amount of generated per unit of
the product or service sold. According to Gibson and Cassar [2005], in order to generate a
sizeable profit margin, acompany must operate efficiently enough to recover not only the
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costs of the product or service sold, operating expenses, and the costs of debt, but also to
provide compensation for its owners in exchange for their acceptance of risk.

Return on Investment: According to Terziovski [2011], Return on investment (ROI) is the
profitability measure that evaluates the performance of a business by dividing profit by
net worth. A performance measure used to evaluate the efficiency of an investment or to
compare the efficiency of a number of different investment. Return on investment is the
concept of an investment of some resource yielding a benefit to the investor [Song and
Thieme, 2009]. As a performance measure, return on investment is used to evaluate the
efficiency of an investment or to compare the efficiency of a number of different
investments. In purely economic terms, it is one way of considering profits in relation to
capital invested [Singh, Desmukh, 2008].

Shareholder Equity: A firm's total assets minus its total liabilities. Equivalently, it is
share capital plus retained earnings minus treasury shares [Haber, 2007]. Shareholders'
equity represents the amount by which a company is financed through common and
preferred shares. Shareholders equity is the difference between total assets and total
liabilities [Schoker, 2010]. It is also the share capital retained in the company in addition
to the retained earnings minus the treasury shares. Shareholders equity is the amount
that shows how the company has been financed with the help of common shares and
preferred shares. Shareholders equity is also called share capital, stockholder's Equity or
Networth[Yip, 2010].

Quality

The globalization of the market place and the rapid improvement in high quality
products and services has brought about high levels of market pressure across the world.
In order to become efficient and competitive in today's business environment, the
majority of firms are being encouraged not only to change their old operational habits,
but also to develop better ways to ensure that customers are satisfied with the quality of
products/services. As many firms have discouraged that the key to customers
satisfaction and competitive success lies in emphasizing and achievement product and
service quality as a strategies weapon in performing business [Pulat, 1994; Krasachol and
Guh, 2001; Warnack; Reed, Lemak, and Mero 1999). It is clear that quality has emerged as
a strategic competitive tool for organizational success [Yong and Wilkson, 2002]. In
today's business environment, organizations cannot afford to ignore the strategic
implications of quality for its competitive position. In the light of this, it is vital for firms t
develop or adopt an effective Quality Management System (QMS) very often associated
with quality initiatives such as ISO series (Rohitratana and Boon-Itt, 2001).

Organizing: This factor involves aligning a quality with an organizational strategic
planning (SP) and providing associated plans and means that are necessary to introduce
and promote continuous improvement. Organizing (OG) requires top management
leadership and commitment, promotes the participation of employees, and provides
company-wide education and training. Being its sub-factor, strategic planning functions
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as a vehicle to integrate quality requirements with business activities of an organization
so that total quality is reflected in its corporate vision, mission and strategy statements
(Hartz and Kaniji, 1998). The plan matches the organization's strategic directions, and
optimizes the use of resource and ensures the availability of trained employees for QI
implementation. This helps identify customer's current position against within the
organization. Leadership associated with clear vision and directions can foster
knowledge sharing and generated commitment (National Institute of Standards and
Technology, 2006). Deming (1986) urges managers to institute leadership to usher the
quality transformation process. Sturdy (2004) argue that leaders should exhibit role
model behavior, establish clear objectives and create a supportive environment.

Systems and Techniques: Quality initiative a wide range of system, approaches,
techniques, and tools. Systems and techniques are also critical factors that have their own
role in quality management. Dale et al. (1994) argued that, because of the variety of
starting points and motivations for continuous improvement, it is impossible to identify
aunique implementation plan detailed clarifying the order in which particular tools and
techniques should be used. Dahlgaard (1997) add that they should be selectively used
according to the different stages of quality management in an organization. Process
analysis and improvement of predicted results and monitor continuous improvement
efforts moving to the rightdirection.

Measurement and Feedback: Measurement and feedback provides a link between
strategy and action (Sinclair and Zairi, 1995). Jennings and Beaver (1997) argue that
communication of quality-related information and obtaining feedback from customers,
suppliers, employees, competitors and other stakeholders form the basis for developing
appropriate actions for continuous improvement. Internal performance measurement is
often regarded as a means to assess internal quality issues and identify their strengths
and areas for improvement. Conducting self-assessments and benchmarking exercise are
the common approaches used to measure internal performance (Sinclair & Zairi, 1993).

SME's Performance

SME's performance was the ultimate criterion in the theoretical model. The competitive
performance was often measurement by the business volume (including sales, profit)
(Bartb, 2003; Cheah et al., 2007; Olutunla and Obamuyi, 2008), efficiency (productivity,
return on equity, net profit) (Brooksbank etal., 2001; Davies and Walters, 2004), business
growth and sustainable growth (Chandler and Hanks. 1994; Fu et al., 2002). In the
research, sales growth were used for measuring SME's competitiveness. The
performance of the firm was measured through a subject approach. In this approach the
performance of the firm is measured by the perception of the owner/managers
providing responses to the Business Performance Questionnaire. The owner/managers
were asked to state their firm's performance criteria such as sales growth, employment
growth, market value growth, profitability and overall performance. This approach was
chosen since there is no agreement among researches on an appropriate measure of
performance. Objective approach was not used is this study as collecting objective data is
very difficult as the owner/managers are not willing to disclose the firm's information
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tom outsiders.

Conceptual Framework

A conceptual framework is a set of broad ideas and principles taken from relevant fields
of enquiry and used to structure a subsequent presentation (Kombo and Tromp, 2009). A
conceptual framework is a research tool intended to assist the researcher to develop
awareness and understanding of this situation under scrutiny and to communicate it. A
conceptual framework for the present study shows the effect of marketing management
strategies market-share and quality on the performance of Small and Medium
Enterprises (SMEs) in Nigeriaand has been depicted in figure 2.2 below.
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|
Market Share |
High Prafic Mangin
REtrn o Inveitment
Share Holdor's Equlrg |
e
Cuslity: " X = " Performance of Small

Orpanizing and medium

- Systems and Te hricues Influcnce
-Measurement and Feedback 1

enterprises [SMEs)

Figure 4.1: Conceptual Framework.

Methodology

The study made use of cross-sectional survey design. The survey method used a self-
administered questionnaire. The questionnaire survey was conducted in major
commercial centers in Nigeria. Using multi-stageprobability sampling techniques, a
sample of 100 small businesses were selected from a list of registered industry. Necessary
data were collected to ascertain the effect of market share and quality on the performance
of industry operations. The average annual growth rate in the industry has been over 10%
since 2000. The contribution of the industry to the GDP of Nigeria increased from 6.50% in
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1999 to 8.60% in 2010 (National Bureau of Nigeria Statistics 2009). Likert scale
measurement used to indicate a degree of agreement or disagreement. For the purpose of
this study, market-share and quality are the independent variables while the
performance of small business represented improved sales shall be the dependent
variables. A special statistical package (SPSS) was used to obtain was used to obtain the
result. A non-parametric statistics (Chi-square) was employed in testing the relationship
set, equally, ANOVA was used to test whether there is a linear relationship and the level
of Linearity between market share and leadership skills and improvement in small
businesses performance in Nigeria. The non-parametric statistical test chi-square was
used to test the hypothesis.

The original questionnaire was first reviewed and revised by two professors (one in
marketing and strategic management and another in Entrepreneurship education) with
substantial research experience in the subject area in Nigeria and Kenya. The
questionnaire survey was conducted in major cities, and towns in Nigeria. The
guestionnaire together with a cover letter explaining the methodology and objectives of
the study was distributed to 100 enterprises in those areas. A total of 121 effectives
responses were received, the response rate of this research are 12.1%. This responses rate
compares reasonably well with the major of SMEs studies that explore market share and
quality on SMEs performance (Chandler and Hanks, 1994; Luo, 1999; Aragon-Sancheq
and Sanchez-Maarin, 2005).

Table 1: Regression Analysis

Variable Adjusted R- Beta f-value Sig.

Marketing square 0.369 58.525 .000*

strategies 0.134 0.408 73.616 .000*

Market share 0.164 0.162 9919 002

Quality 0.024 0.428 82.934 .000*
0.181

Sig p<0.001

Table 2: Chi-square Tests

Person Chi-square Value Df | Asymp. Sig. (2-sided)
Likelihood Ratio 7.737 2 021
7.313 2
026
Linear-by-linear 2.068 085
associate 98
No of valid cases 1

Source: Field survey, 2013
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Model Summary

Model Sum o square R Square Adjusted R Std. Error of the
1 383 147 Square Estimate
138 1.42423

Source: Field survey, 2013

ANOVA
Model Sum of df Mean Square F Sig
| Regression square 1 33474 16.502 000
Residual 33473 96 2.028
Total 194.730 97

228.204

Source: Field survey, 2013

Discussion

The statistical analysis of marketing competitive strategy shows that marketing
differentiation and innovation strategy are key competitive marketing strategies used by
SMEs in the post-WTO era. The study's finding mesh with strategy research which
suggests that differentiation and innovation are appropriate strategies in dynamic
environments (Luo, 1999' Chew et al. 2008). Specially, it appeared that SMEs could
develop the institution mechanism and adopt new technology and process as important
means to achieve competitive advantage and success. The industry has its unique
features, which include the nature of the final products, the fragmented nature of
processes. Demand for industry's products and or services are geographically dispersed,
as natural a response to this phenomenon. Thus the instability of demand makes SMEs
adopting focus strategy unacceptable, since such a strategy constrains food SMEs into a
segment of the market and increases their dependency on this narrow market, which in
turn makes food SMEs more vulnerable to local market fluctuations.

This study also examines how marketing strategies, market share and quality affect the
business performance of small and medium enterprises in Nigeria. Significant
conclusions from this study are that different marketing strategies may affect business
performance.

Conclusion

Marketing strategies, market share and quality are important for SMEs to survive. A
study on marketing strategies, market share and quality development could provide
owner/managers and the market share attributes to maintain business performances.
Although this research confirmed the role of marketing strategies, quality and market
share as the important aspect of organizational strategy, additional research is needed to
refine the understanding of this critical dimension. Future research is also needed to
determine other measure of SMEs performance and integrate them in a research from
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other aspects of strategies and market share skills such as financial management,
communication, motivation of others, vision, and self-motivation. With these, firms can
make a more appropriate strategy in winning the competition with other firms. For
further research, researchers can extend this study on other industries such as
manufacturing, constructions, agricultures and telecommunications.

Implications of the Research

The study has implications both for existing academic theory and research on SMEs in
transitional economy. The study provides a more accurate and less biased of the
determinants of SME's performance, than is possible when investigation within each
field was constrained by disciplinary boundaries. Such a flexible model may capture the
dynamic nature of marketing strategy that evolves over time. The academics can find
value in the identification of statistically reliable measures that will be used in further
research designed to develop theoretical foundations that will explain the success of
SMEs. As most early studies in SMEs have focused on the context of advanced market
economy, small business development in transitional economy remains by and large an
unexplored and importantagenda (Anderson etal, 2003; Chen, 2006).

The findings of this study also have implications for marketing management practice.
Although Nigeria's economy is undergoing a transition from planning economy to
market one, SMEs should direct their efforts at creating differential advantage,
implementing innovation and building good relationship with banks, clients and
government. Increasingly, SMEs that have marketing resources and skills and effectively
implement marketing resources and skills and effectively implement marketing
strategies are more likely to achieve success in the market. The lesson for marketing
managers in SMEs is that the effective use of marketing strategies could help them gain
competitive advantages and achieve superior performance.

Limitationsand Future Research

The study has several limitations, which merit some consideration when evaluating the
empirical findings. The research has limitation in data collection. Although no significant
non-response rate had resulted in the smaller than expected sample size, which was less
desirable for the statistical precision and confidence of the study. A somewhat larger
sample would obviously permit firmer conclusion to be drawn from the results of the
statistical analysis. The research has limitations as an operationalization of variables.
With the transition of Nigeria's economy from the highly centralized planning mode to a
market orientation, process variable and organization structure variable also influence
the operation of SMEs. Future research should address this issue in order to better
interpret the relationship between organizational behavior and SMEs performance.

Recommendations

1. It was recommended that the used of marketing management is an excellent way
to help ensure that putting the right product in the right place.
2. It was recommended that government should provide a congenial market

environment for the operation of venture capital and business angels for market
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share as to enable them to provide for good small businesses.

3. It was recommended that the decision criteria for selecting quality approaches
need to be identified and a rational decision aid framework needs to be developed
to assist entrepreneurs of SMEs when they want to adapt to various quality
initiatives

References
Akwaya, C. (2005), “Why Small Business have not Thrived.” Lagos: Finance Standard
Millennium Harvest Itd.

Anderson, A.R, Li, J, Harrison, R. & Robson, P.J.A (2003), “The Increasing Role of Small
Business in the Chinese Economy.” J. Small Bus. Manag. 41(3): 310-316.

Aragon-Sanbez, A. Sanchbez-Marin, G. (2005) “Strategic Orientation, Management
Characteristics, and Performance: A Study of Spanish SMEs.” J. Small Business
Management, 43(3): 287-308.

Bartb, H. (2003) “Fit among Competitive Strategy, Administrative Mechanisms, and
Performance: a Comparative Study of Small Firms in Mature and New
Industries.” J. Small Business Management, 41(2):133-147

Berry, A. (2002), “The Role of Small and Medium Enterprise Sector in Latin America:
Implication for South Africa.” UNISA Latin American Report 18(1) 4-14.

Brookssbank, etal (2001), “Resource-Based Theories of Competitive Advantage.” Journal
of Management 27(4) 775-807.

Bureau of Nigeria Statistic (2010), “Annual Report from the Head Office Nigeria.”

CBN (2003), “Central Bank of Nigeria in it Monetary Policies Circular.” No. 22 of 2003.

Chadler, G. N & Hanks S. H. (1994), “Market Attractiveness, Resource-based
Capabilities, Venture Strategies and Ventures Performance.” J. Small Business

Management 12(1) 27-35

Charles, W. (1978), “Strategy Formulation: Analysis Conception” (St. Paul. MN: West,
P.12)

Cheah, C.Y.J, Kang, J. & Chew, D.A.S (2007), “Strategic Analysis of Large Local
Constructive Firm in China.” Construct Management Economic, 25(1): 25-38.

Chen, J. (2006), “Development of Chinese Small and Medium-sized Enterprise”. J. Small
Bus. Enterpr. Dev., 13(2): 140-147.

Entrepreneurial Journal Page 351



Chew, D.A.S., Yan, S. & Cheah, C.YJ (2008). “Core Capability and Competitive Strategy
for Construction SMEs in China.” Chin. Mange. Stud., 2(3): 203-214.

Dahlgaard, S.M.P. [1999]. “The Evolution Patterns of Quality Management; some
Reflections on the Quality Movement.” Total Quality Management, 10(4, 5), 471-
480.

Dale, B.G., Boarden, R.J. & Lascelles, D.M. [1994]. “Total Quality Management.” An
overview in Dale, B.G.(Ed) Managing Quality. [2"°edn.]. London: Prentice-Hall
pp. 1-40.

Davies, H. & Walters P. (2004), “Emergent Patterns of Strategy Environment and
Performance ina Transition Economy.” Strategies Manage. J., 25(4):347-364.

Deming, W.E. [1986]. “Out of the Crisis.” M A. Massachusetts Institute of Technology
Center for Advanced Engineering.

Friedrich, C. (2004), “Taking it personally: The Crucial Success factor for small Business is
its Entrepreneurs”. Finance Week, 51 December.

Gibson, V. & Cassar, B. (2005), “Longitudinal Analysis of Relationships between
Planning and Performance in Small Firms.” Small Business Economic 25 pp. 207-
222.

Haber, S. & Reichel, A. (2007), “The Cumulative Nature of Entrepreneurial Process: The
Contribution of Human Capital Planning and Environment Resource to Small
Venture Performance.” Journal of Business Venturing 22(1) 119-1453.

Inegbenebor, A. U. (2006), “The Fundamental of Entrepreneurship” 1% (ed) Published by
Malthouse Press Limited 11B Goriolo Street Adeola Victoria Island Lagos-
Nigeria.

Jain, K. (2004), “SME Definition and Statistic Issues.” Journal of Enterprising Culture
11(3): 173-337.

King, M.K. (2009). “Refer to the Institute of Directors Southern Africa”.

Kombo, D.K. & Tromp, D. L. A. (2009), “Proposal and Thesis Writing.” Paulines
Publications. Nairobi, Kenya.

Krasachol, L., & Guh, E. [2001], “Quality Management in Developing Countries
Integrated Management.” Proceedings of the 6" International Conference on ISO
9000 and TQM, 17-19 April [pp.299-304]. Paisley, United Kingdom: University of
Paisley.

Entrepreneurial Journal Page 352



Luo, Y. (1999). “Environment-Strategy-Performance Relations in Small Business in
China.” J. Small Bus. Manag., 37(1): 37-52.

Miller, D. (1983), “The Correlates of Entrepreneurship in Three Types of Firms.”
Managementscience, 29(7), 770-791.

National Institute of Standards and Technology (NIST), (2006), “The Malcolm Baldridge
National Quality Award Criteria.” Gaithersberg, MD: US Department of
Commerce.

Ntsika, F. (2001), “Ntsika Enterprise Promotion Agency, State of Small Business
Development in South Business Development in South Africa.” Annual review
(2001).

Olutunla, G.T & Obamuyi, T.M. (2008), “An Empirical Analysis of Factors Associated
with the Profitability of Small and Medium-Enterprises in Nigeria.” Afri. J. Bus.
Manag. 2(11); 195-200.

Pulat, B.M. (1994), “Total Quality Management. A Framework for Application in
Manufacturing.” The TQM Magazine. 6(4), 44-49.

Reed, R., Lemak, J.D., & Mero, P.N. (1999). “Total Quality Management and Competitive
Advantage.” Journal of Quality, 5, 5-26.

Rwigema, H., & Karungu, P. (1999), “SMME Development in Johnnesburg's Southern
Metropolitan Local Council: An Assessment.” Dev. South. Africa16(1): 101-124.

Schoker, T. (2010), “Integrated Marketing Communication: A System Approach.” Upper
Saddle River, NJ: Prentice-Hall.

Singh, D. (2008), *“Strategy, Innovation and Entrepreneurship. Strategic
Entrepreneurship.” Journal 425 W. State Street Purdue University West Lafayette.
Indiana.

Sinclair, D., & Zairi, M. (1995). “Effective Process Management through Performance
Measurement: Part 11 —an Integrated Model of Total Quality-based Performance
Measurement.” Business Process Management Journal, 1(3), 50-65.

Smyth, O. (2004), “The International Transferability of the Firm's Advantage”.
Management Review 37.

Sturdy, A. (2004), “The Adoption of Management ideas and Practices: Theoretical
perspectives and possibilities.” Management Learning, 34 (2), 155-179.

Entrepreneurial Journal Page 353



Terziovshi, J.A. (2011), “Strategic Management; Formulation Implementation and
Control.” Journal 7, 465-991.

United Nations Development Programme (UNDP) (2003), “The challenge of Sustainable
development in South Africa: unlocking people's Creativity.” South African
Development Report, 2003.Cape Town; Oxford University Press.

United Nations Development Programme (UNDP) (2003), “The Challenge of Sustainable
Development in South Africa: Unlocking People's Creativity.” South African
Development Report, 2003. Cape Town. Oxford University Press.

Van Niekerk L. (2005), “Information Security Risk Management in the South African
Small Medium and Micro Enterprise Environment: The Peculium Model.” A
Dissertation Submitted in Fulfillment of the Requirements for the Degree of
Master of Science in Information in the Faculty of Science of the University of
Johnnesburg.

Warnack, M. (2003, March), “Continual Improvement programs and 1SO 9001:2000.”
Quality Press, pp. 42-49.

Watson, G.E.H [2004], “A Situational Analysis of Entrepreneurship Mentors in South
Africa.” A Dissertation Submitted in fulfillment of the Requirements for the
Degree Masters of Commerce in Business Management at the University of South
Africa.

Watson, I.M. & Godfrey, N.F. (1999). “Entrepreneurial Support for Rural Small, Medium
and Micro Enterprises [SMMEs] in South Africa.” [UNISA] and Council for
Scientific and Industrial Research [CSIR], South Africa. [online]
http://161.31.108.27/research/icsb/2005/119pd [23/7/2008]

Wikinson, A., Redman, T., Snape, E., & Marchington, M. (1998), “Managing With Total
Quality Management, Theory and Practice.” London: Macmillan Business. 13 No.
24-31.

Yip, E. (2010). “Case Study Research: Design and Methods.” [2™ Edition] Thousand Daks:
SagaPublication

Entrepreneurial Journal Page 354



