MARKET(ING) WISDOM DIFFERENCES BETWEEN FAMILY AND NON-FAMILY

FIRMS: AN EMPIRICAL STUDY ON SMALL AND MEDIUM ENTERPRISES

Arsalan Mujahid Ghouri*

Abstract:

In competitive business environment, family and non-family SMEs striving to survive by their own characteristics
and strategies. Market knowledge and marketing efforts with limited resources are crucial to sustain and enhance
business. In this paper, three constructs i) market orientation, ii) marketing capabilities and iii) marketing practices
examine the SMEs service sector performance. The interaction effect of ownership type (family and non-family
firms) also observed. The 240 SMEs’ data collected from three major metropolitan cities. This study
confirms the positive relationships of each constrict (market orientation, ii) marketing capabilities and iii) marketing
practices) to firm performance. The interaction effect of ownership type evident on marketing capabilities and SMEs
performance. Non-family businesses are open to adopt new ideas and personnel into decision making. Family firms
should be more adaptable to compete with non-family firms.
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INTRODUCTION

Businesses of 21st century strive hard to sustain themselves and they look for the opportunities to drive the firm
performance in various domains. Marketing is one such area, which is core to any business and an essential component
to steer the firm performance by focusing on customers’ and their needs (e.g. Bacon, 2017; Ghouri et al., 2011a). From
print to electronic media, marketers try to come up with unique and innovative ways to get consumer’s attention and

generate revenue to dominate or sustain in market (Haroon et al., 2015).
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Business composition can broadly be divided into family and non-family types. Extant literature also suggest the
differences in their business strategy (Acquaah, 2013), outcomes, conflicts among stakeholders (Beehr et al., 1997),
corporate social responsibility (CSR) practices (Rodriguez-Ariza et al., 2017), ethics (Adams et al., 1996), agency
costs (Chrisman et al., 2004), failure rate of business (Morris et al., 1997), organizational culture (Zahra et al., 2004),
people management (Reid et al., 2002), portfolio restructuring (Bau' et al., 2014), and stewardship vs. stagnation
(Miller et al., 2008). Also, there are studies which explain the differences in business practices of family and non-
family businesses i.e. human resource, businesses goals, ethics (e.g. Adams et al., 1996; Reid & Adams, 2001;
Williams et al., 2018). Recently, innovation (e.g., Hauck & Prigl, 2015; Kraiczy, Hack, & Kellermanns, 2014) and
especially marketing (e.g., Binz, Hair, Pieper, & Baldauf, 2013; Gallucci, Santulli, & Calabro, 2015; Zellweger,
Kellermanns, Eddleston, & Memili, 2012), are the “hot topics” in family business research (Covin, Eggers, Kraus,
Cheng, & Chang, 2016). Subseqgnently, there is a growing focus on integrating marketing concepts into family and

non-family business studies in the extant literature.

The small medium enterprise (SMES) sector is a prime mover of economic undertakings; but, they face major
problems, that impact their performance (Bogatyreva et al., 2017; Peou, 2009). A number of studies have examined
different controls and challenges they face. However, most of the existing research has been conducted in developed
countries; and so, there is a dearth of understanding about the performance of family firms from developing countries
(Carney et al., 2015; Essen et al., 2015; Sabah et al., 2014). On the other hand, studies from the developing countries

like Pakistan within the family business realm having varied interest start emerging recently.

In Pakistan business environment, small medium enterprises considered as integral tool for economical welfare e.g.
reduce poverty (Saleem et al. 2011), create opportunities for employment (Malik et al. 2011), facilitate innovation
(Alam, 2010). According to recent estimates, there are approximately 3.2 million business enterprises in Pakistan.
Enterprises employing up to 99 persons constitute over 95% of all private enterprises in the industrial sector and
employ nearly 78% of the non-agriculture labor force. They contribute over 30% to the GDP, Rs.140 billion to exports,
and account 25% of exports of manufactured goods besides sharing 35% in manufacturing value added (Small and

Medium Enterprises Development Authority, 2012).



While studies discuss their operating dynamics, they also reveal their challenges or constraints. Some reports
specifically discuss various constraints to the business that include insufficient managerial skills (Aftab and Rahim
1986; Roomi and Hussain 1998), inability to adopt new technology or lack of technology (Hassan, Khan, and Saeed
1998; Roomi and Hussain 1998), low productivity or non-competitiveness (Bari, Cheema, and Haque 2005), lack of
finance (Roomi and Hussain 1998), adverse governmental policies (Roomi and Hussain 1998), lack of social and
physical infrastructure (Bari et al. 2005; Kemal 2000; Khan 1997; Roomi and Hussain 1998), and lack of small-large
linkages (Aftab 1991). Astrachan, Priigl, Hair, & Babin (2019) conducted a research on marketing and branding of
family business to gain a more nuanced understanding of their performance growth phenomenon, and made a
significant contribution to the family business community of this region. Earlier, research studies have been published
that investigate various facets family business marketing operations (Beck, 2016; Beck & Priigl, 2018; Binz Astrachan
& Botero, 2018; Binz Astrachan, Botero, Astrachan, & Priigl, 2018; Botero, Binz Astrachan, & Calabro, 2018; Botero,
Spitzley, Lude, & Priigl, 2019; Sageder, Mitter, & Feldbauer-Durstmiiller, 2018; Schellong, Kraiczy, Malér, & Hack,

2018).

In order to improve the SME sector, family business players must implement the market and marketing knowledge in
their real mean. While their survival largely depend on the best management practices, their failures are majorly due
to weak business management or neligent practices (Peou, 2009; McMahon & Holmes, 1991). Moreover, SMEs in
Pakistan are having less awareness on how to seize the available opportunities of the current system. Against this
background, it is interesting to focus on marketing dynamics of family businesses from a regional perspective that
might have a massive impact on the economy as a whole (Astrachan & Shanker, 2003; Poza, 2013; Shanker &
Astrachan, 1996; Weidenbaum, 1996). Therefore, we check the impact of family and non-family businesses as
moderator on market orientation, marketing capabilities and marketing practices with SME performance. Market
orientation explains the understanding about the market from the perspectives of customers, competitors, and among
other stakeholders. Marketing capabilities focus on the integrative processes designed to apply collective knowledge,
skills and resources of the firm to market-related needs of the business, enabling the business to add value to its goods
and services, adapt to market conditions, take advantage of market opportunities and meet competitive threats

(Vorhies, 1998). Marketing practices denote the level of involvement in different types of marketing by businesses.



Therefore, understanding about customers, competitors and departments integrated actions, value addition and
communicating marketing message creates the positive impact on business performance (i.e. Ghouri et al., 2011;

Jaworski and Kohli, 1993; Vorhies et al., 1999).

Recently, researchers have suggested the academic community to focus their attention on exploring the aspects of
marketing dynamics, family business, and SME business (Petru, Havlicek, & Tomaskova 2018), integrating dynamic
managerial capability perspectives (Helfat and Martin, 2015; Teece, 2007), and linking these with the different search
approaches undertaken by family and non-family firms (Mazzelli, Massis, Petruzzelli, Giudice, & Khan 2019).
Similarly, Tasavori, Zaefarian, & Eng (2018) recommended to study family and non-family owned SMEs of services
sector with different factors and test their impact on firm performance in both domestic and international markets.
Hence, this study considers markets, marketing knowledge, and marketing implementation realms to find the

differences between family and non-family businesses on SMEs performance.

Against this background, the study reveals the answer(s) to the following research questions in the context of Pakistan
SMEs e.g. i) whether family and non-family SMEs offerings matching the existing demand of customers, ii) Do family
and non-family SMEs have the capability to face other businesses ?, iii) how do family and non-family SMEs involve
in applying marketing mix concepts and whether they giving importance to marketing as they should do, and lastly
iv) is there any difference between family and non-family ownership impact on relationship of study‘s main variables.
Small business owners can help themselves to fill out the opportunities which hinder in market orientation, marketing
capabilities and marketing practices, to enhance firm performance. To study above questions, we conceptualize a
model that encompasses the market knowledge with the market orientation construct, and marketing knowledge with
marketing capability construct and implementation of market knowledge with marketing practices construct. Further,
we check the impact of three variables on SME performance with the ownership type (family or non-family) as a
moderating factor. .

The finding of this study significantly contributes to strategic decision making of family and non-family
SMEs as marketing has direct link with performance. SMEs are always striving to improve their business performance.
In this regard, our finding argue for focus on market orientation, marketing capabilities, and market practices in order

to improve SMEs performance. Furthermore, the proposed concept denotes that SMEs ought to develop effective



marketing policies in order to gain new insight necessary to explore hidden demands and create innovative value

propositions (Kim and Mauborgne, 2005), which will improve the overall performance.

This research paper is presented in five sections. Followed by introduction in Section 1, Section 2 discusses
literature and hypotheses development. Section 3 discusses methodology adopted in the study. Section 4 deliberates

on results and findings. Section 5 concludes with the limitation and future scope of the study

Literature review and hypotheses development

The resource-based view focuses on efforts to achieve a sustainable competitive advantage over time (Haedar Akib,
2003; Prahalad & Hamel, 2000; Wernerfelt, 1984) and evaluate the role of firm’s resources (Barney, 1991:1986).
Theoretical discussions around family business research built on a performance oriented perspective of family firms
(Chrisman et al., 2005; Chrisman et al., 2010). A firm’s performance is a central concept in the area of business
research because it is ultimately linked to long-term sustenance objective, which is also in the case of family and non-
family firms (Miller and Le Breton-Miller, 2006; Kohr, Corsi, Capitello & Szolnoki, 2019). For the survival and to
remain in the market, in the hyper-competitive environment, organizations should know how and where to place a
product, attract the customers and remain competitive. More importantly, to synchronize all these activities a firm
should know how to orientate the firm employees. Altinay el al. (2016) explained that, over the years, research scholars
from the marketing, highlighted the importance of market orientation. Market orientation is defined as the set of norms
and values which affect the set of behaviors and activities. It is a concept that is believed to have far reaching effects
on organizations as it influences how employees think and act (Javalgi et al., 2006). This has been the focus of
academics and practitioners for decades as a central tenet of modern marketing science (Kotler, 1984; Webster, 1988).
Cadogan et al. (2002) suggested that it can be employed more effectively and useful in the face of high degrees of
uncertainty. Employees act provides the foundations of business performance. Market orientation is the very heart of
modern marketing management and strategy (Harris, 2001; Jaworski & Kohli, 2017; Mahmoud et al., 2016; Narver
& Slater, 1990). A market-oriented firm is one, which successfully applies the marketing concept (e.g. Calisir et al.,
2016; Dada & Fogg, 2016; Kohli & Jaworski, 1990). Further, in an empirical study, Zainal et al. (2018) investigated
the effect of market orientation on the performance of the family business. Their finding reveals that market orientation
has a direct and significant effect on the performance of family business. It also reinforces the perspective that “market

information and its dissemination and organizational response to the market are dimensions of market orientation”



(Kohli & Jaworski 1990). Therefore, it can be concluded that family business need to focus on sharpening the market
orientation for improving overall business performance.

Further, extant literature argue that market orientation has a positive effective on firm performance. Qu & Ennew
(2003) and Sahi et al. (2016) also confirmed the positive relationship between market orientation and customer
satisfaction. Akimova (2000) studied the impact of market orientation on competitiveness of the business and Jaworski
& Kohli (2017) found the market orientation as the source of competitive advantage. Narver & Slater (1990), the
pioneers of market orientation study, used the sample of 140 business units in the forests products division (non-
commodity and commodity businesses) of a major US corporation; they found that the market orientation was
positively linked with business profitability. They further added that business increases its market orientation will
improve its market performance (e.g. Dutta et al., 2016: Narver & Slater, 1990). Market orientation helps to retain
customers, which is the vital point to gain firm performance. Musa, Ramli, & Hasan (2019) conducted an empirical
study to examine the effect of market orientation on family business performance in the manufacturing sector. They
found that market orientation has a direct and significant influence on family business performance. Thus, it can be
stated that it is the process of gathering information, dissemination of information to all members or employees to
encourage mutual commitment in each organizational units, as well as respond to changes due to customer
expectations. In the similar lines, Raju et al., (2011) proved that business performance is consequence of market
orientation. Zachary, McKenny, Short, and Payne (2011) posited that large U.S. firms that customer responsiveness
has a positive performance impact in family as well as in non-family family businesses. Gonzalez-Cruz and Cruz-Ros
(2016) explained that performance advantages of family businesses are tied to their closely held nature where both
ownership and control are often embodied in the same individual or family. On the other hand, non-family businesses
usually driven by diverse knowledge about market with de-centralized culture (i.e. Martin, McKelvie and Lumpkin,
2016; Thrassou, Vrontis and Bresciani, 2018). Therefore, we extend the concept to the family or non-family businesses
and argue that market orientation is the key factor of performance for family and non-family businesses. Thus, we
posit that.

Hypothesis 1: Market orientation is significant predictor of family and non-family SMEs performance.

Firm resources have specific characteristics that can be the source of sustained competitive advantage (Barney 1991).

This resource-based view of firm is important in evaluating different perspective of firm (Montgomery 1994). Studies



recognize firm resources as capabilities, which are core factor of firm expansion (Rumelt, 1982; Hoskisson and Hitt
1990; Chatterjee and Wernerfelt 1991). Moreover, there has been considerable interest in the management literature
focusing on developing the core competencies in order to enhance corporate competitiveness and performance (e.g
Momaya & Momaya, 2016; Wernerfelt, 1984). The concept of capability development and its impact on performance
has been the focus within the marketing field (Vorhies, 1998). Number of research studies claim that lack of marketing
capacity is an obstacle to firm performance (Clark 2009; Evans and Ilbery 1993; llbery 1991; Northcote and Alonso
2011; Phelan and Sharpley 2011). Marketing capability has a scope in both the external and internal fields of
management (e.g. Qureshi et al., 2017; Qureshi, 2009; Xu et al., 2018). Capabilities are dynamic when they enable
the firm to implement new strategies to reflect changing market conditions by combining and transforming available
resources in new and different ways (Teece et al., 1997). They should be rare because competitors must find them
difficult to emulate; they are complex because they are explained by a humber of linked factors to create a superior
customer value. Moreover, they are tacit because they are inextricably embedded in organizational experience and
practice (e.g. Johnson & Scholes, 1999; Martin, & Javalgi, 2016).

Nevertheless, marketing capabilities is linked to marketing process that consists of analyzing market opportunities,
formulating clear marketing objectives, and developing a marketing strategy that should be implemented and
controlled (Kotler, 2004). It is defined “as a set of complex resources and skills in the marketing field that are the
result of a process of knowledge accumulation and its integration with values and norms developed through
organizational processes from all over the firm” (Tuominen et al., 1997; Pérez-Cabafiero, Gonzalez-Cruz, & Cruz-
Ros 2012). According to Day (1994) marketing capability is the complex bundles of skills and collective learning,
exercised through organizational processes that ensure coordination of functional activities. It is also an integrative
processes by which knowledge based resources and tangible resources come together to create valuable outputs
(Vorhies & Harker, 2000). It is developed via learning processes when the firm’s employees repeatedly apply their
knowledge to solving the firm’s marketing problems (e.g. Moorman & Day, 2016; Vorhies & Harker, 2000).
Furthermore, role of marketing capabilities in order to gain competitive advantages is widely accepted (De Sarbo et
al., 2007). Prior research proves that it has its own impact on performance; but, widely dependent on firm’s own
characteristics (Song, Nason, & Di Benedetto, 2008). In the context of SMEs, a positive correlation between marketing
capabilities and firm performance is reported by Conant et al. (1993); likewise, McGee and Peterson (2000) also report

a positive relation between marketing capabilities and financial performance. Pérez-Cabafiero, et al. (2012) examine



the impact of marketing capabilities on firm performance in the context of family-run small and medium-sized
enterprises (SMEs). Findings argue the relevance of marketing capabilities to planning and their relation to
performance.

Moreover, general strategic management and marketing research suggest that firm capabilities in a number of
functional areas lead to positive performance (Hunt & Morgan, 1996). Higher levels of marketing capabilities are
expected to impact both the financial and non-financial outcomes. (Martin et al., 2017; Murray et al., 2011; Narver&
Slater, 1990; Jaworski & Kohli, 1993). Weerawardena (2003) concluded that that marketing capabilities influence
both the innovation intensity and sustained competitive advantage of the firms. The work establishes the positive
correlation between marketing capabilities and firm performance of small and medium enterprises. Day (1994) stated
that marketing capabilities facilitates the relationship with customers, anticipate the changes in customer taste/
preferences, respond to those changes, enable firms to compete at any level, and managing durable relationships with
customers, and channel members. Gu et al. (2008) pointed out that marketing-related capabilities’ effect on various
performance indicators such as market performance. Pérez-Cabafiero, et al. (2012) investigated the impact of
marketing capabilities on the financial and non-financial performance of family SMEs operating in the manufacturing
industry. With this background, we posit:

Hypothesis 2: Marketing capabilities is significant predictor of family and non-family SMEs performance.

Marketing education is essential for business people, that enhances the understanding of marketing concepts which
lead business success (Gunay, 2001; Rosli et al., 2018). Still many organizations imply the strategy of mass marketing.
But today's customer is demanding customer with a clarity on what they want; not what businesses offer. Mass
marketing is a strategy of the past and one need to respond to consumer differences with differentiation and
segmentation strategies (Jamal, 2003). Over the past three decades, marketing scholars have proposed rationale to
achieve better business performance (Coviello et al., 2006). Researchers posit that there is an existence of strong
linkage between transactional marketing and business performance (Baker, 2014; Buzzell, 1999); this argument is
constructed on strong empirical evidence of ways to construct a well-designed, coherent and fully integrated marketing
strategy, leading to better performance (Abu Farha and Elbanna, 2018)

Marketing practice(s) appears important for critical marketing studies (Brownlie et al., 2007). They refer to the act of

performing marketing activities e.g. advertising, public relation. Hoffman (2005) explained that they are the lifeblood



of any organization. On the basis of the effectiveness of these practices businesses generate more revenue and can get
competitive advantage. Review of literature (Blomback and Botero 2013; Kotler and Armstrong 2010) reveal that the
marketing practices adopted by a business influence the performance of that business. The commonly adopted
marketing practices by family SMEs include those that have a product-centricity (Pérez-Cabafiero et al. 2012),
consumer orientation (Binz, Hair, Torsten, Pieper and Baldauf 2013; Ntanos and Ntanos 2015; Terzidis and Samanta
2011), brand management practices (Tatoglu, Sahadev, & Demirbag, 2018), sustain competitive advantage (Affran,
Dza, & Buckman, 2019), market segmentation, market orientation, and brand equity (Sheth, 2011)

Generally, small firms do not have complete resources for marketing and spend modestly on marketing
expenditure and utilize a few marking techniques (Stokes 1995). Evidence suggests that their owners/managers rarely
rely on formal training to improve marketing quality (Hankinson 1991). Generally, the marketing practices of small
firms are informal, intuitive and focused on selling only (Mc Cartan-Quinn and Carson 2003). The use of standard
marketing practice is rarely found in small firms (Stokes 1995). Hence, the high failure rate of small firms is attributed
to ineffective marketing (Mc Cartan-Quinn and Carson 2003).

Concisely, Pakistan small firms are not giving importance to marketing as it should be (Ghouri et al., 2011a; Ghouri
et al., 2011b). Some firm' owners think that it is an expense with the lower rate of return (Ghouri et al., 2011a). But
the fact line which (Kotler & Levy, 1969) posit almost 49 years ago that “no organization can avoid marketing; the
choice is on decision makers that whether to do it well or poorly”. Pakistan has a major problem in literacy so why
these problems arise regarding some basics of business (Ghouri et al., 2011a). Hankinson (2000) mentioned education
and skills are two of the major factors in organization success.

Family and non-family businesses are increasingly shown to be distinct in their marketing-related resources, decisions,
and actions pertaining to innovation (Covin et al., 2016). Orth and Green (2009) conducted the study on grocery stores
and demonstrated that consumers evaluate family businesses as more trustworthy, with better service, but less
favorable in terms of selection and price/ value. Miller, Le Breton-Miller and Scholnick (2008) exhibited the difference
between the new product development between family and non-family businesses. They added that family businesses
doing better in relationships with clients, than non-family businesses. The small-scale crop farmers struggling because
of little knowledge of markets, particularly the marketing mix (4P’s) (e.g. Datta et al, 2017; Mburu & Massimo, 2005).
As Becker & Murphy (1993) developed the model and treated advertising as a complementary good, and proved that

consumers may simply derive more utility from consuming a more advertised good. Effective marketing should be



backed by an efficient infrastructure (e.g. Dadzie et al., 2017; Welsh & Llanes, 1996). People often purchase, just
meat, but what they will be purchasing is attractively packaged, easy to prepare, nutritious, generally low in fat,
environmentally natural, "feel-good meals" (Welsh & Llanes, 1996). Furthermore, multiple approaches of market
planning and practices are used at different phases of the company’s life (Abratt & Higgs, 1994). But, things are not
working as mentioned for small medium enterprises of Pakistan. One of the reasons is “Most companies have not
achieved marketing maturity”. It’s a fast changing marketing world, customer has crossed boundaries and it’s possible
to make purchase in Africa from Asia, and take delivery as soon as possible. They can do shopping at park from their
cell phone. It appears that the market will become more specialized than in the past due to more consumer influence
and increasing expectations, and a highly segmented market (e.g. Kumar & Reinartz, 2018; Welsh & Llanes, 1996).
With this background, it is assumed that marketing practice is having its own impact on the firm performance. Hence,
we propose the following hypothesis.

Hypothesis 3: Marketing practices is significant predictor of family and non-family SMEs performance.

Firm ownership as Moderator

Ownership of the firm has its own role in the growth of a firm. Family business strategies are explored in the extant
literature and shown the different views as like non-family business. Chrisman, Chua and Sharma (2005) marked
difference between family and non-family businesses in today’s global and dynamic market family firms compete
with unique resources, making them different. Specifically, Tokarczyk et al. (2007) concluded the impact of family
business on market orientation. In the similar lines, Zachary et al. (2011) validated market orientation measured and
explored how market orientation relates to family businesses and how these relationships differ from non-family
businesses. Sirmon & Hitt, (2003) indicated that family business firms must evaluate, acquire, and shed resources
effectively. Several studies explore the firm ownership and their impact on business strategy (Baum, 1998; Gersick,
1997; Getz, Carlsen, & Morrison, 2004; Getz & Carlsen, 2005; Wanhill, 1997; Ward, 2016). Likewise, empirical
research is attempted to determine how family involvement influences firm performance (Dekker, et al. 2015; Dyer,
2006; Miller, et al., 2007; Pindado & Requejo, 2015; Ward, 2016). Further, Teal et al., (2003) argued that younger
non-family firms follow a first to market timing strategy, family firms follow an above market pricing strategy as they
age, and family firms are more likely to allocate a greater percentage of their marketing budget to mass advertising.

Covin et al. (2016) posited the differences in family and non-family firms in their marketing-related resources,



decisions, and actions pertaining to innovation. Orth and Green (2009) concluded that consumers evaluate family
businesses better than non-family businesses in terms of service, frontline employee benevolence, and problem-
solving orientation, and worse in terms of selection and price/value. Miller & Rice (1967) suggested that family
involvement in the business is what makes the family business different. Family involvement even sometimes by the
spouse and children of owner or CEO influences the firm strategy (Chua et al., 1999; Powell & Eddleston, 2017).
Previous studies in the family business research field proposed that governance structures affect firm performance
differently than in non-family businesses (Chrisman et al. 2005). Hence, we propose that there are differences between
family ownership and non-family ownership firms, which ultimately influence the firm performance.

Hence, it is appropriate to explore the moderating role of ownership on market orientation, marketing capabilities,
marketing practices and firm performance, as we predict that ownership plays a crucial role in setting the firm’s

marketing behaviors.

Hypothesis 4: Ownership of the firm moderates the relationship between market orientation [H4a], marketing

capabilities [H4b] and marketing practices [H4c], and SMEs performance.
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FIGURE 1. CONCEPTUAL FRAMEWORK

METHODOLOGY

The research design used in this study is a field survey with cross-sectional (Hair, et al. 2011) approach with random
sampling technique. The small medium enterprises of service sector of Karachi, Lahore and Faisalabad targeted
population of the study. Karachi, Lahore, and Faisalabad considered as hub of SMEs and 25 percent of SMEs (any
firm which has less than 300 million sales volume) in the Pakistan are in mentioned areas (i.e. International Labour
Organization, 2016; Khurrum et al., 2008). 114 responses were collected from Karachi (47.5%), 61 from Lahore
(25.42%), and 55 (22.92%) from Faisalabad. Due to less reliable information about the service sector statistics, it is
assumed that service sector SMEs are more than 100,000, so according to Yamane (1967) and Hair et al. (2003) on
+5%, precision levels where confidence level is 95% and P=.5., sample size would be 400. The questionnaires were
issued to CEOs/Directors/Marketing managers. 267 SMEs responses were received and out of that, 240 responses
found valid for path analysis. We adopted SmartPLS 2.0 for data analysis.

The study was aimed to test the impact of three constructs on SMEs performance. Marketing orientation’s
fourteen (14) items were employed from Narver & Slater (1990), marketing capabilities’ twenty three (23) items were
adopted from the study of Vorhies & Harker, (2000), marketing practice variables’ twenty (20) items were from the
study of Ghouri et al. (2011a), and. Five (5) items of firm performance derived from two studies: Vorhies & Harker,
(2000) and Vorhies, (1998). The details of items are in appendix. Additionally, this study also tested the moderating

effect of ownership type on all three constructs and SMEs performance.



RESULTS AND INTERPRETATION

Table 1 indicates the results of reflective scale constructs (market orientation, marketing capabilities and marketing
practices) items’ cross loadings, average variance extracted (AVE), composite reliability (CR) and formative scale
construct (SMEs performance) t statistics. As per Hair et al. (2011), nine items of marketing orientation, ten items of
market capabilities, five items of marketing practices and two items of SMEs performance removed due to < .07 factor
loading for reflective scales and > 1.96 t-value for formative scale. Further, all constructs had average variance
extracted (AVE) higher than 0.5, and composite reliability (CR) higher than 0.7, which indicates commonly acceptable
convergent validity of measurements (Bagozzi & Yi, 1988) of reflective scales. SMEs performance construct
significance value verified by t-test as mentioned above (Fornell & Larcker, 1981). In the end, the root square of the
construct AVEs (MSV) found higher than its correlation coefficients with others (Chin, 1998).

Table 1. Average variance extracted (AVE), composite reliability (CR), and cross loadings of construct
measurement

Market Marketing | Marketing
Construct Items Orientation | Capabilities | Practices AVE CR
O_Cu_o1 0.8458 0.3416 0.2015 0.6477 0.9017
O_Cu_02 0.8065 0.4142 0.2913
0O_Cu_os3 0.8525 0.3177 0.3068
O_Cu_04 0.7729 0.2441 0.2245
O_CU_06 0.7408 0.122 0.3594
C_CO_McC1 0.2441 0.7729 0.2245 0.6176 0.9545
C_MM_MC1 0.122 0.7408 0.359%4
C_MM_MC3 0.5176 0.7779 0.2234
C_MR_MC1 0.2644 0.785 0.1278
C_MR_MC2 0.2467 0.8933 0.5132




C_PD_MC2 0.2467 0.7023 0.0543
C_PD_MC3 0.4389 0.8134 0.1107
C_PD_MC4 0.3679 0. 9189 0.0267
C_P_McC1 0.3546 0.7204 0.0684
C_P_MC2 0.3679 0.7335 0.0306
C_P_MC3 0.3790 0.7693 0.2117
C_RE_MC3 0.4378 0.8268 0.0611
C_RE_MC4 0.3175 0.8227 0.2355
P_AD_MP2 0.3845 0.2548 0.9308 0.7413 0.9372
P_AD_MP3 0.2903 0.1598 0.8581
P_AD_MP4 0.2078 0.0874 0.7882
P_DM_MP2 0.2094 0.4833 0.8623
P_DM_MP3 0.2443 0.1211 0.7298
P_DM_MP4 0.2193 0.0733 0.8221
P_PR_MP2 0.3639 0.2455 0.7271
P_PR_MP3 0.3803 0.5982 0.9146
P_PR_MP4 0.2268 0.0189 0.7923
P P_MP2 0.0638 0.0284 0.9102
P P_MP3 0.3729 0.3891 0.8264
P P MP4 0.2778 0.0994 0.8291
P_SP_MP2 0.2875 0.2518 0.8027
P_SP_MP3 0.2539 0.1459 0.8659




P_SP_MP4 0.3921 0.0822 0.7137

PER_OME_P 0.2621 0.2992 0.2117 0.6216 0.8259
PER_MSG_P 0.2972 0.2338 0.6350 0.8397

PER_ROS P 0.2946 0.2869 0.2962 0.8913

PER_ROI_P 0.4695 05718 0.4961 0.8503

Path analysis results are shown in Table 2. The results indicate the marketing orientation explained SMEs performance
by .307, marketing capabilities explained SMEs performance by .215 and marketing practices explained SMEs
performance by .532. All mentioned results are significant t >1.96. These results support the hypotheses 1, 2 and 3.
The interaction effects of H4a, H4b and H4c are created by standardizing indicator values before
multiplication given this “allows an easier interpretation of the resulting regression beta for the predictor variable”
(Chin, Marcolin, & Newsted, 2003). As per figure 1, moderating effect of ownership type on the link from marketing
capability (ownership type*marketing capabilities) to SMEs performance is significant with the magnitude of .161

with t-value of 2.988, thus H4b is supported.

Market
Orientation

Marketing
Capabilities

R?= 6390

Hdc = 092
H4b= _161%

Marketing
Practices

Ownership Ownership Owmership
Type * Type * Type *
Market Marketing Marketing

Orientation Capabilities Practices

Figure 2. Structural results for hypotheses testing, R? values, and fit indices



Table 2: Measurement model results:

Effect Cohen 2 B Mean t-stats
MO -> SP 211 307 311 3.554
MC -> SP 214 215 235 2.161
MP -> SP .594 532 551 6.595
OT -> SP 102 -.169 -.152 2.485

MO*QT -> SP .202 .006 .007 0.023
MC*QOT -> SP .000 161 .281 2.988
MP*QOT -> SP .001 .092 .094 0.074

Note: n = 240; saturated model SRMR = 0.0597, dULS = 1.001 < HI99 = 1.453; Estimated model SRMR = 0.0643,

dULS = 1.258 < HI99 = 1.729
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Figure 3. Two-way interaction effects for standardized variables: ownership type * market capabilities ->
SMEs performance.

Low Bus = Non-Family Business, High Bus = Family Business.

Discussion
The three study constructs add a new perspective in the Pakistan environment, as this research provides an idea that
market orientation, marketing capabilities and marketing practices can jointly improve the firm performance by
effective use of market information trends or opportunities regarding customers and competitors and transform the
information of market to apply marketing practices and build capabilities. SMEs undertaking right steps in perspective
to enhance marketing effectiveness, market share growth, sales growth, return on investment, and return on sales. As

per the answer to the main theme of the study, family businesses not efficiently working while adopting the marketing

capabilities as compare to non-family businesses. The reasons for lacking could be many. First, Ward (2016) argued



that family owned businesses never make the decision needed to ensure the vitality of their companies in an ever-
changing, ever more complex world and they prefer the comfort of past visions, the safety of old routines. Second,
Dunn (1995) and Sirmon & Hitt (2003) suggested that ‘familiness’ of family businesses takes precedence over other
goals. Third, family businesses have often suffered attracting and retaining qualified human resource due to exclusive
succession, limited potential for professional growth, and lack of perceived professionalism (Collin, 1994). Further,
Davis (1993) and Chua et al. (1999) explained that family businesses are struggling to dominant condition to continue
shaping and pursuing the vision due to inability of one generation to allow the next generation room to grow and
develop. Also, a term “rubber fence” of family businesses was introduced by Davis (1993) which explains that family
business may become so intense. So that there is little energy left to focus out into the environment, to rebuild
structures, to reset goals, and to reorganize to meet the business’s changing needs which refers.

Conclusion

Based on a conceptual model, this study makes an empirical connection between market orientation, marketing
capabilities and marketing practices in terms of SMEs performance. In the second stage of the proposed model, it is
found that ownership type positively moderates the effect of marketing capabilities on SMEs performance. The
research provides significance inputs to the entrepreneurship literature in both theoretical and managerial perspectives.
Theoretical implications

This research extended the marketing capabilities literature by depicting that marketing capabilities incorporated with
non-family business performing better than family businesses. It suggests that the non-family businesses anticipate
market changes and unmet needs, which is consistent with the findings of Day (2011). As per Arregle et al. (2007),
due to more reliance on family social capital by family businesses, therefore, we argue that non-family businesses are
open to adopt new ideas and personnel into decision making. This inclusion allow non-family businesses to think
according to the current environment on merit. The findings also validate the Riordan and Riordan (1993) argument
that owners of small family businesses used the business to achieve family goals.

Managerial Implications

The research offers some practical implications. For family businesses managers, they may find the way to extract the
vital and related information related to the markets. This information should enable them to generate resources, which
can deliver the persistent or effective marketing efforts as long-term investment. This would lead them to develop the

value offering to consumer. They could hire outside family talent to yield the benefit. On the other hand, they can



recommend modern education to their successor(s). As a result, family businesses grow by involving the outside
talent and out of the box marketing due to the exposure. As a result, there would be triggers to change the old values
and hieratical system with new requirement of 21st century businesses. Technological adaptation or extending the
businesses may also be the steps which family businesses lacking.

Limitations and Future Directions

The research of this type has some limitations. First the study is restricted to the particular geography. Second, the
respondents may have some kind of associated bias, due to lack of in-depth understanding on the overall questionnaire
objective and contents. Third, it has very limited size of the sampling and with the strict selection criteria, which can
be treated differently in other areas. The study of this scope can be extended to future directions. A longitudinal study
is recommended for studying the effects of marketing practices, marketing capabilities and market orientation. Data
of different intervals of time may offer more insights to the SMEs performance and it can add perspective to SME
sustainability and profitability. Data collection may broaden to all over the four states of Pakistan. Market orientation
can employ as mediating variable with two independent and dependent variables. As market orientation is the
extension of market information and it impacts formulating marketing practices and marketing capabilities. Hence, it
is interesting to explore the consequences of marketing practices and marketing capabilities on firm performance under

the new variable effect.

Appendix

Descriptions of Items

(O_CU_01) We have strong commitment to our customers.

(O_CU_02) We look for ways to create value in our products.

(O_CU_03) We closely monitor and assess our level of commitment in serving customers’ need.
(O_CU_04) Our business objectives are driven by customer satisfaction.

(O_CU_06) We pay close attention to after sale service.

(C_CO_MC1) Advertising is a vital component of our promotional program.

(C_MM_MC1) Our abilities to segment and target market help us compete.

(C_MM_MC3) Our marketing management skills give us a competitive edge.

(C_MR_MC1) Our market research ability help us find more new customers then do our competitors.

(C_MR_MC2) Market research skills help us develop effective marketing program.



(C_PD_MC2) Our product/ service development often falls short of its goals.

(C_PD_MC3) Our product/ service development gives us an edge in the market.
(C_PD_MC4) Our product/ service development efforts are more responsive to customer needs than those of our
competition.

(C_P_MC1) Our pricing approach is more effective than our competitor’s.

(C_P_MC2) Our prices are more competitive than our competition’s price.

(C_P_MC3) Our product/ service development gives us an edge in the market.

(C_RE_MC3) We work more closely with distributors and retailers than do our competitors.
(C_RE_MC4) Our distribution programs are vital for marketing program success.
(P_AD_MP2) One of our focuses in marketing planning is advertising

(P_AD_MP3) When dealing with business related market(s), our focus is on advertising.
(P_AD_MP4) Major lacking in marketing practice by our company isn’t advertising.
(P_DM_MP2) One of our focuses in marketing planning is direct marketing.

(P_DM_MP3) When dealing with business related market(s), our focus is on direct marketing.
(P_DM_MP4) Major lacking in marketing practice by our company isn’t direct marketing.
(P_PR_MP2 One of our focuses in marketing planning is public relations.

(P_PR_MP3) When dealing with business related market(s), our focus is on public relations.
(P_PR_MP4) Major lacking in marketing practice by our company isn’t public relations.
(P_P_MP2) One of our focuses in marketing planning is pricing.

(P_P_MP3) When dealing with business related market(s), our focus is on pricing.
(P_P_MP4) Major lacking in marketing practice by our company isn’t pricing.

(P_SP_MP2) One of our focuses in marketing planning is sales promotions.

(P_SP_MP3) When dealing with business related market(s), our focus is on sales promotions.
(P_SP_MP4) Major lacking in marketing practice by our company isn’t sales promotions.
(PER_OME_P) Overall marketing effectiveness.

(PER_MSG_P) Market share growth.

(PER_ROS_P) Return on sales.

(PER_ROI_P) Return on investment.



References

Abratt, R. and Higgs, N. (1994). Marketing planning practices of South African companies. Marketing
Intelligence & Planning, 12(2): 26-31.

Abu Farha, A., & Elbanna, S. (2018). Do different marketing practices pre-suppose different frames of
reference? An exploratory study. Journal of Business & Industrial Marketing, 33(3), 337-352.

Acquaah, M. (2013). Management control systems, business strategy and performance: A comparative
analysis of family and non-family businesses in a transition economy in sub-Saharan
Africa. Journal of Family Business Strategy, 4(2): 131-146.

Adams, J. S., Taschian, A., & Shore, T. H. (1996). Ethics in family and non-family owned firms: an
exploratory study. Family Business Review, 9(2): 157-170.

Affran, S., Dza, M., & Buckman, J. (2019). Empirical conceptualization of Customer loyalty on relationship
marketing and sustained competitive advantage. Journal of Research in Marketing, 10(2), 798-806.

Aftab, K. (1991). Rural Industrialization in Pakistan: Implications for Human Resource Development.
In PMI-ILO workshop, Islamabad.

Aftab, K., & Rahim, E. (1986). The emergence of a small-scale engineering sector: The case of tubewell
production in the Pakistan Punjab. The Journal of Development Studies, 23(1), 60-76.

Akib, H. (2003). Spread the wilderness of knowledge management. Management and Businessman.

Akimova, 1. (2000). Development of market orientation and competitiveness of Ukrainian firms. European
Journal of Marketing, 34(9/10): 1128-1148.

Alam, M. M. (2010). Effect of market orientation on small business performance in small town in Malaysia:
An empirical study on Malaysian small firm. Management and Marketing Journal, 8(1): 91-104.

Altinay, L., Madanoglu, M., De Vita, G., Arasli, H. and Ekinci, Y. (2016). The interface between
organizational learning capability, entrepreneurial orientation, and SME growth. Journal of Small
Business Management, 54(3): 871-891.

Arregle, J. L., Hitt, M. A,, Sirmon, D. G., & Very, P. (2007). The development of organizational social
capital: Attributes of family firms. Journal of management studies, 44(1), 73-95.

Astrachan, C. B., Botero, I., Astrachan, J. H., & Prigl, R. (2018). Branding the family firm: A review,
integrative framework proposal, and research agenda. Journal of Family Business Strategy, 9(1),
3-15.

Astrachan, C. B., Prugl, R., Hair Jr, J. F., & Babin, B. J. (2019). Marketing and branding in family business:
Assessing the landscape and charting a path forward. Journal of Family Business Strategy, 10(1),
3-7.

Astrachan, J. H., & Shanker, M. C. (2003). Family businesses’ contribution to the US economy: A closer
look. Family business review, 16(3), 211-2109.

Bacon, D. R. (2017). Reuvisiting the Relationship between Marketing Education and Marketing Career
Success. Journal of Marketing Education, 39(2): 109-123.



Bagozzi, R. P. and Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy
of Marketing Science, 16(1): 74-94.

Baker, M. J. (2014). Marketing strategy and management. Macmillan International Higher Education.

Bari, F., & Cheema, A. (2005). SME Development in Pakistan Analyzing the Constraints to Growth. Asian
Development Bank. http://hdl.handle.net/11540/6244.

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of management, 17(1), 99-
120.

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of management, 17(1), 99-
120.

Barney, J. B. (1986). Organizational culture: can it be a source of sustained competitive
advantage?. Academy of management review, 11(3), 656-665.

Bau', M., Chirico, F., Hoskisson, R. E., & Pathak, S. M. (2016). Portfolio restructuring in family and non-
family-controlled firms. Academy of Management Proceedings, 2016(1): 12016.

Baum, T. (1998). Tourism marketing and the small island environment: Cases from the periphery. In E.
Laws, B. Faulkner and G. Moscardo. (ed). Embracing and Managing Change in Tourism:
International Case Studies, 116-137. London: Routledge.

Beck, S. (2016). Brand management research in family firms: A structured review and suggestions for
further research. Journal of Family Business Management, 6(3), 225-250.

Beck, S., & Prigl, R. (2018). Family firm reputation and humanization: Consumers and the trust advantage
of family firms under different conditions of brand familiarity. Family Business Review, 31(4),
460-482.

Becker, G. S. and Murphy, K. M. (1993). A simple theory of advertising as a good or bad. Quarterly
Journal of Economics, 108(4): 941-964.

Beehr, T. A., Drexler Jr, J. A., & Faulkner, S. (1997). Working in small family businesses: empirical
comparisons to non-family businesses. Journal of Organizational Behavior: The International
Journal of Industrial, Occupational and Organizational Psychology and Behavior, 18(3): 297-312.

Binz Astrachan, C., & Botero, I. C. (2018). “We are a family firm” an exploration of the motives for
communicating the family business brand. Journal of Family Business Management, 8(1), 2-21.

Binz, C., Hair Jr, J. F., Pieper, T. M., & Baldauf, A. (2013). Exploring the effect of distinct family firm
reputation on consumers’ preferences. Journal of Family Business Strategy, 4(1), 3-11.

Binz, C., Hair Jr, J. F., Pieper, T. M., & Baldauf, A. (2013). Exploring the effect of distinct family firm
reputation on consumers’ preferences. Journal of Family Business Strategy, 4(1), 3-11.

Blomback, A., & Botero, I. (2013). Reputational capital in family firms: Understanding uniqueness from
the stakeholder point of view.

Bogatyreva, K., Beliaeva, T., Shirokova, G. and Puffer, S. M. (2017). As different as Chalk and Cheese?
The relationship between entrepreneurial orientation and SMEs’ Growth: Evidence from Russia
and Finland. Journal of East-West Business, 1-30.

Botero, I. C., Astrachan, C. B., & Calabro, A. (2018). A receiver’s approach to family business brands:
Exploring individual associations with the term “family firm”. Journal of Family Business
Management, 8(2), 94-112.



Botero, I. C., Spitzley, D., Lude, M., & Priigl, R. (2019). Exploring the role of family firm identity and
market focus on the heterogeneity of family business branding strategies. In The Palgrave
handbook of heterogeneity among family firms(pp. 909-932). Palgrave Macmillan, Cham.

Brownlie, D., Hewer, P., & Ferguson, P. (2007). Theory into practice: meditations on cultures of
accountability and interdisciplinarity in  marketing research. Journal of Marketing
Management, 23(5-6), 395-409.

Buzzell, R. D. (1999). Market functions and market evolution. Journal of marketing, 63(4_suppll), 61-63.

Cadogan, J. W., Hooley, G. J., Douglas, S. P., Matear, S. and Greenley, G. (2002). Measuring marketing
capabilities: a cross-national study. In EMAC/ANZMAC joint Conference, 2002, Perth, Australia.

Calisir, F., Gumussoy, C. A., Basak, E. and Gurel, G. (2016). Effect of organizational learning,
transformational leadership, and market orientation on firm performance. International Journal of
Innovation and Technology Management, 13(3): 17500401-175004032.

Carney, M., Van Essen, M., Gedajlovic, E. R., & Heugens, P. P. (2015). What do we know about Private
Family Firms? A Meta—Analytical Review. Entrepreneurship Theory and Practice, 39(3), 513-
544.

Chatterjee, S., & Wernerfelt, B. (1991). The link between resources and type of diversification: Theory and
evidence. Strategic management journal, 12(1), 33-48.

Chin, W.W. (1998). The partial least squares approach to structural equation modeling. In G. A.
Marcoulides. (ed), Modern methods for business research, 295-336. Mahwah, NJ: Lawrence
Erlbaum Associates.

Chin, W. W., Marcolin, B. L. and Newsted, P. R. (2003). A partial least squares latent variable modeling
approach for measuring interaction effects: Results from a Monte Carlo simulation study and an
electronic-mail emotion/adoption study. Information Systems Research, 14(2): 189-217.

Chrisman, J. J., Chua, J. H., & Sharma, P. (2005). Trends and directions in the development of a strategic
management theory of the family firm. Entrepreneurship theory and practice, 29(5), 555-575.

Chrisman, J. J., Chua, J. H., & Litz, R. A. (2004). Comparing the agency costs of family and non-family
firms: Conceptual issues and exploratory evidence. Entrepreneurship Theory and Practice, 28(4):
335-354.

Chrisman, J. J., Kellermanns, F. W., Chan, K. C., & Liano, K. (2010). Intellectual foundations of current
research in family business: An identification and review of 25 influential articles. Family Business
Review, 23(1), 9-26.

Chua, J. H., Chrisman, J. J. and Sharma, P. (1999). Defining the family business by
behavior. Entrepreneurship: Theory and Practice, 23(4): 19-39.

Clark, J. (2009). Entrepreneurship and diversification on English farms: Identifying business enterprise
characteristics and change processes. Entrepreneurship and Regional Development, 21(2), 213-
236.

Conant, J. S., Smart, D. T., & Solano-Mendez, R. (1993). Generic retailing types, distinctive marketing
competencies, and competitive advantage. Journal of retailing, 69(3), 254-279.

Coviello, N., Winklhofer, H., & Hamilton, K. (2006). Marketing practices and performance of small service
firms: an examination in the tourism accommodation sector. Journal of Service Research, 9(1), 38-
58.



Covin, J. G, Eggers, F., Kraus, S., Cheng, C. F., & Chang, M. L. (2016). Marketing-related resources and
radical innovativeness in family and non-family firms: A configurational approach. Journal of
Business Research, 69(12), 5620-5627.

Covin, T. J. (1994). Profiling preferences for employment in family-owned firms. Family Business Review,
7(3): 287-296.

Dada, O. and Fogg, H. (2016). Organizational learning, entrepreneurial orientation, and the role of
university engagement in SMEs. International Small Business Journal, 34(1): 86-104.

Dadzie, K. Q., Amponsah, D. K., Dadzie, C. A. and Winston, E. M. (2017). How Firms Implement
Marketing Strategies in Emerging Markets: An Empirical Assessment of The 4A Marketing Mix
Framework. Journal of Marketing Theory and Practice, 25(3): 234-256.

Datta, H., Ailawadi, K. L. and van Heerde, H. J. (2017). How well does consumer-based brand equity align
with sales-based brand equity and marketing-mix response? Journal of Marketing, 81(3): 1-20.

Davis, P. (1983). Realizing the potential of the family business. Organizational Dynamics, 12(1): 47-56.
Day, G. S. (2011). Closing the marketing capabilities gap. Journal of marketing, 75(4), 183-195.
Day, G. S. (1994). The capabilities of market-driven organizations. Journal of Marketing, 58(4): 37-52.

Dekker, J., Lybaert, N., Steijvers, T. and Depaire, B. (2015). The effect of family business
professionalization as a multidimensional construct on firm performance. Journal of Small
Business Management, 53(2): 516-538.

DeSarbo, W. S., Di Benedetto, C. A., & Song, M. (2007). A heterogeneous resource based view for
exploring relationships between firm performance and capabilities. Journal of modelling in
management, 2(2), 103-130.

Dutta, D. K., Gupta, V. K., & Chen, X. (2016). A tale of three strategic orientations: A moderated-mediation
framework of the impact of entrepreneurial orientation, market orientation, and learning orientation
on firm performance. Journal of Enterprising Culture, 24(3): 313-348.

Dunn, B. (1995). Success themes in Scottish family enterprises: Philosophies and practice through the
generations. Family Business Review, 8(1): 17-28.

Dyer, W.G. Jr. (2006). Examining the “family effect” on firm performance. Family Business Review, 19(4):
253-273.

Evans, N. J., & Llbery, B. W. (1993). The pluriactivity, part-time farming, and farm diversification
debate. Environment and Planning A, 25(7), 945-959.

Fornell, C. and Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables
and measurement error. Journal of Marketing Research, 18(1): 39-50.

Gallucci, C., Santulli, R., & Calabro, A. (2015). Does family involvement foster or hinder firm
performance? The missing role of family-based branding strategies. Journal of Family Business
Strategy, 6(3), 155-165.

Gersick, K. F., Hampton, M. M., Landsberg, I. and Davis, J. A. (1997). Generation to generation: life cycles
of the family business. Boston: Harvard Business Review Press.

Getz, D. and Carlsen, J. (2005). Family business in tourism: State of the art. Annals of Tourism
Research, 32(1): 237-258.



Getz, D., Carlsen, J. and Morrison, A. (2004). The family business in tourism and hospitality. Wallingford,
Oxfordshire: CABI Publishing.

Ghouri, A. M., Khan, N. R. and Malik, M. A. (2011b). Marketing practices of textile business and firm's
performance: A case of Pakistan, EuroEconomica, 28(2): 99-107.

Ghouri, A. M., Khan, N. R., Malik, M. A. and Razzaq, A. (2011a). Marketing practices and their effects on
firm’s performance: Findings from small and medium sized catering and restaurants in Karachi.
International Journal of Business and Management, 6(5): 251-259.

Gonzélez-Cruz, T. F., & Cruz-Ros, S. (2016). When does family involvement produce superior
performance in SME family business?. Journal of Business Research, 69(4), 1452-1457.

Gu, F. F., Hung, K. and Tse, D. K. (2008). When does Guanxi matter? Issues of capitalization and its dark
sides. Journal of Marketing, 72(4): 12-28.

Gunay, G. N. (2001). The marketing concept. Ege Akademik Bakis, 1(1): 115-140.

Hair, J. F., Ringle, C. M. and Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing
Theory and Practice, 19(2): 139-152.

Hair, J., Babin, B., Money, A. and Samouel, P. (2003). Essential of business research methods. Chichester:
John Wiley & Sons.

Hankinson, A. (1991). Small Business: Management and Performance: Survival for Engineering Firms.
London.: Avebury.

Hankinson, A. (2000). The key factors in the profiles of small firm owner-managers that influence business
performance: The south coast small firms survey, 1997-2000. Industrial and Commercial Training,
32(3): 94-98.

Haroon, M. Z., Hag, M. A. and Najmonnisa. (2015). Impact of role model on behavioral and purchase
intentions among youngsters: Empirical evidence from Karachi, Pakistan. Journal of Management
Sciences, 2(2): 242-254.

Harris, L. C. (2001). Market orientation and performance: Objective and subjective empirical evidence
from UK companies. Journal of Management Studies, 38(1): 17-43.

Hassan, S. Z., Khan, W. M., & Saeed, K. A. (1998). Technology choice by SMEs in Pakistan. Lahore
University of Management Sciences, Small and Medium Enterprise Centre.

Hauck, J., & Prigl, R. (2015). Innovation activities during intra-family leadership succession in family
firms: An empirical study from a socioemotional wealth perspective. Journal of Family Business
Strategy, 6(2), 104-118.

Helfat, C. E., & Martin, J. A. (2015). Dynamic managerial capabilities: Review and assessment of
managerial impact on strategic change. Journal of management, 41(5), 1281-1312.

Hoffman, K. D. (2005). Advantage Books: Marketing principles and best practices (with InfoTrac)
(Advantage Series-3™ ed.). South-Western College Publisher.

Hoskisson, R. E., & Hitt, M. A. (1990). Antecedents and performance outcomes of diversification: A review
and critique of theoretical perspectives. Journal of management, 16(2), 461-509.

Hunt, S. D. and Morgan, R. M. (1995). The comparative advantage theory of competition. Journal of
Marketing, 59(2): 1-15.



llbery, B. W. (1991). Farm diversification as an adjustment strategy on the urban fringe of the West
Midlands. Journal of Rural studies, 7(3), 207-218.

International Labour Organization (2016). International labour and environmental standards application
in Pakistan’s SMEs (ILES). ILO Country Office for Pakistan. Retrieved from
https://www.ilo.org/wemsp5/groups/public/---asia/---ro-bangkok/---ilo
islamabad/documents/publication/wcms_577280.pdf

Jamal, A. (2003). Marketing in a multicultural world. European Journal of Marketing, 37(11/12): 1599-
1620.

Javalgi, R. G., Martin, C. L. and Young, R. B. (2006). Marketing research, market orientation and CRM.
Journal of Services Marketing, 20(1): 12-23.

Jaworski, B. J. and Kohli, A. K. (1993). Market orientation: Antecedents and consequences. Journal of
Marketing, 57(7): 53-70.

Jaworski, B. J., & Kohli, A. K. (1993). Market orientation: antecedents and consequences. Journal of
Marketing, 57(3): 53-70.

Jaworski, B. J., & Kohli, A. K. (2017). Conducting field-based, discovery-oriented research: Lessons from
our market orientation research experience. AMS Review, 7(1-2): 4-12.

Johnson, G. and Scholes, K. (1999). Exploring corporate strategy, Hempstead, Hemel: Prentice Hall
Europe.

Khan, B. A. (1997). Credit analysis for small and medium enterprises. Lahore: Konrad Adenauer
Foundation Working Paper Series, Lahore University of Management Sciences.

Khurrum S. Bhutta, M., Rana, A. ., & Asad, U. (2008). Owner characteristics and health of SMEs in
Pakistan. Journal of Small Business and Enterprise Development, 15(1): 130-149.

Kim, W. C., & Mauborgne, R. (2005). Blue Ocean Strategy: How to create uncontested market space and
make the competition irrelevant. Harvard Business Review Press, Boston.

Kohli, A. K. and Jaworski, B. J. (1990). Market orientation: The construct, research propositions and
managerial implications. Journal of Marketing, 54(2): 1-18.

Kohr, C. K., Corsi, A. M., Capitello, R., & Szolnoki, G. (2019). Family culture and organisational systems
as antecedents of market orientation and performance among family wineries. International
Journal of Wine Business Research.

Kotler P. (2004). Marketing management. Upper Saddle River, New Jersey: Prentice Hall Inc.

Kotler, P. (1984). Marketing management: Analysis, planning, and control. 5" ed.). Englewood Cliffs, New
Jersey: Prentice-Hall, Inc.

Kotler, P. and Levy, S. J. (1969). Broadening the concept of marketing. Journal of Marketing, 33(1): 10-
15.

Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson education.

Kraiczy, N. D., Hack, A., & Kellermanns, F. W. (2014). New product portfolio performance in family
firms. Journal of Business Research, 67(6), 1065-1073.

Kumar, V., & Reinartz, W. (2018). Customer relationship management: Concept, strategy, and tools. New
York: Springer.


https://www.ilo.org/wcmsp5/groups/public/---asia/---ro-bangkok/---ilo-islamabad/documents/publication/wcms_577280.pdf
https://www.ilo.org/wcmsp5/groups/public/---asia/---ro-bangkok/---ilo-islamabad/documents/publication/wcms_577280.pdf

Mahmoud, M. A., Blankson, C., Owusu-Frimpong, N., Nwankwo, S. and Trang, T. P. (2016). Market
orientation, learning orientation and business performance: The mediating role of
innovation. International Journal of Bank Marketing, 34(5): 623-648.

Malik, M. A., Khan, N. R., Ghouri. A. M., Khan, T. A., Saleem, F. and Fahim, S. M. (2011). Motivation
and non-monetary incentives: Empirical study on the sales force of soft drink industry. Indian
Journal of Management Sciences, 1(1): 11-15.

Martin, S. L. and Javalgi, R. R. G. (2016). Entrepreneurial orientation, marketing capabilities and
performance: the moderating role of competitive intensity on Latin American International new
ventures. Journal of Business Research, 69(6): 2040-2051.

Martin, S. L., Javalgi, R. G. and Cavusgil, E. (2017). Marketing capabilities, positional advantage, and
performance of born global firms: Contingent effect of ambidextrous innovation. International
Business Review, 26(3): 527-543.

Martin, W. L., McKelvie, A., & Lumpkin, G. T. (2016). Centralization and delegation practices in family
versus non-family SMEs: a Rasch analysis. Small Business Economics, 47(3), 755-7609.

Mazzelli, A., De Massis, A., Petruzzelli, A. M., Del Giudice, M., & Khan, Z. (2019). Behind ambidextrous
search: The microfoundations of search in family and non-family firms. Long Range Planning.

Mburu, P. T. and Massimo, S. K. (2005). A comparative study of marketing faced by small-scale crop
farmers in Botswana and Kenya. Is there a way out? Journal of Applied Sciences, 5(6): 1133-1141.

Mc Cartan-Quinn, D., & Carson, D. (2003). Issues which impact upon marketing in the small firm. Small
business economics, 21(2), 201-213.

McGee, J. E., & Peterson, M. (2000). Toward the development of measures of distinctive competencies
among small independent retailers. Journal of small business management, 38(2), 19.

McMahon, R. G. P. and Holmes, S. (1991). Small business financial management practices in North
America: A literature review. Journal of Small Business Management, 29(2): 19-29.

Miller, D., & Le Breton-Miller, 1. (2006). Family governance and firm performance: Agency, stewardship,
and capabilities. Family Business Review, 19(1), 73-87

Miller, D., Le Breton-Miller, I., & Scholnick, B. (2008). Stewardship vs. stagnation: An empirical
comparison of small family and non-family businesses. Journal of Management Studies, 45(1): 51-
78.

Miller, D., Le Breton-Miller, 1., Lester, R. H. and Cannella, A. A. Jr. (2007). Are family firms really superior
performers? Journal of Corporate Finance, 13(5): 829-858.

Miller, E. J. and Rice, A. K. (1967). Systems of organizations: The control of task and sentient boundaries.
London: Tavistock Publications.

Momaya, K. S. and Momaya, K. S. (2016). City clusters and break-out in corporate competitiveness:
Patterns and perspectives focusing on innovation capabilities and India. Competitiveness
Review, 26(4): 415-434.

Montgomery, C. A. (1994). Corporate Diversificaton. Journal of economic perspectives, 8(3), 163-178.

Moorman, C. and Day, G. S. (2016). Organizing for marketing excellence. Journal of Marketing, 80(6): 6-
35.



Morris, M. H., Williams, R. O., Allen, J. A., & Avila, R. A. (1997). Correlates of success in family business
transitions. Journal of Business Venturing, 12(5): 385-401.

Murray, J. Y., Gao, G. Y. and Kotabe, M. (2011). Market orientation and performance of export ventures:
the process through marketing capabilities and competitive advantages. Journal of the Academy of
Marketing Science, 39(2): 252-2609.

Musa, C. ., Ramli, A., & Hasan, M. (2019). How does the family capital and market orientation affect the
business performance of the family business in the manufacturing sector?. In First International
Conference on Materials Engineering and Management-Management Section (ICMEMm 2018).
Atlantis Press.

Narver, J. C. and Slater, S. F. (1990). The effect of a market orientation on business profitability. Journal
of Marketing, 54(4): 20-35.

Northcote, J., & Alonso, A. D. (2011). Factors underlying farm diversification: the case of Western
Australia’s olive farmers. Agriculture and Human Values, 28(2), 237-246.

Ntanos, A., & Ntanos, S. (2015). The Impact of Marketing Strategy in Small Family Businesses.
In Marketing and Consumer Behavior: Concepts, Methodologies, Tools, and Applications (pp.
1695-1707). IGI Global.

Orth, U. R., & Green, M. T. (2009). Consumer loyalty to family versus non-family business: The roles of
store image, trust and satisfaction. Journal of Retailing and Consumer Services, 16(4), 248-259.

Peou, C. (2009). Relationships between entrepreneur’s value, firm financing, firm management, market
practices, and growth performance of small-medium enterprises in Cambodia. PhD Dissertation,
Centre  for Graduate  Studies, Universiti Utara  Malaysia.  Retrieved  from
http://etd.uum.edu.my/1891/2/1.Chea_Peou.pdf

Pérez-Cabafiero, C., Gonzalez-Cruz, T., & Cruz-Ros, S. (2012). Do family SME managers value marketing
capabilities' contribution to firm performance?. Marketing Intelligence & Planning, 30(2), 116-
142.

Petrt, N., Havlicek, K., & Tomaskova, A. (2018). Comparison of Marketing Vitality of Family and Non-
Family Companies Doing Business in Czech Republic. Economics & Sociology, 11(2), 138-156.

Phelan, C., & Sharpley, R. (2011). Exploring agritourism entrepreneurship in the UK. Tourism Planning &
Development, 8(2), 121-136.

Pindado, J. and Requejo, I. (2015). Family business performance from a governance perspective: a review
of empirical research. International Journal of Management Reviews, 17(3): 279-311.

Powell, G. N., & Eddleston, K. A. (2017). Family involvement in the firm, family -to-business support, and
entrepreneurial outcomes: an exploration. Journal of Small Business Management, 55(4): 614-
631.

Poza, E. J. (2013). Family business. Cengage Learning.

Prahalad, C. K., & Hamel, G. (2000). The core competence of the corporation Strategic learning in a
knowledge economy (pp. 3-22).

Qu, R. and Ennew, C. T. (2003). An examination of the consequences of m doi:arketing orientation in
China. Journal of Strategic Marketing, 11(3): 201-214.


http://etd.uum.edu.my/1891/2/1.Chea_Peou.pdf

Qureshi, M. S. (2009). Determinants and outcomes of marketing capabilities in new technology based firms
in Berlin, Germany: An empirical study. PhD Dissertation, Business and Management,
Technischen Universitéat Berlin, Germany.

Qureshi, M. S., Aziz, N. and Mian, S. A. (2017). How marketing capabilities shape entrepreneurial firm’s
performance? Evidence from new technology based firms in Turkey. Journal of Global
Entrepreneurship Research, 7(1): 1-15.

Raju, P. S., Lonial, S. C., & Crum, M. D. (2011). Market orientation in the context of SMEs: A conceptual
framework. Journal of Business Research, 64(12): 1320-1326.

Reid, R. S., & Adams, J. S. (2001). Human resource management-a survey of practices within family and
non-family firms. Journal of European Industrial Training, 25(6): 310-320.

Reid, R., Morrow, T., Kelly, B., & McCartan, P. (2002). People management in SMEs: an analysis of
human resource strategies in family and non-family businesses. Journal of Small Business and
Enterprise Development, 9(3): 245-259.

Riordan, D. A., & Riordan, M. P. (1993). Field theory: An alternative to systems theories in understanding
the small family business. Journal of Small Business Management, 31(2), 66.

Rodriguez-Ariza, L., Cuadrado-Ballesteros, B., Martinez-Ferrero, J., & Garcia-Sanchez, I. M. (2017). The
role of female directors in promoting CSR practices: An international comparison between family
and non-family businesses. Business Ethics: A European Review, 26(2): 162-174.

Roomi, M. A., & Hussain, S. T. (1998). SMEs in Pakistan: A survey of their problems and
prospects. Lahore: Konrad Adenauer Foundation Working Paper Series, Lahore University of
Management Sciences.

Rosli, N., Abdullah, K., & Haque, A. K. M. (2018). Measuring consumers’ understanding of green
marketing objective and concept in relation to environmental protection. Advanced Science Letters,
24(5): 3310-3316.

Rumelt, R. P. (1982). Diversification strategy and profitability. Strategic management journal, 3(4), 359-
369.

Sabah, S., Carsrud, A. L., & Kocak, A. (2014). The impact of cultural openness, religion, and nationalism
on entrepreneurial intensity: Six prototypical cases of Turkish family firms. Journal of Small
Business Management, 52(2), 306-324.

Sageder, M., Mitter, C., & Feldbauer-Durstmiiller, B. (2018). Image and reputation of family firms: a
systematic literature review of the state of research. Review of Managerial Science, 12(1), 335-377.

Sahi, G. K., Gupta, M. C. and Lonial, S. C. (2016). Relating strategic market orientation and market
performance: role of customer value types. Journal of Strategic Marketing, 1-21.

Saleem, F., Lodhi, K. A., Malik, M. A. and Ghouri, A. M. (2011). Poverty alleviation through
entrepreneurship: A case study of Thatta. Indian Journal of Commerce & Management Studies,
2(5): 34-44.

Schellong, M., Kraiczy, N. D., Maldr, L., & Hack, A. (2018). Family firm brands, perceptions of doing
good, and consumer happiness. Entrepreneurship theory and practice, 1042258717754202.

Shanker, M. C., & Astrachan, J. H. (1996). Myths and realities: Family businesses' contribution to the US
economy—A framework for assessing family business statistics. Family business review, 9(2),
107-123.



Sheth, J. N. (2011). Impact of emerging markets on marketing: Rethinking existing perspectives and
practices. Journal of marketing, 75(4), 166-182.

Sirmon, D. G. and Hitt, M. A. (2003). Managing resources: Linking unique resources, management, and
wealth creation in family firms. Entrepreneurship Theory and Practice, 27(4): 339-358.

Small and Medium Enterprises Development Authority. (2012). SME Definitions. Retrieved from,
http://www.smeda.org.pk/main.php?id=2

Song, M., Nason, R. W., & Di Benedetto, C. A. (2008). Distinctive marketing and information technology
capabilities and strategic types: A cross-national investigation. Journal of International
Marketing, 16(1), 4-38.

Stokes, D. R. (1992). Small business management: an active-learning approach. DP Publications.

Tasavori, M., Zaefarian, R., & Eng, T. Y. (2018). Internal social capital and international firm performance
in emerging market family firms: The mediating role of participative governance. International
Small Business Journal, 36(8), 887-910.

Tatoglu, E., Sahadev, S., & Demirbag, M. (2018). Brand management practices in emerging country firms—
exploring the patterns of variation and its impact on firm performance. JEEMS Journal of East
European Management Studies, 23(3), 447-473.

Teal, E. J., Upton, N., & Seaman, S. L. (2003). A comparative analysis of strategic marketing practices of
high-growth US family and non-family firms. Journal of Developmental Entrepreneurship, 8(2):
177-195.

Teece, D. J. (2007). Explicating dynamic capabilities: the nature and microfoundations of (sustainable)
enterprise performance. Strategic management journal, 28(13), 1319-1350.

Teece, D. J., Pisano, G. and Shuen, A. (1997). Dynamic capabilities and strategic management. Strategic
Management Journal, 18(7): 509-535.

Terzidis, K., & Samanta, I. (2011). Marketing practices of small family business in Greece. Journal of
Marketing and Operations Management Research, 1(1), 65.

Thrassou, A., Vrontis, D., & Bresciani, S. (2018). The Agile Innovation Pendulum: Family business
innovation and the human, social, and marketing capitals. International Studies of Management &
Organization, 48(1), 88-104.

Tokarczyk, J., Hansen, E., Green, M. and Down, J. (2007). A resource-based view and market orientation
theory examination of the role of “familiness” in family business success. Family Business
Review, 20(1): 17-31.

Tuominen, M., Méller, K., & Rajala, A. (1997). Marketing capability: a nexus of learning-based resources
and a prerequisite for market orientation. In Proceedings of the Annual Conference of the European
Marketing Academy, (pp. 1220-40).

Van Essen, M., Carney, M., Gedajlovic, E. R., & Heugens, P. P. (2015). How does family control influence
firm strategy and performance? A meta-analysis of US publicly listed firms. Corporate
Governance: An International Review, 23(1), 3-24.

Vorhies D. W. (1998). An investigation of the factors leading to the development of marketing capabilities
and organisational effectiveness. Journal of Strategic Marketing, 6(1): 3-23.

Vorhies D. W. and Harker M. (2000). The capabilities and performance advantages of market-driven firms:
An empirical investigation. Australian Journal of Management, 25(2): 145-171.



Vorhies, D. W., Harker, M., & Rao, C. P. (1999). The capabilities and performance advantages of market-
driven firms. European Journal of Marketing, 33(11/12): 1171-1202.

Wanhill, S. (1997). Peripheral area tourism: A European perspective. Progress in Tourism and Hospitality
Research 3: 47-70.

Ward, J. (2016). Keeping the family business healthy: How to plan for continuing growth, profitability, and
family leadership. Springer.

Webster, F. E. Jr. (1988). Rediscovering the marketing concept. Business Horizons, 31(3): 29-39.

Weerawardena, J. (2003). The role of marketing capability in innovation-based competitive strategy.
Journal of Strategic Marketing, 11(1): 15-35.

Weidenbaum, M. (1996). The Chinese family business enterprise. California Management Review, 38(4),
141-156.

Welsh, R. and Llanes, V. (1996). Comparison of New Zealand and the United States meatindustry exporting
and marketing practices. Journal of food Distribution Research, 27(1): 102-106.

Wernerfelt, B. (1984). A resource-based view of the firm. Strategic Management Journal, 5(2): 171-80.
Wernerfelt, B. (1984). A resource-based view of the firm. Strategic management journal, 5(2), 171-180.

Williams Jr, R. 1., Pieper, T. M., Kellermanns, F. W., & Astrachan, J. H. (2018). Family firm goals and
their effects on strategy, family and organization behavior: A review and research
agenda. International Journal of Management Reviews, 20: S63-S82.

Xu, H., Guo, H., Zhang, J., & Dang, A. (2018). Facilitating dynamic marketing capabilities development
for domestic and foreign firms in an emerging economy. Journal of Business Research, 86: 141-
152.

Yamane, T. (1967). Statistics: An introductory analysis. 2" ed. New York: Harper & Row.

Zachary, M. A., McKenny, A., Short, J. C. and Payne, G. T. (2011). Family business and market orientation:
Construct validation and comparative analysis. Family Business Review, 24(3): 233-251.

Zahra, S. A., Hayton, J. C., & Salvato, C. (2004). Entrepreneurship in family vs. non—family firms: a
resource—based analysis of the effect of organizational culture. Entrepreneurship Theory and
Practice, 28(4): 363-381.

Zainal, H., Parinsi, K., Hasan, M., Said, F., & Akib, H. (2018). The influence of strategic assets and market
orientation to the performance of family business in makassar city, indonesia. Academy of strategic
management journal, 17(6).

Zellweger, T. M., Kellermanns, F. W., Eddleston, K. A., & Memili, E. (2012). Building a family firm
image: How family firms capitalize on their family ties. Journal of Family Business Strategy, 3(4),
239-250.



