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ABSTRACT 

This research aims to analyze the role of entrepreneurial marketing (EM) on the growth of small businesses. 

The research sample was taken randomly as many as 45 small business units. The research variables consist 

of business growth, entrepreneurship orientation (EO), marketing orientation (MO), and Covid-19. These four 

variables are measured using a Likert scale. The result of the study found that EM did not play a significant 

role in increasing the growth of small businesses during the Covid-19 pandemic. This anomaly was caused by 

the Covid-19 pandemic circumstances that obstructed business operations (access to raw materials, market 

access, access to finance) due to social restrictions which diminished the ability of businesses and the 

community to operate. 
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1. INTRODUCTION

Small businesses play a significant role in the development 

of a country, particularly in economic formation and job 

creation. However, small businesses have several 

obstacles, including weak human resource development 

and technology, marketing management, the absence of a 

development scheme, lack of financial aspects, and are 

still institutional [1]. 

Behavioural entrepreneurship and marketing is a complex 

thing experienced by small businesses [2]. Nevertheless, 

Primansa [3]; Nwankwo and Kanyangale [4]. Argued that 

entrepreneurship and marketing need to be considered to 

diminish business failures and sustain business continuity. 

The application of the marketing concept to a small-scale 

industry is primarily determined by the knowledge of 

entrepreneurs who tend to have general skills compared to 

management or marketing skills [5]; [6]; [7]. Hisrich [8] 

argues that marketing and entrepreneurship are two 

concepts that play an essential role and have a close 

relationship in business development. Morris, et al. [9], the 

relationship between the two elements of management as 

EM. Therefore, EM is very important for small businesses 

because marketing and entrepreneurship are the main 

things in innovating, promoting new products and creating 

new products [8]. Aderemi [10], EO (innovativeness, risk-

taking, proactiveness) can improve the performance of 

small businesses. 

However, currently, the business world is faced with a 

different situation, namely the Covid-19 pandemic. Many 

small businesses have been hit hard by Covid-19 in 2020 

[11]. This occurrence has caused small businesses to 

experience a decline in sales, constrained financing, 

hampered distribution of goods, and difficulty obtaining 

raw materials [12]. Patrick and Justin [13], environmental 

characteristics can influence the relationship between EO 

and business performance. 

Therefore, based on the significance of EM and the covid-

19 pandemic phenomenon in small businesses, it is crucial 

to analyze the role of EM on the growth of small 

businesses during the Covid-19 pandemic. 

2. LITERATURE REVIEW

Tasya and Sisca [14] suggest that EM plays a role in 

enhancing the performance of small businesses. Gerald et 

al. [15] suggested that the interpretation of 

entrepreneurship in marketing includes a consumer 

orientation versus an innovation orientation. Often changes 

are caused by very tight business competition. So use 

intuitive in analyzing the start of the market. Creativity 

and innovation in product development is a result of 

entrepreneurial marketing. Qamruzzaman and Wei [16], 

financial innovation plays a role in the development of 

small businesses. 

The most widely used entrepreneurial activity scale, 

suggested by Carson et al. [17], based on behavioral 

dimensions such as proactive risk taking and innovation. 

The innovations carried out are exploring new market 

segments through a certain service system approach 

(innovation) to create high competitiveness. In addition, it 

is necessary to pay attention to informal communication to 

promote products to each consumer, such as word of 

Advances in Economics, Business and Management Research,volume 216

Tenth International Conference on Entrepreneurship and Business Management 2021 (ICEBM 2021)

Copyright © 2022 The Authors. Published by Atlantis Press International B.V.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 63



mouth. This is very simple but significant in creating 

business competitiveness in the EM context. 

Gerald [18], states the EM process explains the four 

principles of marketing and entrepreneurial activities 

behavior which facilitate comparison between marketing 

theories in standard textbooks such as Kotler and 

marketing that has been done successfully by 

entrepreneurs and managers of entrepreneurial ventures. 

According to Stokes [19], a comparison of traditional 

marketing principles and EM can be seen in the following. 

Table 1 Traditional Marketing Principles and EM 

Marketing 

Principles 
Traditional 

Marketing 

Entrepreneur 

Marketing 

Concept 

Consumer-

oriented: market 

driven, product 

development 

innovation-

oriented: idea 

drive, intuitive 

assessment of 

market needs 

Strategies 

Top-down 

segmentation, 

targeting and 

positioning 

Bottom-up targets 

of consumers and 

groups other 

influences 

Method 
Marketing mix, 

4P / 7P 

Interactive 

marketing 

method, word of 

mouth marketing 

Market 

intelligence 

Formal research 

and intelligence 

systems 

Informal 

networks and 

information 

gatherers 

EM concept is focused on innovation and idea 

development that fits the comprehension of market needs. 

Whereas, traditional marketing assumes that an estimate of 

the consumer's needs, initiates the development of the 

product or service. 

Entrepreneurs use a bottom-up (consumer) approach to 

access and enter the market. EM prefers interactive 

marketing methods, which work closely with consumers 

and adopt word of mouth communication to identify new 

consumers. The gathering of informal information 

describes entrepreneurial marketing through a network of 

personal contacts, not the systematic gathering of market 

intelligence that exists in traditional marketing texts. 

Marketing is not foreign to entrepreneurs, but it is not 

always based on conventional marketing theory. EM can 

increase entrepreneurial power by recognizing that 

entrepreneurial aspects can be incorporated into marketing 

principles. Stokes [19] suggests that good marketers 

generally come from people who have a high 

entrepreneurial spirit. The entrepreneurial spirit helps 

someone transform into a formidable marketer, responsive 

to environmental developments, and is quickly captured as 

an open market opportunity to create a product that will be 

offered in the market. Marketers with an entrepreneurial 

spirit to achieve marketing and company goals must 

acquire marketing and entrepreneurial concepts, especially 

for small businesses. 

3. METHODOLOGY

This research was conducted on small woven sarong 

businesses in Indonesia. The woven sarong is a craft that 

has been passed down from generation to generation by 

the community. The products are unique because they are 

made from natural silk fibers with various colors and 

motifs that are exquisite and exclusive, woven by the 

skilled hands of women in rural areas using traditional 

tools. The research sample was randomly selected as many 

as 49 business units. Research variables consist of business 

growth (sales, profits, assets), entrepreneurial orientation 

(proactive, risk-taking, innovation), marketing orientation 

(consumers, competitors, promotions), and covid-19 

(access to raw materials, market access, access to finance). 

These four variables are measured using a Likert scale (1-

5). 

The data analysis method used in this research is multiple 

linear regression. The formulation of multiple linear 

regression in this study consists of three independent 

variables and one dependent variable. 

𝑆𝐵 = 𝑎 + 𝑏1𝐸𝑂 +  𝑏2𝑀𝑂 +  𝑏3𝐶19 + 𝜀 

Where SB is the small business growth; EO is the 

entrepreneurship orientation; MO is the marketing 

orientation; C19 is the Covid-19. 

4. RESULTS AND DISCUSSIONS

EM is a combination of entrepreneurial concepts that 

integrate EO and MO. EO is the ability to innovate, be 

proactive, and risk-taking. Meanwhile, MO is proxied by 

consumer orientation, competitor orientation, and 

promotion. 

4.43

3.62
4.76

0.00

2.00

4.00

6.00
Proactive

Risk takingInnovation

Figure 1 Respondents answers about the 

importance of EO 
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Figure 1 shows the important role of EO in managing 

small businesses. Small businesses innovate products 

through designs, new motives, and are always in pursuit of 

new ideas of the product manufacturing process to attract 

tourists. Small businesses dare to take risks to launch new 

product designs to generate profit. Small businesses are 

also proactive in identifying solutions to problems at hand 

and exploring new opportunities.     

Figure 2 shows the important role of MO in managing 

small businesses. The business is committed to satisfying 

and fulfilling customer desires and always understands and 

follows up on complaints or suggestions from customers. 

Small businesses have a strategy to deal with competitors 

and always exploit competitors as a reference for business 

development. Small businesses rely on promotion through 

word of mouth and always participate in exhibitions to 

introduce products. 

Based on the results of the study, it was found that small 

businesses consider EO to be crucial to implement to 

increase business growth. It is indicated by the average 

value of the respondents' answers to innovation (4.76), 

proactive (4.43), and risk-taking (3.62). Likewise, MO is 

also very important, shown by the average value of the 

respondents' answers to consumer orientation (4.73), 

competitors (4.62), and promotion (3.50). However, the 

business growth rate decreased (2.86). It indicates that 

although small businesses are already oriented towards 

entrepreneurship and marketing, they are not linear with 

business growth. Therefore, further analysis is required 

using multiple linear regression by including the covid-19 

variable. The results of the data analyzed by SPSS 

software are as follow: 

Table 2 The Role of EM on Small Business Growth 

Models EO MO 
Covi

d-19

R 

Square 
sig. 

1 EO 0.572 - - 0.007 0.572 

2 MO 0.695 0.32 - 0.028 0.518 

3 C19 0.424 0.262 0.000 0.667 *0.000

* Significance at 5% level

Table 2 above shows that EO and MO do not affect 

business growth (α = 0.05) with a model reliability level 

(R Square) of 0.007 and 0.028. This finding differs from 

the results of Hisrich (1992) research; Tasya and Sisca 

(2019) who found that marketing and entrepreneurship 

play an important and influential role in improving 

business performance. EM is very important for small 

business development because marketing and 

entrepreneurship can create innovation, product 

promotion, new business and economic improvement. 

After inputting the covid-19 variable in the model (model 

3), the reliability level of the model is 0.667. It shows that 

the insignificant effect of EM is due to the influence of 

Covid-19. These conditions hamper small business 

operations in terms of access to raw materials, market 

access, and access to finance due to social restrictions. 

5. CONCLUSION

EM did not play a significant role in increasing the growth 

of small businesses during the Covid-19 pandemic. The 

anomaly occurred due to the Covid-19 circumstances 

which obstruct the operational activities (access to raw 

materials, market access and access to finance) of small 

businesses due to social restrictions that reduce the ability 

of businesses and the community to operate. Therefore, it 

is hoped that small businesses are able adapt to the current 

conditions (new normal) so that they can run their business 

well even under the Covid-19 pandemic circumstances. 
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