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ABSTRACT

This research investigates the role of entrepreneurial marketing in enhancing the business performance of entrepreneurs in Malaysia. In an increasingly competitive marketplace, Malaysian entrepreneurs face the challenge of adapting consumer behaviors while distinguishing themselves from competitors. Entrepreneurial business performance often faces challenges in balancing flexibility and innovation with consistent growth. Entrepreneurs may struggle to seize market opportunities due to limited resources and may lack the tools to build long-term customer relationships, which are essential for sustained success. Using a quantitative approach, this study will examine the impact of entrepreneurial and relationship marketing strategies on business performance by surveying a sample of Malaysian entrepreneurs. This finding will explain that entrepreneurial marketing helps entreprenuers capitalize on opportunities more effectively, while relationship marketing enhances customer loyalty and retention, ultimately contributing to improved business outcomes.
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INTRODUCTION
Business performance is a critical area of study that encompasses various metrics used to evaluate the efficiency and effectiveness of a company in achieving its objectives. It is paramount not only for the sustainability of individual enterprises but also for the broader economic health of society (Khalid, 2016; Narayanan, 2024). High business performance contributes to job creation, innovation, and economic growth, which are essential for societal advancement (Shiratina et al., 2023; , Shuremo et al., 2021). However, many businesses, particularly small and medium-sized enterprises (SMEs), face significant challenges in achieving optimal performance due to limited resources, market competition, and the rapidly changing business environment (Prastiwi & Rohimat, 2020). A notable gap exists in understanding how entrepreneurial marketing strategies can be effectively leveraged to enhance business performance, particularly in emerging markets like Malaysia, where traditional marketing approaches may not suffice (Fransisca, 2023).
In today's dynamic environment, the significance of business performance extends beyond mere financial metrics; it is increasingly viewed through the lens of sustainability and social responsibility(Jalil, 2021, 2025; Rohisham, 2025). Stakeholders, including consumers and investors, are now prioritizing companies that demonstrate ethical practices and contribute positively to society (Yacob et al., 2021). This shift in perspective highlights a research gap regarding the integration of entrepreneurial marketing with sustainable practices, particularly in the context of SMEs in Malaysia. Understanding how these businesses can align their marketing strategies with performance metrics that reflect social and environmental impacts remains an underexplored area (Crick et al., 2021).
The concept of business performance significantly influences current market dynamics, particularly as organizations strive to adapt to technological advancements and consumer expectations (Omar, 2018). Companies that embrace innovative entrepreneurial marketing practices are better positioned to respond to market changes and consumer demands, ultimately leading to improved performance outcomes (Frösén et al., 2016). This adaptability is crucial in a landscape where traditional business models are being challenged by disruptive technologies and shifting consumer preferences (Buli, 2017).
The role of business performance is multifaceted, serving as a benchmark for organizational success and a driver for strategic decision-making (Fausel, 2018; Jalil, 2025; Rohisham, 2025). It informs stakeholders about the viability and sustainability of a business, guiding investments and resource allocation (DARMAN et al., 2021). Furthermore, performance metrics can foster a culture of accountability and continuous improvement within organizations, encouraging them to innovate and enhance their competitive edge (Putranto, 2023).
Several factors influence business performance, including market orientation, entrepreneurial orientation, and the adoption of innovative marketing strategies (Johan, 2025; Zheng, 2023). Research indicates that these factors can significantly impact performance levels, with entrepreneurial marketing emerging as a vital component in enhancing business outcomes (Hollensen, 2023). The interplay between these elements is complex, and understanding their relative influence is essential for developing effective strategies that drive performance (Alfoqahaa, 2018).
Previous studies have highlighted the importance of entrepreneurial marketing in enhancing business performance, particularly in SMEs (Budiarto, 2022; Zahari, 2024). For instance, research has shown that businesses employing entrepreneurial marketing strategies tend to experience better financial performance and market competitiveness (Najmi & Abror, 2019). However, there remains a need for more empirical studies that specifically address the unique challenges faced by Malaysian SMEs in this regard (Prihadini, 2023).
The objective of this study is to explore the impact of entrepreneurial marketing on business performance in Malaysia, aiming to identify effective strategies that can be employed by SMEs to enhance their performance. This research is significant as it seeks to fill the existing knowledge gap and provide actionable insights for entrepreneurs and policymakers, ultimately contributing to the economic development of the region (Asieba & Nmadu, 2018).

LITERATURE REVIEW 
2.1 BUSINESS PERFORMANCE
The historical development of research in business performance has evolved significantly over the decades, marked by various milestones and contributions from scholars across disciplines. Early studies primarily focused on financial metrics as indicators of performance, emphasizing profitability and return on investment (ROI) as key measures. However, as the field matured, researchers began to adopt a more holistic view, incorporating non-financial metrics such as customer satisfaction, employee engagement, and operational efficiency into performance assessments (Sabherwal & Chan, 2001; Mahmoud et al., 2016). Recent theoretical frameworks have shifted towards integrating strategic management theories, such as the Resource-Based View (RBV) and the Balanced Scorecard, which advocate for a multidimensional approach to performance measurement (Amram, 2023; Garengo et al., 2005). Methodologically, contemporary research employs a variety of designs, including qualitative case studies, quantitative surveys, and mixed-method approaches, reflecting the complexity of business environments and the need for comprehensive analysis (Herlinawati & Machmud, 2020; Sanders, 2007).

Definitions of business performance vary widely across scholarly literature, reflecting diverse perspectives and contexts. Generally, business performance is understood as the extent to which an organization achieves its objectives, which can include financial outcomes, operational efficiency, and market share (Barnes & Hinton, 2012; Mahmoud et al., 2016). For instance, some scholars define it in terms of financial metrics, while others emphasize strategic alignment and customer satisfaction as critical components (Osuigwe & Eresia-Eke, 2022; Sidek et al., 2016). A synthesis of these definitions reveals common themes, such as the importance of stakeholder satisfaction and the alignment of organizational goals with performance outcomes. This thematic analysis underscores the multifaceted nature of business performance, suggesting that it cannot be captured by a single metric or perspective (Lee et al., 2008; Lee, 2019).

Recent trends in business performance research have seen a growing emphasis on constructs such as innovation, sustainability, and digital transformation. Scholars have developed models that link these constructs to performance outcomes, suggesting that organizations that embrace innovation and sustainability practices tend to outperform their competitors ("Optimizing the impact on environmental sustainability: factors that influence firm performance", 2023; Sousa & Voss, 2008). For example, the integration of e-business technologies has been shown to enhance organizational collaboration and, consequently, performance metrics (Sanders, 2007; Meftahi et al., 2012). Additionally, the application of lean production principles has been explored as a means to improve operational efficiency and reduce waste, although findings on its direct impact on performance remain mixed (Losonci & Demeter, 2013; Shah & Ward, 2007). These developments indicate a shift towards understanding performance as a dynamic construct influenced by various internal and external factors.

Several factors contribute to business performance, including organizational culture, leadership, and access to resources. Research indicates that a strong organizational culture fosters employee engagement and innovation, which in turn enhances performance (Zhang et al., 2009; Adebisi & FRANCIS, 2022). Moreover, access to financial resources, such as loans and investments, has been identified as a critical determinant of performance, particularly for small and medium-sized enterprises (SMEs) (Sidek et al., 2016; Adebisi & FRANCIS, 2022). The level of contribution from these factors varies; for instance, while leadership styles may significantly impact employee morale and productivity, the availability of financial resources can be a decisive factor for growth and sustainability (Leitch et al., 2009; Harrison & Mason, 2007).

Recent trends in research methods in the field of business performance have shifted towards more sophisticated analytical techniques, including structural equation modeling (SEM) and machine learning approaches. These methods allow for a more nuanced understanding of the relationships between various performance determinants and outcomes (Lodhi & Köppen, 2011; Legimai et al., 2022). The implications of these trends suggest that future research will increasingly rely on data-driven approaches to uncover insights into performance dynamics, potentially leading to the development of predictive models that can inform managerial decision-making (Eijdenberg et al., 2017; Sousa & Voss, 2008).

In summary, previous studies on business performance have yielded valuable insights, yet they are not without limitations. Many studies have relied heavily on quantitative measures, which may overlook qualitative aspects of performance such as employee satisfaction and organizational culture (Garengo et al., 2005; Leitch et al., 2009). Furthermore, while some research has explored the impact of specific factors like innovation and training on performance, gaps remain regarding the interplay between these factors and their collective influence on overall performance outcomes (Sari et al., 2022; Amram, 2023). Future research should aim to address these gaps by adopting more integrative approaches that consider both quantitative and qualitative dimensions of business performance.
2.2 ENTREPRENEURIAL MARKETING
The historical development of research in entrepreneurial marketing has seen significant milestones and contributions that have shaped the field. Initially, the intersection of marketing and entrepreneurship was recognized as critical for small and medium-sized enterprises (SMEs), where marketing practices were often informal and reliant on the entrepreneur's personal skills (Stokes, 2000). Over the years, scholars have increasingly emphasized the need for a theoretical framework that integrates marketing and entrepreneurship, as evidenced by Lam and Harker's longitudinal study, which highlighted how marketing practices evolve through different stages of a business's life cycle (Lam & Harker, 2013). Recent theoretical frameworks have focused on entrepreneurial marketing processes (EMPs) and their relationship to competitive advantage, with studies illustrating how these processes can enhance firm performance (Miles & Darroch, 2006). Methodologically, research has evolved to include qualitative case studies and mixed-method approaches, allowing for a richer understanding of entrepreneurial marketing dynamics (Amjad et al., 2020; Kilenthong et al., 2016).

Various definitions of entrepreneurial marketing have emerged from the literature, reflecting the complexity of the concept. For instance, Fillis describes entrepreneurial marketing as an artistic approach that aligns with the behaviors of owner-managers in small firms (Fillis, 2010). Similarly, Osuagwu emphasizes the innovative and creative aspects of entrepreneurial marketing, which involve refining ideas and services to meet market needs (Osuagwu, 2022). A synthesis of these definitions reveals common themes, such as the emphasis on innovation, opportunity recognition, and the integration of marketing with entrepreneurial activities (Ferreira et al., 2019). These definitions collectively underscore the importance of adaptability and creativity in marketing practices, particularly within the context of SMEs, where resources are often limited (Stokes, 2000; "When marketing is everyone’s business", 2015).

Recent trends in entrepreneurial marketing research have focused on the constructs and theoretical models that explain its dynamics. For instance, the entrepreneurial marketing mix has been proposed as a framework that combines traditional marketing elements with entrepreneurial strategies to enhance firm performance (Martin, 2009). Additionally, the role of entrepreneurial orientation (EO) and market orientation (MO) has been extensively studied, with findings indicating that these orientations significantly impact business performance (Matsuno et al., 2002; Maaodhah et al., 2021). The integration of these constructs into a cohesive model has provided a deeper understanding of how entrepreneurial marketing can drive innovation and competitive advantage in various contexts (Rahmidani, 2023; Kilenthong et al., 2016).

Several factors contribute to the effectiveness of entrepreneurial marketing, including the entrepreneur's mindset, organizational culture, and external market conditions. Research has shown that an entrepreneurial orientation fosters a proactive approach to marketing, enabling firms to leverage opportunities and navigate challenges effectively (Jalilvand et al., 2017; Rizvandi & Tojari, 2019). Furthermore, internal marketing practices have been identified as crucial for promoting entrepreneurial activities within organizations, particularly in family businesses (Jalilvand et al., 2017). The level of contribution to entrepreneurial marketing is often contingent upon the alignment of these factors, which can enhance the overall marketing effectiveness and business performance of SMEs (Maaodhah et al., 2021; Rahmidani, 2023).

Recent trends in research methods within entrepreneurial marketing have shifted towards qualitative and mixed-method approaches, allowing for a more nuanced understanding of the phenomena. This shift has implications for future research, as it encourages the exploration of context-specific factors and the lived experiences of entrepreneurs (Maritz et al., 2010; Amjad et al., 2020). The use of case studies and longitudinal research designs can provide richer insights into the dynamics of entrepreneurial marketing, particularly in rapidly changing environments (Lam & Harker, 2013; Kilenthong et al., 2016).

In summarizing the main findings of previous studies, it is evident that while there has been significant progress in understanding entrepreneurial marketing, limitations remain. Many studies have focused predominantly on established firms, leaving a gap in research concerning startups and their unique challenges (Amjad et al., 2020; Rahmidani, 2023). Additionally, while methodologies have diversified, there is still a need for more comprehensive frameworks that integrate various dimensions of entrepreneurial marketing (Osuagwu, 2022; Maritz et al., 2010). Future research should aim to address these gaps by exploring the interplay between entrepreneurial marketing and emerging market trends, as well as the impact of digital transformation on marketing practices in SMEs (Rahmidani, 2023; Matsuno et al., 2002).
3.0 METHODOLOGY
This study examines the relationship between entrepreneurial marketing and business performance using a quantitative research approach. Finding patterns, relationships, and trends in quantifiable data is a good use for the quantitative approach. To guarantee accessibility and ease of data collection, a structured questionnaire was created using Google Form. Using a three-point Likert scale (Agree, Neutral, and Disagree), the survey contains statements intended to gauge respondents' opinions about entrepreneurial marketing. 

The study's target population is Malaysian business owners and entrepreneurs, particularly those running small and medium-sized enterprises (SMEs). SMEs contribute to innovation and are essential to Malaysia's economic growth. Using a convenience sampling technique, 43 respondents in total were chosen as the sample size. This sample size is justified by its practicality given the available resources and its capacity to offer preliminary insights. The information gathered from these participants will be used to pinpoint important trends and guide future research involving bigger sample sizes.










4.0 FINDINGS AND DISCUSSION
4.1 FINDINGS
		4.1.1 DESCRIPTIVE INFORMATION OF DEMOGRAPHIC
Table 1: Demographics of Respondents
	DEMOGRAPHICS

	Gender
	Frequency
	%

	Male
	5
	11.6

	Female
	38
	88.4

	TOTAL
	43
	100

	
	
	

	Age
	Frequency
	%

	20
	2
	4.7

	20-29
	41
	95.3

	TOTAL
	43
	100

	
	
	

	Education level
	Frequency
	%

	Diploma
	8
	18.6

	Degree
	32
	74.4

	Master’s Degree
	2
	4.7

	Other
	1
	2.3

	TOTAL
	43
	100

	
	
	

	Type of Industry
	Frequency
	%

	Retail
	3
	7

	Food and Beverage
	22
	51.2

	Technology
	7
	16.3

	Services
	6
	14

	Others
	5
	11.6

	TOTAL
	43
	100



The demographic profile of the 43 respondents shows that the majority are female (88.4%), while males constitute 11.6%. Most respondents are aged between 20 and 29 (95.3%), with only 4.7% aged 20. Regarding education level, 74.4% hold a degree, 18.6% have a diploma, 4.7% possess a master’s degree, and 2.3% fall under other qualifications. The respondents represent diverse industries, with a significant portion in food and beverage (51.2%), followed by technology (16.3%), services (14%), retail (7%), and others (11.6%).

4.1.2 Correlation Analysis

Table 2. Correlation between Entrepreneurial Marketing and Business Performance
[image: ]
The correlation analysis reveals a strong positive relationship between entrepreneurial marketing (IV1) and business performance (DV), with a Pearson correlation coefficient of 0.861. This indicates that as entrepreneurial activities increase, business performance improves significantly. The correlation is statistically significant at the 0.01 level, demonstrating a highly reliable association between these two variables.
4.1.3 Reliability Testing
Table 3. Reliability of Entrepreneurial Marketing
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.864
	10


The reliability analysis indicates a Cronbach’s Alpha value of 0.864 for the 10 items in the scale, demonstrating good internal consistency. This suggests that the items are reliably measuring the underlying construct, making the scale suitable for further analysis. A value above 0.8 reflects a high level of reliability, ensuring that the data collected from the scale is dependable and consistent.
Table 4. Reliability of Business Performance
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.921
	10


The reliability analysis shows a Cronbach’s Alpha value of 0.921 for the 10 items, indicating excellent internal consistency. This high alpha value demonstrates that the items are strongly correlated and reliably measure the intended construct. Such a result confirms that the scale is highly dependable and suitable for use in further analysis, ensuring consistent and accurate responses.
4.2 DISCUSSION
The findings reveal a strong positive relationship (r = 0.861, p < 0.01) between entrepreneurial practices and business performance, supporting the hypothesis that innovative marketing strategies significantly enhance business outcomes. This result underscores the importance of entrepreneurial approaches in fostering business success, particularly for SMEs in Malaysia. The Cronbach’s Alpha of 0.921 further confirms the reliability of the scale, indicating robust measurement of the variables.
Compared to prior research, these results align with studies highlighting the critical role of entrepreneurial marketing in driving performance, though the strength of the correlation in this study is notably higher. Practical implications include encouraging SMEs to adopt entrepreneurial strategies for competitive advantage. However, the small sample size (n = 43) limits generalizability. Future research should expand the sample size and explore additional factors influencing business performance, such as industry-specific challenges or external economic conditions.
5.0 CONCLUSION

This study demonstrates a significant positive relationship between entrepreneurial marketing and business performance, with findings showing that innovative marketing strategies can greatly enhance business outcomes for SMEs in Malaysia. The strong correlation underscores the value of entrepreneurial approaches in driving growth, improving competitiveness, and overcoming market challenges. The high reliability of the scale used further validates the robustness of the results, ensuring confidence in the study's findings. The research contributes to the field by offering evidence that supports the critical role of entrepreneurial marketing in SME success. These insights provide practical guidance for businesses and policymakers, encouraging the adoption of creative and customer-focused strategies. While limited by the small sample size, this study paves the way for further exploration, emphasizing the need for larger, more diverse samples to broaden understanding. Ultimately, entrepreneurial marketing stands as a vital tool for SMEs to navigate dynamic markets and sustain long-term performance.
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