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ABSTRACT 

Entrepreneurial marketing (EM) in SMEs is greatly different than the traditional 

marketing in large organizations. The higher education institutions generally instruct traditional 

marketing through orthodox and conventional teaching pedagogies. In consequence, the 

literature highlights the graduate entrepreneurs struggling in EM during the start-up phases of 

their small and medium sized entrepreneurial ventures, which is also causing many of them to 

fail and unable to contribute to the economy. To address this contemporary problem, the current 

study has used multiple case studies and triangulated its findings with a focus group discussion. 

The study has explored the EM challenges during the start-up phase faced by the graduate 

entrepreneurs who have exposure to both, higher education and practical EM experiences. After 

the rigorous analysis, four contemporary EM challenges due to the pedagogical gaps in 

entrepreneurship education are discovered. To overcome these challenges, a practical model of 

EM pedagogy has been developed that is grounded in, the recent entrepreneurship education 

literature; and the recommendations from the graduate entrepreneurs as well. The EM pedagogy 

model is practically implementable at business schools worldwide to produce high quality 

graduate entrepreneurs in the future, which are well-skilled to overcome EM challenges and 

survive. 

Keywords: Entrepreneurial Marketing, Entrepreneurship Education, Graduate Entrepreneurs, 

Multiple Case Study, Pedagogy. 

INTRODUCTION 

Economic growth through entrepreneurship development is a key concern globally (Ha & 

Hoa, 2018; Ogbari et al., 2019). Many countries are taking a range of initiatives to develop 

entrepreneurship in their economies (see Barba-Sánchez et al., 2019; Otchia, 2019). This is 

because in today’s era of artificial intelligence and automation, entrepreneurship remains the 

only source of consistent job creation (Bakhtiari, 2017). Entrepreneurs create small and medium 

enterprises (SMEs), through which they offer new products and services and achieve greater 

economic freedom. SME entrepreneurs also get involved in exports which is an important 

ingredient of economic development since it provides access to greater markets and leads to 

currency inflows. 

Jutla et al. (2002) state that 80 percent of global economic growth derives from SMEs, on 

the other hand, literature highlights that the greatest challenge faced by the SME entrepreneurs is 

the ‘marketing’ (Cavusgil & Cavusgil, 2012; Westgren & Wuebker, 2019). This is because the 

markets today are more open and global than a couple of decades ago and the customers have 
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free choices to use modern tools for accessing global markets. This brings many challenges for 

the entrepreneurs which include high competition, complexity in coordinating marketing 

strategies, uncertainties and high risk (Cavusgil & Cavusgil, 2012; Westgren & Wuebker, 2019). 

Due to lack of many kinds of resources, marketing in SMEs is much different than 

marketing in large organizations (Moriarty et al., 2008). Kraus et al. (2010) explain it as 

“marketing with an entrepreneurial mindset” also known as “entrepreneurial marketing” (EM) 

(p. 1). Unlike large organization’s traditional marketing (TM), EM considers SME’s unique 

business environment, characteristics of entrepreneur (such as, skills and abilities) and restrained 

resources (O’Dwyer et al., 2009). Since EM is dominantly a problematic area for SME 

entrepreneurs, and different than large organization’s TM, it makes much relevant to see the role 

and efforts of higher education institutions (HEIs) worldwide to recognize and acknowledge 

these problems and differences, as HEIs could play a vital role for the development of 

entrepreneurship in the economy (Ncanywa, 2019). 

Marketing theories at business schools (BSs) are generally taught from conventional 

marketing textbooks (e.g., Brassington & Pettitt, 2007; Jobber, 2009; Kotler et al., 2008) which 

focus on marketing activities such as planning and implementation of marketing mix (4Ps and 

7Ps). Such TM theories or models have completely ignored many unique features of SMEs. 

Thus, the base of what educational institutions teach students about marketing conventionally 

use examples from large organizations (e.g., Proctor and Gamble, Microsoft, and Starbucks) 

where marketing expertise and resources are abundant. Hence, it is argued that TM definitions, 

theories and models in conventional textbooks does not apply to the context of SMEs 

(Alabduljader et al., 2018; Moriarty et al., 2008). Figure 1 is illustrating this practical gap. 

Entrepreneurship education (EE) at HEIs is still in an emerging phase as it has not been 

long ago since the HEIs have acknowledged entrepreneurship as an exclusive field of education 

(Manimala, 2017). Therefore, along with the practical gap, there are wide pedagogical gaps exist 

as well in the domain of EM (Amjad et al., 2020b). Due to this, the graduates from HEIs are 

struggling to perform marketing functions in their SMEs (Hanage et al., 2016; Mintzberg, 2009; 

Rousseau, 2012), so much so that it is leading some of them towards entrepreneur failure as well 

(Garo, 2017; Molin & Sjöberg, 2017; Shahbani et al., 2017). Figure 1 below is illustrating both 

practical and pedagogical gaps in the domain of EM: 

 

FIGURE 1 

PRACTICAL AND PEDAGOGICAL GAPS 
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Considering the above gaps, the aim of this contemporary research was to develop an EM 

pedagogy model which is practically implementable at BSs worldwide. This has been done by 

identifying the EM challenges faced by the graduate entrepreneurs during the start-up phase of 

their SME ventures. Focusing of the EM challenges, the pedagogy model developed in the 

current study has incorporated the recent EE literature as well as recommendations from the 

graduate entrepreneurs as they have the exposure to both higher education and practical EM 

experiences. The rationale of focusing particularly on the start-up phase is the high rate of 

entrepreneurial failures during this phase (SBA, 2019). 

THEORETICAL BACKGROUND 

Since, SME entrepreneurs practice marketing with an ‘entrepreneurial’ mindset (Kraus et 

al., 2010), it raises the question that how ‘entrepreneurial’ marketing is different from traditional 

marketing (TM) practiced in large organizations? To answer this, Stokes (2000) explains that 

TM follows top-down approach, i.e., it starts with the formal market research, followed by 

segmentation and choosing target markets, and then positioning the product or service using 

communication tools. It is mainly practiced by large organizations that have plenty of financial 

resources to conduct various costly activities like formal market research and mass promotions. 

On the other hand, SMEs are generally constrained with many types of resources, such as, 

financial and technical expertise, that makes the top-down marketing approach not much suitable 

for them. Therefore, SME entrepreneurs commonly practice EM which follows a bottom-up 

approach. Using this approach, the entrepreneurs first choose their target market. Afterwards, 

they get to know about the needs and demands of their targeted customers through personal 

relations, and subsequently, serve them in the best possible ways (Stokes, 2000). This approach 

does not involve costly activities like formal market research or mass promotions. The SME 

entrepreneurs however rely heavily on their personal networks to collect all types of information 

(e.g., customers’ needs; or product or service feedback); and for product or service promotion 

(i.e., through word of mouth) (Copley, 2013). Thus, EM is informal, low-cost and ad hoc in 

nature as compared to the TM which is more formal and costlier. 

Generally, the literature on pedagogic approaches in EE highlight that the current 

pedagogies are ineffective in matching graduates’ skill expectations with their skill acquisition 

(Barba-Sánchez & Atienza-Sahuquillo, 2018; Ustyuzhina et al., 2019), and therefore, a new 

approach is needed focusing in SME context (Ahmad & Buchanan, 2015; Alabduljader et al., 

2018). Alabduljader et al. (2018) argue that the BSs are having a lack of focus on development 

of SME oriented curricula, and therefore, recommend to upgrade EE. Similar to these arguments, 

many researches specifically on EM also show wide pedagogical gaps in the domain and argue 

that entrepreneurial SMEs often have different marketing behavior than that of the archetypal 

textbook approaches (Resnick et al., 2011; Resnick et al., 2016; Amjad et al., 2020b; 2020c). 

Overviewing the program structures in BSs worldwide, EM is generally not the part of 

business administration programs. However, for entrepreneurship programs, EM is a well-

recognized subject (Amjad et al., 2020c). Despite that, there is the need for pedagogical upgrades 

in EM as this domain is still emerging (Amjad et al., 2020b). Thus, currently taught EM within 

entrepreneurship programs and its teaching pedagogies need to be developed further. This ignites 

the purpose of the current study to develop a suitable pedagogical model based on the 

contemporary EM challenges faced by the entrepreneurs, so that the issues of entrepreneurial 
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struggle and failure could be addressed. This would ultimately result in the development of 

entrepreneurship and economic growth. 

Theoretical Lens of Entrepreneurial Marketing 

The most common definition of EM found in the literature is given by Morris et al. (2002), 

who define EM as “the proactive identification and exploitation of opportunities for acquiring 

and retaining profitable customers through innovative approaches to risk management, resource 

leveraging and value creation” (p. 5). The term ‘EM’ is commonly used to describe the 

marketing undertaken by SMEs, often at start-up or early growth phase (Morris et al., 2002; 

Martin, 2009). As SMEs during the start-up and early growth phases mostly have limited 

financial and human capitals, thus, it requires creative marketing tactics including heavy use of 

personal networks by the entrepreneurs (Morris et al., 2002; Martin, 2009; Jost, 2019). 

According to Morris et al. (2002), EM has seven dimensions: 1) Proactiveness, i.e., when 

an entrepreneur or firm behaves like an agent of change and creates a new market by offering 

new products or services (Lumpkin & Dess, 2001); 2) Opportunity driven, i.e., continuous 

recognition and pursuit of opportunity without regard to resources controlled; 3) Risk 

management, whereby an entrepreneur stays in comfort with random variance and ambiguity; 4) 

Innovation focused, that promotes new and different solutions and acting of the firm as an 

invention factory; 5) Customer intensity, i.e., the reinforcement of passion for the customer 

where an entrepreneur acts as an agent for the customer; 6) Resource leveraging, i.e., doing more 

with limited resources; and, 7) Value creation, i.e., the ratio between the benefits and cost 

(Kotler, 2001). 

There is a wide range of EM literature (e.g., Amjad et al., 2020a; Kurgun et al., 2011) that 

has used the seven dimensions of EM as a major theoretical lens. Following Kurgun et al. 

(2011), the current research has used the seven EM dimensions as the interview protocol to 

explore the EM challenges in SMEs. Thus, the answers obtained for each dimension were 

automatically related to EM, and in this way, the researcher became able to encompass the whole 

phenomenon of EM from all possible dimensions. 

METHODS 

As this research aims to explore the phenomenon of EM in depth, therefore, the multiple 

case study method is the most suitable because the case studies allow in-depth understanding of 

phenomenon in an exploratory research (Yin, 2009). Yin (2003) defines case study as, “an 

empirical enquiry that investigates a contemporary phenomenon within its real-life context, 

especially when the boundaries between phenomenon and context are not clearly evident” (p. 

18). Yin (2003) also suggests that the case study approach is much useful if the contextual 

conditions are highly pertinent to the phenomenon of the study. Case studies normally 

accommodate much more qualitative than quantitative data. Therefore, some concerns about 

generalizability and external validity from the case study findings are usually expressed due to 

the small sample size. Tsang (2014) however argue that the case study has a stronger ability to 

make theoretical generalizations than the quantitative approaches. Unlike quantitative 

approaches, where measures of validity and reliability are more often related, the qualitative 

research calls on other approaches to ensure the rigor. For instance, for analysis of case studies, it 
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is recommended to make use of transferability and comparability criteria (Chreim et al., 2007; 

Lincoln & Guba, 2002), and therefore, these have been followed in the current research. 

The current study is also using in-depth focus group discussion to triangulate all the 

findings of the case studies (Denzin, 1978), also called as methodological triangulation (Fusch et 

al., 2018). Since, EM is informal and ad hoc in nature (Franco et al., 2014), therefore, it is 

practiced more in the developing economies where macroeconomic indicators are unstable 

(Hameed et al., 2017; Singh et al., 2015) resulting greater challenges for entrepreneurs as 

compared to the developed economies. Therefore, the current study has been conducted in a 

developing country, i.e., Pakistan, to get deeper insights regarding the contemporary EM 

challenges. Due to obtaining deeper insights and widest range of EM challenges, the final 

outcome of the current study (i.e., the EM pedagogy model) is implementable worldwide. 

Following the theory of saturation (Fusch & Ness, 2015), four graduate entrepreneurs were 

chosen who are currently the owners and managers of SMEs. All of them have exposure to 

higher education, entrepreneurial start-up and EM experiences in their SMEs, and have survived 

the business start-up phases successfully. Thus, as the information rich individuals in their 

respective firms, they have the role of ‘key informants’ in this study (Kumar et al., 1993). 

Considering the fact that such highly specialized graduate entrepreneurs profitably running their 

SME ventures are rarely found that could have in-depth conceptual discussions, this is another 

reason for choosing multiple case study method because it allows to have fewer number of firms 

and in-depth investigation of the phenomenon of study (Yin, 2009). For generalizability and 

comparability of the results through firm’s selection, the firms were selected from two different 

sectors and industries, that is, health and fitness (service); and flour milling (manufacturing). 

For the focus group discussion, Morgan (1996) suggests that if the discussion is general in 

nature, then the greater number of participants are advisable, but for the in-depth discussion 

about the studying phenomenon, the smaller number of participants are suitable because of the 

high level of involvement from each participant. The participants in the smaller groups can easily 

dive into the depth of the phenomenon and share their useful experiences and knowledge. In 

smaller groups, the moderator could also keep the discussion on track and extremely focused on 

the studying phenomenon with ease. Hence, the current study aiming at the in-depth focus group 

discussion chose two ex-entrepreneurs as key informants, one, from the health and fitness 

(service) industry and the other from the flour milling (manufacturing) industry. These ex-

entrepreneurs possess all the same qualities and experiences as of the case study entrepreneurs 

with the only difference that the focus group participants have not survived from the EM 

challenges during the start-up phases of their ventures, and thus, taken the exit from the markets.  

The Case SMEs 

The first SME (firm A) is a health and fitness center, that is, a fitness institute that provides 

the services of gym, CrossFit training studio, outdoor boot camping, home fitness, and 

nutritional supplements trading. It is owned by the graduate entrepreneur A (geA) who is a 

lifestyle entrepreneur. After completing his postgraduate studies, he followed his lifelong passion 

in the health and fitness industry by taking employment in a top health and fitness center in 

Lahore, Pakistan as a fitness trainer, and from there, he also completed his first-level fitness 

certification. After gaining valuable experience of fitness training for few years, he took the 

decision to start his own health and fitness center in 2016. He chose a newly developed posh 

location nearby his home, where one traditional gym was already operating. Deciding to 
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differentiate, he launched a CrossFit training studio that offered a totally new type of services in 

that town. Initially the offered services’ awareness among the targeted audience was almost 

none. He made plentiful efforts to promote and spread awareness about his services to the 

audience for the first nine months but failed to convince most of them that the CrossFit style 

training is as effective and suitable for them as the traditional gym workout. Eventually that 

made him to make more investment and expand his business by adding a traditional gym 

alongside the CrossFit training studio to gain more acceptance among the targeted audience. This 

strategic decision helped him survive and grow his clientele. 

At present, personally the geA is a celebrity trainer as well as a guest speaker/trainer who 

has been invited many times on TV channels. Other than his first-level fitness certification 

during his job, he is also certified as a physical trainer by the Pakistan Cricket Board during his 

venture start-up phase. The firm A currently employs 20 to 25 employees including fitness 

trainers, doctors, nutritionists, marketers and supporting staff, and the geA being experienced and 

a fitness expert holds the position of Master Trainer. 

The second SME (firm B) is another health and fitness center that provides the services of 

the gym, CrossFit training studio, outdoor boot camping, fitness business consultancy, fitness 

machinery and equipment trading, and nutritional supplements trading. It is owned by the 

graduate entrepreneur B (geB) who is an opportunity entrepreneur. Unlike the firm A, firm B is 

not a fitness institute. The geB started his business in 2013 soon after completing his graduation, 

when he found an investment opportunity in a newly developed posh location. He joined hands 

with an investment partner to finance his new business. Unlike geA, the geB have not gained any 

experience in the health and fitness industry and neither achieved any fitness training 

certification personally before the start-up. 

Due to lack of industry experience, he purchased locally manufactured gym machinery 

which was having substandard quality, at start-up. After three years, due to the consistent 

dissatisfaction from his clients, he decided to replace the complete gym machinery by importing 

the new which is having superior quality. This strategic decision helped him gain more 

acceptability among his targeted audience and grow his clientele. The firm B currently employs 

17 to 20 employees including fitness trainers, nutritionists, and marketers and supporting staff, 

and the geB is holding the position of Manager in his firm. 

The third SME (firm C) is a manufacturing business, i.e., a flour mill operated by the 

graduate entrepreneur C (geC), who is an opportunity entrepreneur and has started his business 

operations in 2017 (Yang & Gabrielsson, 2017). After his postgraduate degree, he worked as an 

operations manager at a renowned flour mill. There he was assigned a wide range of professional 

duties that include managing operations and marketing. After few years, he came across an 

opportunity to take over an already established and operational flour mill on a rental contract. 

Thus, to become self-employed and grow his income, he exploited the opportunity well. At the 

time of making the contract, the geC was aware of extremely competitive market conditions and 

how difficult it could be the launching of a new brand in wheat products. Therefore, in the 

contract, he also bought the rights to use the previously used brand names of all the products, by 

that flour mill. Due to this strategic decision, he achieved a great advantage of selling his wheat 

products with an already accepted brand name in the market, which helped him survive the start-

up phase. 

The firm C currently employs 60 to 70 employees that includes permanent employees 

which are categorized as management staff, technical staff, and drivers; and contractual 
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employees which are categorized as labor. The firm C’s product range includes regular flour, 

special flour, baking flour, fine flour, semolina, and bran. The main raw material for the firm C is 

wheat. Until present, the firm C does not have a broad network of agricultural land owners and 

wheat traders, thus, the geC is still working to grow his network in backward supply chain. 

The fourth SME (firm D) is another flour mill operated by the graduate entrepreneur D 

(geD) who is a family entrepreneur. After completing his postgraduate education, he joined his 

brothers as a business partner to start a new flour mill in 2005. He has the family owned land in 

Lahore, Pakistan, where he established the flour mills by constructing a new building and 

installing the second-hand machinery for the production. Although the geD never had the 

experience in flour milling industry at the time of his start-up, he had the experience in the fields 

of marketing and retailing.  

The firm D currently employs 70 to 80 employees that includes permanent employees 

which are categorized as management staff, technical staff, and drivers; and contractual 

employees which are categorized as labor. The firm D’s product range includes regular flour, 

whole wheat flour, special flour, maida flour, fine flour, semolina, and bran. The main raw 

material for the firm D is wheat. Currently, the firm D has an established network of agricultural 

land owners and wheat traders from two provinces, Punjab and Sindh. 

The Focus Group Participants 

The first focus group participant (fgpA) belongs to the health and fitness industry, who 

started his health and fitness center in 2015 that used to provide the services of the gym and 

CrossFit training studio. Prior to that, he completed his postgraduate education and worked at 

various management positions in few firms. However, he never had work experience in the 

health and fitness industry and neither had the personal certification of a fitness trainer. 

Consequently, he could not create legitimacy among his targeted audience and struggled with 

EM challenges during the start-up phase, and after more than a year, he eventually took an exit 

from the market with a substantial financial loss. 

The second focus group participant (fgpB) belongs to the flour milling industry. His career 

journey is similar to geC. After completing his postgraduate education, he worked as an export 

and marketing manager in a flour mill for a few years. While doing that, he came across an 

opportunity to take over an already running flour mill on a rental contract in 2013. He exploited 

that opportunity and quitted his job. He signed a three years contract to operate a running flour 

mill which already had employees and a customer network. Despite these advantages, he could 

not grow the customer base because of the highly competitive market conditions. The continuous 

EM challenges eventually made him to terminate the contract after two years, to save himself 

from loss. 

Data Gathering 

Following Kurgun et al. (2011), the seven dimensions of EM given by Morris et al. (2002), 

were used as the interview protocol as well as the focus group discussion guideline. As a result, 

the information gathered about each dimension came out to be a fundamental part of the EM 

challenges. Therefore, the interview questions and structure were guaranteed to grasp the EM 

phenomenon completely from all theoretical and conceptual perspectives.  
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The on-field process started with the detailed presentations during the first meeting with 

each key informant explaining the EM dimensions and its philosophy to them. As all the key 

informants had to recall their EM experiences from the past, thus, considering the factor of time 

biasness, they were given ample time to recall the relevant experiences and challenges about 

each of the EM dimensions since the beginning of their ventures. In the subsequent meetings, 

semi structured interviews were conducted (Cohen & Crabtree, 2006), during which open ended 

questions were asked to the graduate entrepreneurs about the EM challenges during their start-

ups (see Appendix). All responses were triangulated from internal sources (e.g., employees, 

archival data and observations) during the data gathering (Yin, 2014), and after reaching to the 

findings, all findings were externally triangulated with the focus group discussion, also known as 

methodological triangulation (Denzin, 1978). Before the focus group discussion, the inclusion of 

new cases was stopped after reaching at the point of saturation (Fusch & Ness, 2015). All the 

responses were audio recorded for transcription. Detailed observations and archival data were 

also gathered, and online social media pages were examined thoroughly, for the triangulation 

through different internal sources (Yin, 2014). The whole data gathering process included 

multiple site visits of each firm, and in the cases of manufacturing firms, the on-field data 

gathering was extended to their complete supply chains. 

Data Analysis 

Analysis of the data was first carried out manually along with the data gathering process, 

and later, to ensure the results, the qualitative data analysis software ATLAS.ti was used (Lewis, 

2004). Interview transcripts, field notes, social media posts and all the key documents were 

imported into the software. The analysis started with open coding (Strauss & Corbin, 1990), 

whereby each line was constantly compared within the data to find the other chunks with the 

similar meanings. After that, all the related chunks were combined using axial coding (Strauss & 

Corbin, 1990), and the foregrounded themes indicated four core EM challenges, that qualify to 

be categorized under educational challenges by a process called selective coding (Strauss & 

Corbin, 1990). All the findings were triangulated with the focus group discussion data to ensure 

the rigor along with the analysis process (Boyatzis, 1998).  

RESULTS 

The data analysis has suggested four major themes that were: 1) Entrepreneurial 

negotiation skill; 2) Industry and market research skills; 3) Entrepreneurial networking skill; and, 

4) Employee branding and training skills. The following sections below detail each of the key 

findings: 

Entrepreneurial Negotiation Skill 

Personal communication is one of the most important entrepreneurial skills (Pathak, 2019), 

and has been found most challenging for all of the key informants as they have experienced this 

challenge most frequently. In developing economies, there is a wide range of antecedents that 

could create or involve communicative issues. An orthodox Islamic society like Pakistan usually 

follows the philosophy of gender segregation (Khan et al., 2014), that shows in their culture and 

people's behavior as well. In the case of firm A, the geA has also experienced this challenge 
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when some of his female clients feel reluctant to workout in the presence of male fitness trainers. 

It does require a great deal of entrepreneurial negotiation skill to convince and retain the female 

clients and he is still continuing to struggle in communicating on this issue with his clients. 

The geA has also struggled in spreading the awareness of his new services among his 

targeted audience. He started the CrossFit training studio in the beginning that was a new 

service/facility in the town, so the targeted audience does not have any knowledge about the 

service. Despite being a graduate in business and marketing, he could not negotiate to convince 

the targeted audience to buy his services. After nine months of struggle with the communication 

skill, this eventually made him rent another property and open a traditional gym alongside the 

CrossFit training studio to gain more acceptability and attract more clients. Facing a similar 

challenge in firm B, the geB has also experienced a great difficulty in communicating the value 

of his CrossFit training service as his regular gym clients were not willing to pay extra price for 

the new service. In those critical situations during the start-up phase, he found himself lacking in 

negotiation skill that was required to convince his clients. 

In the case of firm C, the geC has faced the challenge of entrepreneurial negotiation during 

the start-up when he needed to engage substantially big flour dealers in his supply chain. He 

struggled due to the weak negotiation skill and could not make the dealers agree on his terms, 

and in some situations, could not convince them at all. On another occasion, when the geC 

introduced a new stock keeping unit, he could not successfully negotiate to convince the retailers 

to accept that, and consequently, that increased his marketing costs to promote it through other 

means. In a similar example of firm D, the geD has also experienced a tough time in negotiating 

when he introduced a new product, that is, the refined flour. His targeted customers mainly 

refused to accept that, and he found himself unable to negotiate to convince the retailers to get 

more shelf space for his new product. 

The challenge of weak entrepreneurial negotiation skill is found to get worse in the 

business journeys of focus group participants. For fgpA, he was unable to negotiate with his 

property owner about the starting date of his rental contract. This caused him to face massive 

rental loss because of the high rents in the posh locations. Whereas for fgpB, although he had the 

network of customers, he extremely lacked in the entrepreneurial negotiation skill so much so 

that he could not even retain his existing customers. All of the big dealers on which he was 

relying for the majority of his sales, left him during the off-peak season of sales. 

For all key informants, at probing further about the reasons that in spite of having higher 

education, why they have experienced such communication challenges, all of them highlighted 

the gaps in the education system that have not made them learn and enhance the professional 

communication, and particularly the practical negotiation skill. Accordingly, all the key 

informants have recommended the pedagogic upgrades in the EE.  

Industry and Market Research Skills 

In-depth knowledge of industry and market holds the key importance in starting a new 

venture (Melancon et al., 2010). Entrepreneurs sometimes get this knowledge through working 

in other firms within that industry prior to starting their own business ventures (Quatraro & 

Vivarelli, 2015). Before starting his own venture, the geA has also gained valuable experience 

and learned how to deliver the quality services by working for another health and fitness firm. 

Yet, he was found unknown from the technical constraints that occur in the process of starting a 

new venture. At the time of adding the gym in his firm, he ordered the complete gym machinery 
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from China. Due to lack of industry and market research skills, he could not conduct a thorough 

research regarding the cost, customs duties, customs procedures, estimated delivery time and 

transportation hurdles. Consequently, he endured a massive financial loss in the shape of 

property rent of four months (i.e., for the property he took on rent for adding the traditional gym) 

as the machinery and equipment arrived later than expected.  

Market research is highly useful tactic for the businesses, and its effective use enables 

firms to become more customer oriented, and it also improves the chances of succeeding in 

today's highly competitive markets (Wee, 2001). This is a major problematic area found in the 

studied cases whereby the graduate entrepreneurs are found untrained and to be floundered in 

understanding the function of market research. In the case of firm A, before starting his venture, 

when the geA chose the location for his new venture, he found himself lacking in the market 

research skills. Consequently, after launching his business, he gradually came to know that the 

population in the surrounding areas is insufficient for a profitable business. A similar weakness 

could be seen in the case of firm B as well, where the geB could not conduct the market research 

before launching his business, and therefore, he was unaware of the expected number of clients 

from his targeted location. After the launch, the population of the surrounding locations was 

proved to be insufficient in his case as well. 

In the case of firm C, with the intention of creating value during the start-up, the geC 

started making commitments of the fastest delivery of products to his retailers. Contrary to his 

competitors who deliver the supply after three to four days, the geC promised to deliver within 

24 hours. This commitment was not backed by thorough market research as the geC was lacking 

in the feasibility and cost analysis; and researching skills. Therefore, to fulfil his commitment, he 

continued to bear much higher than expected costs in the accounts of human resource and 

transportation. 

In the case of firm D, lacking in industry and market research skills, the geD could not 

conduct survey to choose the most feasible location for setting up the flour mill. Therefore, the 

geD and his brothers used their family owned land to set up their flour mill which was far away 

from the main markets of the city. Consequently, when they started the operations, they realized 

that the transportation cost to deliver the supplies to the city, was exceeding too high affecting 

negatively to their profitability. 

The fgpA admits that he also struggled a great deal due to the weak industry and market 

research skills. Unaware of the industry trends in the posh areas, he purchased locally 

manufactured (substandard) machinery for his health and fitness center in a posh location. 

Consequently, his local machinery was not appreciated by the people of high social class, and 

that was one of the major reasons of his entrepreneurial failure. On the other hand, unable to 

calculate the feasibility, the fgpB at the start-up purchased two small trucks of 6000 kg capacity 

instead of purchasing one big truck of 12000 kg capacity. Consequently, it used to consume 

more time and fuel to deliver the products to the city as his flour mill was in the outskirts of 

Lahore. He admits that he could not calculate the feasibility and it created a big challenge for 

him throughout the life of his venture. 

Upon enquiring about the educational experiences at HEIs, in agreement with Nunan 

(2015), all the key informants have also highlighted the pedagogical weakness regarding the 

industry and market research skills’ development at the HEIs. In agreement with Piperopoulos & 

Dimov (2015), all key informants have also made recommendations to the BSs to emphasize 

practical learning and enhancement of the industry and market research skills among students. 
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Entrepreneurial Networking Skill 

Due to the limited financial resources, SME entrepreneurs incorporate creative marketing 

strategies that usually include a high use of their personal networks in order to survive (Morris et 

al., 2002; Martin, 2009; Jost, 2019). Similarly, for the studied firms, the graduate entrepreneurs 

are required to be actively engaged in entrepreneurial networking, but the entrepreneurial 

networking skill has been found as one of the core EM challenges in the current study. For 

example, in the firms C and D, the graduate entrepreneurs have been found facing regulatory 

constraints while practicing EM. Both entrepreneurs have exploited the opportunities of 

increasing their sales by joining the provincial government’s ‘subsidized flour’ program. In this 

program, flour bags are sold at a much lower price (i.e., subsidized price) than the retail market 

price. Consequently, the sales volume increases and later the government pays back the price 

difference (i.e., subsidy) to the participant flour mills. While availing this opportunity, both 

graduate entrepreneurs are encountering the on-site monitoring officials from different 

government departments. The basic and common role of all monitoring staff is to keep a record 

of the daily sales and report to their respective government departments, but some of the staff 

members often extort and demand bribes to report the sales figures correctly. In this context, the 

geC and geD have confessed that they could not make influential relationships at the higher level 

of government officials in the concerned departments, as a result, the on-field monitoring staff 

extort them and demand bribe.  

Another example of the firm D is, like most of the SMEs, it also had limited resources at 

start-up, thus, the geD had to leverage resources, for instance, transportation from outside. At 

that time, he tried to build new relationships and grow his network but found himself lacking in 

entrepreneurial networking and relationship building skills. He struggled hard for quite a long 

time to start new relationships with the transportation firms and competitors, as these could be 

the two major partners for him to leverage external resources. This is also consistent with Engel 

et al. (2017), who claim that the entrepreneurs use closer business networks to leverage external 

resources. 

The fgpA has also shared the fact that he was unaware of the importance of networking, 

and thus, he never tried to create one. Whereas, the fgpB, who already had an established 

network of customers, could not maintain or grow that. He found himself lacking in the skill of 

relationship building that contributed towards his exit from the market. This is also in line with 

the past literature, where a number of studies have shown that business networking capability of 

entrepreneurs is pivotal for their new venture’s survival and success (Karami & Tang, 2019; 

Prokop et al., 2019). In addition to highlighting the weaknesses of education system, in line with 

Kaandorp et al. (2019), the key informants have endorsed the idea that the BSs must provide the 

platforms for experiential learning to the students, so that they could develop and enhance their 

entrepreneurial networking skill. 

Employee Branding and Training Skills 

‘Employee brand’ is the brand image presented to the customers and other organizational 

stakeholders by employees (Miles et al., 2011). The process through which the employees 

internalize the desired brand image and project it to customers is known as employee branding 

(Miles & Mangold, 2004). Employees who are responsible for executing the brand promise 

(Harris & De Chernatony, 2001) are obligated to deliver consistent service to achieve and 
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maintain the desired identity, image (Vallaster & De Chernatony, 2005) and reputation of the 

organization (Fitzgerald, 1987). Any failure in delivering the promised service to customers by 

employees will result in negative perception of customers about the quality of the brand (Sharma 

et al., 2015). According to Potgieter & Doubell (2018), employee branding improves the profile 

of the firm and enhances the competitive advantage. Thus, to avoid the negative consequences 

and to obtain competitive advantage, the desired brand image and the associated brand promise 

must be elaborated to the employees.  

Among the studied cases, the firm A is found to have issues regarding the employee 

branding and training as the geA reports about the unsupportive behavior of his staff with their 

clients and the firm’s management. He confessed that he did not know how such human resource 

issues impact marketing and clients. As he was unaware of how to train his staff, he found 

himself unable to control his trainers’ behavior. As a consequence, his trainers’ ungroomed 

behavior was damaging the firm’s clientele. 

In the cases of firm C and firm D, both firms mostly hire their employees through close 

references e.g., existing employees and family. As a result, many of their employees are not 

suited with the jobs they are doing. The behavior and communication of those employees are 

totally contrasting with their roles in the firm. The firm also does not have on-job training 

programs to groom the employees. As a consequence, this often leaves unsatisfied customers 

when they encounter ungroomed behavior of the marketing and customer serving employees in 

particular. 

The fgpA has also admitted that he had a tough time in dealing with his employees. His 

fitness trainers in particular were not groomed according to the customers he was targeting. The 

communication and professionalism were commonly lacking among his employees, and he did 

not have the employee branding and training skills to groom them according to their professional 

roles. 

The fgpB also endorsed the challenge of weak employee branding and training skills 

among the graduates by giving his own example when he hired the sales team in his firm. Going 

to the market with a highly important role, his salesmen totally failed to make any big sales. 

Moreover, they used to waste crucial time on-field and the fgpB also did not know how to train 

them to become responsible salesmen. Employee branding and training is a crucial positioning 

strategy that determines the reputation of a brand. It has two vital components, that is, the 

employees’ knowledge of the desired brand image and the motivation to project the intended 

image, which is determined by the employees’ perception of the upholding of the psychological 

contract by the organization (Miles & Mangold, 2004; Miles et al., 2011). 

At probing about the educational approaches used at BSs, the key informants have agreed 

on the ineffectiveness of current pedagogies. All of them have recommended to upgrade current 

pedagogical approaches focusing on the practical employee branding and training skills’ 

enhancement rather than merely understanding the definitions. 

DISCUSSION AND PRACTICAL IMPLICATIONS 

Many studies in the entrepreneurship literature have explored the EM practices of firms in 

their well-established phases but exploring particularly the EM challenges during the start-up 

phase of business is relatively a new attempt. Moreover, the current study exploring the 

phenomenon of EM in the educational context is a new attempt in the EE literature as well to 

bridge the pedagogical gaps in EE. It is argued that due to limited financial and human resources 
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available to SMEs, EM in SMEs is much different than standard marketing in textbooks and the 

way these are taught at the BSs (Grünhagen & Mishra, 2008). The standard marketing in 

textbooks were originally developed for large organizations, and those are far apart from the 

marketing peculiarities of SMEs (Kraus et al., 2007; Grünhagen & Mishra, 2008). Numerous 

studies also show a clear pedagogical gap in the area and argue that entrepreneurial SMEs 

generally have different marketing behavior than those of the classic textbook approaches 

(Resnick et al., 2011; Resnick et al., 2016). Due to this pedagogical gap, the graduates like the 

four discussed in this paper, are found not to grasp the process of SME marketing; and lack such 

entrepreneurial skills to a great extent that are required to practically start an SME venture 

(Rousseau, 2012; Mintzberg, 2009). 

Alabduljader et al. (2018) argue that the HEIs are having lack of focus on the development 

of SME oriented curricula, and therefore, recommend to upgrade EE. They (2018) also spotlight 

the universities delivering EE using the same teaching pedagogies as the traditional business and 

marketing education. The pedagogical gap in the EE can also be seen from many practical 

examples, for instance, overviewing the program structures of BSs worldwide, EM is generally 

not the part of business administration programs. Whereas, for entrepreneurship programs, EM is 

a well-recognized subject worldwide (Amjad et al., 2020c). However, upon reviewing their 

pedagogical structures, it becomes evident that the teaching pedagogies used for EM are similar 

to the traditional business and marketing programs (i.e., coursework). Therefore, there is the 

need for pedagogical upgrading in EM as this domain is in an emerging phase as well (Amjad et 

al., 2020b). According to Piperopoulos & Dimov (2015), entrepreneurship courses should be 

designed and delivered with the ‘practically oriented’ context and teaching pedagogies because 

practically oriented programs develop significant entrepreneurial skills that affect highly on the 

practical outcomes among graduate entrepreneurs. Hence, there is a high need to develop EM 

pedagogical model in order to substantially fill such pedagogical gaps particularly in EM 

domain. 

Ahmad & Buchanan (2015) argue that rather than solely focusing on functional 

understanding of entrepreneurship or business (like traditional business coursework), the 

objectives of strengthening EE at BSs should be reconsidered in such a way as to enhance 

students’ acquisition of skills and competencies needed to initiate and retain new businesses. In 

the studied cases, the graduate entrepreneurs are also stressing on practical skill development and 

sharing the similar recommendations to enhance entrepreneurial negotiation skill, industry and 

market research skills, entrepreneurial networking skill, and employee branding and training 

skills. Considering these four weak skills found in the current study due to the pedagogical gap 

in EM, the BSs worldwide promptly need to upgrade the EM pedagogies so that the issues of 

business failure among graduates could be minimized. As a result of upgrading the EM 

pedagogies, high quality and skilled graduate entrepreneurs could be produced in the future, that 

are better prepared to encounter EM challenges and survive. 

Development of EM Pedagogy Model  

The major objective of the current study was to develop a new model of EM pedagogy that 

is practically implementable at BSs and should be grounded in the current study’s findings, past 

EE literature, and the key informants’ recommendations. Many studies in EE literature (e.g., 

Ferrandiz et al., 2018; Lloyd et al., 2019; Pouratashi & Zamini, 2019) recommend work-based 

learning pedagogies to be implemented at BSs. Ezeani (2018) finds low skills and technical 
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incompetence; and lack of creativity and innovation among the HEI graduates, and therefore, 

recommends incorporating skill development and enhancing technical competence in the EE. 

Ferrandiz et al. (2018) have also emphasized on acquisition of entrepreneurial skills, 

entrepreneurial learning and co-curricular activities at BSs. Moreover, Nabi et al. (2017) in their 

review, have highlighted many studies that are emphasizing on intensive experiential programs 

to be the part of EE. Garo (2017) suggests that the students must have experiential learning and 

BSs should play the role of a facilitator in order to provide the right pedagogies and appropriate 

environment to the students to get real experiences and practical skills. Manimala (2017) 

recommends interdisciplinary programs; entrepreneurship skill development; specialized 

offerings in entrepreneurship; and real-life entrepreneurial opportunities as part of the pedagogy. 

In-line with all of the above general recommendations to develop entrepreneurship pedagogies, 

Smith et al. (2017) more specifically recommend trading projects, group collaboration projects 

and networking for students. Kaandorp et al. (2020) also suggest that the students must be 

engaged in entrepreneurial networking during their education at BSs to get experiential learning. 

Researching experiential learning during the EE, Lloyd et al. (2019) argue that the students 

should be exposed to the real-life experiences, for example, live cold calling to enhance their 

selling skills. Such pedagogic approach would enhance the entrepreneurial and technical skill 

sets in the students. Figure 2 is integrating all the above recommendations of past literature to 

illustrate the EM pedagogy model which is implementable over a period of 12 weeks (i.e., within 

one semester). 

Besides the past entrepreneurship literature’s recommendations, the EM pedagogy model is 

precisely based on the empirical findings of the current study and recommendations of all the 

key informants as well. Explicating that, the model consists of three phases. In the first phase, the 

entrepreneurial networking skill is targeted where the students would be practically engaged in 

developing personal entrepreneurial networks (Kaandorp et al., 2020; Smith et al., 2017) as 

emphasized by the key informants. 

In the second phase, the researching and teamwork coordination skills are focused where 

the students would make group collaborations (Smith et al., 2017) to conduct industry and 

market research which includes cost analysis, formulating pricing strategy and feasibility 

analysis, as suggested by all the key informants in the current study. In the third phase of 

pedagogy model, the positioning, customer targeting, entrepreneurial negotiation skill, and 

employee branding and training skill, are aimed through a real trading project (Smith et al., 

2017). The sole purpose of such project is to make the students learn through experience 

(Ferrandiz et al., 2018; Garo, 2017; Kaandorp et al., 2019; Lloyd et al. 2019; Piperopoulos & 

Dimov, 2015; Pouratashi & Zamini, 2019) as recommended by all the key informants. The 

trading project has purposefully been kept to be accomplished by the students in individual 

capacity in order to make them practice becoming self-reliant like an autonomous entrepreneur. 

The EM pedagogy model in Figure 2 is work-based (Lloyd et al., 2019; Pouratashi & 

Zamini, 2019; Ferrandiz et al., 2018) with the avenues of practical and experiential learning 

(Arias et al., 2018; Kaandorp et al., 2020; Piperopoulos & Dimov, 2015) for the skill 

development (Ezeani, 2018; Ferrandiz et al., 2018; Manimala, 2017; Ahmad & Buchanan, 2015) 

among the entrepreneurship students. The model also adheres to the recommendation of 

Kaandorp et al. (2020) to make the students develop entrepreneurial networks during the 

education, and moreover, it is aimed to provide real-life industry and market research; and 

trading experiences as well, as suggested by Lloyd et al. (2019); and Manimala (2017). Thus, the 
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above pedagogy model is addressing all the weak skills found in the current study, due to the 

weak entrepreneurship pedagogies at BSs. Therefore, by implementing this model, the four weak 

skills found in the current study, i.e., the entrepreneurial negotiation skill, industry and market 

research skills, entrepreneurial networking skill, and employee branding and training skills could 

be practically improved among the business students. Zamani & Mohammadi (2018) suggest that 

upgrading the student learning experience at BSs could not only bridge the pedagogical gap but 

also encourage a greater number of graduates to become entrepreneurs, hence contributing to the 

entrepreneurship development and economic growth. 

 

FIGURE 2 

EM PEDAGOGY MODEL 
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Contributions 

Studies using case study method along with the focus group discussion to triangulate their 

findings are rarely found in the entrepreneurship literature. Thus, the current study makes a 

significant methodological contribution by using this rare combination of qualitative methods in 

the entrepreneurship literature. Further, there is a wide range of studies exploring the 

phenomenon of EM during the established phases of the SMEs, but the studies exploring the EM 

phenomenon during the start-up phase of business are scant. So, the current study exploring the 

EM phenomenon during the start-up phase of businesses contributes to the new venture’s 

literature as well. In the entrepreneurship literature, many studies have explored the EM practices 

of the SME entrepreneurs, but the current study contributes uniquely by exploring the 

contemporary EM challenges, which is a new attempt. In the educational context, the studies 

exploring such contemporary issues of entrepreneurs for upgrading the EE pedagogies are also 

rarely found in the EE literature. Finally, the development of EM pedagogy model (Figure 2) 

which is based on both, past EE literature and graduate entrepreneurs’ recommendations and is 

practically implementable at BSs worldwide, is a major practical contribution of this study. 

Practical Implication for Business Schools’ Academic authorities 

The training programs at BSs should address ‘how to’ and not just ‘what is’ (Copley, 

2013). Therefore, the current study strongly recommends that the practically oriented EM 

courses must be the part of both, entrepreneurship (focused on SMEs) and traditional business 

administration (focused on large organizations) programs at BSs. The rationale for this is, first, 

not all graduates from traditional business programs work in large organizations. Many also 

work in entrepreneurial SMEs or have their own entrepreneurial ventures (Brizek & Poorani, 

2006). Second, besides the SMEs, the relevance of EM is also in large organizations as justified 

and thoroughly detailed by Lodish et al. (2016) in their book “Marketing that works: How 

entrepreneurial marketing can add sustainable value to any sized company” (second edition). 

Moreover, Morrish et al. (2015); and Brizek & Khan (2008) also argue that due to the shrinking 

resources and technologically savvy consumers, both, the SMEs and large sized organizations 

need to be entrepreneurial. Thus, making the EM course a part of traditional business 

administration programs could bridge a major practical gap as identified in the beginning of this 

paper (Figure 1). 

Considering the practical importance of EM in highly competitive, uncertain and risky 

conditions, especially for the new businesses, EM is becoming inevitable for both small and 

large organizations. In such case, the business and entrepreneurship students need to learn how to 

effectively adopt EM in their careers, whether the students opt for entrepreneurship or marketing 

careers in either SMEs or large organizations. Thus, the EM pedagogy model developed in the 

current study is significantly useful and must be instantaneously implemented at BSs worldwide. 

It could certainly help to produce high quality graduate entrepreneurs in the future that are better 

prepared to face EM challenges and survive, ultimately contributing towards entrepreneurship 

development and economic growth. 
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LIMITATIONS AD FUTURE RESEARCH 

By nature, EM is highly social (Martin, 2009), however, the current study has only focused 

on exploring the contemporary challenges in the context of EE. Thus, there is a need to explore 

the challenges in EM in the social context as well (e.g., cultural values and consumer behavior) 

to discover a broader range of EM challenges. 

To measure the competence of graduate entrepreneurs and business students, future 

researchers need to develop quantitative scales to measure the four weak EM skills identified in 

the current study. Such scales could give a better understanding to the EE policy makers about 

the level of technical competence in their students for each of the EM skills. 

CONCLUSION 

Since, EM in SMEs is greatly different than TM and the way it is taught at business 

schools, thus, it is causing the graduates of business schools to struggle and even fail in their 

entrepreneurial careers. Therefore, it has become inevitable in the current times to bridge this gap 

for the development of entrepreneurship in the economies. The current study has made this 

attempt by exploring the EM challenges faced by the graduate entrepreneurs in SMEs, and 

developing a new pedagogy model of EM in the light of those contemporary EM challenges. 

While doing that, this study has discovered four contemporary EM challenges faced by the 

graduate entrepreneurs in SMEs that are owned and managed by them. Moreover, for each EM 

challenge, the valuable pedagogic recommendations have also been gathered from the graduate 

entrepreneurs. Following their recommendations, and in the light of recent EE literature, a new 

EM pedagogy model has been developed in the current study, which is practically implementable 

at business schools over the period of 12 weeks (i.e., within one semester). 

APPENDIX 

Interview Questions 

Proactive Orientation/Proactiveness 

1. What challenges have you faced in proactively making or implementing the decisions during your 

start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn and adopt proactiveness?  

Opportunity Driven 

1. What challenges have you faced in exploiting opportunities during your start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn how to exploit opportunities well? 



Journal of Entrepreneurship Education   Volume 23, Issue 3, 2020 

                                                                                   18                                                                                1528-2651-23-3-583 

Citation Information: Amjad, T. (2020). Contemporary challenges in entrepreneurial marketing: Development of a new pedagogy 

model. Journal of Entrepreneurship Education, 23(3). 

Risk Taking Orientation/Risk Management 

1. What challenges have you faced in risk taking or management during your start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn risk management? 

Innovation Focused 

1. What challenges have you faced in making innovations during your start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn and adopt innovation orientation? 

Customer Intensity 

1. What challenges have you faced in acquiring new customers during your start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn how to acquire new customers/markets? 

Resource Leveraging 

1. What challenges have you faced in leveraging your limited resources during your start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn effective resource leveraging? 

Value Creation 

1. What challenges have you faced in creating value of your product/service during your start-up? 

2. Despite having marketing education, why do you think you have experienced these challenges? 

3. What solutions have you come up with for overcoming these challenges? 

4. What recommendations would you give for business schools to train the prospect entrepreneurs to 

learn how to create value of a product/service? 
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