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Abstract. The difficulties that face small and medium organization in any
field are severe nowadays. The importance of SMEs is vital. Different
researchers have proposed different success factors for small and medium
organization, like finance, skilled workforce, technology, innovation and most
importantly marketing. Marketing is the spine of any organization, through
marketing firms bring innovation, awareness of competitors, awareness of
products, building relation with customers. A good marketing strategy
increases the sale of product for sure. The small and medium organization
face difficulties in doing marketing, because of limited finance, limited or
unskilled staff, unawareness of marketing strategies, no or less use of
media. This paper presents the pilot survey result for the study of effect of
marketing strategies construct (entrepreneurial, guerrilla, relationship,
ambush, viral and niche marketing), on firm performance. Descriptive
statistics, normality, reliability and preliminary factor analysis (EFA) test were
run, all the data were presented in tables below. The result shows that all the
questionnaire were normally distributed, and the outcomes are all normal.

Keywords: marketing strategies; pilot survey; descriptive; normality;
reliability; factor analysis.

Introduction

Small and medium enterprises face many chal-
lenges in the world today wherein competition is
mention as one basic challenge. This segment of
the economy is considered very important to na-
tion’s economy as it helps in creating job to re-
duce unemployment and creation of new busi-
ness which contributes to gross domestic prod-
uct (GDP) of a country [20]. SMEs are known as
the spine of the economy of countries and need
to advance their organizational competence by
formulizing their structures, system in order to
be become more proficient [3; 15; 36]. SMEs con-
tribute in the economic development of the indi-
vidual nation and the same time they encourage
the flow of trade and investment between differ-
ent economies in the region [26]. SMEs make a
major contribution to regional income, producing
essentials goods and services, promoting the de-
velopment of rural economies [3].

Section “Economics”

Due to their significance benefits, SMEs have in
recent years increasingly become the focus of
policy-makers [36]. M. Terziovski [33] stated that
SMEs needs to formulize their structure and sys-
tem to become more competitive and enhance
their capacity regarding market changes. Accord-
ing to OECD [28], SMEs are valuable source of
employment and future growth prospects for
many countries across the globe. Therefore SMEs
are known as the best source of job creation, rea-
sonable contribution to the economic side and
also developed the lifestyle of consumers as well
as owners.

In Malaysia, SMEs account for more than 96.1 %
of the total number of enterprises. They contrib-
uted 32% of the Malaysian Gross Domestic
Product in 2008 [14; 15]. In the year 2009, the
furniture sector was the fifth largest exports
earner for the country and maintains its position
as strong driver within the industry. In 2010 the
furniture sector contributed to 3.7 % of the GDP
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and 3.2 % of the country’s total merchandise ex-
ports. The furniture industry in Malaysia can be
described as large, with approximately 5,870
manufacturing establishment. 80-90% of them
are regarded as small and medium enterprises
[22]. With a business-friendly environment, good
quality products and a high potential market, the
Malaysian furniture industry is poised to exceed
expectations and to continue its exponential
growth [35].

Recent changes in the business environment
have compelled firms to search for new strate-
gies to compete in the market has become an im-
portant strategy especially in multinationals
companies but SMEs can’t stay away from adopt-
ing new strategies [30]. No company can please
everybody, but more significantly how to choose
the customers and target them. Innovation en-
ables firms to create value while marketing helps
the companies to capture that value (firm suc-
cess) [27]. By segmenting and targeting the mar-
ket firms may able to figure out its market and
the organization can enhanced vary design, price,
communicate to satisfy target market and the
organization can reproduce better competitors’
marketing. Organization that sells their products
to a segmented group or subgroup will be charm-
ing; they will be extra competent since they know
more accurately about consumers’ necessities
and desires.

This study attempts to locate the effect of mar-
keting strategies construct (Entrepreneurial,
Guerrilla, Relationship, Ambush, Viral marketing
and Niche marketing strategy), on firm success of
SMEs in the Peninsular Malaysia. It is important
issue among multinational companies. Globaliza-
tion implies industries to implement the market-
ing strategies to be competent in global market; it
also provides opportunities for manufacturers to
export their products [9]. Research in strategic
marketing specifies that a firm’s market orienta-
tion is a foundation of competitive advantage be-
cause it enables the firm to recognize and re-
spond to market necessities effectively [18].

Related works

Entrepreneurial Marketing Strategy. The term
“Entrepreneurial Marketing” has come to de-
scribe the marketing activities of small and new
ventures. It is difficult to come up with a ‘stan-
dard’ definition of entrepreneurial marketing
strategy which is widely agreed upon that defini-
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tion. According to S. Kraus [19], that entrepre-
neurial marketing is an organizational function
and a set of processes for creating, communicat-
ing and delivering value, to customers and for
managing customer relationship in ways that
benefit the organization and its stakeholders, and
that is characterized by innovativeness, risk-
taking, pro-activeness, and may be performed
without resources currently controlled.

The contribution of SMEs to Entrepreneurial
marketing is described in detail by [12], that en-
trepreneurial marketing has been found by re-
searchers fruitful when it applies to the small and
medium enterprises. Both SME and entrepreneu-
rial marketing researchers have discovered that
small business owners and managers undertake
marketing in ways that do not follow standard
textbook theory and practices. Some researchers
suggests that there are advantages of being
small; being flexible and able to respond quickly
to changes and non-bureaucratic in their overall
approach. SMEs also have the ability to gather
quickly market intelligence and use this informa-
tion as they are close their markets. In this way
employees and customers can create vital, timely
and inexpensive market information, and this
provide a critical advantage to SMEs over large
firms.

Guerrilla marketing strategy. Guerrilla marketing
is an unconventional marketing which intended
to get maximum result from minimal resources
[10]. Guerrilla marketing campaigns are typically
more inventive and in places that customers
wouldn’t likely expect advertisement to be like
this. For the small and medium enterprises it is
necessary to reach a lot of people without too
much expenses and guerrilla marketing is cheap-
est way of marketing. The term guerrilla market-
ing was inspired by guerrilla warfare which and
relates to the small tactic strategies used by
armed civilians (these tactics includes ambushes,
sabotage, raids and elements of surprise). Like
guerrilla warfare, guerrilla marketing also uses
the same sort of tactics to achieve a competitive
position in the marketing industry.

The focus of guerrilla marketing is low cost, crea-
tive strategies of marketing. In the case of small
and medium firm whose have small brands with
a small budget, a guerrilla marketing campaign
can be an effective alternative to traditional ad-
vertising. For these brands, guerrilla advertising
can be a solution to the problem of not having the
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money to run advertising as effectively in a tradi-
tional medium [37].

Relationship marketing strategy. The globaliza-
tion of business and the evolving recognition of
the importance of customer retention and mar-
ket economies and of customer relationship eco-
nomics, among other trends, reinforce the
change in mainstream marketing. There is no
universal or uniform definition available on
which can be agreed, but researcher have de-
scribe according to their knowledge. Relationship
building and management, or what has been la-
belled relationship marketing, is one leading new
approach to marketing which eventually has en-
tered the marketing literature [13]. Relationship
marketing strategy is defined by [31], as that re-
lationship marketing is based on creating a mu-
tually beneficial exchange between business
partners. Relationship marketing has focus on
customer retention and customer commitment.
The definition of relationship marketing accord-
ing to [24], is attracting, maintaining and in
multi-service organization, enhancing customer
relationship.

There are some aspects that make the relation-
ship marketing unique from other marketing
strategies, first it is one-to-one relationship be-
tween the marketer and customers. Second, it is
an interactive process and not a transaction ex-
change. Relationship marketing indicates the ex-
pansion of long-term relationship between the
customers and the suppliers, in order to generate
advantages for all those involved and to allow the
co-creation of value. . Relationship marketing is
an umbrella philosophy for relational approaches
in marketing for small and medium firms. To
succeed in the market place, a company must
have both a flow of new customers and there
must be a restriction on customer existing [17].

Ambush marketing strateqgy. FIFA defines Am-
bush marketing as prohibited marketing activi-
ties which try to take advantage of the huge in-
terest and high profile of an event by creating a
commercial association and/or seeking promo-
tional exposure without the authorization of the
event organizer. C. Agrawal and ]. Byahatti [1],
defines ambush marketing as a marketing strat-
egy wherein the advertisers associate themselves
with, and therefore capitalize on, a particular
event without paying any sponsorship fee. Nor-
mally ambush marketing is done by engaging in
promotion and advertising that tradeoffs the
event or goodwill and reputation, and the result
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is confusion for the buying public as to which
company really holds official sponsorship rights.
According to [8], ambush marketing is a market-
ing where traders seeks to utilize the publicity
value of an event, for instance a major sports
tournament or a concert, to gain a benefit from it
despite not having any involvement or connec-
tion with that event and more particularly having
made no financial contribution to entitle him to
derive benefit from it.

Ambush marketing consists in making use of an
opportunity to develop business in a way that is
not prohibited on legal grounds. Whatever the
method, the goal is always the same, to attract
attention to one’s products or services by taking
advantages of the glow of a big event.

Viral marketing strategy. Online social networks
are increasingly being recognized as an impor-
tant source of information influencing the adop-
tion and use of products and services. From all
this internet, social media marketing, all other
networks is now called viral marketing. Viral
marketing, the tactic of creating a process where
interested people can market to each other, is
therefore emerging as an important means to
spread-the-word and motivate the trail, adop-
tion, and use of products and services [32]. The
main function of viral marketing is word-of-
mouth, and in the 21st century you can'’t live
without that. Word-of-mouth is oral, person-to-
person communication between a receiver and a
communicator whom the receiver perceives as
non-commercial, concerning a brand, a product
or a service. According to [21], viral marketing
exploits existing social networks by encouraging
customers to share product information with
their friends. According to ]. Phelps, R. Lewis,
L. Mobilio, D. Perry, N. Raman [29], views it as
word-of-mouth advertising in which consumers
tell other consumers about the product and ser-
vices.

In the view of . Phelps [29], turning customers
into marketing force is crucial. In case of small
and medium enterprises customers spread the
message through word-of-mouth (WOM), which
means that the promotion of a company or its
products and services is done by getting people
talking (positively) to each other about the com-
pany or its products and services. WOM is seen
as very important for small and medium compa-
nies; when customers talk in negative ways
about a company, this is a good predictor of the
future of the company J. Phelps [29].
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Niche marketing strategy. Micromarketing, fo-
cused marketing, regional marketing, concen-
trated marketing and targeting marketing all are
often used as synonyms for niche marketing [7].
Even though some authors affirm that there is no
clear and consistent definition for niche market-
ing, however a number of attempts to capture
this concept share similarities [6, 34]. There is
broad agreement that it is closely related to mar-
ket segmentation and is generally revealed in the
literature as having a pull marketing approach-
that first identifies the market and then develops
a product for that market [6]. Niche marketing
basically works with a concept of ‘Big fish in
small pond’ [5]. According to [2] niche markets
consist of groups of consumers (market seg-
ments) within the larger marketplace who have
similar demographic, buying behavior, and/or
lifestyle characteristics, even consumers with the
same buying behavior may have differing moti-
vations (which are essentials elements to know
for marketing and promotions).

Concentrating all marketing efforts on a small
but specific and well defined segment of the
population they have similarities to some extent.
The niche marketing is specifically for the small
and medium enterprises because their focus on
production is normally limited and they can get
the market share with enough profit. F. Akbar,
A.Razak, B.Omar, F. Wadood [2] suggest that

Table 1 -Descriptive statistics of the questionnaire items

marketing strategy framework should be identi-
fied to achieve the goal of high performance.

Research Methodology

A pilot survey is conducted mostly to assess the
validity and reliability of the instruments. A pilot
study basically suggests going for a small scale
study for the trial purpose before conducting the
full-fledged study [11]. According to [23], the
sample size for pilot study is suggested to be
comparatively smaller which could range from
15-30 respondents. In this study, a total of 95
questionnaires were randomly distributed to
furniture manufacturing companies in Johor
State Malaysia, where 89 were returned and 86
were considered usable for the analysis repre-
senting 100 %, 93 % and 90 % respectively. Fi-
nally, a total of 86 responses being used for the
data analysis using SPSS version 23.

Results

The findings of this pilot survey conducted re-
vealed the reliability of the selected measure-
ment items to improve upon the study design.
The result also revealed the Descriptive Statistics
for the data, the normality, the reliability of the
data and the preliminary Exploratory Factor
Analysis (EFA). The Table 1 show the descriptive
statistics of the questionnaire items.

Constructs No of original items Mean Standard deviation Skewness Kurtosis
EMS 17 2.71-3.03 1.082-1.187 0.346-1.730 1.206-1.941
GMS 8 2.77-3.00 1.004-1.094 0.107-1.342 0.645-1.708
RMS 9 2.63-2.98 1.018-1.168 0.157-1.680 0.354-1.795
AMS 9 2.87-3.21 0.981-1.170 0.115-1.142 0.529-1.863
VMS 9 2.60-2.94 1.007-1.152 0.392-1.696 | 0.515-1.772
NMS 7 2.43-2.79 1.012-1.157 1.619-1.676 | 0.258-0.996
PMS 16 2.73-2.99 1.090-1.276 0.088-1.561 1.311-1.813
P 8 2.66-3.06 0.983-1.122 0.107-1.519 0.998-1.799

Note: EMS - Entrepreneurial marketing strategy; GMS - Guerrilla marketing strategy; RMS - Relationship
marketing strategy; AMS - Ambush marketing strategy; VMS - Viral marketing strategy; NMS - Niche marketing
strategy; PMS - Perception of marketing strategies; P — Performance

The items are grouped together and the respec-
tive statistics are presented in the Table 1. The
items were grouped within their respective con-
structs and a range of univariate statistics for
each constructs is assessed based on mean, stan-
dard deviation, skewness, and kurtosis statistics.

Section “Economics”

Indicate absolute values. As shown in Table 1
both skewness and kurtosis statistics indicated
that univariate normality has been achieved
across all the items of the questionnaire. Across
all items the highest absolute value for skewness
and kurtosis are 1.730 and 1.941 respectively.
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These values are below the recommended
threshold of 2; thus indicative of attainment of
univariate normality in the dataset.

The following Table 2 contains result and analy-
sis for the data normality, the reliability of the
data and the preliminary Exploratory Factor
Analysis (EFA).

Table 2 - Results and analysis for the data normality, the reliability of the data and the preliminary Exploratory

Factor Analysis (EFA)

Constructs | Items | Mean | Skewness | Kurtosis | Factorloadings | Variance explained | Cronbach’s alpha
EMS 13 | 2.886 0.068 0.797 0.435-0.917 62.25 0.743

GMS 8 |2812 0.692 1.350 0.417-0.665 58.18 0.600

RMS 7 | 2777 0.001 0.197 0.416-0.660 56.97 0.665

AMS 8 |2996 0.048 0.504 0.432-0.737 61.07 0.728

VMS 9 |2.786 0.653 0.987 0.460-0.748 78.51 0.788

NMS 6 |2622 0.689 1.646 0.408-0.609 51.83 0.702

PMS 10 | 2.882 1.219 0.219 0.429-0.908 62.407 0.665

P 7 12956| -0.310 0.008 0.610-0.941 61.34 0.621

Entrepreneurial marketing strategy have 13
items in total. The mean for EMS is 2.86, the
overall skewness is 0.068, the kurtosis is 0.797,
the factor loading is 0.435-0.917, variance ex-
plained is 62.25 and the Cronbach’s alpha is
0.743. Guerrilla marketing strategy total items 8,
means for GMS is 2.812, the skewness 0.692, the
kurtosis 1.350, the factor loading 0.417-0.665,
variance explained 58.18 and Cronbach’s alpha is
0.600. The Relationship marketing strategy have
7 items. The mean for the RMS is 2.777, skew-
ness 0.001, kurtosis 0.197, factor loading 0.416-
0.660, variance explained 56.97 and Cronbach’s
alpha 0.665. Ambush marketing strategy items
are 8. The mean for AMS is 2.996, skewness and
kurtosis are 0.048, 0.504 respectively, factor
loadings 0.432-0.737, variance explained and
Cronbach’s alpha were 61.07 and 0.728 respec-
tively. The items for Viral marketing strategy are
9. The mean, skewness, kurtosis, factor loadings,
variance explained and Cronbach’s alpha are,
2.786, 0.653, 0.987, 0.460-0.748, 78.51, 0.788
respectively. The Niche marketing strategy items
are 6, and mean for NMS is 2.622. The skewness
is 0.689, kurtosis 1.646, factor loadings 0.408 -
0.609, the variance explained is 58.83, and the
Cronbach’s alpha is 0.702.

The perception of marketing strategy is one of
the objective of this study, which also included in
this study, the reliability and normality for the
PMS are described. The items for PMS are 10,
mean 2.882, skewness and kurtosis are 1.219
and 0.219 respectively. The factor ladings are
0.429-0.908, variance explained 62.407 and
Cronbach’s alpha is 0.665. The dependent vari-
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able is Performance which has 7 items. The mean
for Performance is 2.956, skewness 0.310, kurto-
sis 0.008, factor loadings 0.610-0.941, variance
explained 61.34, and Cronbach’s alpha is 0.621.

Conclusion

The analysis assess the normality, reliability and
factorability of the data. The analysis of the pilot
data revealed that all the data were normally dis-
tributed within the range of skewness and kurto-
sis scores of -/+ 2, with the exception for fifteen
items EMSc3, EMSr2, EMSv3, EMSo1, RMS 7,8;
AMS 8, NMS, 4, PMS 2, 4,5, 13,15, 16 and P 4 -
which have skewness and kurtosis score above -
/+ 2. All the eight constructs of the research were
reliable as the reliability test revealed Cronbach’s
alpha coefficients between 0.600 to 0.788 all
above the recommended 0.6 [4]. Exploratory fac-
tor analysis on the construct revealed that all the
items have good factor loadings on the construct
and have Eigen values greater than 1 to explain
more than 50 % variance in each of the con-
structs. Based on the outcome of the pilot survey,
the items with problems were looked into and
were deleted to reflect the study area very well
because some comments were also received with
the questionnaire that the items are too many
and its effects the answering the items in good
manners. The deleted items were then checked
again to see the effect of that items on constructs,
but no effect were found, that’s why that it still
remain in that way to reflect the study in good
manner. The drafted questionnaire was therefore
updated to reflect the observation made.

5.5



Traektorid Nauki = Path of Science. 2017. Vol. 3, No 4 ISSN 2413-9009

References

1. Agrawal, C., & Byahatti, ]. (2013). Ambush Marketing: Concept and Strategic Implications. Asia Pacific
Journal of Research, 3(10). Retrieved from http://apjor.com/files/1383062412.pdf

2. Akbar, F., Razak, A., Omar, B., & Wadood, F. (2015). Niche Marketing Strategy and Firm Success:
Review on SMEs in Peninsular Malaysia. International Journal of Research & Review, 2(11), 697-
702.

3. Akmal, N.,, Wahab, A, Dora, M. T., Majid, L. A, Hafiz, M., & Razak, A. (2012, February 6-7). Measuring
the Organizational Innovation Impact towards the Performance of SME’s in Malaysia. In
International Conference on Technology Management and Technopreneurship (pp. 1-10).
Retrieved from http://eprints.utem.edu.my/11561

4. Bhatnagar, R, Kim, ], & Many, J. E. (2014). Candidate Surveys on Program Evaluation: Examining
Instrument Reliability, Validity and Program Effectiveness. American Journal of Educational
Research, 2(8), 683-690. doi: 10.12691 /education-2-8-18

5. Choudhary, S. (2014). Rooting By Niche Marketing. International Journal of Advanced Research in
Management and Social Sciences, 3(10), 84-91.

6. Cuthbert, R. H. (2011). Strategic Planning in Agricultural Niche Markets (Doctoral thesis). Retrieved
from
https://ourarchive.otago.ac.nz/bitstream/handle/10523/1716 /R.%20H.%20Cuthbert%20Thes
is.pdf?sequence=1

7. Dalgic, T., & Leeuw, M. (1994). Niche Marketing Revisited: Concept, Applications and Some European
Cases. European Journal of Marketing, 28(4), 39-55. doi: 10.1108/03090569410061178

8. Dean, 0. (2003). Ambush marketing and protected events. Retrieved from
http://blogs.sun.ac.za/iplaw/files /2012 /08 /Ambush-Marketing-and-protected-events.pdf

9. Ellis, P. (2006). Market orientation and performance: A meta-analysis and cross-national
comparisons. Journal of Management Studies, 43(5), 1089-1107. doi: 10.1111/j.1467-
6486.2006.00630.x

10. Farouk, F. (2012). The Role of Guerrilla Marketing Strategy to Enrich the Aesthetic and Functional
Values of Brand in Egyptian Market. International Design Journal, 2(1), 111-119.

11. Gay, L., Mills, G. & Airasian, P. (2008). Education Research: Competencies for Analysis and
Application. New York: Prentice Hall.

12. Hills, E. G., Hultman, M. C., & Miles, P. M. (2008). The Evolution and Development of Entrepreneurial
Marketing. Journal of Small Business Management, 46(1), 99-112. doi: 10.1111/j.1540-
627x.2007.00234.x

13. Gronroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards a Paradigm Shift in
Marketing. Asia-Australia Marketing Journal, 2(1), 9-29. doi: 10.1016/S1320-1646(94)70275-6

14. Hafeez, M. H., Noor, M., Shariff, M., & Lazim, M. (2013). Does Innovation and Relational Learning
Influence SME Performance ? An Empirical Evidence from Pakistan. Asian Social Science, 9(15),
204-213. doi: 10.5539/ass.v9n15p204

15. Hilmi, M. F., & Ramayah, T. (2008). Market Innovativeness of Malaysian SMEs : Preliminary Results
from a First Wave Data Collection. Asian Social Science, 4(12), 42-49. doi: 10.5539/ass.v4n12p42

16. Hilmi, M. F., Ramayah, T., & Mustapha, Y. (2011). [nnovativeness and Performance of Small and
Medium Enterprises: Malaysian Perspective. International Journal of Knowledge, Culture, &
Change Management, 10(12), 105-114.

17. Kanagal, N. (2009). Role of Relationship Marketing in Competitive Marketing Strategy. Journal of
Management and Marketing Research, 2, 1-17.

18. Kirca, A. H., Bearden, W. 0., & Roth, K. (2011). Implementation of market orientation in the

subsidiaries of global companies: The role of institutional factors. Journal of the Academy of
Marketing Science, 39(5), 683-699. doi: 10.1007/s11747-010-0234-1

Section “Economics” 5.6


http://apjor.com/files/1383062412.pdf
http://www.gkpublication.in/IJRR_Vol.2_Issue11_Nov2015/IJRR0119.pdf
http://www.gkpublication.in/IJRR_Vol.2_Issue11_Nov2015/IJRR0119.pdf
http://eprints.utem.edu.my/11561
http://doi.org/10.12691/education-2-8-18
http://garph.co.uk/IJARMSS/Oct2014/7.pdf
https://ourarchive.otago.ac.nz/bitstream/handle/10523/1716/R.%20H.%20Cuthbert%20Thesis.pdf?sequence=1
https://ourarchive.otago.ac.nz/bitstream/handle/10523/1716/R.%20H.%20Cuthbert%20Thesis.pdf?sequence=1
http://doi.org/10.1108/03090569410061178
http://blogs.sun.ac.za/iplaw/files/2012/08/Ambush-Marketing-and-protected-events.pdf
https://doi.org/10.1111/j.1467-6486.2006.00630.x
https://doi.org/10.1111/j.1467-6486.2006.00630.x
http://www.journal.faa-design.com/pdf/2-1-faten1.pdf
http://www.journal.faa-design.com/pdf/2-1-faten1.pdf
https://doi.org/10.1111/j.1540-627x.2007.00234.x
https://doi.org/10.1111/j.1540-627x.2007.00234.x
http://doi.org/10.1016/S1320-1646(94)70275-6
http://doi.org/10.5539/ass.v9n15p204
http://doi.org/10.5539/ass.v4n12p42
https://www.researchgate.net/publication/260021371_Innovativeness_and_Performance_of_Small_and_Medium_Enterprises_Malaysian_Perspectives
https://www.researchgate.net/publication/260021371_Innovativeness_and_Performance_of_Small_and_Medium_Enterprises_Malaysian_Perspectives
http://www.aabri.com/manuscripts/09204.pdf
http://doi.org/10.1007/s11747-010-0234-1

Traektorid Nauki = Path of Science. 2017. Vol. 3, No 4 ISSN 2413-9009

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.
32.

33.

34.

35.

36.

37.

Kraus, S., Harms, R, & Fink, M. (2010). Entrepreneurial marketing: moving beyond marketing in
new ventures. International Journal of Entrepreneurship and Innovation Management, 11(1), 1-
19. doi: 10.1504/ijeim.2010.029766

Khan, L. M., & Muhammad, J. I. (2012). Antecedents of Innovativeness and its impact on small firm
performance (A Study of Pakistani Small Firms) (Master thesis). Retrieved from
http://www.diva-portal.org/smash/get/diva2:831451/FULLTEXTO1.pdf

Leskovec, ]., Adamic, L., & Huberman, B. (2008). The Dynamics of Viral Marketing. ACM
Transactions on the Web, 1(1), 1-5. doi: 10.1145/1232722.1232727

Malaysian Timber Council. (2011). Annual Report 2011. Retrieved from
http://mtc.com.my/images/publication/25/MTC-Annual-Report-2011.pdf

Malhotra, N. (2008). Completion Time and Response Order Effects in Web Surveys. Public Opinion
Quarterly, 72(5), 914-934. doi: 10.1093 /poq/nfn050

Maxim, A. (2009). Relationship Marketing — a New Paradigm in Marketing Theory and Practice.
Analele stiintifice ale universitatii “Alexandru loan Cuza”, 16, 287-300.

OECD (2002). OECD Economic Surveys: United Kingdom 2002. Paris: OECD Publishing.
doi: 10.1787 /eco_surveys-gbr-2002-3-en

Nasir, W. M. N. (2013). The Relationship Between Strategic Orientation and Firm Performance:
Evidence From Small and Medium Enterprises in Malaysia (Doctoral dissertation). Retrieved
from http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.667.7502&rep=rep1&type=pdf

O’Cass, A, & Ngo, L. V. (2011). Winning through innovation and marketing: Lessons from Australia
and Vietnam. Industrial Marketing Management, 40(8), 1319-13209.
doi: 10.1016/j.indmarman.2011.10.004

OECD. (2008). Promoting Entrepreneurship and Innovative SMEs in a Global Economy. Paris: OECD
Publishing. doi: 10.1787/9789264044357-en

Phelps, J. E,, Lewis, R, Mobilio, L., Perry, D., & Raman, N. (2004). Viral marketing or electronic word-
of-mouth advertising: Examining consumer responses and motivations to pass along email.
Journal of Advertising Research, 44(4), 333-348. doi: 10.1017/s0021849904040371

Salim, I. M., & Sulaiman, M. (2011). Organizational Learning, Innovation and Performance: A Study
of Malaysian Small and Medium Sized Enterprises. International Journal of Business and
Management, 6(12), 118-125. doi: 10.5539/ijbm.vbn12p118

Sorce, P. (2002). Relationship Marketing Strategy. Rochester: Printing Industry Center at RIT.

Subramani, M. R,, & Rajagopalan, B. (2003). Knowledge-sharing and influence in online social
networks via viral marketing. Communications of the ACM, 46(12), 300-307.
doi: 10.1145/953460.953514

Terziovski, M. (2010). Innovation practice and its performance implications in small and medium
enterprises (SMEs) in the manufacturing sector: a resource-based view. Strategic Management
Journal, 31(8), 892-902. doi: 10.1002/smj.841

Toften, K., & Hammervoll, T. (2010). Niche marketing and strategic capabilities: an exploratory
study of specialised firms. Marketing Intelligence & Planning, 28(6), 736-753.
doi: 10.1108/02634501011078138

UBM Malaysia. (2015). Malaysian Furniture Industry. Retrieved June 20, 2015, from
http://2016.miff.com.my/about- miff/malaysian-furniture-industry

Wadood, F., Shamsuddin, A., & Abdullah, N. H. (2013). Characteristics of Innovative SMEs in
Pakistan: A Case Study. IOSR Journal of Business and Management, 14(6), 45-51.

Wanner, M. (2011). More Than the Consumer Eye Can See : Guerrilla Advertising From an Agency
Standpoint. The Elon Journal of Undergraduate Research in Communications, 2(1), 103-109.

Section “Economics” 5.7


https://doi.org/10.1504/ijeim.2010.029766
http://www.diva-portal.org/smash/get/diva2:831451/FULLTEXT01.pdf
http://doi.org/10.1145/1232722.1232727
http://mtc.com.my/images/publication/25/MTC-Annual-Report-2011.pdf
http://doi.org/10.1093/poq/nfn050
http://anale.feaa.uaic.ro/anale/resurse/23_M04_MaximA.pdf
http://doi.org/10.1787/eco_surveys-gbr-2002-3-en
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.667.7502&rep=rep1&type=pdf
http://doi.org/10.1016/j.indmarman.2011.10.004
https://doi.org/10.1787/9789264044357-en
https://doi.org/10.1017/s0021849904040371
http://doi.org/10.5539/ijbm.v6n12p118
http://www.hadjarian.com/esterategic/tarjomeh/87-2/Relationship.pdf
http://doi.org/10.1145/953460.953514
https://doi.org/10.1002/smj.841
http://doi.org/10.1108/02634501011078138
http://2016.miff.com.my/about-%20miff/malaysian-furniture-industry
http://eprints.uthm.edu.my/8445/1/J93_640a68c0f1688ba6bd53dd861e03f8c2.pdf
http://eprints.uthm.edu.my/8445/1/J93_640a68c0f1688ba6bd53dd861e03f8c2.pdf
http://www.elon.edu/docs/e-web/academics/communications/research/vol2no1/11Wanner.pdf
http://www.elon.edu/docs/e-web/academics/communications/research/vol2no1/11Wanner.pdf

