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ABSTRACT 
This article aims to identify the dynamics of scientific production on Entrepreneurial Marketing (EM) and its 
influence on organizational performance; researchers conducted two consultations for this objective, one in 
Scopus and another in Web of Science. The results showed that in the last seven years, there has been a 52 % 
growth in scientific production, highlighting its importance in the academic and business worlds. Researchers 
identified three major trends; the first concerns the various metrics used to measure the dimensions of EM, the 
second pertains to applications of EM in different contexts, and the third involves the theoretical foundations of 
EM. This study benefits researchers seeking a better understanding of EM, entrepreneurs who desire a 
straightforward introduction to the subject from a scientific perspective, and educators wishing to integrate the 
topic of EM into their courses.  

Keywords: Entrepreneurial Marketing; Organizational Performance; Scientometric Analysis; Market 
Adaptation; Tree of Science. 

RESUMEN 
El propósito de este artículo es identificar la dinámica de la producción científica sobre el Marketing 
Emprendedor (ME) y su influencia en el desempeño de las organizaciones. Para alcanzar este objetivo, se 
realizaron dos consultas, una en Scopus y otra en Web of Science. Los resultados mostraron que en los últimos 
7 años ha tenido un crecimiento de la producción científica del 52 % mostrando la importancia en el mundo 
académico y empresarial. Se identificaron tres grandes tendencias; la primera sobre las diferentes métricas que 
se han utilizado para medir las dimensiones del ME. La segunda son las aplicaciones en diferentes contextos 
del ME y, la tercera, son los fundamentos teóricos sobre ME. Este estudio es útil para los investigadores que 
quieran entender mejor el ME y para los emprendedores que quieran una introducción sencilla y desde una 
perspectiva científica sobre el tema. También es útil para los profesores que deseen integrar en sus asignaturas 
el tema de ME. 
Palabras clave: marketing emprendedor; rendimiento organizacional, análisis cienciométrico, adaptación al 
mercado; árbol de la ciencia. 
JEL: L26; M31; M13 

 
1PhD. Universidad Católica Luis Amigó, Colombia. Email: luis.quinterora@amigo.edu.co ORCID: https://orcid.org/0000-0002-
6268-065X  
2PhD. Universidad Católica Luis Amigó, Colombia. Email: juan.betancurri@amigo.edu.co ORCID: https://orcid.org/0000-0003-
3340-8670  
3Mag. Instituto Superior de Administración y Economía - ISAE, Brasil. Email: cristiano@amplifique.me ORCID: 
https://orcid.org/0009-0008-3868-4010  
4PhD. Core of Science, Colombia. Email: guillermo@coreofscience.org ORCID: https://orcid.org/0000-0001-6948-3870  

mailto:luis.quinterora@amigo.edu.co
https://orcid.org/0000-0002-6268-065X
https://orcid.org/0000-0002-6268-065X
mailto:juan.betancurri@amigo.edu.co
https://orcid.org/0000-0003-3340-8670
https://orcid.org/0000-0003-3340-8670
mailto:cristiano@amplifique.me
https://orcid.org/0009-0008-3868-4010
mailto:guillermo@coreofscience.org
https://orcid.org/0000-0001-6948-3870
https://orcid.org/0000-0002-6268-065X
https://orcid.org/0000-0003-3340-8670
https://orcid.org/0009-0008-3868-4010
https://orcid.org/0000-0001-6948-3870


Quintero, A. L., Betancur, A. J., Machado, C. & Rojas, Q. G 
 

88 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

INTRODUCTION 
In international contexts, markets have paved the way for Entrepreneurial Marketing (EM) as a means, tool, 
and effective communication medium. 
 
According to Kraus et al. (2012), entrepreneurial marketing (EM) has three fundamental aspects: the 
epistemological aspects related to management, entrepreneurship, and the link between both dimensions of 
marketing; over the years and across various countries, both academic and business researchers have focused 
on the growth of companies and their effectiveness in identifying opportunities, attracting customers, 
maintaining growth, and creating databases (Anokhin & Eggers, 2023). 
 
Likewise, Yadav & Bansal's (2021) findings examine the elements and theories used in current literature and 
propose that theories such as human capital, innovation, causality, and trust are essential for studying 
entrepreneurial marketing, considered an opening of markets amidst a changing world and the drive for 
innovation that stems from the markets themselves. 
 
According to studies, EM aims to enhance the opportunities for entrepreneurs, consolidate business ideas, 
acquire future customers, and provide a holistic approach primarily consolidating a business idea (Worthington 
& Eggers, 2023). 
 
The goal of EM research is to integrate the emerging entrepreneurial spirit and attain new marketing 
perspectives; in other words, EM is the means to reach commercial standards or economic profits and achieve 
goodwill for companies as a competitive advantage (Niemand & Eggers, 2023). 
It is necessary to highlight that this tool achieves the projection of a relevant task: adaptation and integration 
into other markets. 
 
For Toghraee et al. (2017), the discussion about entrepreneurial orientation (EO) through an analysis of the 
main conversational landmarks and the studies that have provided its primary theoretical framework. 
 
Through a bibliometric analysis of 62,499 citations from all 822 publications on EO existing to date, 
researchers developed a comprehensive overview of EO studies collected to date, allowing them to identify 
which studies, journals, and disciplines have offered critical landmarks within the conversation. 
 
The proposal aims to highlight the scope of EM as a marketing tool and dimension, establishing links and 
strategies with other companies (Jones et al., 2023; Guerola-Navarro et al., 2022; Amjad et al., 2020); this 
process involves perspectives from various authors on the awareness of limitations in the decision-making field 
and the stance of market leaders towards change. 
 
However, theoretically and practically, the evolution and development of marketing are analyzed as a means 
to transform companies, industries, and commerce with principles of innovation and idea generation (Cockrell 
et al., 2024); EM transforms the practices of companies operating under uncertainty, emerging as an alternative 
(Heyworth-Thomas et al., 2022) and are considered as the emergence of a global market. 
 
Meanwhile, the methodology employed to establish the benefits of EM is qualitative and quantitative, 
exploring a domain of marketing that leads to a school of thought with key strategies, opportunity creation, 
and innovative production (Morgan et al., 2023).  
 
The research achievements in EM identify two strategic pillars: innovation and adaptation.  
This methodology relies on searching for the most outstanding production in the academic world in the last 23 
years regarding EM in Web of Science (WoS) and Scopus, analyzed using algorithms on the Tree of Science 
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(ToS) platform, ultimately forming the "science tree," leading to an exciting development: an updated 
knowledge and strategy base. 
 
The crucial aim is to interpret, through the articles found on EM, aspects of entrepreneurship, orientation, and 
innovation and to project these onto managers as a marketing tool, thereby enhancing organizational 
performance; this study offers benefits such as marketing insights and mental openness facilitating growth 
objectives. 
 
In this analysis of the importance of EM, there is an added value not generally aimed for in the market: the 
impact of company valuation, which refers to the tangible value achieved by a company's corporate name, 
among the great benefits of business marketing, which some measure with goodwill or market achievements. 
 
In the analysis conducted, researchers explored international research with high-quality publications and 
consultations, reflecting the interest in the advancement and application of EM in marketing sectors with the 
conviction of structuring models and patterns into the growth of outlined objectives. 
 

METHODOLOGY 
Sciencemetry is the quantitative analysis of scientific output. Researchers employed this technique to identify 
the scientific dynamics and the main theoretical contributions regarding ME and performance in organizations. 
Table 1 displays the parameters used in Scopus and WoS. This methodological strategy is innovative because 
merging these two databases is a complex process (Ariza-Colpas et al., 2023a; Ariza Colpas et al., 2023b; 
Grisales et al., 2023). 
 
Table 1. Scientometric Data Harvesting: Merging Web of Science and Scopus for Enhanced Research Insights 
(2000-2023). 
PARAMETERS WEB OF SCIENCE SCOPUS 
Range 2000 - 2023 
Date January 5 del 2024 
Document types Articles, books, chapters, and conferences 
Words Title-Abstract-Keywords: (“Entrepreneurial Marketing”) AND 

Tile-Abstract-Keywords: (“performance”)   
Results 194 113 
Total (Wos+Scopus) 164 

Source: own elaboration based on data from the WoS and Scopus.  
 
The analysis is divided into two parts; the first part is a scientometric study of scientific production by countries, 
journals, and scientific collaboration, which provides new researchers with a broader overview of EM and 
offers deeper insights into the networking strategies of researchers in this field (Robledo et al., 2022). The 
second aspect involves the application of the ToS algorithm, which categorizes articles into root, trunk, and 
branches (Zuluaga et al., 2022) and has been extensively used in various areas (Botero et al., 2023; Díez et al., 
2022; Duque et al., 2024; Robledo et al., 2023; Robledo-Giraldo et al., 2023; Ruiz et al., 2023). 

 

RESULTS 
Scientometric Analysis 
 
Scientific production  
To provide a statistical explanation of the ME topic, with a chronological starting point from the year 2000, it 
is evident that scientific production has experienced exponential growth year by year in scientific articles. This 
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reveals behavioral patterns in the publications from the WoS and Scopus databases and a higher number of 
publications in the first database compared to the second. 
 
Similarly, from the ME perspective, it is noted that authors strive to complete publications that meet market 
needs. In the last 23 years, there has been a growth of 12.10 %, demonstrating a wide possibility for producing 
such manuscripts that contribute to scientific knowledge. 

 
Figure 1. Annual Evolution of Scientific Production. 
Source: own elaboration based on data from the WoS and Scopus. 
 
Initial Period (2000–2016) 
From 2000 to 2016, the evolution of (EM) in this timeframe shows a significant advancement in the production 
and updating of this topic; this growth represents a 5.81 % increase over those 16 years, indicating the interest 
of scientific journals and authors in writing on this thematic axis, including a peak in citations in 2002, related 
to the study that demonstrated the influence of product innovation on (OM) and (OE) (Atuahene-Gima & Ko, 
2001).  
 
Growth Period (2017-2023) 
An analysis of these six years shows a 52 % growth compared to the previous 16-year period, highlighting the 
importance of research on EM and the increased interest of researchers and journals in these thematic axes. 
Notably, between 2017 and 2018, there was a turning point with a downward trend in publications; however, 
subsequent years, such as 2020, saw the publication of 615 articles focused on developing EM constructs, 
providing a conceptual synthesis of these topics. 
 
The analysis also indicated that models of EM emerged from within companies and their evolution in 
organizational performance. 
 
Country Analysis  
Table 2 presents the scientific production regarding EM from 10 countries; the variables that globally analyze 
this production include new knowledge production by country, citation index, impact, and quality of 
publications according to the Scimago quartiles. 
Indonesia and the USA have the highest new knowledge production; however, the United Kingdom, Australia, 
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and the USA have the following percentages in citation index respectively: 15.28, 12.02, and 11.47; the United 
Kingdom is three points below the average in production (19), and Australia is five points below. 
 
Interestingly, the United Kingdom leads in the impact of its new knowledge publications despite being the 
third country in the production index, followed by Australia and the USA, generating more impact with their 
publications, even above some countries with higher productivity indices. 
 
It is important to mention the USA's production in the first Scimago quartile (Q1), establishing a line of quality 
in its publications through scientific peer review. 
 
Table 2. Countries 
 Country Production  Citation  Q1 Q2 Q3 Q4 

Indonesia 19 10.86 % 74 2.27 % 2 1 4 0 

USA 19 10.86 % 374 11.47 % 7 4 1 1 

United Kingdom 16 9.14 % 498 15.28 % 3 4 1 0 

Malaysia 8 4.57 % 104 3.19 % 0 2 1 1 

Australia 7 4.0 % 392 12.02 % 4 2 0 0 

Canada 7 4.0 % 62 1.9 % 3 1 0 0 

Iran 7 4.0 % 65 1.99 % 0 3 0 1 

Poland 7 4.0 % 26 0.8 % 2 0 0 0 

Germany 6 3.43 % 140 4.29 % 3 0 0 0 

Italy 6 3.43 % 154 4.72 % 2 0 0 0 

Source: own elaboration based on data from the WoS and Scopus. 
 
Figure 2 depicts three leading countries in the three largest groups; the first is the USA, highlighted for its 
collaboration with Saudi Arabia; the second is Canada, noted for its active participation with New Zealand; 
and the third is the United Kingdom, characterized by its dispersed collaboration among various countries. 
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Figure 2: Global Collaboration Network and Community Dynamics.2a. Total Number of Communities by 
Size 2b. Nodes and Links Over Time. 2c. Scientific Collaboration Network of Countries. 
Source: own elaboration based on data from the WoS and Scopus.  
 
Journal Analysis 
The top 10 journals publishing empirical studies on ME are presented in Table 3, considering the following 
variables: databases, impact factor, H-index, and Quartile. 
 
The journal with the highest ranking is the "Journal of Research in Marketing and Entrepreneurship," which, 
according to its indicators, is a leading publication in this field; in second place is the "Journal of Business 
Research," noted for its significant indicators, making it a prominent journal in ME publications. 
 
Several articles published in 2023 in the "Journal of Research in Marketing and Entrepreneurship" have 
received notable recognition; for instance, Moro et al. (2022) investigated ME and market research to enhance 
understanding of market and customer realities; similarly, Rudeloff & Damms (2022) argued that effective 
communication with the market and customers is crucial for building trust and establishing a two-way 
interaction, contributing to the well-being of both parties. 
 
Lastly, a study by Sawy & Bögenhold (2022) explained how to leverage social media to transform ME for 
better outcomes; this involves managing and utilizing social networks, which are vital in contemporary 
customer and stakeholder communication while being mindful of potential hidden risks that could negatively 
impact businesses. 
 
Table 3. Journals 

Journal Wos Scopus Impact 
Factor H Index Quantile 

Journal Of Research In Marketing And Entrepreneurship 18 9 0.42 27 Q2 

Journal Of Business Research 18 6 2.9 236 Q1 
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Journal Of Strategic Marketing 10 8 0.9 61 Q1 

Springer Proceedings In Business And Economics 0 4    

Industrial Marketing Management 6 2 2.66 161 Q1 

International Journal Of Entrepreneurial Behavior & 
Research 10 0    

International Journal Of Entrepreneurial Behaviour And 
Research 0 3 1.29 83 Q1 

Journal Of Entrepreneurship In Emerging Economies 6 3 0.82 28 Q1 

Journal Of Revenue And Pricing Management 4 2 0.45 27 Q2 

Journal Of Small Business Management 6 2 1.56 127 Q1 

Source: own elaboration based on data from the WoS and Scopus.  
 
Figure 3 illustrates a strategic cluster that, when graphed, shows a connection to the construct of ME, including 
sustainability, techno-innovation, market development, and new business ventures. 
 
The expansion of concepts added to the cluster reveals a proliferation of themes that enhance the scientific 
study of ME. 

 
Figure 3: Global Network of Collaboration and Dynamics. 3a. Total Number of Communities by Size. 3b. 
Nodes and Connections Over Time. 3c. Scientific Collaboration Network among Journals. 
Source: own elaboration based on data from the WoS and Scopus. 
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Author Collaboration Network 
Regarding publications on organizational performance in EM, professors James M. Crick and David Crick are 
authors with the highest production and h-indexes, and professor Can Uslay has four publications and an h-
index of 14. 
 
Generally, authors with the highest production work across universities in the United Kingdom, Canada, 
Poland, Saudi Arabia, Nigeria, Brunei Darussalam, and the United States, which demonstrates the 
interdisciplinary nature of the subject and the need for scientific collaboration to continue expanding the 
knowledge frontier in EM. (Table 4)  
 
Table 4. Production By Author 

Source: own elaboration based on data from the WoS and Scopus. 
 
Scientific collaboration networks show the connections generated among researchers when they engage in 
collaborative work. 
 
Figure 4 illustrates four components, the first led by Professor Can Uslay and Nasser Alqahtani, proposing a 
conceptual model for EM associated with performance (Alqahtani et al., 2022, 2023a, 2023b; Alqahtani & 
Uslay, 2020); the second is led by Professors Crick, focusing on studies related to EM's influence on 

No.   Researcher Total 
Articles* 

Scopus h-
Index Affiliation 

1 James M. Crick  7 23 University of Leicester School of Business, Leicester, 
United Kingdom 

2 David Crick  6 30 Telfer School of Management, University of Ottawa, 
Ottawa, Canada. 

3 
Izabel Kowalik 5 8 

Szkola Glówna Handlowa w Warszawie, Warsaw, Poland 

4 Nasser Alqahtani 4 4 King Fahd University of Petroleum & Minerals, Dhahran, 
Saudi Arabia 

5 Theoneste 
Manishimwe 

4 2 American University of Nigeria, Yola, Nigeria 

6 
Lukman Raimi 4 9 Universiti Brunei DarussalamThis, Bandar Seri Begawan, 

Brunei Darussalam 

7 Can Uslay  4 14 Rutgers University, New Brunswick, NJ, United States 

8 Chidnma Julius 
Azubuike 

3 1 American University of Nigeria, Yola, Nigeria 

9 Dominic Buccieri 3 5 Missouri Southern State University, Joplin, United States 

10 Lidia Danik 3 6 Szkola Glówna Handlowa w Warszawie, Warsaw, Poland 
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internationalization processes and dynamic capabilities (Crick et al., 2023; Felzensztein et al., 2022; Hamzah 
et al., 2023).  

 
Figure 4: Global Network of Collaboration and Dynamics of Authors.4a. Total Number of Communities by 
Size. 4b. Nodes and Connections Over Time. 4c. Scientific Collaboration Network by Authors. 
Source: own elaboration based on data from the WoS and Scopus. 
 
Tree of Science 
 
Root 
When creating a chronology on the topic of (EM), it is necessary to consider retrospectively the foundational 
bases of this subject, drawing from articles written by notable authors in the field. 
 
The initial manuscript on EM elucidates the construct of Entrepreneurial Orientation (EO), focusing on creating 
productive units within a company to achieve business diversification, ultimately consolidating an innovative 
idea (Lumpkin & Dess, 1996); this study considers specific aspects of an entrepreneurial model, such as 
opportunity detection, new customer acquisition, potential customer attraction, and the creation of a database 
for information gathered from identified opportunities. 
 
Subsequently, Stokes (2000) argued that EM should be leveraged by entrepreneurs to solidify their business 
ideas, despite new business owners sometimes distrusting marketing due to the need for an extensive and 
informative database to begin market segmentation; marketing broadly focuses on general aspects of the 
product or service offered to the market, where the entrepreneur must identify needs to focus their efforts on 
attracting future clients. 
 
On the other hand, Morris et al. (2002) explain that entrepreneurs should have a holistic approach, meaning 
they should think about the concept of innovation, driven by generating creative ideas that allow for the organic 
development of their business. 
 
Meanwhile, Miles & Darroch (2006) detail that EM is also useful for large companies with an established 
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trajectory in their business idea; however, they can undergo a process of deconstruction to think of new 
innovative strategies to adapt to current market needs. 
 
According to Ebenfelt et al.  (2020), EM is a tool to achieve better adaptability to the environment by 
transforming market opportunities and shifting from traditional marketing to one focused on innovation. 
Concurrently, Whalen et al. (2016) conclude that entrepreneurial marketing is a powerful tool that transforms 
a company internally and deviates from traditional marketing, which does not meet the current market needs. 
 
Trunk  
The structural (core) articles showcase research related to the impact of EM strategies on the performance of 
companies entering international markets. 
 
For instance, Kocak & Abimbola (2009) describe the effect of EM on globally-born companies aspiring to 
superior performance in various emerging economies; they conclude through a multiple case study using a 
qualitative methodology that internationalization processes must be adopted by companies newly entering 
global markets, and it is crucial to recognize the marketing strategies that most influence the performance of 
these types of companies. 
 
Khasmafkan-Nezam (2023) selected nine global companies from Australia, identifying four key EM strategies: 
opportunity creation, innovative products based on customer intimacy, resource improvement, and legitimacy. 
Hallbäck & Gabrielsson (2013) present new insights into developing marketing strategies in companies with 
early internationalization prospects; an interpretative analysis using a qualitative approach describes the criteria 
that can constitute EM in these companies, namely, innovation and adaptation, as the fundamental pillars and 
they conclude that as the company progresses and achieves levels of positioning in international markets, the 
criteria constituting EM evolve according to this growth. 
 
Another line of the core research is the theoretical contributions to EM that consolidated findings around the 
construct; one such contribution was the concept of Entrepreneurial Marketing Orientation (EMO), 
encompassing the following components: Market Orientation (MO), Customer Orientation (CO), 
Entrepreneurial Orientation (EO), and Innovation Orientation (IO) (Jones & Rowley, 2011). 
 
On the other hand, Solé (2013) conducts a theoretical exploration of EM and its link to performance; his 
research establishes a strong relationship between entrepreneurship and marketing strategies, which are in 
complete synchrony according to the study's propositions. From these two distinct paths, better marketing 
outcomes with entrepreneurial marketing and improved entrepreneurial outcomes with marketable 
entrepreneurship are observed.  
 
Branch 1 - Diverse Dimensions of Entrepreneurial Marketing: Impact on Performance, Technology 
Integration, and Ethical Considerations 
 
In the scientific literature, it has been established that EM generally positively influences venture performance; 
however, various studies have demonstrated that not all dimensions of EM have equal influence. 
For instance, Putri & Putri (2023) identified that resource leveraging significantly influences performance, but 
customer intensity did not affect this relationship; other dimensions such as proactiveness, opportunity focus, 
calculated risk-taking, innovation, and value creation did not show as high values as resource leveraging 
concerning performance. 
 
Additionally, Hanaysha (2023) conducted a similar study but added the variable of brand value among the 
dimensions of EM and company growth; the study found that dimensions such as customer intensity, value 
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creation, innovation, resource leveraging, proactiveness, and opportunity focus have a positive effect on brand 
value but the dimension of risk-taking was insignificant in influencing brand value. 
In this sense, the studies show that depending on the context or the interaction of other variables, the influence 
of EM on performance can vary. 
 
This tendency in EM and performance highlights technological and ethical aspects as axes for positive 
influence on performance. 
 
Hong et al. (2024) studied the influence of e-retailers exploring business opportunities through digital platforms 
and found that EM can be visualized as follows: innovation-oriented, data-oriented, customer stimulation 
through innovation, and proactiveness-oriented; this is another approach to EM where the impact of technology 
is highlighted. 
 
Additionally, the ethical climate of the organization and EM is partially mediated by work commitment, 
meaning the ethical climate of the organization fosters EM by enabling employees with absorption, vigor, and 
dedication (Khasmafkan-Nezam, 2023) 
 
Various marketing strategies for ventures were identified according to the studies found in this branch. 
For example, entrepreneurs improve their marketing strategies through networking (Gliga & Evers, 2023); 
with this tool, they can access information and relational, reputation, and knowledge resources that are 
fundamental for the growth and competitiveness of ventures. 
 
EM strategies serve entrepreneurs entering a market late; for instance, Ariza-Colpas et al. (2023a) support this 
argument by showing that customer-centric marketing strategies increase market share even when entering 
late. 
 
Kowalik et al. (2020) propose that specialized marketing skills such as interactive promotions, direct sales, and 
participation in trade fairs contribute to the early international expansion of international ventures. 
 
Indeed, López et al. (2021) found 378 articles related to EM within the period (2010 - 2020) in their 
bibliometric study, which aligns with the findings presented in this manuscript, where 471 articles were 
published within the period (2000-2023) using the term EM. 
 
Branch 2 - Entrepreneurial Marketing Across Diverse Sectors: Impact on Performance in Varied 
Contexts 
 
The second trend highlights the importance of EM in different contexts like the food sector, community 
enterprises, the hospitality industry, the tuna fillet industry, and pandemic scenarios. 
A recent study on small food businesses in Ghana identified that innovation has a positive influence on 
performance (Deku et al., 2022).  
 
Additionally, in community enterprises like the villages in Indonesia, Becherer et al. 2012 proved that EM has 
a positive effect on financial and non-financial returns.  
 
Other studies on the tuna fillet industry and the hospitality sector identified that EM is related to marketing 
performance when it focuses on the customer (Manishimwe et al., 2022; Zaid, 2022).   Moreover, studies also 
show that in scenarios like the pandemic, EM has a positive effect on the performance of small businesses (Sari 
et al., 2023).  
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In conclusion, the branch two shows different contexts where EM positively influences venture performance.  
On the other hand, the article by Shahmohammadi (2021) which aims to improve measurements of 
entrepreneurship in SMEs from categorical aspects of EM, also identifies a determinant relationship between 
EM and OP. 
 
Branch 3 - Theoretical Foundations and Conceptual Models of Entrepreneurial Marketing: From 
Market Orientation to Industry 5.0  
 
Branch three showcases the most common theories and practices of EM. Solé (2013) offers an integral vision 
of how ventures can take advantage of the technological context of Industry 5.0. 
 
EM originates from the concepts of MO and EO; however, this construct already has its own theoretical and 
empirical development to identify the level of EM of a company (Alqahtani et al., 2022, 2023a). To understand 
EO, Wales et al. (2021) conducted a scientometric review, highlighting four clusters; the first is related to 
defining pieces or foundational studies, the second relates to methods and measurement, and the third links to 
contingencies or conditions that influence how EO affects organizations. The fourth is related to the impact on 
business performance. 
 
In this sense, this branch defines some theoretical bases of EM or proposes conceptual models to understand 
the construct better. 
 
Hills & Hultman (2013) present an interesting perspective on the growing importance of entrepreneurship and 
its relationship with marketing. According to these authors, entrepreneurship has achieved significant growth 
within the economic and business environment, and the area of entrepreneurial marketing (EM) has evolved 
the most; they emphasize that the future challenge is to achieve adequate integration and interaction between 
entrepreneurial marketing (EM) and traditional marketing, which implies that companies and enterprises must 
be able to combine and take advantage of the strengths and approaches of both disciplines. 

 

DISCUSSION 
Based on the theoretical contributions identified through scientometric analysis, researchers can determine that 
EM positively influences the performance of organizations; this performance has been measured in various 
ways, confirming the multidimensionality of the effectiveness of the EM scale. 
 
It is essential to highlight the value EM generates in developed countries where the main businesses are small 
and medium-sized; in this sense, the EM community has made a commendable effort to position this theory in 
the academic and business world.  
 
By integrating entrepreneurial principles into marketing strategies, EM enables organizations, especially small 
and medium enterprises (SMEs), to adapt to dynamic market environments and seize opportunities for growth 
and innovation. Through a comprehensive review of the literature, our manuscript contributes to advancing the 
understanding of EM's influence on organizational performance (OP). 

 

CONCLUSION 
This study applies scientometric techniques to review EM and its influence on organizational performance; for 
this purpose, the article was divided into two sections: the first is a study of scientific production, an analysis 
of countries, journals, and networks of scientific collaboration and the second section applies the ToS algorithm 
for identifying articles at the root, trunk, and trends.  



Entrepreneurial marketing in action: multidimensional impact and sectoral applications 
 

99 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

 
The results showed an exponential growth of published articles by 52 % in the last seven years, highlighting 
the quality of production from the United States and the United Kingdom. 
The "Journal of Research in Marketing and Entrepreneurship" has positioned itself as the leading journal on 
the topic. 
 
Three trends were found: the first is related to the different dimensions proposed by academics to measure EM; 
the second is an application of EM across different sectors and contexts; and the third includes foundational 
and conceptual contributions to EM. 
 
Conflict of Interest Statement 
The authors of this article state that the information in the document does not affect any of the companies that 
collaborated with the information.  
 
Each explanation was given as a result of hermeneutic synthesis, therefore each assertion is the responsibility 
of the researchers. 
 
Authors' Contribution 
The author of this document reports they were solely responsible for conducting the research, from its design 
to the writing and structuring of the current article. 

 

BIBLIOGRAPHIC REFERENCES 

Alqahtani, N. & Uslay, C. (2020). Entrepreneurial marketing and firm performance: Synthesis and conceptual 

development. Journal of Business Research, 113, 62–71. 

https://ideas.repec.org/a/eee/jbrese/v113y2020icp62-71.html  

Alqahtani, N., Uslay, C. & Yeniyurt, S. (2022). Entrepreneurial marketing and firm performance: scale 

development, validation, and empirical test. Journal of Strategic Marketing, 1–22. 

https://www.tandfonline.com/doi/full/10.1080/0965254X.2022.2059773  

Alqahtani, N., Uslay, C. & Yeniyurt, S. (2023a). A comparative analysis of market orientation, entrepreneurial 

orientation, entrepreneurial marketing, and firm performance: An abstract. In Optimistic Marketing in 

Challenging Times: Serving Ever-Shifting Customer Needs (pp. 87–88). Springer Nature Switzerland. 

https://link.springer.com/chapter/10.1007/978-3-031-24687-6_32  

Alqahtani, N., Uslay, C. & Yeniyurt, S. (2023b). Comparing the moderated impact of entrepreneurial orientation, 

market orientation, and entrepreneurial marketing on firm performance. Journal of Small Business 

Management, 1–38. https://www.researchwithrutgers.com/en/publications/comparing-the-moderated-

impact-of-entrepreneurial-orientation-mar  

Anokhin, S. & Eggers, F. (2023). Social venture scaling: Does the technological environment matter? 

Technological Forecasting and Social Change, 196, 122840. 

https://ideas.repec.org/a/eee/tefoso/v196y2023ics0040162523005255.html  

https://ideas.repec.org/a/eee/jbrese/v113y2020icp62-71.html
https://www.tandfonline.com/doi/full/10.1080/0965254X.2022.2059773
https://link.springer.com/chapter/10.1007/978-3-031-24687-6_32
https://www.researchwithrutgers.com/en/publications/comparing-the-moderated-impact-of-entrepreneurial-orientation-mar
https://www.researchwithrutgers.com/en/publications/comparing-the-moderated-impact-of-entrepreneurial-orientation-mar
https://ideas.repec.org/a/eee/tefoso/v196y2023ics0040162523005255.html


Quintero, A. L., Betancur, A. J., Machado, C. & Rojas, Q. G 
 

100 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

Amjad, T., Rani, S. H. A. & Sa'atar, S. (2020). Entrepreneurial marketing theory: current developments and future 

research agenda. SEISENSE Journal of Management, 3(1), 27-46. https://doi.org/10.33215/sjom.v3i1.274  

Ariza Colpas, P. P., Piñeres Melo, M. A., Morales Ortega, R.-C., RodriguezBonilla, A. F., Butt Aziz, S., Naz, S., 

Contreras Chinchilla, L. del C., Romero-Mestre, M. & Vacca Ascanio, R. A. (2023a). Tourism and 

Conservation Empowered by Augmented Reality: A Scientometric Analysis Based on the Science Tree 

Metaphor. Sustainability: Science Practice and Policy, 15(24), 16847. https://www.mdpi.com/2071-

1050/15/24/16847  

Ariza-Colpas, P. P., Piñeres-Melo, M. A., Morales-Ortega, R. C., Rodriguez-Bonilla, A.-F., Butt-Aziz, S., Naz, 

S., del Carmen Contreras-Chinchilla, L., Romero-Mestre, M. & Ascanio, R. A. V. (2023b). Augmented 

Reality and Tourism: A Bibliometric Analysis of New Technological Bets in the Post-COVID Era. 

Sustainability: Science Practice and Policy, 15(21), 15358. https://www.mdpi.com/2071-

1050/15/21/15358  

Atuahene-Gima, K. & Ko, A. (2001). An Empirical Investigation of the Effect of Market Orientation and 

Entrepreneurship Orientation Alignment on Product Innovation. Organization Science, 12(1), 54–74. 

https://psycnet.apa.org/record/2001-07625-004  

Becherer, R.C.; Helms, Marilyn M. & McDonald, John P. (2012). "The Effect of Entrepreneurial Marketing on 

Outcome Goals in SMEs," New England Journal of Entrepreneurship: 15.(1), 1-12 

https://digitalcommons.sacredheart.edu/neje/vol15/iss1/3/  

Botero, C. M., Milanes, C. B. & Robledo, S. (2023). 50 years of the Coastal Zone Management Act: The 

bibliometric influence of the first coastal management law on the world. Marine Policy, 150, 105548. 

https://www.sciencedirect.com/science/article/pii/S0308597X23000751  

Cockrell, S., Friske, W., Voorhees, C. M. & Calantone, R. J. (2024). The effects of innovation on product recall 

likelihood. Journal of Business Research, 173, 114452. 

https://ideas.repec.org/a/eee/jbrese/v173y2024ics0148296323008111.html  

Crick, J. M., Crick, D. & Ferrigno, G. (2023). Coopetition and the marketing/entrepreneurship interface in an 

international arena. International Journal of Entrepreneurial Behavior & Research, ahead-of-

print(ahead-of-print). https://doi.org/10.1108/IJEBR-01-2022-0099  

Deku, W. A., Wang, J. & Das, N. (2022). Innovations in entrepreneurial marketing dimensions: evidence of Halal 

food SMES in Ghana. Journal of Islamic Marketing, ahead-of-print(ahead-of-print). 

https://doi.org/10.1108/jima-03-2021-0098  

Díez, D., Díaz-Ospina, J., Robledo, S. & del Pilar Rodríguez-Córdoba, M. (2022). Tendencias teóricas y desafíos 

en la comunicación de la responsabilidad social corporativa. Anagramas Rumbos y Sentidos de la 

Comunicación, 20(40), 146–176. http://www.scielo.org.co/pdf/angr/v20n40/2248-4086-angr-20-40-

https://doi.org/10.33215/sjom.v3i1.274
https://www.mdpi.com/2071-1050/15/24/16847
https://www.mdpi.com/2071-1050/15/24/16847
https://www.mdpi.com/2071-1050/15/21/15358
https://www.mdpi.com/2071-1050/15/21/15358
https://psycnet.apa.org/record/2001-07625-004
https://digitalcommons.sacredheart.edu/neje/vol15/iss1/3/
https://www.sciencedirect.com/science/article/pii/S0308597X23000751
https://ideas.repec.org/a/eee/jbrese/v173y2024ics0148296323008111.html
https://doi.org/10.1108/IJEBR-01-2022-0099
https://doi.org/10.1108/jima-03-2021-0098
http://www.scielo.org.co/pdf/angr/v20n40/2248-4086-angr-20-40-146.pdf


Entrepreneurial marketing in action: multidimensional impact and sectoral applications 
 

101 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

146.pdf  

Duque, P., Cárdenas, M. & Robledo, S. (2024). Marketing social: evolución y tendencias. Entramado, 20(1), 

10378. https://revistas.unilibre.edu.co/index.php/entramado/article/view/10378  

Ebenfelt, P., Xiao, M. & Xu, H. (2020). Algebraicity of the Bergman Kernel. In arXiv [math.CV]. arXiv. 

http://arxiv.org/abs/2007.00234  

Felzensztein, C., Crick, D., Gonzalez-Perez, M. A., Jurado, T. & Etchebarne Lopez, M. S. (2022). Capabilities 

and the internationalisation of smaller-sized, service-oriented firms in the southern hemisphere. Journal 

of Strategic Marketing, 30(6), 533–561. 

https://repository.eafit.edu.co/server/api/core/bitstreams/c0049a29-0cf3-4eb8-af9d-

078ac4377d7d/content  

Gliga, G. & Evers, N. (2023). Marketing capability development through networking – An entrepreneurial 

marketing perspective. Journal of Business Research, 156, 113472. 

https://www.sciencedirect.com/science/article/pii/S0148296322009377  

Grisales A., A. M., Robledo, S. & Zuluaga, M. (2023). Topic Modeling: Perspectives From a Literature Review. 

IEEE Access, 11, 4066–4078. 

https://www.researchgate.net/publication/366650505_Topic_modeling_perspectives_from_a_literature_

review  

Guerola-Navarro, V., Gil-Gomez, H., Oltra-Badenes, R. & Soto-Acosta, P. (2022). Customer relationship 

management and its impact on entrepreneurial marketing: A literature review. International 

Entrepreneurship and Management Journal, 1-41. https://doi.org/10.1007/s11365-022-00800-x  

Hallbäck, J. & Gabrielsson, P. (2013). Entrepreneurial marketing strategies during the growth of international 

new ventures originating in small and open economies. International Business Review, 22(6), 1008–1020. 

https://www.sciencedirect.com/science/article/pii/S0969593113000322  

Hamzah, M. I., Crick, J. M., Crick, D., Ali, S. ni M., Noor’, N. A. & Yunus, A. M. (2023). The nature of the 

relationship between an entrepreneurial marketing orientation and small business growth: evidence from 

Malaysia. International Journal of Entrepreneurship & Small Business, 50(3), 355–391. 

https://repository.lboro.ac.uk/articles/journal_contribution/The_nature_of_the_relationship_between_an

_entrepreneurial_marketing_orientation_and_small_business_growth_evidence_from_Malaysia/129510

65  

Hanaysha, J. R. (2023). Exploring the Relationship between Entrepreneurial Marketing Dimensions, Brand 

Equity and SME Growth. IIM Kozhikode Society & Management Review, 12(1), 22–38. 

https://journals.sagepub.com/doi/full/10.1177/22779752221125265  

Heyworth-Thomas, E. M., Hyslop, K. & Jones, R. (2022). Entrepreneurship and Societal Change. In D. Hyams-

http://www.scielo.org.co/pdf/angr/v20n40/2248-4086-angr-20-40-146.pdf
https://revistas.unilibre.edu.co/index.php/entramado/article/view/10378
http://arxiv.org/abs/2007.00234
https://repository.eafit.edu.co/server/api/core/bitstreams/c0049a29-0cf3-4eb8-af9d-078ac4377d7d/content
https://repository.eafit.edu.co/server/api/core/bitstreams/c0049a29-0cf3-4eb8-af9d-078ac4377d7d/content
https://www.sciencedirect.com/science/article/pii/S0148296322009377
https://www.researchgate.net/publication/366650505_Topic_modeling_perspectives_from_a_literature_review
https://www.researchgate.net/publication/366650505_Topic_modeling_perspectives_from_a_literature_review
https://doi.org/10.1007/s11365-022-00800-x
https://www.sciencedirect.com/science/article/pii/S0969593113000322
https://repository.lboro.ac.uk/articles/journal_contribution/The_nature_of_the_relationship_between_an_entrepreneurial_marketing_orientation_and_small_business_growth_evidence_from_Malaysia/12951065
https://repository.lboro.ac.uk/articles/journal_contribution/The_nature_of_the_relationship_between_an_entrepreneurial_marketing_orientation_and_small_business_growth_evidence_from_Malaysia/12951065
https://repository.lboro.ac.uk/articles/journal_contribution/The_nature_of_the_relationship_between_an_entrepreneurial_marketing_orientation_and_small_business_growth_evidence_from_Malaysia/12951065
https://journals.sagepub.com/doi/full/10.1177/22779752221125265


Quintero, A. L., Betancur, A. J., Machado, C. & Rojas, Q. G 
 

102 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

Ssekasi & F. Agboma (Eds.), Entrepreneurship and Change: Understanding Entrepreneurialism as a 

Driver of Transformation (pp. 23–42). Springer International Publishing. 

https://ideas.repec.org/h/spr/sprchp/978-3-031-07139-3_2.html  

Hills, G. E. & Hultman, C. (2013). "Entrepreneurial Marketing: Conceptual and Empirical Research 

Opportunities," Entrepreneurship Research Journal.3(4), 437-448. 

https://ideas.repec.org/a/bpj/erjour/v3y2013i4p437-448n4.html  

Hong, Y., Sawang, S. & Yang, H. P. S. (2024), "How is entrepreneurial marketing shaped by E-commerce 

technology: a case study of Chinese pure-play e-retailers", International Journal of Entrepreneurial 

Behavior & Research, 30(2/3), 609-631. https://doi.org/10.1108/IJEBR-10-2022-0951  

Jones, R., Morrish, S. C., Heyworth-Thomas, E. M. & Graham, E. (2023). Post-Pandemic Marketing: Use of 

Business Crisis Recovery Frameworks to Enhance Entrepreneurial Marketing Education. Journal of 

Marketing Education, 45(3), 211–225. https://journals.sagepub.com/doi/10.1177/02734753231190249  

Jones, R. & Rowley, J. (2011). Entrepreneurial marketing in small businesses: A conceptual exploration. 

International Small Business Journal, 29(1), 25–36. 

https://www.researchgate.net/publication/254108072_Entrepreneurial_marketing_in_small_businesses_

A_conceptual_exploration  

Khasmafkan-Nezam, M. H. (2023). Does ethical climate of the organization foster entrepreneurial marketing? 

The role of work engagement and effective knowledge transfer. VINE Journal of Information and 

Knowledge Management Systems. https://doi.org/10.1108/vjikms-02-2023-0029  

Kocak, A. & Abimbola, T. (2009). The effects of entrepreneurial marketing on born global performance. 

International Marketing Review, 26(4/5), 439–452. 

https://www.researchgate.net/publication/238599122_The_effects_of_entrepreneurial_marketing_on_bo

rn_global_performance  

Kowalik, I., Danik, L. & Francioni, B. (2020). Specialized marketing capabilities and foreign expansion of the 

international new ventures. Journal of Small Business Management, 1–39. 

https://www.researchgate.net/publication/342916409_Specialized_marketing_capabilities_and_foreign_

expansion_of_the_international_new_ventures  

Kraus, S., Filser, M., Eggers, F., Hills, G. E. & Hultman, C. M. (2012). The entrepreneurial marketing domain: a 

citation and co‐citation analysis. Journal of Research in Marketing and Entrepreneurship, 14(1). 6 – 

26.  https://doi.org/10.1108/14715201211246698 

López, J. M., Laurett, R., Antunes, H. & Oliveira, J. (2021). Entrepreneurial marketing: a bibliometric analysis 

of the second decade of the 21st century and future agenda. Journal of Research in Marketing and 

Entrepreneurship, 23(2), 295-317. https://doi.org/10.1108/jrme-02-2019-0019  

https://ideas.repec.org/h/spr/sprchp/978-3-031-07139-3_2.html
https://ideas.repec.org/a/bpj/erjour/v3y2013i4p437-448n4.html
https://doi.org/10.1108/IJEBR-10-2022-0951
https://journals.sagepub.com/doi/10.1177/02734753231190249
https://www.researchgate.net/publication/254108072_Entrepreneurial_marketing_in_small_businesses_A_conceptual_exploration
https://www.researchgate.net/publication/254108072_Entrepreneurial_marketing_in_small_businesses_A_conceptual_exploration
https://doi.org/10.1108/vjikms-02-2023-0029
https://www.researchgate.net/publication/238599122_The_effects_of_entrepreneurial_marketing_on_born_global_performance
https://www.researchgate.net/publication/238599122_The_effects_of_entrepreneurial_marketing_on_born_global_performance
https://www.researchgate.net/publication/342916409_Specialized_marketing_capabilities_and_foreign_expansion_of_the_international_new_ventures
https://www.researchgate.net/publication/342916409_Specialized_marketing_capabilities_and_foreign_expansion_of_the_international_new_ventures
https://doi.org/10.1108/14715201211246698
https://doi.org/10.1108/jrme-02-2019-0019


Entrepreneurial marketing in action: multidimensional impact and sectoral applications 
 

103 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

Lumpkin, G. T. & Dess, G. G. (1996). Clarifying the Entrepreneurial Orientation Construct and Linking It to 

Performance. Academy of Management Review. Academy of Management, 21(1), 135–172. 

https://www.jstor.org/stable/258632  

Manishimwe, T., Raimi, L. & Azubuike, C. J. (2022). Correction to: Customer-centric influence of 

entrepreneurial marketing on business performance of hotels in Nigeria during the COVID-19 crisis. 

Journal of Revenue and Pricing Management, 21(6), 684–684. 

https://www.researchgate.net/publication/361299140_Correction_to_Customer-

centric_influence_of_entrepreneurial_marketing_on_business_performance_of_hotels_in_Nigeria_duri

ng_the_COVID-19_crisis  

Miles, M. P. & Darroch, J. (2006). Large firms, entrepreneurial marketing processes, and the cycle of competitive 

advantage. European Journal of Marketing, 40(5/6), 485–501. 

https://www.emerald.com/insight/content/doi/10.1108/03090560610657804/full/html  

Morgan, T., Friske, W., Kohtamäki, M. & Mills, P. (2023). Customer participation in manufacturing firms’ new 

service development: the moderating role of CRM technology. Journal of Business & Industrial 

Marketing, ahead-of-print(ahead-of-print). https://doi.org/10.1108/JBIM-03-2022-0142  

Moro, S., Pires, G., Rita, P., Cortez, P. & Ramos, R. F. (2022). Discovering ethnic minority business research 

directions using text mining and topic modelling. Journal of Research in Marketing and 

Entrepreneurship, 25(1), 83–102. https://repositorium.sdum.uminho.pt/handle/1822/81435  

Morris, M. H., Schindehutte, M. & LaForge, R. W. (2002). Entrepreneurial Marketing: A Construct for 

Integrating Emerging Entrepreneurship and Marketing Perspectives. Journal of Marketing Theory and 

Practice, 10(4), 1–19. https://www.jstor.org/stable/41304278  

Niemand, T. & Eggers, F. (2023). One Scale Fits All? Meta-analyzing Psychometric Properties of Measuring 

Entrepreneurial Orientation. Proceedings: A Conference of the American Medical Informatics Association 

/ ... AMIA Annual Fall Symposium. AMIA Fall Symposium, 2023(1), 12559. 

https://www.researchgate.net/publication/372819603_One_Scale_Fits_All_Meta-

analyzing_Psychometric_Properties_of_Measuring_Entrepreneurial_Orientation  

Putri, M. K. & Putri, A. N. (2023). Entrepreneurial Marketing Impact Score on MSME Performances Through 

Its Dimension. ETIKONOMI, 22(1), 79–92. 

https://journal.uinjkt.ac.id/index.php/etikonomi/article/view/25617/0  

Robledo-Giraldo, S., Figueroa-Camargo, J. G., Zuluaga-Rojas, M. V., Vélez-Escobar, S. B. & Hurtado, P. L. D. 

(2023). Mapping, evolution, and application trends in co-citation analysis: a scientometric approach. 

Revista de Investigación, Desarrollo E Innovación, 13(1), 201–214. 

https://revistas.uptc.edu.co/index.php/investigacion_duitama/article/view/16070  

https://www.jstor.org/stable/258632
https://www.researchgate.net/publication/361299140_Correction_to_Customer-centric_influence_of_entrepreneurial_marketing_on_business_performance_of_hotels_in_Nigeria_during_the_COVID-19_crisis
https://www.researchgate.net/publication/361299140_Correction_to_Customer-centric_influence_of_entrepreneurial_marketing_on_business_performance_of_hotels_in_Nigeria_during_the_COVID-19_crisis
https://www.researchgate.net/publication/361299140_Correction_to_Customer-centric_influence_of_entrepreneurial_marketing_on_business_performance_of_hotels_in_Nigeria_during_the_COVID-19_crisis
https://www.emerald.com/insight/content/doi/10.1108/03090560610657804/full/html
https://doi.org/10.1108/JBIM-03-2022-0142
https://repositorium.sdum.uminho.pt/handle/1822/81435
https://www.jstor.org/stable/41304278
https://www.researchgate.net/publication/372819603_One_Scale_Fits_All_Meta-analyzing_Psychometric_Properties_of_Measuring_Entrepreneurial_Orientation
https://www.researchgate.net/publication/372819603_One_Scale_Fits_All_Meta-analyzing_Psychometric_Properties_of_Measuring_Entrepreneurial_Orientation
https://journal.uinjkt.ac.id/index.php/etikonomi/article/view/25617/0
https://revistas.uptc.edu.co/index.php/investigacion_duitama/article/view/16070


Quintero, A. L., Betancur, A. J., Machado, C. & Rojas, Q. G 
 

104 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

Robledo, S., Duque, P. & Aguirre, A. M. G. (2023). Word of Mouth Marketing: A Scientometric Analysis. 

Warsan Wichai Witthayasat / Khana Witthayasat Chulalongkon Mahawitthayalai = The Journal of 

Scientific Research / Faculty of Science, Chulalongkorn University, 11(3), 436–446. 

https://jscires.org/article/527  

Robledo, S., Eider, V. J., Darío, D. M. N. & Duque-Uribe, V. (2022). Networking as an entrepreneurial marketing 

tool: the link between effectuation and word of mouth. Journal of Research in Marketing and 

Entrepreneurship, 25(2), 270–285. 

https://www.researchgate.net/publication/366531022_Networking_as_an_entrepreneurial_marketing_to

ol_the_link_between_effectuation_and_word_of_mouth  

Rudeloff, C. & Damms, J. (2022). Entrepreneurs as influencers: the impact of parasocial interactions on 

communication outcomes. Journal of Research in Marketing and Entrepreneurship, 25(2), 328–346. 

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4373485  

Ruiz, G. A., Giraldo, S. R. & Morales, H. H. (2023). Static Code Analysis: A Tree of Science Review. Entre 

Ciencia e Ingeniería, 17(34), 9–14. 

https://revistas.ucp.edu.co/index.php/entrecienciaeingenieria/article/view/2846  

Sari, D., Kusuma, B. A., Sihotang, J. & Febrianti, T. (2023). The role of entrepreneurial marketing & innovation 

capability in the performance of SMEs during covid-19 pandemic: Evidence of MSMEs in West Java. 

Cogent Business & Management, 10(1), 2194091.  

https://ideas.repec.org/a/taf/oabmxx/v10y2023i1p2194091.html  

Sawy, A. & Bögenhold, D. (2022). Dark, darker, social media: dark side experiences, identity protection, and 

preventive strategies of micro entrepreneurs on social media. Journal of Research in Marketing and 

Entrepreneurship, 25(2), 223–252. 

https://www.researchgate.net/publication/365959870_Dark_darker_social_media_dark_side_experience

s_identity_protection_and_preventive_strategies_of_micro_entrepreneurs_on_social_media  

Shahmohammadi, B. (2021). Entrepreneurial Marketing and Organizational Entrepreneurship Performance of 

Small and Medium Enterprises: A Systematic Review. Journal of Management and Entrepreneurship 

Research, 2(2), 134-14.  https://doi.org/10.34001/jmer.2021.12.02.2-23 

Solé, M. (2013). Entrepreneurial marketing: conceptual exploration and link to performance. Journal of Research 

in Marketing and Entrepreneurship, 15(1), 23–38. 

https://www.semanticscholar.org/paper/Entrepreneurial-marketing%3A-conceptual-exploration-

Sole/7dff65603424969a3a7da2131ae0a94c0f78ffad  

Stokes, D. (2000). Putting Entrepreneurship into Marketing: The Processes of Entrepreneurial Marketing. Journal 

of Research in Marketing and Entrepreneurship, 2(1), 1–16. https://doi.org/10.1108/14715200080001536  

https://jscires.org/article/527
https://www.researchgate.net/publication/366531022_Networking_as_an_entrepreneurial_marketing_tool_the_link_between_effectuation_and_word_of_mouth
https://www.researchgate.net/publication/366531022_Networking_as_an_entrepreneurial_marketing_tool_the_link_between_effectuation_and_word_of_mouth
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4373485
https://revistas.ucp.edu.co/index.php/entrecienciaeingenieria/article/view/2846
https://ideas.repec.org/a/taf/oabmxx/v10y2023i1p2194091.html
https://www.researchgate.net/publication/365959870_Dark_darker_social_media_dark_side_experiences_identity_protection_and_preventive_strategies_of_micro_entrepreneurs_on_social_media
https://www.researchgate.net/publication/365959870_Dark_darker_social_media_dark_side_experiences_identity_protection_and_preventive_strategies_of_micro_entrepreneurs_on_social_media
https://doi.org/10.34001/jmer.2021.12.02.2-23
https://www.semanticscholar.org/paper/Entrepreneurial-marketing%3A-conceptual-exploration-Sole/7dff65603424969a3a7da2131ae0a94c0f78ffad
https://www.semanticscholar.org/paper/Entrepreneurial-marketing%3A-conceptual-exploration-Sole/7dff65603424969a3a7da2131ae0a94c0f78ffad
https://doi.org/10.1108/14715200080001536


Entrepreneurial marketing in action: multidimensional impact and sectoral applications 
 

105 
Clío América / ISSN Impreso: 1909-941X / ISSN Web: 2389-7848 / Vol. 18 No. 35 enero – junio de 2024 

https://doi.org/10.21676/23897848.5683 

Wales, W. J., Kraus, S., Filser, M., Stöckmann, C. & Covin, J. G. (2021). The status quo of research on 

entrepreneurial orientation: Conversational landmarks and theoretical scaffolding. Journal of Business 

Research, 128, 564–577. 

https://www.sciencedirect.com/science/article/pii/S0148296320307177?via%3Dihub  

Whalen, P., Uslay, C., Pascal, V. J., Omura, G., McAuley, A., Kasouf, C. J., Jones, R., Hultman, C. M., Hills, G. 

E., Hansen, D. J., Gilmore, A., Giglierano, J., Eggers, F. & Deacon, J. (2016). Anatomy of competitive 

advantage: towards a contingency theory of entrepreneurial marketing. Journal of Strategic Marketing, 

24(1), 5–19. https://www.researchwithrutgers.com/en/publications/anatomy-of-competitive-advantage-

towards-a-contingency-theory-of-  

Toghraee, M. T., Rezvani, M., Mobaraki, M. H. & Farsi, J. Y. (2017). A systematic review on entrepreneurial 

marketing: three decade research on entrepreneurial marketing. International Journal of Applied Business 

and Economic Research, 15(8), 273-296. 

https://www.sciencedirect.com/science/article/pii/S0148296320307177  

Worthington, S. L. S. & Eggers, F. (2023). Entrepreneurial Marketing: Embracing Change and Disruption in and 

Beyond the Classroom. Journal of Marketing Education, 45(3), 207–210. 

https://journals.sagepub.com/doi/10.1177/02734753231197552  

Yadav, A. & Bansal, S. (2021). Viewing marketing through entrepreneurial mindset: a systematic review. 

International Journal of Emerging Markets, 16(2), 133-153. https://doi.org/10.1108/IJOEM-03-2019-

0163  

Zaid, S. (2022). The market turbulence, entrepreneurial marketing and marketing performance: An empirical 

study of tuna fillets SME’s industry in Southeast Sulawesi, Indonesia. Journal of Eastern European and 

Central Asian Research (JEECAR), 9(6), 1008–1020. 

https://ieeca.org/journal/index.php/JEECAR/article/view/970  

Zuluaga, M., Robledo, S., Arbelaez-Echeverri, O., Osorio-Zuluaga, G. A. & Duque-Méndez, N. (2022). Tree 
of Science - ToS: A Web-Based Tool for Scientific Literature Recommendation. Search Less, Research 
More! Issues in Science and Technology Librarianship, 100. https://doi.org/10.29173/istl2696 

https://www.sciencedirect.com/science/article/pii/S0148296320307177?via%3Dihub
https://www.researchwithrutgers.com/en/publications/anatomy-of-competitive-advantage-towards-a-contingency-theory-of-
https://www.researchwithrutgers.com/en/publications/anatomy-of-competitive-advantage-towards-a-contingency-theory-of-
https://www.sciencedirect.com/science/article/pii/S0148296320307177
https://journals.sagepub.com/doi/10.1177/02734753231197552
https://doi.org/10.1108/IJOEM-03-2019-0163
https://doi.org/10.1108/IJOEM-03-2019-0163
https://ieeca.org/journal/index.php/JEECAR/article/view/970
https://doi.org/10.29173/istl2696



