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ABSTRACT

THE IMPACT OF NETWORKING CHARACTERISTICS ON
ENTREPRENEURIAL MARKETING: THE CASE OF TECHNOLOGY-BASED
FIRMS IN ANKARA

Durukan, Basak
M.Sc., Department of Science and Technology Policy Studies
Supervisor: Assoc. Prof. Dr. Ibrahim Semih Ak¢omak

November 2019, 103 pages

The main objective of this thesis is to investigate how network characteristics of
Small and Medium Sized Enterprises (SMEs) affect their entrepreneurial marketing
practices by using a quantitative research approach. The dimensions of network
characteristics and entrepreneurial marketing are defined according to the literature,
the scales are adapted, and data is collected using a questionnaire. One hundred and
forty-five surveys have been conducted on SMEs located at Technology
Development Zones (TDZs) in Ankara. The model has been tested through structural
equation modeling. The findings reveal that network structure, activity and
exchanges positively affects future, customer and value orientations of
entrepreneurial marketing whilst risk management dimension of entrepreneurial
marketing is affected only by network activity. In addition, the results imply that

existence of foreign shareholders in the firm negatively affect risk management.

Keywords: Entrepreneurial marketing, Network characteristics, SMEs, Marketing

innovation.



0z

ILISKI AGI OZELLIKLERININ GIRISIMCI PAZARLAMAYA ETKISI:
ANKARA’DAKI TEKNOLOJI FIRMALARI ORNEGI

Durukan, Basak
Yiiksek Lisans, Bilim ve Teknoloji Politikas1 Caligsmalar1 Boliimii

Tez Yéneticisi: Dog. Dr. ibrahim Semih Akgomak

Kasim 2019, 103 sayfa

Bu tezin temel amaci, nicel arastirma yaklagimi kullanarak Kiiciik ve Orta
Biiyiikliikteki Isletmelerin (KOBI) ag olusturma 6zelliklerinin girisimci pazarlama
uygulamalarmi nasil etkiledigini arastirmaktir. Iliski ag1 &zelliklerinin ve girisimei
pazarlamanin boyutlari literatiire gére tanimlandiktan sonra, her ikisi i¢in de dlgekler
uyarlanmis ve anket yoluyla veri toplanmistir. Ankara'daki TGB'lerde yer alan yiiz
kirk bes KOBI'ye anket uygulanmistir. Tezdeki model yapisal esitlik modeli ile test
edilmistir. Bulgular, ag yapisinin, ag etkinliginin ve ag etkilesimlerinin girisimci
pazarlamanin gelecek, miisteri ve deger odaklilik boyutlarint olumlu yoénde
etkiledigini, girisimci pazarlamanin risk yOnetimi boyutununsa sadece ag
faaliyetlerinden etkilendigini ortaya koymaktadir. Ek olarak bulgular, yabanci
hissedarlarin sirketteki varliginin risk yonetimini olumsuz yonde etkiledigini

gostermektedir.

Anahtar Kelimeler: Girisimci pazarlama, iliski ag1 6zellikleri, KOBI’ler, Pazarlama

yeniligi.
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CHAPTER 1

INTRODUCTION

Marketing is one of the core activities of firms. Today firms increasingly use
marketing practices to maintain and improve their competitive advantage. Marketing
is the way of creating customer value, communicating it, and finally gaining benefit
in return. Therefore, it should be considered carefully and strategically by all firms.
In recent years, new ways of marketing have emerged because traditional ones
cannot meet the needs of contemporary business environment. The new era is mainly
associated with being “innovative” and “entrepreneurial”, so marketing practices are
expected to fit the needs of this changing economic context (Bjerke and Hultman,
2002).

Entrepreneurial Marketing (EM) is one of the contemporary ways of using marketing
practices. As its name implies, it advocates being entrepreneurial in marketing
practices. Entrepreneurial orientation is generally associated with being flexible,
proactive, and innovative (Lumpkin and Dess, 1996). Accordingly, some important
dimensions of EM are defined as proactiveness, innovation-orientation, opportunity
focus, and calculated risk taking (Ahmadi and O’Cass, 2016, Morris et al, 2002).
Other essential dimensions of EM are stated as value creation, customer focus, and
resource leveraging, which are essential and permanent aspects of marketing (Morris
et al., 2002). As a result, EM can be viewed as entrepreneurial orientation in

performing marketing.

There are various reasons why having an entrepreneurial orientation in marketing is
important nowadays. As technology develops, the rules of business change where

characteristics of the new economic era are generally defined by volatility and

! https://opentext.wsu.edu/marketing/chapter/1-1-defining-marketing/ accessed on
19.09.2019
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uncertainty. Because of such characteristics of the new economic era, firms should
find new ways of adjusting their marketing practices to be able to obtain and
maintain their competitive advantage. In such an environment, firms should be able
to show risk-taking attitude, define opportunities, take them proactively, and
innovate frequently, which all together refer to entrepreneurial orientation. So, EM
may be the new way of marketing to cope with complications of the new business

context.

Additionally, it is widely accepted that small and medium-sized enterprises (SMES)
are seen as the locomotive of economic growth in the contemporary business context.
The importance and advantages of SMEs increase as do the need for being more
flexible and proactive. The reports show that more than 95% of all enterprises
worldwide are SMEs, whilst the ratio is 99% in Turkey (Hall, 1995; TUIK, 2016).
As a result, it might be concluded that the growth engines of new economic era are
SMEs and their role in the economy increase. Therefore, understanding their
business dynamics more deeply and focusing on the ways of enhancing their

performance seem essential in the new context.

SMEs differ from the larger firms mainly in terms of organizational structure and
management types, which affect how they react to environmental changes and
compete with others (Man and Chan, 2002). SMEs generally do not have well-
defined organizational structures, which results in less hierarchy and more flexibility
most of the time. So, SMEs are expected to react quickly to the changing business
context (Bjerke and Hultman, 2002). Consistent with the characteristics of SMEs,
they are expected to prefer to adopt an entrepreneurial orientation in marketing
practices (Hills et al., 2008; Mort et al., 2010, Gilmore, 2011, Miles et al., 2015). In
addition, resource scarcity might be taken as another reason why SMEs choose to
perform EM rather than traditional methods (Gilmore, 2011; Bettiol et al., 2012;
Miles et al., 2015). SMEs should be able to manage their resources carefully because
the resources that can be used for marketing activities are restricted in SMEs. One of

the essential dimensions of entrepreneurial marketing is “resource leveraging”



(Morris et al, 2002), which means doing more with less. This might be another

reason why EM better applies to the marketing practices of SMEs.

As seen, there is an apparent need to have new ways of marketing in a rapidly
changing business context where the importance of SMEs increases. EM could be the
rational way to address and tackle such changing requirements of doing business in
the new economic era. Therefore, EM should be investigated further. The literature
review in Chapter 2 indicates that most of the studies on EM are exploratory, which
try to conceptualize EM (Collinson and Shaw, 2001; Morris et al., 2002; Hills et al.,
2008; Gilmore, 2011). On the other hand, some others intend to examine the impact
of EM on various performance outcomes (Mort et al., 2010; Bulut et al., 2013;
Franco et al., 2014; Yang and Gabrielsson, 2017). However, to our knowledge, there

is no empirical research that investigates the factors that affect EM.

Throughout the literature review, it is seen that networking is presented as an
essential activity for EM. Most of the studies refer to networking as an important
asset for EM (Shaw, 1999; Gilmore, 1999; Carson and Gilmore, 2000, Kiliger,
2013). Networking is crucial for EM because it provides access to resources and
knowledge, and consequently increase competitive advantage (Kilicer, 2013).
Networking is also seen as way of defining opportunities, innovation, and customer
access (Stokes, 2000; Collinson and Shaw, 2001; Gilmore, 2011; Franco et al., 2014;
Kilenthong et al., 2015; Miles et al., 2015). Nevertheless, none of these studies
explore the effect of networking on EM empirically. So, this study aims to
investigate empirically whether networking characteristics of SMEs have impact on

their EM practices.

In order to answer this research question, quantitative research approach was used
and a questionnaire was administered to SMEs at technology development zones
(TDZs) in Ankara. The data were collected via online survey. Prior to data
collection, potential respondents were phoned and informed about the survey. The
survey link was sent to 633 firms located in ODTU Teknokent, Bilkent Cyberpark,
Hacettepe Teknokent, and Gazi Teknopark and 145 (almost 23%) of them completed

the questionnaire. Then, the data were analyzed by using Stata. After validity and
3



reliability analysis of the scales, the substantive model was tested by using Structural
Equation Modeling (SEM).

The findings of this study are generally consistent with what the literature claims and
reveal that networking characteristics have an impact on EM practices in SMEs.
Network structure, activity and exchanges affect future, customer, and value
orientation dimensions of EM. On the other hand, only network activity among
networking characteristics relates to risk management dimension of EM. Besides,
except the presence foreign investors in the firm, none of the control variables have a
significant impact on EM dimensions. Foreign investment seems to impact risk
management dimension of EM negatively. Thus, the main contribution of this thesis
to the literature is to empirically show that networking affects EM.

The thesis is composed of six chapters. Following the introduction, Chapter 2
examines the literature on EM, networking, and marketing innovation, which is
followed by the presentation of the research question and a discussion of how this
study is expected to serve enhancing extant knowledge in the literature. Chapter 3
describes the research methodology, sampling procedure, data collection,
measurement of variables, and presents the proposed research model. In Chapter 4,
the structural model is presented based on findings from validity and reliability
analyses. The chapter also presents finding from empirical test of the structural
model. Finally, in Chapter 5 the findings are discussed in detail, some policy
implications are stated, and recommendations are made for future research after

stating the limitations of this one.



CHAPTER 2

LITERATURE REVIEW

This chapter presents a review of the literature on marketing practices by focusing on
entrepreneurial marketing (EM) and intends to show why and how EM has emerged
and gained importance as a new type of marketing and how it can be explored in
detail to leverage it. Initially, the need for EM in the context of new economic era is
stated by presenting the characteristics of the new economic era as being highly
volatile and uncertain besides the increased role of SMEs in the economy. After
introducing and defining the concept, EM literature is explored in relation to some
other variables. Then, a separate section presents the literature on the relationship
between networking and EM as the thesis delves in to this relationship. As a result of
the review of literature, it is understood that although networking has been
mentioned as having considerable impact on EM, there is no study that explores the
relationship between these two variables empirically, which is the focus of this
thesis. Finally, the last section of literature review states how EM can be defined as a
marketing innovation to be able to suggest policy tools and practical implications in
Chapter 6.

2.1. Why Do SMEs Need Entrepreneurial Marketing?

There are several reasons for the emergence of contemporary marketing practices as
the traditional ones have not been able to meet the current needs. The reasons can be
classified as the changing business context in general, the necessity of
innovativeness, and increased importance of small and medium sized enterprises

(SMEs) which are all closely related to each other.

In recent years, traditional marketing practices have been criticized increasingly and
new perspectives have emerged in the field of marketing such as guerrilla marketing,

buzz marketing, and digital marketing (Morris et al., 2002). New approaches to
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marketing have emerged in order to answer the needs of the changing context. Since
marketing is highly context-dependent, as the context changes it should adjust.
However, traditional marketing approach is found to be inadequate for answering the
changing business context because it is not sufficiently “innovative and

entrepreneurial” (Morris et al., 2002).

Bjerke and Hultman (2002) study the changing context and marketing practices by
separating new and old economic eras (p. 24). According to them, the new economic
era has unique characteristics which are expected to lead to a new type of marketing.
Some of these characteristics are stated as high uncertainty, decreased importance of
financial capital as a strategic resource, increased importance of knowledge and
change-oriented behavior, ability to response quickly, intense competition, and
impact of fast-changing technology on businesses. They claim that all of these
characteristics of the new economic era resulted in change in marketing practices to

be able to survive.

To begin with, innovativeness is seen as one of the most essential requirements of the
rapidly changing and uncertain environment. Innovativeness is defined as “seeking
of creative, unusual, or novel solutions to problems and needs” (Morris et al., 2002,
p. 4). Thus, it can be concluded that being innovative helps you to be one step ahead
of the competitors in a context that is rapidly changing and uncertain. Bjerke and
Hultman (2002) also claim that entrepreneurship is one of the essential aspects of this
new economic era, because the pre-mentioned characteristics of the new economic
era make entrepreneurs the driving force of the economy as innovative agents.
Because innovativeness is seen as one of the integral aspects of entrepreneurship, an

entrepreneurial perspective is essential for surviving in the new economic era.

Furthermore, according to some scholars, although all businesses can be
entrepreneurial in a way, generally SMEs are expected to be more entrepreneurial.
As Bjerke and Hultman (2002) argue, entrepreneurial behavior that is observed in
SMEs deserves much more attention compared to big companies because SMEs have
become the most important growth engine of economies. That is why this study
focuses on the SMEs in Turkey.



Bjerke and Hultman (2002) also mention that SMEs have been favored much more
than big firms in the new economic era because of increased importance of
knowledge-based competition, low entry barriers in many sectors, improved
technology, increased importance of flexibility as a result of increased uncertainty
and rapidly changing context, rise of service-based economy, and emergence of
niche markets. According to Hall (1995), 98% of all enterprises around the world are
SMEs, which constitute 50% of employment, 50% of GDP and almost 30% of
exports by generating 70% of new jobs. On the other hand, in Turkey, SMEs
constitute almost 75% of employment; 55% of total value added and also 55% of all
exports (TUIK, 2016). Therefore, assessing the marketing practices of SMEs is

important for understanding the emerging type of marketing.

As it is expected, small firms are not able to perform marketing as big firms do
because of several reasons such as limited resources and lack of a well-defined
business structure or marketing plans (Bjerke and Hultman, 2002; Gilmore, 2011).
First of all, limited resources (financial resources, human resources, and customers)
are one of the reasons why marketing of small firms is different than the bigger ones.
Traditional marketing practices that rely on continuous market research usually
require huge amounts of money so it is not surprising that small firms have trouble in
affording it (Morris et al., 2002; Whalen et al., 2016). That is why small firms should
find cheaper ways of marketing. Additionally, most of the time SMEs consist of a
few people who are responsible for more than one task in the firm, so it is hard to
establish a separate marketing department that handles the marketing strategy of the
firm (Bjerke and Hultman, 2002). So, instead of assigning marketing tasks to a
specialized department, the whole firm should be able to perform marketing tasks.
Furthermore, limited customer base might be taken as another resource limitation for
small firms because the most important aim of marketing is creating customer value.
Especially at the beginning stages of the business, lack of a well-defined customer
base makes marketing more difficult to perform for small firms compared to big ones

that have a well-established customer base (Bjerke and Hultman, 2002).



Secondly, lack of well-defined business structure and marketing plans are other
characteristics of small firms. As mentioned before, small firms generally consist of
a few people in charge of all the tasks. In other words, there is no specialized
marketing department and usually no marketing plans. Unlike big firms, there are
few hierarchical layers in small firms, which results in unstructured decision making,
flexibility, and adaptability (Bjerke and Hultman, 2002). Since there is no well-
defined structure or hierarchy in small firms, decision making is not so structured as
well, which brings flexibility and adaptation to changes faster. Therefore, the
marketing decisions of small firms can be tailored quickly based on the needs of the

customers (Bjerke and Hultman, 2002).

According to Hills et al. (2008), although marketing and entrepreneurship are seen as
separate disciplines, there is no strict line between them, especially as the importance
of SMEs in the economy has increased. It is also stated that the marketing research
has generally focused on large firms that have well-defined structures and small
firms have been ignored until recent years. As the visibility of SMEs increased and
the role of entrepreneurship is crucial, traditional marketing practices which have
been established based on large and bureaucratic firms have weakened and new types

of marketing practices have emerged such as “EM”.

Morris et al. (2002) contrasted traditional and entrepreneurial marketing in terms of
their basic premises, orientation, context, role of marketer, market approach,
customer needs, risk and resource management, new product/service development,
and role of customers. It is claimed that EM differs from traditional marketing
initially by the main purpose of marketing. While traditional marketing aims to
facilitate market transactions and control market, EM aims to maintain competitive
advantage through innovative value creation. Mainly, EM differs from traditional
marketing through its innovative and proactive approach in practice, as well as
creative orientation in risk and resource management. All of these characteristics

make EM more adaptable to volatile circumstances and uncertain environments.

As explained above, changing business context and increased role of SMEs in the

economy makes marketing innovations necessary. When these contemporary factors
8



are considered all together entrepreneurial marketing seems as one of the emerging

marketing innovations.
2.2. What Is Entrepreneurial Marketing?

The concept of EM has emerged at the beginning of 2000s and since then three main
perspectives addressing it have been proposed. The first view says that EM is
performing marketing entrepreneurially (Miles and Daroch, 2004). The second view
states that EM is the marketing practices which are performed by entrepreneurs
(Stokes, 2000; Mort et al., 2010; Gilmore, 2011). The last one claims that EM is a
new concept independent from the separate disciplines of “entrepreneurship” and
“marketing” and something that is a combination of both (Collinson and Shaw, 2001;
Morris et al., 2002; Whalen et al., 2016). Based on the third point of view, EM can
be either performing marketing entrepreneurially or marketing performed by
entrepreneurs. So, the last one is a more comprehensive perspective which is

generally accepted in the literature.

The first perspective on EM is supported by Miles and Daroch (2004) who argue that
especially large firms should perform marketing in an entrepreneurial manner to be
able to maintain competitive advantage. The article suggests that EM is about
discovering and exploiting entrepreneurial opportunities in marketing and creating
and boosting customer value. They mention that since entrepreneurial marketing is
associated to being highly innovative, leveraging resources, and meeting changing
customer tastes quickly, all firms regardless of size should implement EM because
adapting to the changing context by creating customer value and gaining competitive
advantage is a prerequisite for survival. Additionally, literature strongly supports that
EM is generally performed by SMEs not only because of their size or scarce
resources but also for the need of surviving in a highly volatile environment (Whalen
et al, 2016). So, EM is a way of coping with volatile and increasingly competitive

business environment rather than being a practice of only small firms.

Consistent with the second perspective on EM, Gilmore (2011) focuses on the

differences between small and large organizations and mentions that EM seems to be

9



more appropriate for SMEs. According to the article, EM emerges as entrepreneurs
need to perform marketing practices considering their limited resources and
unstructured organizational operations (Gilmore, 2011). However, Gilmore does not
consider the changing context and uncertain business environment where both small
and large organizations have to find out ways of survival. Although it is accepted that
marketing practices of SMEs and large firms cannot be the same because of some
pre-mentioned factors, being innovative and acting entrepreneurially might be seen
as a way of surviving for large firms as well. On the other hand, analyzing the
business practices of SMEs is getting more attention thanks to their ability to adapt to
the changing business context faster and easier than bigger ones. This might be the

reason why most of the research on EM focuses on SMEs.

Especially at the beginning of 1990s, it was argued that entrepreneurship is important
for economic growth and the marketing scholars have noticed that some of the
aspects related to both marketing and entrepreneurship should be investigated deeply
in terms of availability of various resources, organizational structure, and decision-
making practices (Hills et al., 2008). Actually, it is realized that the context of
business has been changing and as the context changes marketing should adapt to
perform properly. So, the marketing researchers and professionals concluded that
EM should be a new type of marketing which is used in the new era characterized by

rapid changes, scarce resources, and uncertainty (Hills et al., 2008).

According to Morris et al. (2002), EM is appropriate for a business environment that
is chaotic, complex, rapidly changing, and characterized with limited resources. EM
has been defined as “the proactive identification and exploitation of opportunities for
acquiring and retaining customers through innovative approaches to risk
management, resource leveraging and value creation” (p.5). The seven dimensions
of EM have been stated as proactiveness, calculated risk-taking, innovation-
orientation, opportunity focus, resource leveraging, customer intensity, and value
creation (Morris et al, 2002). First four of these dimensions are stated as being
related to entrepreneurial side whilst the other ones are related to marketing and all
of them together constitute the EM. As understood by the definition above, EM is not

10



something holds only for new and small firms but it is actually about realizing
opportunities, appreciating them through innovative approaches by managing the
risks, leveraging resources, and creating customer value. Thus, EM should be taken
as a kind of marketing innovation which is suited for the business context of the
contemporary world. In addition, when the seven dimensions of Morris et al. (2002)
have been considered, it is obvious that EM should be considered as more than
entrepreneurship or marketing, but it is something more comprehensive and inclusive

as a new type of marketing.

According to Marangoz and Erboy (2011), emergence of EM can be taken as a
paradigm shift at marketing. Their argument is based on the increased importance of
SMEs as building blocks of the economy especially in the past 30 years. Because
SMEs have different characteristics than large firms, traditional marketing practices
should be revised as well. Furthermore, since the economies are dominated by SMEs
in recent years, the practices applied by them might be taken as constituting a
paradigm shift in the business environment which demands new paradigms in

marketing as well, such as the EM.

So far, the literature review manifests that EM cannot only be defined as a practice of
small firms. EM is a kind of marketing innovation which emerges from meeting the
requirements of highly volatile, competitive, and uncertain business environment as a
means of creating customer value and maintaining competitive advantage. On the
other hand, SMEs are associated with the use of EM because SMEs have dominated
the economy in recent years and the marketing principles have been altering based on

the practices of SMEs and micro firms.
2.3. Exploring the Entrepreneurial Marketing Literature

As mentioned previously, EM literature has been around since the beginning of
2000s and is relatively a new research area of marketing. While most of the studies
are exploratory which try to constitute a theoretical background and conceptualize

EM, other part of the literature manifests the factors and determinants of it.
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Furthermore, some others examine whether EM has impact on the performance

outcomes like output, turnover, and innovativeness.

As one of the first studies on EM, Stokes (2000) has conducted qualitative analysis
of data from 40 entrepreneurs, who were sampled according to growth, size, age,
sector, and locality of the firm. The findings of the research have indicated that
marketing practices used by entrepreneurs are unusual in some ways. Traditional
marketing concepts have been examined in entrepreneurial context to conceptualize
EM and results show that innovation-orientation comes before customer-orientation.
Also, strategy is generally bottom-up, which first serves for a defined need and then
tries to expand the customer base rather than top-down traditional marketing, which
first defines the target and then serves accordingly. Marketing mix is also defined
differently than traditional marketing because networks are seen essential instead of
the 4Ps (Product, Price, Place, and Promotion). Similarly, the way of gathering

information is through networks rather than market research.

Collinson and Shaw (2001) present the history and development of EM. They show
how the areas of “marketing” and “entrepreneurship” have been gathered together in
the recent years. The main argument of the writers is that the interfaces between
marketing and entrepreneurship is worth to examine deeply as the environment gets
more and more volatile. According to the article, being change focused, having an
opportunistic nature, and being innovation-oriented in management are the interfaced
areas of marketing and entrepreneurship. The article represents how the definition of
EM has emerged since late 1990s by mentioning how the rise of entrepreneurial
culture has affected the marketing practices through time (Carson et al, 1995; Stokes,
1995; Collinson and Quinn, 1999). Networking is stated as the most essential EM
tool enabling access to market information to identify the opportunities and take
innovative action. Actually, networks have been stated as substitutes for expensive
market research and analysis. Networks might consist of customers, competitors,
suppliers, and other agencies from which strategic market information can be

gathered.
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As mentioned previously, the main objective of Morris et al. (2002) is defining the
dimensions of EM and constructing a theoretical background for EM studies. A
theoretical framework has been stated for EM by identifying seven dimensions of
EM as proactiveness, calculated risk-taking, innovativeness, opportunity focus,
resource leveraging, customer intensity, and value creation (p.5). In fact, seven
dimensions of EM is a kind of an integration of marketing and entrepreneurship
because proactiveness, calculated risk-taking, innovativeness, and opportunity focus
are entrepreneurially oriented but consistent with marketing whilst resource
leveraging, customer intensity and value creation are marketing oriented but
consistent with entrepreneurship. So, it is important to notice that seven of them
combine and constitute EM (Morris et al., 2002, Table 1, p. 3). Then, each element
of EM has been applied at three different levels of marketing which are culture,
strategy, and tactics (p.10). Culture represents the relationship of the firm with
external environment. Strategy means how the firm decides to achieve competitive
advantage in a particular market. Finally, tactics are about how to implement
marketing practices. The article emphasizes that since the environment has been
volatile and uncertain nowadays, the culture of the firm should be rearranged
accordingly. Similarly, the strategy of the firm should be entrepreneurial in nature to
be able to achieve competitive advantage and finally marketing tactics would also be
proactive, highly innovative, opportunity-focused, and resource-leveraged to create

customer value, which define EM all together.

Hills et al. (2008) also emphasize the evolution of EM by focusing on some
marketing behavior of SMEs and identifying the differences between EM and
traditional marketing. The idea of the article has been grounded on the contemporary
marketing definition of the American Marketing Association (AMA) stating that
marketing is context-dependent, which means that organizational context of the firms
affects their marketing perspectives and practices. Based on their observations of
almost 60 firms, they have concluded that EM differs from traditional marketing
through “strategic orientation, commitment to opportunities, opportunity-recognition
skills, commitment of resources, control of resources and management structure”

(pp.107-109). In other words, entrepreneurial strategies in marketing, being
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opportunity driven, low commitment to resources, and flexibility at management
have been found to be the main characteristics of EM. As realized, the characteristics

of EM are consistent with the seven dimensions of Morris et al. (2002), as well.

Furthermore, Gilmore (2011) tries to examine how SMEs and entrepreneurs perform
marketing when their specific requirements are considered. Gilmore’s (2011) main
argument is that EM is generally used by SMEs as a result of having limited
resources and different operational structure than big firms. According to the article,
the difference of EM from the traditional marketing framework is mainly networking
to build and support marketing activities and to improve marketing management

competencies to be innovative as much as possible.

Jones and Rowley (2011), just like Gilmore (2011), focus on SMEs to propose a
model for EM. To begin with, the main assumptions of the study are that applying
traditional marketing to SMEs has not been successful because of the context
dependent factors of SMEs and existence of strong correlation between marketing
and entrepreneurial orientations. The new model of EM has been defined as an
integration of market orientation, entrepreneurial orientation, innovation orientation,
and customer orientation. Besides, the interaction among these orientations is stated
as affected by the size of firm, market sector, and development stage. In sum, the
article emphasizes that creating customer value (customer orientation) through
innovation (innovation orientation) is essential in EM and EM is the best way of
marketing for SMEs.

Miles et al. (2015) aim to explore EM more deeply by assuming that firm
performance is highly affected by both marketing and entrepreneurial competences.
Then, it is emphasized that marketing and entrepreneurship have many elements in
common such as innovation, opportunity orientation, and risk-seeking for
achievement. Thus, conceptualization of EM is seen as crucial in contemporary
marketplaces as a way of gaining and maintaining competitive advantage. They
claim that although EM has emerged as marketing by SMEs it might be adopted by
all firms irrespective of their size. EM might be either the strategy of top

management teams vertically, a process adopted by the whole organization
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horizontally, or a response to any temporary environmental volatility (pp. 102-103).
It is emphasized that being innovative in creating customer value by taking the
advantages of risks is essential for EM, which might be embraced by big firms as
well as SMEs.

Besides the literature that aim to define EM in a structured way and construct a
theoretical background, there are some empirical studies whose purpose is testing
EM in relation to some other variables such as the role of entrepreneurs, performance

outcomes (competitive advantage and growth), and firm characteristics.

One of the variables which have been tested in relation to EM is the role of
entrepreneurs. To begin with, using qualitative analysis Franco et al. (2014) aimed to
understand whether the entrepreneur has an impact on the EM process. They argue
that marketing practices of SMEs should be different based on their context and EM
might be seen as the one tailored for SMEs. They employ case study method on two
SMEs in Portugal. The data were collected via interviews and observations besides
the documentation supplied by the firms. It is concluded that both cases have similar
characteristics in terms of the existence of marketing department, type of marketing,
and communication methods. For instance, in both cases there are no separate
marketing departments and marketing activities are usually informal and reactive
based on the founder-entrepreneurs’ decisions because they believe they have
necessary competences and they are the decision-making authority in the firm.
Another important result is about the communication methods of marketing which
were found to be highly network-dependent. In sum, entrepreneurs have been found
to be very influential on EM not only through their experiences or competences but
also the networks they have and the utilization of this network for marketing

practices.

Another study on the relationship between EM and entrepreneurs is Yang and
Gabrielsson (2017), who examine the impact of decision-making process of
entrepreneurs on EM in the context of international new ventures (INVs) in the high-
tech sector. Multiple case study method has been used and the data were collected

via in-depth interviews with 13 firms. To begin with, it is stated that uncertainty is
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the main factor impacting decision-making process, which affects EM. As a result it
is concluded that EM practices might vary according to the decision-making process
of entrepreneurs. Besides, a model was developed based on the empirical results. The
marketing decision-making process can alter depending on whether uncertainty is
high or not, which in turn affects the EM of INVs. To sum up, the decision-making
process of entrepreneurs was found to be influential on EM of the firms where the

process is defined in relation to uncertainty.

Besides the role of entrepreneur, another variable which is examined in relation to
EM is firm characteristics. Kilenthong (2015) tests empirically whether firm
characteristics such as firm age, firm size, and firm’s founder have an impact on the
level of EM. Structured interviews were conducted with more than 700 SMEs in the
USA. The hypothesis was that younger, smaller, and founder-operated firms would
engage in a higher level of EM than older, larger and non-founder-operated ones.
The results indicate that whilst the younger firms seem to engage in a higher level of
EM, the firm size was found to be related only when age is taken in to account.
Otherwise there is no direct impact of the firm size on EM. In addition, it was shown
that being founder or non-founder operated has no impact on the level of EM while

the founder’s entrepreneurial orientation matters.

In addition, performance outcomes have been one of the most important variables
which have been analyzed in relation to EM. Because the main objective of
businesses is enhancing their performance through various practices, it is not
surprising that the relationship between EM and different performance outcomes
such as innovativeness, growth, and competitive advantage are investigated. For
instance, Mort et al. (2010) aim to analyze how EM impacts the performance
outcomes of SMEs in their internationalization process. For that purpose, nine firms
were examined via in-depth interviews. The results indicate that EM affects
performance outcomes of international SMEs through four strategies of EM which
are opportunity creation, customer-oriented innovation, resource enhancement, and
legitimacy (p.549). The performance outcomes that are impacted by EM are stated as

speed of market entry and rapid internationalization for new born global SMEs. In
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sum, the article implies that the characteristics of EM like opportunity orientation,
customer intensity, innovation orientation, and resource enhancement have positive
impact on the performance outcomes of global born firms by enhancing the speed of

new market entry and internationalization in general.

Another performance outcome which is examined is innovativeness of firms.
Hacioglu et al. (2012) and Bulut et al. (2013) are the examples of empirical studies
that aim to analyze how EM affects the innovative performance of firms. Hacioglu et
al. (2012) conducted an analysis on more than 500 manufacturing firms in Turkey in
order to identify the impact of EM on their innovative performance. To be able to
define the relationship between EM and innovative performance, seven dimensions
of EM that are defined by Morris et al. (2002) were used. Results show that
especially four dimensions of EM which are proactiveness, innovativeness, customer
intensity, and resource leveraging, significantly affect the innovative performance.
On the other hand, there is no significant impact of opportunity focus, calculated risk

taking, and value creation on innovative performance.

Bulut et al. (2013) examine the impact of EM on innovation and financial
performance. Similar to Hacioglu et al. (2012), seven dimensions of EM were used
to identify the effect of EM on innovative and financial performance through
quantitative research conducted on 45 SMEs in Izmir. Contrary to Hacioglu (2012),
Bulut et al. (2013) found that opportunity focus and calculated risk taking have
significant effect on innovative performance whilst only value creation has
significant impact on financial performance. However, it is important to note that the

sample size of the study might be too small to draw reliable conclusions.

Growth is another variable which is examined in relation to EM. For instance,
Hallback et al. (2013) try to identify the impact of EM on global growth of
international new ventures (INVs) through semi-structured interviews with
representatives of four firms. The results indicate that EM is used by INVs during
their global growth and innovativeness and adaptation are the key dimensions of EM
for INVs. Moreover, environmental factors were found to be highly influential on

EM practices. On the other hand, Jones et al. (2013) aim to explore the relationship
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between firm growth and EM in small software technology firms as a specific
context. The study is a cross-country comparison on Silicon Valley, USA and North
West Wales, UK using qualitative research techniques on six firms from each
country. It was found that the relationship between EM and firm growth varies based
on the growth stage of firms, network clusters, and countries.

Competitive advantage might be defined as another performance outcome affected
by EM. Miles and Daroch (2004) conducted a study on the effect of EM on
competitive advantage of large firms using interviews that were conducted between
1999 and 2003 in the USA, UK, New Zealand, and Sweden. It is found that not only
SMEs but also large firms can benefit from EM to enhance their competitive
advantage. It is concluded that EM helps to gain and maintain competitive advantage

by creating superior value for the customers and leveraging opportunities in the firm.
2.4. Networking and Entrepreneurial Marketing

Networks are defined as combinations of nodes and connections (Gilmore and
Carson, 1999). Nodes and connections are replaced with actors and social ties
respectively to form social networks (Davern, 1997). Since the very beginning of
1990s, networks have been a critical research area for entrepreneurship because
entrepreneurs have strong personal ties which makes them connected to a broader
network of actors (Hoang and Antoncic, 2003). Thanks to these networks,
entrepreneurs can get many benefits such as recognizing the opportunities, getting

access to various resources, and making effective decisions.

Accordingly, entrepreneurial networks are mainly defined as “the sum of
relationships in which an entrepreneur participates, and which provide an important
resource for his/her activities” (Dodd and Patra, 2002, p. 117). Based on the stated
definition, two main aspects of the entrepreneurial networks are “relationships” and
“resources”. Entrepreneurial networking occurs when entrepreneurs engage in
relationships in order to gain access to crucial resources needed to maintain the

business. The type of the relationships might vary from the personal contacts which
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are basically friends and family to the links with suppliers, distributors or customers

and to the ones that are built by membership in formal organizations.

According to Hoang and Antoncic (2003), content, governance, and social structure
are three essential aspects of entrepreneurial networks. To begin with, networks
might be constituted by either personal or organizational relations through which the
entrepreneurs can access tangible and intangible resources. Governance of these
networks generally relies on mutual trust that lowers the cost of governance. In
addition, the number of actors included in an entrepreneur’s network (network size)
and how the entrepreneur links with others (centrality) are the main aspects of the

entrepreneurial network structure.

How entrepreneurs leverage these networks for their business depends on firm
characteristics, entrepreneur characteristics, firm life stage, and sector (Gilmore and
Carson, 1999). Networking might be opportunistic, informal, interactive, or
spontaneous according to the entrepreneurs’ business style. Moreover, networks at
the early stage of the firms and when firms are mature are not the same (Gilmore,
2011).

One of the most critical areas where the networks are used by entrepreneurs is
marketing. Marketing management is a core activity for both large and small firms.
Compared to large firms, small firms generally lack many resources to manage
marketing activities. Also, there are many other factors which have been mentioned
previously why small firms engage in EM instead of traditional marketing
techniques. According to EM literature, networking is a core aspect of EM (Shaw,
1999; Gilmore,1999; Carson and Gilmore, 2000, Kiliger, 2013).

The study of Kilicer (2013) is a literature review on networking and its impact on
entrepreneurial marketing assuming that networking and the management of the
networks are the key components of EM. The research indicate that effective
networking enables the firms to cope with the resource problems, and increase their
competitive advantage by identifying customer needs properly, enhancing new

product development, and marketing communication (p. 143-144).
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The types of networks might be either formal (organizational) or informal (personal)
that is constituted by the relations of entrepreneurs with persons (family and friends)
and group of persons and organizations (customers, competitors, suppliers,
professionals, and regulators) (Kiliger, 2013). However, entrepreneurs generally use
and benefit from their personal networks. Studies indicate that marketing activities of
SMEs are generally shaped by networking processes that are carried personally by
owner-managers (Gilmore et al., 1999). Shaw (1999) also shows that personal
networks of entrepreneurs increase marketing effectiveness of the firms by boosting
their marketing competencies and improving marketing tactics which results in high
quality products and customer loyalty (p.31-32).

Gilmore et al. (2006) show how networking has been used by the firms for their
marketing activities. The research focuses on SMEs by conducting an analysis on a
food distribution channel consisting of 12 owner-managers. It is showed that
networking is used for marketing activities by the owner-managers and improves
their firms’ performance by providing market knowledge, improving distribution,
product decisions, promotional activity and pricing, getting access to resources, and

boosting marketing innovation (p.282).

The literature review mainly indicates that networks and networking are essential for
entrepreneurial marketing in which the entrepreneurs that lack marketing expertise
try to manage marketing activities with limited resources in a rapidly changing
environment. So, EM benefits from networks and networking to reach resources,

information, and expertise.

It is important to define what networking characteristics are and how the networking
capacity is measured. For instance, Brand et al. (2018) claim that networks have
three typical dimensions which are structural, resource-related, and relational. Firstly,
network size and network position (centrality) are the indicators of network structure
which implies “where you reach”. Secondly, resource characteristics that refer to
“whom you reach” indicate any resources accessed through the networks. Finally, the
strength of the network, distance in the network, and duration or frequency of

communication refer to the relational characteristics which indicates “how you
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reach” (Brand et al., 2018). Additionally, “network utilization”, defined as the ability
of an actor to benefit from the network, is also important in terms of measuring the

capacity of a network.

Ostgaard and Birley (1994) define five main variables of personal networks which
are the propensity to network, network activity, network density, and network
intensity, and the content of network exchanges. The propensity to network is
associated with the number of memberships in trade, social and/or professional
organizations. Network activity refers to communication pattern with various
network members (family, friends, customers, and suppliers etc.) and making new
networks. Network density is related to the size of the network whilst intensity refers
to duration and frequency of the network relations. Finally, the content of network
exchanges indicates how the actor utilizes the network relations and for what

purposes these network relations are used (Ostgaard and Birley, 1994, Appendix A).

As it is illustrated, the characteristics used to measure network capacity are generally
size, centrality, communication duration and frequency, and network utilization
(Brand, 2018; Ostgaard and Birley, 1994; Hoang and Antoncic, 2003). In this thesis,
the scale developed by Ostgaard and Birley (1994) is used to define network
characteristics when trying to identify how those network characteristics affect the
EM practices of the firms. Ostgaard and Birley’s (1994) scale is more comprehensive
than other scales. In the literature it is found that networking and use of networks
play critical roles in EM processes. Many researchers highlight networks and their
relation with EM (Stokes, 2000; Collinson and Shaw, 2001; Gilmore, 2011; Kiliger,
2013; Franco et al., 2014; Kilenthong et al., 2015; Miles et al., 2015).

Stokes (2000) refers the pivotal role of networking in EM conceptualizations and
concludes that networking is one of the four essential aspects of EM process in terms
of gathering information. It is stated that the information is gathered through
informal networks rather than formal market research in the EM process. Networks

also define new opportunities.
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Collinson and Shaw (2001) refer to the importance of networking in the management
of EM. In the article, networking is defined as a core competency of EM as networks

are used for gathering market information only with limited resources.

Gilmore (2011) states that networking is one of the most essential tools of EM in
terms of building and maintaining marketing activity. Gilmore conceptualizes EM as
not only adapting standard frameworks but also marketing by networking,
developing marketing competence, and using innovative marketing. So, the crucial

role of networking on EM has been emphasized by Gilmore (2011).

Besides, Franco et al. (2014) argue that the role of entrepreneur-founder is important
in EM process of the firm which is based on networking by entrepreneur to have
successful marketing activity in the firm. The study concludes that there is impact of
entrepreneur-founder on the EM process of the firm through communication and
networking abilities. The two cases examined in the study prove the impact of
networking on EM practices. For instance, one of the entrepreneur-founder mentions
that “networking strategy was best, regarding marketing, because it is suited to the

company’s limited resources as the cost is practically zero.” (p. 274).

Kilenthong et al. (2015) state that entrepreneurial networks do not only consist of
suppliers but also customers and competitors. These networks can be utilized for
information gathering, customer access, improving product quality, creating
competitive advantage, and obtaining critical resources, which are very essential for
EM process. Whether a relationship exists between value creation by networks and
firm age is also examined. It is found that younger firms rely on networking more

than older ones in value creation.

In the Turkish literature, the only study which mentions the relationship between
networking and EM is Kiliger (2013) that explores the related literature on
importance of networking in marketing to increase the awareness of SMEs regarding
networking. It mainly claims that SMEs have different marketing practices than large
firms, which requires leveraging networking carefully. Firstly, it manifests the types

of networks as organizational and personal, and then focuses on the personal ones
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because they seem more crucial for SMEs’ operations. The study also states that the
characteristics of SMEs, the life stage of SMEs, and sector/market norms are the
factors affecting the use of networks by SMEs. Finally, it is mentioned that networks
might be used for many purposes by SMEs, which ranges from gathering market
information and defining opportunities to gaining access to new markets. So, the
study concludes that networking and networks are essential for SMEs in their

marketing decisions and practices.

Although networking has been stated as essential in EM processes and practices,
none of the studies above explore the relationship between EM and networking
empirically, which this thesis focuses on. The aim of this thesis is to understand
whether networking characteristics have significant impact on EM and whether the

results differ for networking type and individual elements of EM.
2.5. Marketing Innovation and Entrepreneurial Marketing

Marketing innovation has been defined in the third edition of the Oslo Manual
because it has been accepted that technological product and process (TPP) definition
of innovation is inadequate in terms of capturing non-technological innovation (Oslo
Manual, 3" edition). The manual emphasizes that new marketing practices might
have crucial impact on the performance of firms and novel ways of targeting,
segmenting, promoting, or pricing can be influential on the development of products
and processes. Marketing innovation should be taken as a separate category because
it may affect firm performance directly. Also, it focuses on the markets, customers,
sales, and market share which are different than product and/or process quality that is
captured by TPP point of view (Oslo Manual, 3" edition). As a result, marketing
innovation is one of the four types of innovation covered by the Oslo Manual besides

product, process, and organizational innovation.

According to the manual, “marketing innovations involve the implementation of new
marketing methods” (p. 17). Besides, the recent definition of marketing by American
Marketing Association (AMA) is “the set of institutions and processes for creating,

communicating, delivering, and exchanging offerings that have value for customers,
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clients, partners, and society at large” (AMA Website).” So, any novelty in
institutions and processes for creating, communicating, delivering, and exchanging
the value-created might be taken as a marketing innovation. In this sense, EM might
be taken as a kind of marketing innovation because it offers different methods for
market research, customer interactions, value creation, and exchange than traditional
marketing. EM is generally found to be more appropriate for the volatile business
context and the nature of SMEs by improving firm performance. It is believed that
SMEs gain competitive advantage by innovative products, processes, and marketing

of the value-created (O’Dwyer et al., 2009).

On the other hand, in the Oslo Manual, marketing innovation is stated in relation to
only 4Ps of the marketing by emphasizing that new marketing methods can include
changes in product design and packaging, promotion and placement, and product
pricing (p. 17). This is however an incomplete definition because marketing is more
than 4Ps. Marketing is for creating customer value and demand. Not only the
changes in the 4Ps but also the changes in the marketing methods in creating this
value may be taken as marketing innovation. Therefore, marketing innovation should
be seen more than novelty concerning the 4Ps of marketing. It involves any proactive
and creative solution to the contextual problems such as lack of resources or high
uncertainty (O’Dwyer et al., 2009; Bocconcelli et al., 2018). EM has emerged as a
response to highly volatile and uncertain context of contemporary business
environment and it is more appropriate for SMEs as they are more proactive,
opportunity and innovation-oriented, able to create customer value with limited
resources, and effective risk management. Thus, EM may be defined as a new
method of marketing or as a marketing innovation which resolves some of the

contextual problems.

Beside conceptual comparison, marketing innovation and EM can be compared in
terms of measurement. Marketing mix refers to the marketing tools which are used
by the firms to bring their marketing strategy into practice. Therefore, marketing mix

components might be used as measures to control effectiveness of marketing

? https://www.ama.org/the-definition-of-marketing/ accessed on 24.05.2019
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strategies or practices (Khan, 2014). Various marketing mix models have been
defined since 1960s which include 4Ps, 7Ps (product, place, price, promotion,
participants, process and physical evidence) or 4Cs (customer needs and values, cost,
convenience and communication). To begin with, the most popular one, the
marketing 4Ps has been defined by E. Jerome McCarthy in 1960s as a combination
of product, place, promotion and price. Then, this mix of 4Ps was modified by
Booms and Bitner to cover services beside tangible products in 1980s. They
introduced 7Ps model which has been generated by adding “physical evidence
(environment), processes, and people” into 4Ps (Rafig and Ahmed, 1995).
Furthermore, in 1990s another marketing mix model was suggested by Robert
Lauterborn which presents the perspective of buyers rather than sellers and is called
4Cs that consist of customer needs and values, cost, convenience, and

communication (Khan, 2014).

The marketing mix is also used as measuring “marketing innovation” by the Oslo
Manual. The manual implies that 4Ps are used to measure marketing innovation and
significant changes in product design, placement, promotion, and pricing are
considered as marketing innovation (3" edition, pp. 50-51). However, as mentioned
previously, 4Ps might be inadequate in capturing all types of marketing innovations
because the classification is very much product-oriented. Therefore, to be able to
capture all types of marketing innovations, other pre-mentioned marketing mix
models should be considered. EM is measured as neither product nor pricing change
which can be considered as a marketing innovation, but it offers many important
novelties in marketing when it is considered in terms of 7Ps or 4Cs perspectives.
Seven dimensions of EM that are commonly mentioned in the literature are
opportunity-orientation, proactiveness, innovation-orientation, risk management,
resource leveraging, value creation, and customer intensity (Morris et al., 2002).
Although 4Ps mix seems inadequate to measure these dimensions, 7Ps together with
4Cs constitute a basis for EM definition and measurement. For instance, 7Ps take
into consideration environment, processes, and people as the aspects of marketing
mix and can be used to measure processes of resource leveraging or risk

management. On the other hand, 4Cs measure value creation or customer intensity of
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EM. As a result, although marketing mix might be used to measure marketing
innovation, it is not correct to define the mix as 4Ps because it cannot capture some

essential aspects of marketing novelties in terms of people, processes, and customers.
2.6. What Do We Learn from the Literature?

The literature review reveals some important results that inspire this thesis. Firstly,
the review shows that marketing should be aligned with changing business context to
function appropriately. As the context evolves the marketing practices should adjust
and that is why there is search for new marketing practices. EM is seen as an
important marketing innovation as being able to adjust to the highly volatile and
uncertain business context and meet rapidly changing customer needs. This is one of

the reasons why EM is worth investigating further.

On the other hand, the increased role of SMEs in economy puts effectiveness of
traditional marketing practices at risk because of scale and resource constraints of
small firms. The characteristics of SMEs, which are mentioned in section 2.1,
enabled and to some extent forced them to discover new marketing practices. Thus,
how SMEs form EM strategies is a fertile soil for research. This thesis highlights the
link between networks and EM in this regard.

Besides, the scales used in this study are adopted from the literature. One of the
scales is for measuring EM and the other one is to measure networking
characteristics. EM scale consists of seven dimensions which are named by Morris et
al. (2002) as opportunity orientation, proactiveness, innovation orientation, customer
orientation, risk management, resource orientation, and value orientation. Items of
the scale are mostly adopted from the study of Bulut et al. (2013). Some other items
are derived from the studies of Kilenthong et al. (2015) and Ahmadi and O’Cass
(2016). Networking characteristics scale is adopted from Ostgaard and Birley (1994)
because the dimensions comprise most of the aspects mentioned in the literature
(thus is a more comprehensive scale) which are propensity to network, network

activity, network density, network intensity, and content of network exchanges. The
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details about the scales including the dimensions and the items used to measure

them, are presented in the following section.

As the literature on EM is explored further, it is seen that most of the studies on EM
are about conceptualization through defining the determinants and dimensions of
EM. There are also some studies which examine the relationship between EM and
performance outcomes like turnover, output, competitiveness, or innovativeness.
Besides, networking stands out as the most salient variable in relation to EM.
Networking is stated as one of the most essential activities of SMEs in marketing
practices and decisions. Although most studies mention the impact of networking on
EM, none of them examines the relationship empirically. The novelty of this study is
to empirically investigate whether networking characteristics have an impact on EM
using data from a sample of technology-based SMEs in Ankara, Turkey. Thus, this

thesis fills an important gap in the literature.
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CHAPTER 3

METHODOLOGY

This chapter describes the research methodology and the procedure followed
throughout the research process. The chapter starts with the discussion of the
research strategy used in the study. Then, sampling procedure and data collection are
described. Following section gives information about measurement of variables. The

final section presents research design and analysis methods used in the study.

This study aims to identify the relationship between networking capacity and
entrepreneurial marketing by conducting research on SMEs. In other words, it aims
to understand whether networking characteristics of SMEs impact the EM practices.
To understand this relationship a quantitative research has been conducted on a

sample of technology-based SMEs in Ankara.
3.1. The Research Strategy: Quantitative Research

This study uses quantitative research strategy to identify the impact of networking
characteristics on the EM practices. According to Neuman (2014), quantitative
research is best to test hypotheses where the concepts can be specified as distinct
variables and measures are standardized. In quantitative research the approach is
often deductive which means the hypothesis is defined and then the data can be

collected based on the concepts that form the hypothesis (Bryman, 2012).

Bryman (2012) conceptualizes quantitative research and summarizes the steps as
follows: specification of the hypotheses, selecting a research design which is
followed by planning measurement of variables, defining research site, sampling, and
data collection. Final step is analysis of collected data and interpretation of the
findings. So, it is important to follow each step cautiously whilst conducting

guantitative research.
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3.2. Sampling and Data Collection
3.2.1. Sampling Procedure

In this thesis, SMEs that are located in “Technology Development Zones (TDZs)” in
Ankara have been defined as the sampling frame (i.e., the collection of entities from
which | drew my sample). This sampling frame can be considered adequate in a
number of aspects: most of the companies in TDZs are SMEs with an entrepreneurial
and/or innovative background; they are expected to perform new ways of marketing
such as EM due to technology-based focus; and TDZs facilitate various networking
activities. In 2001 “Technology Development Zones Law No. 4691” was enacted and
as of April 2019 total number of TDZs in Turkey was 83. Only 63 of them were

operational at the time of data collection (Ministry of Industry and Technology).®

There are some reasons why TDZs in Ankara has been chosen as research site.
Firstly, the history of TDZs in Turkey starts in Ankara as ODTU Teknokent is the
first to be established in Turkey (Ministry of Industry and Technology, 2019).
Secondly, because headquarters of funding agencies like KOSGEB and TUBITAK
are in Ankara, the technology-based entrepreneurship ecosystem is more vivid
compared to other provinces. Thirdly, Ankara hosts the highest number of TDZs (as
of 2019, seven TDZs), istanbul ranking second with six TDZs (Ministry of Industry
and Technology, 2019).

Four of the TDZs in Ankara were selected. These TDZS are ODTU Teknokent,
Bilkent Cyberpark, Hacettepe Teknokent, and Gazi Teknopark. First of all, following
the enactment of the TDZs Law in 2001, ODTU Teknokent (established in 2001),
Bilkent Cyberpark (established in 2002) and Hacettepe Teknokent (established in
2003) have been among the first established technology parks. Thus, their structure
and operations are rather established (Ministry of Industry and Technology, 2019).
For example, in 2008 when there were only 18 TDZs in Turkey, six of them were in
Ankara and ODTU, Bilkent, Hacettepe, and Gazi (established in 2007) were among

3https://btgm.sanayi.qov.tr/Handlers/DokumanGetHandler.ashx?dokumanld=007366
00-7d5d-41bf-9cf4-22792a97263e accessed on 20.06.2019
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those six TDZs. In addition, according to the ranking of TDZs in 2017, ODTU
Teknokent (2", Bilkent Cyberpark (3'), Gazi Teknopark (14™) and Hacettepe
Teknokent (18™) were among the top 20 TDZs in Turkey.*

In the table below, the number of SMEs in the four TDZs is presented by specifying

how many of them responded to the survey.
Table 1

The Number of SMEs and Respondents in the four TDZs

Number of
Name of TDZ Number of SMEs* Response rate
completed surveys

ODTU 186 44 23,66%
BILKENT 191 34 17,80%
HACETTEPE 187 45 24,06%
GAZI 69 22 31,88%
TOTAL 633 145 22,91%

*The number of SMEs shows those that were known to be active as of May 2019

3.2.2. Data Collection

In this study survey is the data collection method and the instrument is a self-
administered questionnaire. A questionnaire consists of items which are answered by
the respondents. There are various ways of administering a questionnaire such as
mailed questionnaire, collective administration, and administration in a public place
(Kumar, 2011). In this thesis, the questionnaire was developed online and sent to the

respondents via e-mail.

The questionnaire consists of nine main sections which are firm information,
entrepreneurial marketing, network characteristics, current status of R&D and design

activities, current status of innovation activities, product innovation, process

*http://www.ufuk2020.com/haberler/turkiyenin-en-iyi-teknoloji-gelistirme-bolgeleri-
2017.html accessed on 21.06.2019
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innovation, financing of product/process innovation activities, and finally

organizational and marketing innovation (see Appendix A).

Before collecting the main data of the study, the questionnaire was calibrated based
on expert views and a pilot study. Initially, the items were listed for each dimension,
translated into Turkish, and expert views were received. Based on the feedback,
some of the items were eliminated and subsections were reordered. Before
conducting the pilot study, one more review was done by the supervisor and some
wordings were changed. Then, the survey was sent to 10 firms as a pilot study, but
only three of them were completed properly. Based on the results of pilot study,
some of the wordings were revised, a few items were excluded because they were
found to be hard to understand by respondents and some questions were added,

which resulted in the final version of the survey.

To be more flexible in collecting the answers, the questionnaire was converted into
an online form through Google Forms and the link to the survey was sent to the
respondents by e-mail. Since the response rate for online surveys are known to be
very low, phone calls were made to all firms and a confirmation was received about
the completion of the survey. After receiving the confirmation, the online survey link

was sent to the respondent simultaneously.

As Table 1 presents, the response rates are approximately 24% for ODTU, 18% for
Bilkent, 24% for Hacettepe, and 32% for Gazi, which corresponds to about 23% on

average.
3.3. Measurement of VVariables

The dependent variable is entrepreneurial marketing and the independent variable is
networking characteristics of SMEs because this study intends to identify whether
networking characteristics impacts EM practices of SMEs.

To explore this relationship, the first step is to develop measurement scales for the

variables of EM and networking characteristics. The development and measurement

31



of EM, and the scale used to measure networking characteristics is described in detail

below. Finally, the overall model and hypotheses are presented.
3.3.1. Measuring Entrepreneurial Marketing

In the literature there are some assumptions to define EM conceptually which exhibit
some dimensions of EM. For instance, Morris et al. (2002) defines seven dimensions
of EM which are proactiveness, opportunity focus, innovation focus, calculated risk
taking, resource leveraging, customer intensity, and value creation. Besides,
Kilenthong et al. (2015) identifies six dimensions of EM as growth orientation,
opportunity orientation, total customer focus, value creation through networks,
informal market analysis, and closeness to the market. In addition, Ahmadi and
O’Cass (2016) define the dimensions of EM broadly as entrepreneurial orientation
(EO), marketing capabilities (MC), and marketing orientation (MO). EO is
constituted by the dimensions of innovativeness, proactiveness, risk-taking, and
exploitative and exploratory activities. MC dimensions are defined by the variables
related to customer value creation, whereas MO dimensions are intelligence
generation, responsiveness, and intelligence dissemination. Finally, in the Turkish
literature Bulut et al. (2013) use the dimensions of resource orientation, value
orientation, proactive orientation, risk-taking orientation, customer-oriented

innovativeness, and opportunity orientation.

When the mentioned studies are examined, it is realized that they have a lot in
common (see Table 2) and Morris et al. (2002) and Bulut et al. (2013) appear to be
the most comprehensive ones. On the other hand, although Kilenthong et al. (2015)
differs from others, actually the dimensions can be classified as related to the
keywords in Table 2. For example, informal market analysis and closeness to the
market might be associated with proactiveness, innovativeness, or resources in
broader terms. So, based on the analysis on the dimensions of EM, the dimensions
used in the current study are defined as opportunity orientation, proactiveness,
innovation orientation, customer orientation, risk management, resource orientation,

and value orientation.

32



Table 2

Entrepreneurial Marketing Dimensions in the Literature

Dimension Morris et Kilenthong et Ahmadi and Bulut et al.
Keyword al.(2002) al. (2015) O’Cass (2016) (2013)

Proactiveness X X X
Opportunity X X X X
Innovativeness X X X
Risk-taking X X X
Resources X X
Customers X X X X
Value X X X X

To measure each of these dimensions, the scales were developed by combining and
contrasting the scales used by Morris et al. (2002), Kilenthong et al. (2015), Ahmadi
and O’Cass (2016), and Bulut et al. (2013). As a result, opportunity orientation (5
items), proactiveness (7 items), innovation orientation (6 items), customer orientation
(7 items), risk management (6 items), resource orientation (7 items), and value
orientation (8 items) were measured on 5-point Likert scales whose responses ranged
from 1-not at all important- to 5-very important- (see Appendix A). The details about

the dimensions and how they were measured are presented below.
3.3.1.1. Opportunity orientation

According to Morris et al. (2002), one of the principles of entrepreneurship is
searching for and being aware of opportunities. Thus, opportunity orientation is a key
dimension of EM. The volatile and uncertain business environment presents lots of
opportunities which might be creatively used for EM. Furthermore, Kilenthong et al.
(2015) claim that entrepreneurial marketers generally seek for new opportunities and
they compete with others for exploring and utilizing them. On the other hand,
Ahmadi and O’Cass (2016) consider exploratory activities as a dimension of
entrepreneurial orientation and these activities are highly associated with opportunity
recognition of marketers. They define exploratory activities as discovering new

market or technical knowledge to be able to improve current position of the firm. As
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it is seen, while measuring EM, opportunity orientation appears as a critical
dimension. Some examples that were used to measure opportunity orientation
dimension of EM are how important “looking for new business opportunities

consistently” or “real-time and proactive reasoning to uncover opportunities” are.
3.3.1.2. Proactiveness

Firms have to find new ways of gaining and maintaining competitive advantage in
the highly volatile business context, where being proactive means leading the change
and adapting quickly to changing environment (Morris et al., 2002). Bulut et al.
(2013) state that proactive orientation means being a pioneer in meeting the needs,
which have been unidentified before. New markets and competition are created as a
result of proactive behavior. In addition, Ahmadi and O’Cass (2016) refer to
proactiveness as a dimension of entrepreneurial orientation which is one of the
building stones of EM. As a result, proactiveness is examined as a dimension of EM
in this thesis as well and items like how important it is to “quickly identify changes
in customer tastes and satisfaction” or “rapidly detect important changes in the

sector” were used.
3.3.1.3. Innovation orientation

To obtain and maintain competitive advantage, innovation is one of the main
activities of marketing. Innovation is defined as an integral part of EM as sustainable
generation of new products, services, markets, and processes (Morris et al., 2002).
According to Kilenthong et al. (2015), to be able to realize opportunities, innovation
should be a crucial ongoing process of marketing. Ahmadi and O’Cass (2016) also
mention the importance of innovation for marketing activities and categorize
innovation activities as exploratory and exploitative. They claim that entrepreneurial
and marketing orientations are the key assets for innovation activities. So as a kind of
combination of both orientations, EM takes innovation orientation as a pivotal
activity. Thus, innovation orientation appears as one of the dimensions for measuring

EM. How important “developing creative approaches to new product/service
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development” and “to trigger marketing decisions with creativity” are some

examples for the items measuring innovation orientation dimension of EM.
3.3.1.4. Customer orientation

According to Morris et al. (2002), customer orientation in marketing is crucial
because of two main reasons: to create new customers and to maintain relationships
with existing ones. Although traditional marketing attempts to take rational decisions
based on market research, EM focuses on more emotional aspects to get customers’
attention in the short run and have their commitment in the long run. Customer focus
is also defined as a core dimension of EM by Kilenthong et al. (2015). They
emphasize that EM accepts the customers as active participants in marketing decision
process which distinguishes it from the traditional marketing perspective. On the
other hand, according to Ahmadi and O’Cass (2016), customer focus is an integral
aspect of market orientation which is one of the two orientations that constitute EM.
Thus, customer orientation cannot be neglected when measuring EM. Customer
orientation of EM is measured by items like how important it is “to measure
customer satisfaction continuously and systematically” or how important “being

flexible and adapting to the specific needs of your customers” is.
3.3.1.5. Risk management

It is widely known that entrepreneurship is associated with calculated risk-taking, so
EM approves that marketing has an essential role in managing the risk profile of a
firm. Therefore, marketing activities also comprise examining the external
environment to decrease environmental uncertainty, firm’s vulnerability and
dependency, in addition to enhancing the flexibility of the firm (Morris et al., 2002).
Bulut et al. (2013) mentions that EM is not only meeting the customer demand but
also actively taking risks to create new opportunities for the firm. Thus, management
of risk is an important task of EM. Besides, Ahmadi and O’Cass (2016) considers
risk-taking as a crucial aspect of entrepreneurial orientation and claims that EM is
associated with taking risks for new products and being a “risk-taker” is a positive

attribute. Consequently, risk management is defined as the fifth dimension of EM
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and some items to measure this dimension are how important “taking risks to get
advantage of new opportunities even though uncertainty is high” and “accepting the

term of risk-taker as a positive feature among your employees” are.
3.3.1.6. Resource orientation

As it is accepted, SMEs do not have plenty of resources to run their business so they
should find ways of leveraging the resources they have. Morris et al. (2002) define

resource leveraging as

stretching resources much further than others have done in the past, getting
uses out of resources that others are unable to realize, using other people's (or
firm's) resources to accomplish one's own purpose, complementing one
resource with another to create higher combined value, using certain
resources to obtain other resources (p. 8)

and claim that EM is associated with leveraging resources through any one of these
methods. According to Hacioglu (2012), resource leveraging is a kind of alternative
to cope with resource scarcity and EM is also about being able to leverage resources
effectively. As a result, resource orientation is used as another dimension in
measuring EM. Sample items are how important it is “to learn from your
competitors” and “to utilize your links to help developing and marketing

products/services”.
3.3.1.7. Value orientation

Value creation is seen as an integral part of marketing activities because value is the
way of transactions and relationships with the customers, thus innovative value
creation is defined as an important aspect of EM (Morris et al., 2002; Kilenthong et
al., 2015). In Bulut et al. (2013), value orientation is found to be consequential for
both financial and innovative performance of the firms, so it is concluded that
seeking ways of creating value is an essential role of an entrepreneurial marketer.
Furthermore, Ahmadi and O’Cass (2016) mention that the intersection point of
entrepreneurship and marketing is value creation by the commercialization of new
ideas, products, or services. As seen, value creation is crucial for EM thus value
orientation is defined as the last dimension of measuring EM in this study. This
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dimension is measured by items like how important “creating value through
customer relationship management” or “implementing immediately innovative

marketing methods that are believed to add value to your company” are.
3.3.2. Measuring Networking Characteristics

Although various measures have been proposed in the literature to measure
networking characteristics, it is seen that they can be collected under three main
aspects which are “network structure”, “network activity”, and “the benefits of
networking”. For instance, Brand et al. (2018) which aim to test the relationship
between entrepreneurial networking characteristics and performance defines three
dimensions of entrepreneurs’ network which are structural characteristics (refers to
network size and position), resource characteristics (refers to the benefits gathered by
the network), and relational characteristics (refers to the nature of interactions).
Besides, Witt (2004) states that “time spent on networking, frequency of
communication with network partners, number of network partners, network
diversity, density of network, frequency of new information being provided and extent
of support from network partners” are the dimensions to measure entreprencurial
networks (p. 395). On the other hand, Ostgaard and Birley (1994) use five
dimensions of networking characteristics in testing the relationship between personal
networks and competitive strategy of new ventures. These are “propensity to
network, network activity, network density, network intensity and content of network
exchanges” (p. 304). As it is seen, in line with the literature, the dimensions are

related to network activity, structure, and benefits.

It is seen that the studies in the literature have many common aspects in terms of the
dimensions used to define networking characteristics (see Table 3). Ostgaard and
Birley (1994) is the most comprehensive one in terms of dimensions and the items
that are used to measure each dimension. So, in this study the dimensions used by
Ostgaard and Birley (1994) have been adopted to measure networking characteristics
of entrepreneurs which are propensity to network (3 items), network activity (5
items), network density (2 items), network intensity (2 items), and content of

network exchanges (7 items) (see Appendix A).
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Table 3

Networking Characteristics Dimensions in the Literature

How networking is measured in the literature

Main Ostgaard and Birley Witt (2004) Brand et al. (2018)
Aspects (1994)
Network 1. propensity to 1. number of network network size and
Structure network partners position

2. network density 2. network diversity

3. network intensity 3. density of network
Network 1. total time spent for 1. time spent on nature of
Activity communication networking interactions

2. frequency of 2. frequency of

communication communication with

network partners

Benefits of  content of network 1. frequency of new partner quality
network exchanges information being
provided

2. extent of support
from network partners

3.3.2.1. Propensity to network

According to Ostgaard and Birley (1994), propensity to network aims to measure the
intention of entrepreneurs to have networks and extend the existing ones. It indicates
how many professional or social network partners the entrepreneurs have. Witt
(2004) states that number of network partners is one of the essential aspects of
measuring networking characteristics and it is one of the structural aspects of
networks. Additionally, Brand et al. (2018) emphasize that the entrepreneur’s
network size is important to understand the structure of overall network. So,
propensity to network is one of the dimensions used to measure network
characteristics in this study. The dimension aims to define number of total network

partners of the entrepreneurs socially and professionally.
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3.3.2.2. Network activity

Ostgaard and Birley (1994) claim that network activity refers to the time spent to
have and maintain contacts with network partners. So, total amount of time spent by
the entrepreneur for communication with customers, suppliers, investors, or family
and friends is an indicator of network activity. In addition, the frequency of
communication with existing and potential network partners is used as another
indicator for network activity. On the other hand, according to Witt (2004), activities
to build and sustain network contacts are an integral part of networking and “time
spent on networking”, “frequency of communication with actual and potential
network partners” are the measures to define network activity dimension. Besides,
Brand et al. (2018) define relational characteristics of networks as reflecting the
nature of interactions and it is mentioned that frequent interactions with network
partners indicate strong ties and strong ties are associated with higher network
activity. As a result, network activity is used as another dimension to measure
network characteristics and defined by the frequency of communication with actual
and potential network partners. Because the scale for network activity is formative,

the sum of the values is used for measuring network activity of a firm.
3.3.2.3. Network density

Both Ostgaard and Birley (1994) and Witt (2004) mention network density as a
dimension of network structure. Network density refers to the diversity of the
entrepreneur’s network which implies that as the network partners get diverse and
the number of direct relations between network partners of the entrepreneur increase,
the density of the network grows. So, network density is one of the dimensions to
measure network characteristics, which is captured by defining “the number of
partners, among the first five closest ones, who do not know one of the others” and

“the number of people the entrepreneur knows among those five closest partners”.
3.3.2.4. Network intensity

Network intensity is also stated as one of the structural dimensions of networks and it

is defined as an indicator of the strength of the network ties (Ostgaard and Birley,
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1994). Network intensity is measured by the “total number of years the entrepreneur
has known his/her five important network partners” and “how frequently the
entrepreneur communicates with those five in a week”. Because the scales are
formative again, average across the variables is used for measuring network

intensity.
3.3.2.5. Content of network exchanges

As stated in Table 3, the benefits gained through network exchanges constitute
another aspect of network characteristic. Brand et al. (2018) define the benefits as
resource characteristics which reflect the exchange of knowledge and expertise to
improve business performance and measures it by partner quality. On the other hand,
Witt (2014) considers new information and support provided by network partners as
benefits received from the network. Ostgaard and Birley (1994) argue that network
exchanges represent the quality of a network by enhancing competitive strategy,
process, and product development of the firm. In general, information gathering,
getting advice, service/product development, creating investment opportunities, and
enhancing marketing are defined as the content of network exchanges (Ostgaard and
Birley, 1994). As a result, in this study, the items measured as the content of network
exchanges are gathering market and competitor information, access to distribution
channels, word-of-mouth advertising, getting general advice, product/service
development, and access to financial resources. Because the scale is formative, the

summative score is used to measure network exchanges.

In conclusion, the thesis intends to investigate whether network characteristics have
impact on entrepreneurial marketing (EM) (see. Figure 1). The scale used to measure
EM consists of seven dimensions: opportunity orientation, proactiveness, innovation
orientation, customer orientation, risk management, resource orientation, and value
orientation. Network characteristics scale has five dimensions: propensity to
network, network activity, network density, network intensity, and content of

network exchanges.
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Figure 1. Proposed Model
3.3.3. Control Variables

Besides the dependent and independent variables, the model in this study includes
control variables which are firm age, firm size, exports, foreign investment, and
R&D. Control variables are not the primary focus of a research but are extraneous
factors that may affect the results (Salkind, 2012). The impact of control variables
should either be controlled or eliminated otherwise they might bias findings
regarding impact of independent variables. Therefore, in this model the variables
which are expected to influence EM practices of firms other than networking

characteristics are defined as control variables.
3.3.3.1. Firm age

Firm age represents the time between the establishment of a firm and present time
(Kieschnick and Moussawi, 2017). Some studies claim that EM activities are
affected by firm age and Kilenthong et al. (2015) state three reasons why firm age

might have an impact on EM. Firstly, the flexible structures of young firms make
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them more innovative and opportunity oriented than older ones. Secondly, because
young firms do not have well-defined knowledge management procedures, they are
expected to be more proactive, creative, and customer-oriented. Thirdly, younger
firms engage in networking activities more than old ones, so they get important
market information directly and leverage their resources. Based on these claims firm
age is expected to have an impact on EM practices of firms and measured as the time
between 2019 and the foundation year of the firm. The firms that were established in

2019 were considered as 1-year-old.
3.3.3.2. Firm size

Measures of firm size can vary from capital investment to production level, from
plant size to number of employees in the firm (Dang et al., 2017). In this study
number of the employees is used as the measure of firm size because the study is on
SMEs and they are classified in size according to the number of employees they
have. Firm size is stated as impacting EM practices of the firms in the literature
(Jones and Rowley, 2011; Gilmore, 2011). Jones and Rowley (2011) claims that
market orientation, entrepreneurial orientation, customer orientation, and innovation
orientation which are the dimensions of EM can vary based on the firm size. In
addition, Gilmore (2011) says that EM is more favorable for small and medium sized
firms rather than large ones because of the availability of resources and operational

structures.
3.3.3.3. Exports

Exporting is seen as a quick way of business growth and believed to be performed by
SMEs (Anil et al., 2016). Additionally, it is claimed that SMEs can gain access to
new opportunities and markets through exporting while spreading their risks
(Hilmersson, 2013). Exporting also enables SMEs to reach new technologies and
helps foster innovation (Filatotchev et al., 2009). Because exporting is stated as
having impact on entrepreneurial and marketing practices of firms, it is defined as a
control variable and operationalized as a dummy variable that takes the value 1 if the

firm engages in exporting activity and 0 otherwise.
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3.3.3.4. Foreign investment

Foreign investment is defined as the investments which are made by a country’s
residents to have ownership stakes in another country’s companies and assets (Rai
and Bhanumurthy, 2004). Foreign shareholders can have a voice in marketing
decisions of firms. That is why the presence of foreign investment is measured by a
dummy variable that takes the value 1 if a certain share of a firm is owned by a
foreign company and 0 otherwise.

3.3.3.5. Research and development (R&D)

R&D refers to all kind of activities to innovate, develop new products/services or
improve existing ones (Rogers, 1998). R&D is taken as one of the most important
engines of business growth (Okamura et al., 2019). However, to foster business
growth the results of R&D should be marketed successfully (Rogers, 1998).
Therefore, R&D may be related to EM of firms.

3.4. The Research Design and Analysis

The research design of the study is cross-sectional which is defined as proper for the
studies which intend to find out the “prevalence of a phenomenon, situation,
problem, attitude or issue, by taking a cross-section of the population” (Kumar,
2011, p .107). As is the case for cross-sectional data, firms in the sample were

observed at a single point in time.

In this study relational hypotheses are tested to examine how networking
characteristics relate to the dimensions of EM as presented in Figure 1 above. To test
these relational hypotheses Structural Equation Modeling (SEM) was used. SEM is
used to test theoretical models which examine various hypotheses (Schumacker and
Lomax, 2004). The hypotheses of “how sets of variables define constructs and how
these constructs are related to each other” can be investigated through SEM (p. 2).
SEM uses observed variables to identify the relationship between unobserved
constructs (Kline, 2016). SEM has been a widely used statistical tool in social

sciences especially since 1980s thanks to its flexibility and unique capabilities
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(Tomarken and Waller, 2004). By using SEM very complex models can be tested as
well (Schumacker and Lomax, 2004). In addition, various analyses can be conducted
through SEM such as regression, path analysis, or confirmatory factor analysis
(CFA) (Tomarken and Waller, 2004).

3.4.1. Validity and Reliability Analysis

In this study, two scales are used which are the EM scale and networking
characteristics scale. These two vary in terms of the nature of measures used in the
scales that means EM scale consists of reflective items whereas networking

characteristics scale includes formative ones.

Reflective and formative measures differ both theoretically and empirically
(Edwards, 2011; Coltman et al, 2008). Theoretically, nature of construct, direction of
causality between items and latent variable, and characteristics of items used to
measure the construct varies between reflective and formative measures. Besides,
empirically, item intercorrelation, item relationship with construct, and measurement
error and collinearity are the aspects that separate reflective measures from formative
ones (Coltman et al, 2008). The table below (Table 4) indicates in detail how these

two type measures differ theoretically and empirically.

As a result of the differences between reflective and formative measures, validity and
reliability assessment of two scales are not same. Initially, since the items of the EM
scale are reflective validity and reliability of the scale is assessed through factor
analysis and Cronbach alpha whilst these assessments are not feasible for networking

characteristics scale because the items are formative.
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Table 4

Comparison of Reflective and Formative Measures

Reflective Formative
Theoretically
1. Nature of construct Exists independent of Combination of its
measures used indicators
2. Direction of causality  From construct to items From items to construct
3. Characteristics of Manifested by the construct  Define the construct
items
Empirically
1. Itemintercorrelation High positive Any pattern of
intercorrelation intercorrelation
2. Item relationshipw/  Correspondence between Correspondence between
construct items and construct items and construct may not
exist

3. Measurement error Error term in items can be Error term in items cannot
and collinearity identified be identified

Adapted from Coltman et al. 2008, Table 1. A framework for assessing reflective and
formative models: theoretical and empirical considerations, p.1252

3.4.2. Formative Scale of Networking Characteristics

Unlike the EM scale, the validity and reliability of networking characteristics scale
cannot be assessed by factor analysis and Cronbach alpha because the scale is
formative. Formative indicators are not necessarily strongly correlated like the
reflective ones. The correlation between indicators of formative scales might be zero
as well. So, internal consistency of variables does not make sense (Diamantopoulos
et al, 2008). Similarly, validity assessment of formative measures is claimed to be
useless because the correspondence between a construct and its measures does not
necessarily exist. Although alternative ways of testing validity of formative measures
are suggested, each of them has some drawbacks in terms of interpretation.
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Therefore, assessing validity of formative measures is not justified (Edwards, 2011;
Coltman et al, 2008). Consequently, deciding the set of distinct components based on
expert judgement is enough for formative measures (Rossiter, 2002, as cited in

Diamantopoulos et al., 2008).

Based on the points mentioned, validity and reliability assessment of network
characteristics scale is not carried out. The dimensions of this construct are network
structure (constituted by propensity to network, network density and network
intensity), network activity, and network exchanges (benefits). Propensity to network
has items measuring number of memberships in social and professional associations.
These two variables need not to be strongly correlated as some actors may choose to
be socially connected while others are more professionally oriented. Nevertheless, a
composite of both items can be considered as a measure of propensity to network.
Likewise, network density comprises items regarding network closure and extend to
which network partners fulfill a bridging role. Finally, network intensity captures
duration of acquaintance and frequency of contact with network partners which once
again need not to be correlated. Network activity and exchanges are also made up of
heterogeneous items such as contacts with customers or suppliers regarding the

former and collecting market and customer information regarding the latter.
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CHAPTER 4

RESULTS

4.1. Sample Characteristics

This section describes sample characteristics. Table 5 shows general profile of the
respondent firms. The results indicate that more than 75% of the firms are between 1
and 10 years old while less than 5% of the firms are older than 30 which means most
firms are relatively young. Maximum number of employees in the sample firms can
be 250 based on the definition of SMEs. It is found that more than 65% of the
respondent firms have less than 10 workers which are labeled as micro, almost 28%
of them are small (number of workers between 10 and 49) and only 5% of them are
medium-sized (number of workers between 50 and 259). Only six firms have foreign
shareholders. On the other hand, almost 30% of the firms engage in exporting. The
results also show that R&D and innovation have an essential role for the firms. More
than 95% of them conduct R&D activities while almost 90% of them declare that

they engage in innovation activities.

4.2. Validity and Reliability of the EM Scale

Because the items of the EM scale which is used in this study are compiled from
various sources (see Table 2), validity of the scale has not been tested before. On the
other hand, in Turkey, a similar scale was used by Bulut et al. (2013). However, that
scale is not as comprehensive as the one used in this study and has some problematic
items as well. Although in the beginning of the study proactive orientation, risk
orientation, customer orientation, innovation orientation, resource orientation, value
orientation, and opportunity orientation are defined as the seven dimensions for

measuring EM, as a result of the factor analysis it is found that customer orientation
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Table 5

Profile of the Respondent Firms

Frequency Percentage

Firm Age

1-10 years 106 75,71%

11-30 years 29 20,71%

Older than 30 years 5 3,57%
Firm Size (number of
employees)

1-9 (micro) 93 66,43%

10-49 (small) 40 28,57%

50-249 (medium) 7 5,00%
Foreign Investment

Yes 6 4,29%

No 134 95,71%
Export

Yes 38 27,14%

No 102 72,86%
R&D

Yes 134 95,71%

No 6 4,29%
Innovation

Yes 124 88,57%

No 16 11,43%

and innovation orientation items converge on a common factor, which was named as
“customer-oriented innovativeness”. Consequently, all of the points mentioned in

this chapter make it necessary to assess validity and reliability of the EM scale.

Initially, Exploratory Factor Analysis (EFA) was conducted on the EM scale
requesting a seven-factor solution (see Table 6). It was found that items of
opportunity orientation, proactiveness, and innovation orientation did not load on
their respective factors. Therefore, these items were subjected to 3-factor and 2-
factor exploratory analyses and these models were not supported as well. Finally, as
a result of 1-factor exploratory analysis it was found that these three dimensions of

EM converged on a single factor (Table 7). Therefore, a new dimension labeled as
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“future orientation” as a combination of opportunity orientation, proactiveness, and
innovation orientation was generated. It was labeled “future orientation” because
items reflect how the enterprise manages the changes likely to happen in the business
environment. In the literature, opportunity orientation, proactiveness, and innovation
orientation are presented as various ways of coping with highly volatile and
uncertain business context to be able to gain and maintain competitive advantage in
the future (Morris et al. 2002, Kilenthong et al. 2015, Ahmadi and O’Cass 2016).
Therefore, they are combined and defined as “future orientation” of SMEs.
Furthermore, the items that have factor loadings greater than .60 were used for
“future orientation” in order to ensure strong representation. So, the new dimension
of EM was represented by 11 items (See Table 7). In addition, it is seen that some of
the items are not good enough for explaining the intended dimension. Factor loadings
show the correlation between the item and the underlying factor. In other words, the
loadings indicate how good the item is in representing the factor. Generally, it is
accepted that the items which have factor loadings higher than .50 are acceptable
(Ellis, 2017; Samuels, 2017; Matsunaga, 2009). So, the ones that have factor
loadings greater than .50 were retained and others were omitted. Table 8 shows the
remaining items for each dimension of EM. As a result, 5 dimensions (27 items) of
EM were retained, which are future orientation (11 items), customer orientation (4
items), risk management (4 items), resource orientation (3 items), and value

orientation (5 items).
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Table 6

EFA on EM Scale (Initial 7-factor exploratory analysis with 46 items)

Variable Factorl Factor?2 Factor3 Factor4 Factor5 Factor6

Factor7

opportunityl 0.3292

opportunity2 0.4250

opportunity3 0.3574

opportunity4 0.6661

opportunity5 0.5126

prol 0.5291

pro2 0.6936

pro3 0.6987

pro4 0.3339

pro5 0.5038

pro6 0.6309

pro7 0.3875 0.4937

innovationl 0.4041 0.3182 0.4904

innovation2 0.6740

innovation3 0.7590

innovation4 0.4505 0.5080

innovation5 0.5183

innovation6 0.3588

customerl 0.4446 0.3724

customer2 0.6196

customer3 0.7157

customer4 0.4723*

customer5 0.3525 0.3383

customer6 0.5666

customer7 0.5345

risk1 0.4733 0.3247
risk2

risk3

risk4

risk5 0.4176

risk6

resourcel 0.5982
resource?2 0.6771
resource3 0.3116 0.7315
resource4 0.4150 0.4666
resourceb 0.3359 0.3340
resource6 0.5521

resource? 0.6331

valuel 0.7434

value2 0.6316

value3 0.8403

valued 0.6351

valueb 0.7536

value6 0.4602 0.5194

value? 0.6559

value8 0.3081

0.6515
0.8046
0.8256

0.7394

* Retained because there is no cross-loading and close to .50
The ones that are marked in gray are retained
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Table 7

EFA with Proactiveness, Opportunity and Innovation Orientation Items
(1-factor solution)

Variable Factor
opportunityl 0.6541
opportunity? 0.6142
opportunity3 0.6060
opportunity4 0.5289
opportunitys 0.5622

prol 0.6885
pro2 0.4467
pro3 0.4180
pro4 0.4942
pro5 0.6441
pro6 0.6789
pro7 0.6216
innovationl 0.6680
innovation2 0.6772
innovation3 0.6204
innovation4 0.6508
innovation5 0.5494
innovation6 0.5777

The ones that are marked in gray are retained

After this, in order to test reliability, Cronbach’s alpha score of each dimension was
calculated (see Table 8).

Table 8

Cronbach Alphas of EM Dimensions

Future Customer Risk Resource Value
orientation  orientation management  orientation  orientation

Scale
reliability .869 .695 781 .609 .853

coefficient

According to literature acceptable values of Cronbach alpha are between .70 and .95
(Vale et al.,, 1997; Tavakol and Dennick, 2001; George and Mallery, 2003).
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Therefore, in this study, the factors with Cronbach alpha that is equal to and greater
than .70 are retained. As the results imply, the scale of resource orientation does not
display satisfactory reliability. Therefore, resource orientation dimension was
omitted from further analyses and the remaining ones which are future orientation,
customer orientation, risk management, and value orientation were used as

dimensions of EM in this thesis.
4.3. Descriptive Statistics

To begin with, Table 9 shows how variables in the structural model are measured. In
addition, Table 10 reports the descriptive statistics of independent, dependent, and
control variables. First four independent variables indicate the latent variable of
network structure in the model. Network structure shows how favorable the network
of SMEs is. Findings reveal that SMEs in the sample have almost 66 social and
professional network links on average. The reason why the maximum number of
network links is so high (e.g., 1153) might be that social media platforms are taken in
to account by the respondents and a similar explanation may hold for the high value
of the standard deviation. On the other hand, network density indicates that partners
in the network generally know each other and so partners take on a bridging role in
the network because on average less than two of the closest partners do not know
each other in SMEs’ network. In addition, the duration of acquaintance in the
network seems to be between 3-5 years on average and it is seen that SMEs in the
study contact with network partners once a week on average. In addition, SMEs in

the sample engage in networking actively and get benefit via the networks.

In EM (dependent variable), all variables’ means are greater than 3 and the standard
deviations are not high. So, it can be concluded that the SMEs in the sample seem to
adopt EM practices consciously or unconsciously as argued based on the literature in
Chapter 2. Besides, they are future, customer, and value oriented whilst they consider
risk management as important as well. On the other hand, risk management seems
like having a different trend than other three dimensions of EM. Future, customer

and value orientations of a firm may be more directly related to EM while risk
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management can alter easily based on some other external factors such as existence

of foreign shareholders, macroeconomic conditions and rapid technological change.

In this study, there are five control variables as stated before. Findings reveal that
average firm age is 8 whilst average number of employees in the firms is 13. Both
age and size seem to be highly skewed. On the other hand, more than 95% of the
firms engage in R&D. Although some believe that SMEs are reluctant to do R&D
because of resource constraints, the findings reveal that most of the SMEs in the
sample do R&D actively (Okamura, 2019). Actually, being at one of the TDZs might
be a reason for high R&D activity, because TDZs are expected to enable effective
networking and access to various resources, information, and opportunities which
provide network exchanges (Ostgaard and Birley, 1994). Moreover, according to law
of TDZs, firms are expected to be involved in R&D and innovation activities which
explain high averages of involvement in such activities. Even though exporting is
stated as one of the most effective ways of business growth especially for SMEs
(Anil et al., 2016), only 27% of the firms in the sample seem to be engaged with
exporting. On the other hand, less than 5% of the firms have foreign shareholders.
Since foreign shareholders can have voice on the decisions of firms, it is important to
include this information. For example, future, customer, and value orientations of a
firm might be affected by foreign shareholders as well as the risk management
attitude.
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Table 9

Measurement of the Variables in Structural Model

Measurement of the Variable

Reference to Survey
Questionnaire

Independent Variables

Propensity to network

Network density
Network intensityl
Network intensity2
Network activity
Network exchanges

Dependent Variables

Future orientation

Customer orientation

Risk management

Value orientation

Control Variables

Firm age

Firm size

Export
Foreign investment

R&D

As total number of the network
partners of the entrepreneurs

As the average of the values

As the average of the values

As the average of the values
As sum of the values

As sum of the values

Defined as a combination of
opportunity orientation,
proactiveness and innovation
orientation as a result of EFA
(see section 4.2)

By 5-point Likert scale (average
value of 7 items)

By 5-point Likert scale (average
value of 6 items)

By 5-point Likert scale (average
value of 8 items)

the time between the
establishment of a firm and
present time

as the number of employees in
the firm

1-Yes/0-No
1-Yes/0-No

1-Yes/0-No

Question 3.1

Question 3.3
Question 3.4.1
Question 3.4.2

Question 3.2

Question 3.5

Questions 2.1, 2.2, 2.3

Question 2.4

Question 2.5

Question 2.7

Question 1.4

Question 1.6

Question 1.10
Question 1.5

Question 4.1
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Table 10

Descriptive Statistics of Variables

Mean Std. Dev. Min Max
Independent Variables
Propensity to network 65.621 177.421 0 1153
Network density 1.843 1.456 0 5
Network intensityl 2.848 1.144 1 5
Network intensity?2 2.306 1.080 1 5
Network activity 16.536 4.367 5 25
Network exchanges 26.193 5.359 7 35
Dependent Variables
Future orientation 4.298 535 1.4 5
Customer orientation 4.037 .650 15 5
Risk management 3.391 .804 1 5
Value orientation 4.163 658 16 5
Control Variables
Firm age 8.328 9.399 1 75
Firm size 13.464 23.771 1 150
Foreign investment 043 203 0 1
R&D 957 203 0 1
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Correlations between variables in the structural model are depicted in Table 11.
Inspection of this table reveals that correlation coefficients are mostly small and only
some of the correlations are moderately strong. Therefore, collinearity problem in

estimations regarding the structural model are considered unlikely.
4.4. Structural Model

As a result of validity and reliability tests, the dimensions to measure dependent and
independent variables are identified. Figure 2 presents the structural model of the
study where the bold lines indicate significant effects which are displayed in Table
13. Because the literature assumes that network characteristics impact EM, the model
has been structured accordingly. However, one should keep in mind that EM
dimensions might affect network characteristics as well. In other words, the causality
may also run from EM to network characteristics.

Propensity
to network
4 Firm age

Network + Future /

density % orientation ¥

Network / \

N n structure V 'I
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intensityl + l Customer ‘V"

activity

Network z /
Value
orientation \
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Figure 2. Structural Model
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In order to achieve model identification (successful execution of estimations), the
variance of the error term for the latent variable “structure” was constrained to “1”.
An alternative would be to constrain one of the regression coefficients regarding the
relationship between structure and dependent variables however that would make
testing one of the relationships impossible. This is why the former strategy was

implemented.

Goodness of fit statistics regarding the structural model are presented in Table 12.
The table shows that the model fits the data exceptionally well. Most importantly,
CFl and TLI are above the suggested thresholds of .95 and RMSEA is below .05 (see
Schreiber et al, 2006).

Table 12

Goodness of Fit Statistics for Structural Model

) Degrees of
Model X CFl TLI RMSEA
freedom
Structural
16.224 14 .987 .955 .034
Model

Note: CFI=Comparative Fit Index, TLI=Tucker-Lewis Index, RMSEA=Root Mean Squared
Error of Approximation

Coefficient estimates from the structural model are presented in Table 13. As the
model has four dependent variables, the coefficients describing the strength of the
relationship between dependent and independent or control variables are presented in

separate columns with dependent variable names as column labels.

Findings presented in Table 13 reveal that network structure relates positively and
statistically significantly to future, customer, and value orientation (p=.367, p<.001;
=311, p<.001; =377, p<.001, respectively).

The findings show that network activity also has a statistically significant positive
relationship with future, customer, and value orientation (=.035, p<.001; p=.049,

p<.001; B=.037, p<.01, respectively). In addition, network activity relates positively
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and statistically significantly to risk management as well (p=.033, p<.05). So, it is
seen that network activity has an impact on all of the dimensions of EM which are

defined in this study.

Besides, the findings reveal that the variable network exchanges (benefits) relates
positively and statistically significantly to future, customer, and value orientation
(B=.026, p<.01; p=.024, p<.05; p=.027, p<.05, respectively).

Table 13

Coefficient Estimates from the Structural Model

Dependent Variables
Independent i
Variables Future Customer Risk Value
Orientation Orientation Management Orientation

Network Structure | -367"** ~.311*** .083 31T

2, (.046) (.053) (.071) (.056)
S % Network Activity .035*** 049%** .033* .037**
:]3)_ = (.010) (.012) (.016) (.013)

(]

E > Network Exchanges .026** .024* .005 027**
(Benefits) (.008) (.010) (.013) (.010)
Firm Age .003 .002 -.007 .007

(.005) (.006) (.008) (.006)
3 Firm Size 002 002 003 003
3 (.002) (.002) (.003) (.002)
5 (.093) (.115) (.150) (.117)
] (.199) (.245) (.320) (.251)
R&D 126 218 018 024

(.196) (.240) (.315) (.246)

*p<.05, **p<.01, ***p<.001

Note: Numbers in parentheses are standard errors

The results also show that control variables have no impact on the dimensions of EM
except the relationship between foreign shareholder and risk management. The
findings reveal that foreign shareholder relates negatively and statistically

significantly to the risk management dimension of EM (p=-1.235, p<.001).
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The findings support the expectations regarding relationships between networking
characteristics and EM. Based on the literature review in chapter 2, it is expected that
networking characteristics have impact on EM. However, to our knowledge there is
no study that intends to explore this impact emprically. Thus the main contribution of
this thesis is to empirically show that networking characteristics have statistically

significant effect on EM.
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CHAPTER S

DISCUSSION

This chapter begins with conceptual implications of the findings. Then, some
practical implications for SMEs and entrepreneurs are discussed. Next, policy
implications for the government are discussed. Finally, the limitations of this study

and recommendations for future research are presented.
5.1. Conceptual Implications of the Findings

Based on the literature, it is stated that EM emerges as a new way of marketing
because it is necessary to adjust marketing practices to the changing business context
of contemporary economic era. In addition, networking is frequently presented as an
essential asset for EM although in which ways it impacts EM are not investigated
empirically. Thus, this study examines how network characteristics affect EM in
SMEs. To do this, a quantitative research is conducted with data from SMEs in TDZs
in Ankara. The data were collected through online survey and analyzed by using
Structural Equation Modeling (SEM) in Stata. The results reveal that networking
characteristics have a significant impact on EM practices of SMEs. Table 13 shows

how networking characteristics specifically affect various dimensions of EM.

In this study, networking characteristics are measured through three dimensions
which are network structure, network activity, and network exchanges. In addition,
four dimensions that are used for measuring EM are future orientation, customer

orientation, risk management, and value orientation.

To begin with, network structure is related positively to three of the EM dimensions.
It means, the structure of network of SMEs has an impact on EM practices. Kiliger
(2013) also emphasize that network size, closure, duration, and strength of the

relations are some of the factors that are expected to impact how the networks
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contribute to EM activities of SMEs and network structure should be considered as a
crucial aspect while investigating the impact of networks on EM. The findings of the
study support this argument. Based on the findings, as the network structure becomes
more favorable in terms of size, closure, duration of acquaintance and strength of
ties; future, customer and value orientation are expected to be affected positively. On
the other hand, the relationship between network structure and risk management is
not statistically significant, so network structure has no impact on risk management

dimension of EM based on the data analyzed in this study.

Furthermore, network activity is related to EM and as the network interactions
among the partners increase, all dimensions of EM increase. Network activity
indicates the interactions and contacts with existing or potential network partners.
The partners might be suppliers, customers, investors, competitors, friends, or family
members. Gilmore (2011) states that although the composition of network partners is
expected to vary based on the development stage of SMEs, network activity is an
essential tool for EM. It is also emphasized that network activity should be higher at
younger firms because they need to expand their customer base and market share by
defining opportunities, taking risks, and creating value (Kilenthong et al, 2014). The
literature assumes a positive relation between network activity and EM. The findings
also support this assumption because it is seen that as the network activity increases

all EM dimensions are affected positively (Table 13).

In addition, network exchanges also reveal a positive correlation with future,
customer and value orientation dimensions. In this study, network exchanges are
defined as gathering information and advice, access to new markets, communicate
product and services, product development, and financial support. Stokes (2000)
claims that gathering information through networks is one of the constructing tools
of EM. Stokes (2000) also emphasizes that networks are the ways of defining new
opportunities for SMEs. Collinson and Shaw (2001) indicate that networking is one
of the supporting tools of EM because it makes possible to get information, advice,
and access to restricted resources. Franco et al. (2014) imply that networking is the

way of communicating new products and services, so it is one of the key aspects EM
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in SMEs. Validating such claims, it is found that the exchanges through networks
have positive effect on future, customer, and value orientation dimensions of EM.
However, network exchanges have no significant impact on risk management

according to the results of this study.

It is known that there might be some other factors, which are expected to affect EM
besides networking. In this study, these factors are defined as firm age, firm size,
exporting, foreign investment, and R&D and added into the model as control
variables. The findings in Table 13 show that control variables generally have no
statistically significant impact on the dimensions of EM except the relationship
between foreign shareholders and risk management. This might be because of the
reason that there is very little variation in the control variables as Table 5 shows.
The results indicate that risk management dimension is negatively affected by
foreign investment. In other words, as when foreign investment is present, risk-
taking attitude is lower in SMEs. Risk management has a different pattern than other
dimensions of EM. Whilst the findings reveal that all of the aspects of network
characteristics positively relate to other dimensions of EM, only network activity
seems to affect risk management. On the other hand, while none of the control
variables have impact on other dimensions of EM, foreign investment relates
negatively to risk management. Actually, it is not surprising that the SMEs, which
have foreign shareholders, exhibit risk-averse behavior. According to Kim (2014),
foreign investors force the firms to be more conservative and avoid risk-taking
behavior unless there is high potential of growth. In addition, it is widely accepted
that investors seek high returns with minimum risk (Rai and Bhanumurthy, 2004).

5.2. Practical Implications for SMEs and Entrepreneurs

The findings of this study reveal that networking characteristics have statistically
significant impact on EM practices of SMEs. It is better SMEs identify a networking
strategy which is complementary to their marketing strategy to be able to manage
their marketing activities more effectively and efficiently. This section aims to make

recommendations for SMEs to manage their networking activities.
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In this study, network structure, network activity and network exchanges are stated
as the dimensions of networking. Thus, the suggestions for SMEs are classified as

structure-based, activity-based, and exchange-based.

To begin with, SMEs could have a networking strategy and the strategy should
define clearly how their networking characteristics would be in terms of structural

features, networking activities, and network exchanges.

Firstly, the networking strategy of SMEs should take in to account structure-based
features of networking which are network size, density, and intensity. Since the
findings of the study reveal that as networks get more favorable in terms of structure,
all dimensions of EM except risk management are affected positively. So, firms
could figure out the ways of making their network structure more favorable to be
able to leverage marketing activities. In terms of network size; the firms could utilize
social media and digital technologies to increase the links they have nationally and
internationally because it has been argued that digital technologies foster networking
capabilities of SMEs (Cenamor et al., 2019). For example, The European Digital
SME Alliance is the largest network of ICT SMEs in Europe and the partners are
able to enhance their networks through digital platforms. They could figure out the
ways of having memberships in some social and professional organizations to have
new linkages. In addition, it is known that participating voluntary associations,
attending fairs and exhibitions are other ways of boosting network size (Thrikawala,
2011). The entrepreneur could also keep track of other activities, which are related to
business like conferences, seminars, meetups etc. In terms of density; the
entrepreneur could be able to leverage bridging role of their existing network
partners by asking them to introduce himself/herself to others. In addition, the
entrepreneur could be a connector and facilitate the meeting of others in his/her
network as it is generally mentioned that network density is crucial to define the
structure of a network as favorable (Carson et al., 2004). In terms of intensity; the
entrepreneur could have an agenda for being in touch with network partners on a
regular base because studies reveal that network intensity is an essential aspect of

networking in terms of firm performance (Seck and Mazzarol, 2006). Also, it is
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important to maintain the relationship for a long time so the entrepreneur could
invest in the relationship with existing network partners through communicating with
them on a regular basis. Some activities might be arranged like coffee breaks or

dinners.

Secondly, network activities with the existing and potential partners could be
planned carefully by SMEs because the findings show that network activity
positively and significantly relates to all dimensions of EM. In other words, as SMEs
engage in networking actively, future orientation, customer orientation, value
orientation, and risk management are affected positively. So, SMEs could consider
being active in networking with existing and potential partners as suggested by
several studies (Carson et al., 2004; Johnson and Scholes 2005; Thrikawala, 2011).
To begin with, customers are critical for each and every business because they are
the means of gaining profit. Creating value for customers and communicating it
successfully can be achieved through networking actively with customers (Carson et
al., 2004). The firms could ask the opinions of their customers on a regular basis and
consider these opinions when making decisions. Furthermore, customer relationship
management (CRM) and after sale services might be seen as some tools of
networking (Zain et al., 2006). Although separate departments cannot be constituted
for CRM or after sales services at SMEs, social media can be actively used for these
purposes. On the other hand, for potential customers it is essential to be transparent
and communicate frequently about production and quality standards of the firm.
Secondly, other important network partners of SMEs are suppliers. SMEs could be
connected with the suppliers effectively (Holm et al, 1999). So, having a digital
portal through which suppliers and SMEs share information and follow transactions
in real time might be an effective way of connecting. Supplier relationship
management (SRM) might be a tool of networking with suppliers. Through SRM,
SMEs can have trust-based and long-lasting relations with the suppliers besides
reducing costs and having access to new resources (Osterle et al., 2001). Thirdly,
investors are also essential network partners for SMEs. To have an active networking
with investors some organizations can be used such as chambers of commerce,

accelerator and angel investors’ networks. In addition, crowdfunding platforms might
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be used to have relations with investors (Peris-Ortiz and Ferreira, 2017). At last but
not least, competitors could not be neglected in networking because access to
information and some resources might be gained through networking with
competitors. As believed by many SMEs, being together makes them stronger, so
the firms in the same sector could have a platform and come together on a regular
basis (Gilmore at al., 2001). This might facilitate information flow and support
innovation and business growth as whole. On the other hand, the firms might engage
in joint purchasing or marketing activities to gain cost advantage or minimize
expenses (Chetty and Wilson, 2003).

Thirdly, network exchanges should be defined and managed carefully by SMEs to be
able to utilize the impact of networking on EM. The findings of this study present
that network exchanges also positively relates to future, customer and value
orientation dimensions of EM. So, improving network exchanges would impact EM
of the firm positively. Initially, since networking enables SMEs to get information
and advice it is a way of business development (Collinson and Shaw, 2001). SMEs
could have networks, which support the exchange of useful information. To be able
to gather information from network partners, SMEs could be willing to give as well
and remember that it is a transaction not a favor. Also, networking might facilitate
access to new markets (Zain et al., 2006). Having international network partners is a
way to reach new markets. For this purpose, SMEs could follow international events
such as fairs and exhibitions and take advantage of them for enhancing their
networks internationally. Learning new methods and technologies might be another
benefit of networking through which product and service development can be
provided. SMEs could be eager to learn from their partners and not hesitate to ask for
it directly. Again, joining fairs and exhibitions might give the opportunity to learn
new methods and technologies. In addition, one of the most crucial benefits of
networking for SMEs is access to financial capital (Martinez and Aldrich, 2011). For
financial exchanges, networking with government agencies like KOSGEB and
TUBITAK is essential for SMEs. SMEs could attend the events organized by these
entities to be informed about the funds and other supports they offer. Finally, the

firms could look for ways developing networks with universities because information
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flow from universities might give new opportunities for development (Ortiz and
Ferreira, 2017)

5.3. Policy Implications for Government

Networking of SMEs can also be facilitated by the government to foster innovative
and entrepreneurial practices. Government can use various types of policy
instruments for networking. According to Edquist (2013), there are three main
categories of policy instruments, which are regulatory, financial, and soft

instruments.

Regulatory instruments aim to put all interactions in order by using legal tools.
Financial ones consist of any kind of economic support and soft instruments are
associated with being a coordinator and facilitator rather than being a provider and

regulator as a government (Edquist, 2013).

To begin with, some regulatory and financial policy instruments should be used by
the government to foster networking of SMEs. For example, TDZs should be
designed physically to enable networking of the tenant firms. The policy makers may
think of obligatory university-industry partnership (i.e., strategically forced
networking) to be able apply for some programs that gives financial support. Inter-
firm partnerships might be fostered through some financial incentives in specific
sectors such as tax reductions and easy access to bank loans as a result of having a
partnership. Physical and intellectual capabilities of universities should be enhanced
financially and legally to make them strong partners of SMEs, for instance. To foster
foreign linkages, government might define some regulations for specific sectors. For
example, it might be obligatory for foreign firms to have a Turkish SME as partner to
be able to operate in Turkey in some specific sectors, so technology transfer and

spillover effects might occur as well as networking behavior is enhanced.

Although regulatory and financial instruments are expected to make difference,
especially soft instruments for facilitating networking of SMEs are discussed in this
chapter because it is believed that these kinds of instruments can make greater

difference if they are used properly (Altenburg and Meyer-Stamer, 1999; Edquist,
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2013). In addition, it is believed that the government should have a coordinator and
facilitator role for fostering networking activities of the firms in Turkey. Initially,
universities should be trained for being effective partners of SMEs in Turkey.
Clustering of firms in the same sector and geographical area should also be
encouraged through some non-financial incentives such as training programs.
Besides, training programs should aim to increase capabilities of firms and foster
business growth. Project fairs and exhibitions should be arranged regularly and
sector-specifically. In addition, having network brokers as catalysts and moderators
might be a good way of enhancing networking. Network brokers help firms for
information flow and link them to supporting institutions (Altenburg and Meyer-
Stamer, 1999). Also, special contracts between a specific number of SMEs might be
encouraged. The contracts should be facilitated by a network broker at the beginning
and some subsidies should be offered for encouraging them to act jointly in business
activities. A mechanism for information flow and consultation between SMEs and
government agencies should be facilitated by decreasing bureaucracy and
regulations. Some local strategies for networking should be initiated through the
involvement of local business community and local government agencies and regular
meetings should be arranged locally by government to get the firms together and help

them exchange experiences.
5.4. Limitations and Future Research

As mentioned before, two different scales are used in this study for measuring EM
and networking characteristics. To begin with, the dimensions of EM scale were
adopted from Morris et al. (2002) and the items used to measure each dimension
were derived from various sources, which are stated in Table 2. On the other hand,
the scale of networking characteristics was adopted from Ostgaard and Birley (1994).
Therefore, the validity and reliability of both scales should be examined through a
variety of samples. In addition, as stated above that there is no variation in the
control variables which may explain statistically insignificant findings. However, in

some other samples the effect of control variables might be important as well.
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Additionally, the research model was structured based on the sample used in this
study. So, generalizing the findings of the structural model need further research
such as assessment on various sets of samples in similar as well as different contexts.
For example, the model can be tested on other TDZs and on SMEs that are not
located in TDZs in Turkey or in a different country to enhance the generalizability of
it.

Furthermore, the model assumes that the causality between networking
characteristics and EM is unidirectional. However, it can be claimed that EM
dimensions also have impact on networking characteristics. Therefore, future

research could also delve in to this reverse causality problem.

Finally, this is the first study to test empirically whether networking characteristics
impact EM. A quantitative research strategy and a cross-sectional design were used.
Future research could use qualitative design to generate a deeper understanding of
underlying motivations and trends. Also, a longitudinal design could be used to make

better judgment regarding causal relationships.
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APPENDICES

A. QUESTIONNAIRE FORM

1. Firma Bilgileri

Firmaniz bir Teknoloji Gelistirme Bolgesinde mi yer aliyor?
[ ] Evet
[ 1 Hayr

"Evet" ise asagidakilerden hangisi oldugunu se¢iniz.
[ ]ODTU Teknokent

[ ]Bilkent Cyberpark

[ ] Hacettepe Teknokent

[ ] Gazi Teknopark

[ IDiger .cocovvviniiiiiininn,

1.1 Firmanin adi/iinvanz:
1.2 Firma web sitesi:
1.3 Anketi cevaplayan yetkilinin,
Adt:
Telefon:
E-posta:
Firmadaki gorevi:

1.5 Firmada yabanci sermaye yatirimi mevcut mu?
[ 1 Evet
[ 1] Hayr

1.6 Toplam personel sayisi

Personel sayis1

Y Onetim

Uretim

Ar-Ge/Yenilik
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Diger

1.7  Egitimine gore toplam personel sayisi

Egitim derecesi

Teknik Universite | Yiiksek
IMeslek Lisesi Lisans
/Doktora

1.8  Son ii¢ yildaki ¢alisan sayinizin bir 6nceki yila gore degisimi

Artt Sabit Azaldi
kald1
2016
2017
2018

1.9  Son ii¢ yilda cironuzun bir 6nceki yila gore degisimi
Artti Sabit kald Azaldi

2016

2017

2018

1.10 Son 3 yilda ihracat yaptiniz m1?
[ ] Evet
[ 1 Hayir (Soru 2.1’e geginiz)

1.11 Kendi trettiginiz Ar-Ge ya da yenilik faaliyetleri neticesinde ortaya ¢ikan bir
iirlin/siire¢ ya da hizmeti ihrag ettiniz mi?

[ ] Evet

[ 1] Hayr
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2. Girisimci Pazarlama

(1-Oldukca Onemsiz 2-Onemsiz 3-Ne Onemli Ne Onemsiz 4-Onemli 5-Cok
Onemli)

2.1.  Firsat Odaklihik 112134

Sirketimizde...

Firsatlar1 ortaya ¢ikarmak i¢in ger¢ek zamanl ve proaktif
akil yiiriitmek

Ihtiyaglar1 kesfetmek icin alternatif yontemler gelistirmek

Firsatlart yeniden tanimlamak icin piyasa
deneyimlerinden hizli ders ¢ikarmak

Yeni firsatlar yaratabilmek i¢in diger sirketleri, kurumsal
miisterileri ve ticari fuarlari ziyaret etmek

Siirekli yeni ig firsatlar1 yaratmak

2.2.  Proaktiflik 112|3]|4

Sirketimizde...

Yeni liriinlerin ve pazarlama yaklagimlarinin hizl
gelisimini takip etmek ve bu gelisime ayak uydurmak

Denenmemis gerilla ve viral pazarlama taktikleri ile
piyasayi devamli test etmek

Rakiplerin cevap vermesini saglayacak hamleler yapmak

Pazar lideri olmak, yeni iiriinler, teknolojiler veya varsa
hizmetler sunmakta ilk sirada yer almak

Miisteri ihtiya¢c ve memnuniyetindeki degisiklikleri hizli
tespit etmek

Sektdrdeki 6nemli degisimleri hizli tespit etmek (Orn:
Rekabet, teknoloji, yasal diizenlemeler)
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Bir pazarlama planini zamaninda ve etkili bir sekilde
uygulayabilecek yetkinlikte olmak

2.3.  Yenilik Odakhhk

Sirketimizde...

Onemli yenilikleri gelistiren ekiplere pazarlamanm aktif
katilimin1 saglamak

Yeni iirlin/hizmet gelistirmeye yonelik yaratici
yaklasimlar gelistirmek

Portfoyiimiize yenilikg¢i iiriinler veya hizmetler eklemek

Pazarlama kararlarini yaraticilikla tetiklemek

Ozellikle Ar-Ge, teknolojik liderlik ve yenilik {izerinde
durmak

Isletmede siirekli iyilestirmeler ve yenilikler yapmak

2.4. Miisteri Odakhhik

Sirketimizde...

Yaratic1 miisteri iliskileri yonetimi taktikleri gelistirmek

Biiyiik dl¢iide pazar aragtirmasina dayanan pazarlama
kararlar1 almak

Diizenli pazar arastirmasindan ziyade enformel miisteri
geri bildirimlerine dayanan pazarlama kararlar1 almak

Miisteri memnuniyetini siirekli ve sistematik olarak
Olgmek

Satis sonrasi hizmetlerin kalitesini 6lgmek

Cok esnek olmak ve miisterilerimizin 6zel ihtiyaglarina
uyum saglamak
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Miisterilerin onerilerini ve yorumlarini organizasyondaki
tiim diizeylerde diizenli olarak paylagmak

2.5. Risk Yonetimi

Sirketimizde...

Riskleri azaltmaya yonelik girisimleri kullanmak (Ormn:
sirket ittifaklari, piyasa testleri vb.)

Firsatlar1 kagirmak yerine basarisiz olmay1 géze almak

Belirsizlik yiiksek olsa da yeni firsatlardan faydalanmak
i¢in risk almaktan kaginmamak

Yeni firsatlardan maksimum diizeyde yararlanabilmek
icin makul diizeyde kayip yasamay1 géze almak

Riskli firsatlardan tam olarak yararlanabilmek i¢in
belirsizligi en aza indirmek

“Risk alan” teriminin, ¢alisanlarimiz arasinda olumlu bir
0zellik olarak kabul gérmesini saglamak

2.6. Kaynak Odakhhk

Sirketimizde...

Rakiplerimizden 6grenmek

Sektordeki baglantilarimizdan, iiriin ve hizmetlerimizi
gelistirmemize ve pazarlamamiza yardimci olacak sekilde
faydalanmak

Pazarlama kararlarini kisisel ve profesyonel
aglarimizdaki bilgi aligverisine dayali almak

Mevcut inovasyon faaliyetlerinin verimliligini artiran
projeler i¢in bilgi ve becerilerimizi giiglendirmeye
calismak
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Firmanin zaten 6nemli deneyime sahip oldugu iiriin
gelistirme siireclerinde becerilerini yiikseltmeye ¢alismak

Sektorde yeni olan liriin gelistirme becerilerini ve
siireclerini grenmek (6rn. Uriin tasarimi, prototip
olusturma, yeni iirlin tanitimi ve yerel pazarlar i¢in iiriin
Ozellestirme).

Inovasyon i¢in dnemli olan yeni yonetimsel ve
organizasyonel beceriler edinmeye ¢alismak (6rnegin,
teknoloji ve miisteri trendlerini tahmin etmek; gelismekte
olan pazarlar1 ve teknolojileri belirlemek; Ar-Ge,
pazarlama ve diger islevleri koordine etmek ve iirlin
gelistirme yonetimi).

2.7. Deger Odakhhk

Sirketimizde...

Miisteri iliskileri yonetimi ile deger yaratmak

Mevcut miisterilerimiz i¢in yeni {iriin ve hizmetler
gelistirerek deger yaratmaya ¢aligmak

Mevcut miisterilerimiz i¢in alternatif hizmetler
araciligiyla deger yaratmaya c¢alismak

Yeni miisteriler kazanmak i¢in yeni iiriin ve hizmetleri
gelistirerek deger yaratmaya ¢aligmak

Yeni miisteriler kazanmak i¢in alternatif hizmetler
araciligiyla deger yaratmaya c¢alismak

Sirketimize deger katacagina inanilan yenilik¢i
pazarlama yontemlerini hemen uygulamaya koymak.

Anlik kar yerine uzun vadeli biiyiime hedefi koymak

Isletmeyi bilyiitmeyi temel amag edinmek
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3. Ag Ozellikleri

3.1.  Propensity to Network (Ag Kurma Egilimi)

Sosyal organizasyonlardaki iiyelik say1si

Profesyonel ve ticari kuruluslardaki tiyelik sayisi

Agimizdaki toplam is ortag: sayisi (girisimcinin is fikri
hakkinda konustugu kisiler)

3.2.  Network Activity (Ag-i¢i Aktivite)
(1-hig, 2-¢ok nadiren (ayda 1-2 kez), 3-bazen (ayda
3-4 kez), 4- sik sik (haftada 1-2 kez) to 5- ¢ok sik 1
(haftada 3-4 kez))

Eski/yeni miisterilerle iletisim kurmak

Eski/yeni tedarikgilerle iletisim kurmak

Esk/yeni yatirimcilarla iletisim kurmak

Diger baglantilarla (arkadas, aile vb.) iletisim kurmak

Mevcut ve potansiyel is ortaklariyla iletisimin siklig1

3.3.  Network Density (Agin Iliski Yogunlugu)

En yakinimizdaki 5 ag ortagindan kag tanesi diger doérdiinden
hi¢ birini tanimiyor?

(seciniz)

0

1
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En yakininizdaki 5 ag ortaginin yakin ¢evresinden kag kisiyi
daha taniyorsunuz?
3.4.  Network Intensity (Agn

Iletisim Yogunlugu)

(Sizin icin en 6nemli 5 ag ortag: 1 1-3 | 35 | 57 7

dikkate alinarak yildan | yul yil yil [ yildan

doldurulmahdir.) daha | arasi | arasi | aras1 | c¢ok
az

1. Sizin icin en 6nemli S ag
ortagimin her biriyle tanisal
kag¢ yil oldu?

1. Ag Ortagi (network partner)

2. Ag Ortag (network partner)

3. Ag Ortag (network partner)

4. Ag Ortag (network partner)

5. Ag Ortagi (network partner)

2. Sizin i¢in en Ayda | Haftada | Haftada | Haftada | Haftada
onemli 5 ag bir | 0-1defa | 1-3 defa | 3-5 defa 5
g_”?‘gI‘“;]“ fl;eg kag defadan

Irtyle hartada
kag defa iletisim | 062 fazla
kuruyorsunuz?
1. Ag Ortag
(network
partner)
2. Ag Ortag
3. Ag Ortagi
4. Ag Ortagi
5. Ag Ortag
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3.5.  Content of Network Exchanges (Ag 11213 |4
Etkilisimleriz ) )
(1-Olduk¢a Onemsiz,2-Onemsiz 3-Ne Onemli Ne
Onemsiz 4-Onemli 5-Cok Onemli) (Ag etkilesimleri
asagidaki konularda sirketiniz icin ne kadar
onemli?)

Pazar bilgisi edinme

Rakip bilgisi edinme

Dagitim kanallarina erigim

Sozlii (kulaktan kulaga) reklam imkani

Genel tavsiye/danigma

Uriin ve servis gelistirme

Finansal yatirim ve kredi yaratma

4. Ar-Ge ve Tasarim Faaliyetlerinin Mevcut Durumu

ANKETORE NOT: Ar-Ge nin tanimi anketi cevaplayan kisiye okunmahdir:

Arastirma ve deneysel gelistirme (Ar-Ge), insan, kiiltiir ve toplumun
bilgisinden olusan bilgi dagarcigimin artirllmast ve bu dagarcigin yeni
uygulamalar tasarlamak iizere kullaniimasi icin sistematik bir temelde

yiirtitiilen yaratict ¢alismalardrr.

4.1  Ar-Ge ve tasarim faaliyetlerinde bulunuyor musunuz?

[ ] Evet

[ 1 Hayir (soru 5.1’e geginiz)

4.2 Cironuzdan Ar-Ge ve tasarim faaliyetleri i¢in ayrilan pay yaklasik ne

kadardir? (% olarak ifade ediniz)..................coooiiiiiiinn.
5. Yenilik Faaliyetleri Mevcut Durumu

ANKETORE NOT: Yenilik tanimi anketi cevaplayan kisiye okunmahdir.
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Bir yenilik, isletme i¢i uygulamalarda, isyeri organizasyonunda veya dig
iliskilerde yeni veya onemli derecede iyilestirilmis bir tiriin (mal veya hizmet),

veya stireg, yeni bir pazarlama yontemi ya da yeni bir organizasyonel
yontemin ger¢eklestirilmesidir.

5.1  Yenilik faaliyetlerinde bulunuyor musunuz?
[ ] Evet

[ 1 Hayir (soru 9.1’e geciniz)

6. Uriin Yeniligi

ANKETORE NOT: Uriin Yeniligi tanimini anketi cevaplayan kisiye okunmalidir.

Bir iiriin yeniligi, mevcut ozellikleri veya ongoriilen kullanimlarina gére yeni
ya da énemli derecede iyilestirilmig bir mal veya hizmetin ortaya
konulmasidir. Bu teknik ozelliklerde, bilesenler ve malzemelerde, birlestirilmis
vazilimda, kullanicrya kolayliginda ve diger islevsel ozelliklerinde onemli
derecede iyilestirmeleri icermektedir.

6.1  Firmaniz son ii¢ yilda yeni {iriin ya da hizmet gelistirme faaliyetlerinde
bulundu mu?

Evet

Hayir (soru 7.1°e geciniz)

—r—
[E——

6.2  Gelistirdiginiz yeni tiriinler/hizmetler i¢in fikri ve sinai miilkiyet
basvurusunda bulundunuz mu?

[ ] Evet

[ 1 Hayr

6.3  Uriin yenilikleriniz bagkalar igin de yenilik niteligi tastyor mu?
[ 1 Bolge igin yenilik

[ 1 Tirkiye igin yenilik

[ 1 Dinya igin yenilik

7. Siirec Yeniligi

ANKETORE NOT: Bu boliimde firmanin yaptigi teknoloji transferleri ve edindigi
veni imalat stiregleri sorulmaktadir. Asagidaki tanim anketi cevaplayan kigiye
okunmalidir.
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Stire¢ Yeniligi: Bir siire¢ yeniligi yeni veya énemli derecede iyilestirilmis bir
tiretim veya teslimat yonteminin gerceklestirilmesidir. Bu yenilik, teknikler,
techizat ve/veya yazilimlarda onemli degisiklikleri icermektedir.

7.1  Son ii¢ yilda firmaniza iiretim siireglerini biiyiik 6lgiide gelistiren teknoloji

transferleri yaptiniz mi?
Evet
Hayir (soru 8.1°e ge¢iniz)

7.2 Son li¢ yilda firmada mevcut imalat yontemlerinde (siire¢lerinde) énemli
diizeyde iyilestirme yaptiniz m1?

[ 1 Evet

[ 1] Hayr

7.3 Son ii¢ yilda firmada tamamen yeni imalat yontemleri (stirecleri) gelistirdiniz
mi?

[ ] Evet

[ 1] Hayr

7.4  Yaptigimz siire¢ yenilikleri bagkalar1 i¢in de yenilik niteligi tagiyor mu?

[ ] Bolge igin yenilik

[ 1 Tirkiye igin yenilik

[ 1 Dinya icin yenilik

8. Uriin/hizmet ve siirec yeniligi faaliyetlerinde finansman

ANKETORE NOT: Bu béliimde yeni iiriin gelistirme, teknoloji transferi ve yeni siire¢

edinme vb. yenilik kapsamina giren faaliyetler icin kullanilan mali kaynaklar

sorulmaktadir. Firma iiriin ve stireg yeniligi yapmadiysa (SORU 4.1, 5.1, 6.1, 7.1’in

hepsine birden HAYIR yaniti verildiyse) bu soru atlanacaktir.

8.1  Firmaniz yenilik faaliyetlerinin finansmani i¢in asagidaki kaynaklardan
hangilerini kullandi?

Ozkaynaklar

Ticari krediler

Aile veya tanidik ¢evre iginden bor¢lanma

Ortaklari kaynaklari

Kamu proje tesvikleri
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Yurtdis1 kaynaklar

Meslek birlikleri

Diger:
AciKlaymmiz.........ooooiiiii

8.2  Firmaniz, Ar-Ge, yenilik ve girisimcilik konularinda devlet desteklerinden
yararlaniyor mu?

[ ] Evet

[ 1] Hayr

9. Organizasyonel yenilik ve pazarlama yeniligi

ANKETORE NOT: Asagidaki tanim anket yapilan kisiye okunacaktir.

Girisimin bilgi kullanimini, mal ve hizmet kalitesini ya da i akis verimliligini
artirmak amaciyla firma yapisinda ya da yonetim biciminde yenilik ya da
belirgin degisiklik yapilmasidir. Diger girisimlerle birlegsmeler, diger
girigimleri satin almalar, yeni bir organizasyonel yontem eslik etmedigi siirece
yonetim stratejisindeki degisiklikler organizasyon yeniligi sayilmaz

9.1  Girisiminiz son ii¢ yillik donemde herhangi bir organizasyon yeniligi
uyguladi m1?

Evet | Hayir

Organizasyon siireci i¢in yeni i yontemleri ortaya koymak
((Tedarik zinciri yonetimi, bagimsiz ¢alisan is danismanligi,
bilgi yonetimi, yalin iiretim, kalite yonetimi vb.)

Is sorumluluklari ve karar alma organizasyonunda yeni
yontemlerin kullanilmasi (Calisanin sorumluluklari, takim
caligmasi, sorumlulugun dagitilmasi, yeni birim olusturulmasi,
egitim/staj vb.konusunda yeni bir sistemin ilk defa
kullanilmast)

Diger girisimler veya kamu kuruluslari ile iliskilerde isbirligi,
ortaklik, taseronluk vb. yeni yontemler uygulanmasi

ANKETORE NOT: Asagidaki tanim anket yapilan kisiye okunacaktir.

Girigiminizin mevcut pazarlama yonteminden belirgin olarak farklilasan ve daha
once kullanilmayan yeni bir pazarlama anlayisi ve stratejisinin uygulanmasidir.
Uriin tasarimi, ambalajlamast, tamitimi veya fiyatlandirmasinda énemli
degisiklikleri gerektirir. Pazarlama yontemindeki mevsimsel, diizenli ve diger
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rutin degisiklikler dahil degildir.

9.2  Girisiminiz son ii¢ yillik donemde herhangi bir pazarlama yeniligi uyguladi
mi1?

Evet | Hayir

Uriin tasarim1 ve ambalajin estetiginde 6nemli degisikler
yapmak

Uriiniin tanitim1 igin yeni ortam veya reklam teknikleri
kullanmak

Yeni bir satis ve dagitim yontemi uygulamak (Ornegin
franchising ve dagitim yetkisi vermek)

Uriin ve hizmetin fiyatlandirmasinda yeni metodlar uygulamak
(talebe gore fiyatlandirma, indirim sistemi vb.)
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C. TURKISH SUMMARY / TURKCE OZET

Son yillarda, geleneksel pazarlama yontemlerine alternatif yeni pazarlama yontemleri
ortaya cikmstir, ¢linkii geleneksel yontemler mevcut gereksinimleri karsilamakta
yetersiz kalmaktadir. Giinlimiizde “yenilik¢i” ve “girisimci” olmak is diinyasinin
onemli gereklerinden oldugu icin, pazarlama uygulamalarinin da bu ihtiyaglara cevap
verir nitelikte olmast beklenmektedir (Bjerke ve Hultman, 2002). Girisimci
Pazarlama (GP), bu yeni yontemlerden birisidir ve adindan da anlasilacagi gibi,
pazarlama uygulamalarinda girisimci yonelimi benimsemektedir. Son zamanlarda

pazarlamada girisimci yonelimin 6nem kazanmasinin ¢esitli nedenleri vardir.

Oncelikle, teknolojide yasanan gelismeler firmalarin faaliyetlerini de etkilemektedir.
Bu faaliyetlerin belirsizliklere ve hizli degisimlere uyum saglamasi oldukga
Oonemlidir. Bunun igin proaktif, yenilik¢i, firsat odakli olmak ve risk almaktan
cekinmemek gereklidir. Tiim bunlar girisimci yonelimin 6nemli unsurlari olarak
kabul edildiginden, GP pazarlama faaliyetlerinin bu sartlara uyum saglamasi igin bir

yol olarak kabul edilmektedir.

Bir diger husus, giiniimiizde Kiigiik ve Orta Biiyiikliikteki Isletmeler (KOBI)
ekonomik biiylimenin 6nemli unsurlarindan birisi olarak kabul edildigi ve diinya
genelinde isletmelerin biiyiik ¢ogunlugu KOBI’lerden olustugu igin, bunlarin is yapis
sekilleri ve organizasyon yapilarmin anlasiimasi énem arz etmektedir. KOBI’ler,
organizasyon ve yonetim yapilari geregi daha esnek ve proaktif olabilmektedirler. Bu
durum da onlarin pazarlama faaliyetlerinde girisimci bir yonelim benimsemelerine
sebep olmaktadir (Hills vd., 2008; Mort vd., 2010, Gilmore, 2011, Miles vd., 2015).
Ayrica, KOBI’lerin kisitl kaynaklara sahip olmalari da GP’yi benimsemeleri igin
ayr bir gerekce olarak ortaya konmaktadir (Gilmore, 2011; Bettiol vd., 2012; Miles
vd., 2015).

Gortildigl gibi giliniimiizde ¢esitli nedenlerle yeni pazarlama yontemlerine ihtiyag
duyulmakta ve GP bir alternatif olarak ortaya ¢ikmaktadir. Bu nedenle GP’nin daha

derinlemesine incelenmesi gerektigi diisiiniilmektedir. Literatiir incelendiginde daha
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¢ok GP’yi tanimlamaya yonelik kavramsal ¢aligmalar yapildigi ya da GP’nin farkli
performans degiskenleri iizerindeki etkilerinin incelendigi goriilmektedir. Ancak,
GP’yi etkileyebilecek faktorler ftizerine yeterli c¢alisma yapilmadigr dikkat
¢ekmektedir.

Iliski aglar1 GP igin oldukca dnemli kabul edilmekte ve birgok ¢alisma iliski aglarini
GP icin en onemli faktor olarak tanimlamaktadir (Shaw, 1999; Gilmore, 1999,
Carson ve Gilmore, 2000, Kiliger, 2013). iliski aglari, bilgiye, kisith kaynaklara, yeni
firsatlara ve miisterilere erisim saglayabilecegi, ayrica yenilik faaliyetlerine destek
olabileceginden GP i¢in dnemli goriilmektedir. Ancak literatiirde, iliski aglarinin
gercekten GP’yi etkileyip etkilemedigini gdsteren uygulamali bir ¢aligmaya
rastlanmamistir. Bu nedenle, bu ¢alisma KOBI'lerin ag 6zelliklerinin GP iizerinde

etkili olup olmadigini deneysel olarak arastirmay1 amaglamaktadir.

Bu caligma kapsaminda yapilan literatlir taramasinda, GP’nin neden ve hangi
ihtiyaglara cevaben ortaya ¢iktigi, yeni bir pazarlama yontemi olarak dnemi, nasil
kullanilabilecegi, kavramsal tanimi ve iliski aglariyla baglantist iizerinde
durulmaktadir. Oncelikle, geleneksel pazarlama yontemleri giiniimiiz ihtiyaglarmi
tam olarak karsilayamadigindan yeni pazarlama uygulamalariin gerekliligi bir¢ok
calismada vurgulanmakta ve GP bu ihtiyaglara cevap verebilecek nitelikte bir
alternatif olarak gosterilmektedir. GP’nin geleneksel pazarlamaya giiglii bir alternatif
oldugu saw1 literatiirde iki ana cercevede desteklenmektedir. ilk olarak, giiniimiiz
sartlar1 firmalarin “yenilik¢i” ve “girisimci” olmalarini gerektirmektedir ve GP
tanim1 geregi hem yenilik¢i hem de girisimei bir pazarlama yontemi olarak karsimiza
c¢ikmaktadir (Morris vd., 2002). Mevcut isletmelerin ¢ok biiyiikk bir kisminin
KOBI’lerden olusmasi ve bunlarin pazarlama faaliyetlerinin de diger firmalardan
farkli olarak daha girisimci bir yonelime sahip olmasi gerekliligidir bir diger temel

goriis olarak karsimiza ¢ikmaktadir (Bjerke ve Hultman, 2002).

GP 2000’11 yillarin basinda 6nem kazanmis ve nasil tanimlanmasi gerektigine iliskin
lic ana gOriis benimsenmistir. Bunlardan ilki GP’yi pazarlama faaliyetlerinin
girisimci bir yonelimle uygulanmasi olarak (Miles ve Daroch, 2004), ikincisi

girisimciler tarafindan uygulanan pazarlama faaliyetleri olarak (Stokes, 2000; Mort
93



vd., 2010; Gilmore, 2011) ve sonuncusu da pazarlama ve girigsimcilik kavramlarindan
bagimsiz fakat ikisinin birlesiminden olusan yeni bir kavram olarak ele almaktadir.
Uciincii bakis acist daha kapsamli bir yaklasim oldugu igin genelde bu kabul
gormiistiir. Literatiirde GP’yi kavramsal bir gerceveye oturtmaya calisan ¢alismalar
da bulunmaktadir. Bunlar incelendiginde, en kapsamli kavramsallagtirmanin Morris
vd. (2002) tarafindan ortaya konuldugu goriilmektedir. Buna gore, GP’nin yedi ana
boyutu vardir: firsat odaklilik, proaktiflik, yenilik odaklilik, miisteri odaklilik, risk
yonetimi, kaynak odaklilik ve deger odaklilik.

Kavramsal cerceve olusturmayr hedefleyen c¢alismalara ek olarak, GP’nin farklh
degiskenler ile iligkilerini inceleyen ampirik ¢aligmalar da bulunmaktadir. Ornegin,
GP uygulamalarinda girisimcinin roliinii ortaya koymayi hedefleyen c¢alismalar
(Franco vd., 2014; Yang ve Gabrielsson, 2017) ya da firmanin yas1, biiyiikliigii ya da
kurucusu gibi 6zelliklerinin GP ile iliskisi olup olmadigini anlamayr hedefleyen
caligmalar goriilmektedir (Kilenthong, 2015). Bunlara ek olarak, GP’nin farkli
performans degiskenleri iizerindeki etkisini agiklamayi hedefleyen caligmalar da
vardir. Ornegin GP’nin, firmalarin uluslararasilasma siiregleri iizerindeki etkisi (Mort
vd., 2010), yenilik¢ilik performansina etkisi (Hacioglu vd., 2012; Bulut vd., 2013),
firma biiylimesine etkisi (Hallback vd., 2013; Jones vd.,2013), firmanin rekabet¢iligi

tizerindeki etkisi (Daroch 2004) incelenmistir.

Literatiir incelendiginde, GP {izerine yapilan gerek kavramsal gerekse ampirik
caligmalarin pek c¢ogunda iliski aglarinin O6neminden bahsedildigi dikkat
cekmektedir. Iligki aglari, girisimciler i¢in oldukca énemli kabul edilmekte ve “bir
girisimcinin i¢inde bulundugu ve ona is faaliyetleri i¢in onemli kaynaklara erigim
saglayan iligkilerin toplam1™ olarak tanimlanmaktadir (Dodd ve Patra, 2002, sf.117).
Iliski aglarmin o6zellikleri de farkli calismalarda ortaya konmustur (Ostgard ve
Birley, 1994; Witt 2004; Brand vd., 2018). Bunlara gore iliski aglarinin 6zellikleri {i¢
ana baglik altinda toplanmaktadir: iliski aglarinin yapisi, iliski agmin etkinligi ve

iligki ag1 etkilesimleri.

Literatiirdeki caligmalar, iliski aglarmin GP icin 6nemini vurgularken ozellikle

KOBT’ler iizerinde durmakta ve bunlarm kaynaklara, bilgiye, uzmanliga ve yeni
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pazarlara erisimde iligki aglarindan faydalanabileceklerini vurgulamaktadir (Shaw,
1999; Stokes 2000; Collinson ve Shaw, 2001; Gilmore vd., 2006; Kiliger, 2013;
Franco vd., 2014, Kilenthong vd., 2015). Fakat, literatiirdeki ¢alismalarin hi¢birinde
iliski aglar1 ve GP arasindaki iligki ampirik olarak incelenmemektedir. Bu nedenle,
bu calismada iliski aglarmin 6zelliklerinin GP {izerinde etkisinin olup olmadigi

ampirik olarak incelenecektir.

Bu c¢alismada nicel arastirma yontemi benimsenmis ve anket yoluyla veri
toplanmistir. Calismadaki Orneklem, Ankara’da yer alan Teknoloji Gelistirme
Bolgeleri’ndeki (TGB) KOBI’ler arasindan secilmistir. TGB’lerdeki firmalarin
secilmesinin nedenleri; bu bolgelerdeki sirketlerin cogunun girisimci ve yenilik¢i bir
gegmise sahip olmalari, GP gibi pazarlama yeniliklerini benimseme olasiliklarinin
yiksek olmasi ve TGB’lerin iligki aglarin1 destekleyici etkisi oldugunun
diisiiniilmesidir. Ayrica, Ankara’daki TGB’lerin arastirma alani olarak sec¢ilmesinin
de baslica nedenleri vardir. Oncelikle, Tiirkiye’de TGB tarihi Ankara’da baslamus,
ODTU Teknokent Tiirkiye’deki ilk TGB olarak kurulmustur. Ayrica, KOBI’lere
destek saglayan TUBITAK ve KOSGEB gibi kurumlar Ankara’da yer aldig1 igin
teknoloji tabanli girisimcilik ekosisteminin diger illere goére burada daha canli oldugu
diisiiniilmektedir. Son olarak, en yiiksek TGB sayis1 2019 itibariyle Ankara’da yer
almaktadir. Ankara’da yer alan yedi TGB’den dordii bu caligma igin se¢ilmistir:
ODTU Tekonokent, Bilkent Cyberpark, Hacettepe Teknokent ve Gazi Teknopark.
Oncelikle, 2001 yilinda TGB Kanunu'nun yiiriirliige girmesini takiben, ODTU
Teknokent (2001'de), Bilkent Cyberpark (2002'de) ve Hacettepe Teknokent (2003'te)
ilk kurulan TGB’ler arasinda yer almaktadir. Bu sebeple, onlarin yapilarinin ve
operasyonlarmin daha oturmus oldugu disliniilmektedir (Sanayi ve Teknoloji
Bakanligi, 2019). Ayrica, 2008 yilinda Tiirkiye'de sadece 18 TGB varken, bunlarin
alt1 tanesi Ankara'dayd1 ve ODTU, Bilkent, Hacettepe ve Gazi (2007'de kuruldu) bu
alti TGB arasindaydi. Ek olarak, 2017 yilinda TGB'lerin siralamasimna gore, ODTU
Teknokent (2.), Bilkent Cyberpark (3.), Gazi Teknopark (14.) ve Hacettepe
Teknokent (18.) Tiirkiye'deki en biiyiik 20 TGB arasindaydi.
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Tablo 1°de, segilen TGB’lerde yer alan toplam KOBI sayis1 ve bunlarm ankete yanit

orani verilmektedir.

Tablo 1

Dort TGB'deki KOBI ve Katitlhimci Sayis

Tamamlanan anket

TGB KOBI sayisi* Yanit oram
sayisi

ODTU 186 44 %23,66

BILKENT 191 34 %17,80

HACETTEPE 187 45 %24,06

GAZi 69 22 %31,88

TOPLAM 633 145 %22,91

* KOBI sayis1 Mayis 2019 itibariyle aktif oldugu bilinenleri gdstermektedir.

Bu calismada, firma bilgileri, GP, iliski agi oOzellikleri, Ar-Ge ve tasarim
faaliyetlerinin mevcut durumu, yenilik faaliyetlerinin mevcut durumu, {iriin yeniligi,
stire¢ yeniligi, iirlin / siire¢ yeniligi faaliyetlerinin finansmani ve son olarak orgiitsel
ve pazarlama yeniligi boliimlerinden olusan bir anket formu kullanilmistir (bkz. Ek
1). Yanitlarin toplanmasini kolaylastirmak i¢in Google Formlar araciligiyla ¢evrimigi
bir anket formu hazirlanmis ve anket e-posta yoluyla katilimcilara gonderilmistir.
Online anketler i¢in cevap oraninin ¢ok diisiik oldugu bilindiginden, tiim firmalar
telefonla bilgilendirilmis ve anketin tamamlanacagina dair onay alindiktan sonra,

cevrimigi anket baglantisi katilimciya gonderilmistir.

Bu ¢aligmada GP bagimli degisken, iliski ag1 6zellikleriyse bagimsiz degisken olarak
tanimlanmistir. Bagimli ve bagimsiz degiskenlerin Ol¢iimii icin iki farkli Slgek
kullanilmustir. ilk olarak, GP i¢in Morris vd. (2002), Kilenthong vd. (2015), Ahmadi
ve O’Cass (2016) ve Bulut vd. (2013) tarafindan kullanilan 6lgekler karsilastirilarak
daha kapsamli bir 6lgek olusturulmustur. Sonug olarak, firsat odaklilik (5 madde),
proaktiflik (7 madde), yenilik odaklilik (6 madde), miisteri odaklilik (7 madde), risk
yonetimi (6 madde), kaynak odaklilik (7 madde) ve deger odaklilik (8 madde),
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GP’nin alt boyutlart olarak tanimlanmis ve bunlar 5°1i Likert 6l¢ekle (1-hi¢ onemli
degil, 5- ¢ok onemli) Ol¢iilmiistiir (bkz. Ek 1).

lliski aglar1 ozellikleri, Ostgaard ve Birley (1994) tarafindan kullamlan 6lgegin
uyarlanmasi ile Ol¢iilmiistiir. Buna gore iliski aglariin 6zelliklerinin dl¢iimiinde, ag
kurma egilimi (3 madde), ag etkinligi (5 madde), ag sikilig1 (2 madde), ag yogunlugu
(2 madde) ve ag etkilesimleri (7 madde) alt boyutlar1 kullanilmistir (bkz. Ek 1).

Ayrica bazi kontrol degigkenlerinin de bagimli degisken {izerindeki etkisi
incelenmistir. Bu degiskenler firma yasi, firma biiyiikliigii, ihracat, yabanci yatirim

ve Ar-Ge olarak modele eklenmistir.

GP olgegi farkli kaynaklardan faydalanilarak olusturuldugundan Kesfedici Faktor
Analizi kullanilarak bu 6lcegin gecerlik ve giivenirlik analizleri yapilmistir. Bu
analizler neticesinde firsat odaklilik, proaktiflik ve yenilik odaklilik boyutlarinin tek
bir faktorde birlestigi goriilmistiir. Bu nedenle, “gelecek odaklilik” adi verilen yeni
bir alt boyut tanimlanmis ve yapisal modelde bu boyuta yer verilmistir. Ayrica,
GP’nin alt boyutlarindan “kaynak odaklilik” giivenirlik testini geg¢emediginden
(Cronbach’s alpha < .70) daha sonraki analizlere ve modele dahil edilmemistir.
Sonug olarak, gelecek odaklilik, miisteri odaklilik, risk yonetimi ve deger odaklilik
GP’nin boyutlar1 olarak yapisal modele dahil edilmistir (bkz. Sekil 1). Ote yandan,
iliski ag1 6zellikleri 6lgegi formatif bir 6l¢ek oldugu icin bu dlgege iliskin gegerlik ve

giivenirlik testine ihtiya¢ duyulmamugtir.

Bu c¢alismada, iliski ag1 6zelliklerinin GP boyutlarina etkisi test edileceginden, bu
gibi iligkisel hipotezleri test etmek i¢cin uygun olan Yapisal Esitlik Modellemesi
(YEM) kullanilmustir.

Yapisal modelin uyum iyiligine iliskin istatistikler asagidaki tabloda sunulmaktadir.
CFI ve TLI, onerilen. 95 esik degerin {istiinde ve RMSEA, 0,05'in altindadir. Uyum

iyiligi istatistiklerine gére modelin verilere son derece uygun oldugu goriilmektedir.
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Tablo 2

Yapisal Model Uyum lyiligi Istatistikleri

) Serbestlik
Model X ) CFI TLI RMSEA
derecesi
Yapisal
16.224 14 .987 .955 .034
Model

Not: CFI=Comparative Fit Index, TLI=Tucker-Lewis Index, RMSEA=Root Mean Squared
Error of Approximation

Ag kurma
egilimi
Ag sikls 51 + ; / -
-
’ odaklilik
v \ ‘ L\\‘é}.{’ Thracat

b o / ' ‘)“\0(
/‘ N =

Ag etkinlii

Ag
etldlesimleri

Sekil 1. Yapisal Model

Modele iliskin bulgular asagidaki tabloda sunulmaktadir (bkz. Tablo 3). Buna gore
ag yapisinin, gelecek, miisteri ve deger odaklilik boyutlariyla pozitif ve istatistiksel
olarak anlamli sekilde iliskili oldugu goriilmektedir (sirasiyla f = .367, p <.001; f =
311, p<.001; B=.377,p <.001).

Bulgular, ag etkinliginin de gelecek, miisteri ve deger odaklilikla istatistiksel olarak
anlamli bir pozitif iligkisi oldugunu gostermektedir (f = .035, p <.001; B =.049, p

<.001; B =.037, p <. 01, sirastyla). Ek olarak, ag etkinligi, risk yonetimi ile de pozitif
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ve istatistiksel olarak anlamli sekilde iligkilidir (B = .033, p <.05). Bu nedenle, ag

etkinliginin, bu c¢alismada tanimlanan GP'nin tim boyutlarmi etkiledigi

gorilmektedir.
Tablo 3
Yapisal Model Katsay: Bulgular:
Bagimh Degiskenler
Bagimsiz o ) 5
Degiskenler Gelecek Miisteri Risk Deger
Odaklilik Odaklilik Yonetimi Odaklilik
A Yapist 367*** BLLx** .083 BTT7***
<5 (.046) (.053) (.071) (.056)
g s Ag Etkinligi .035%** 049*** .033* .037**
B o (.010) (.012) (.016) (.013)
[>-2I=Y)]
[~ I
a g . .026** .024* .005 027**
Ag Etkilesimleri (.008) (.010) (.013) (.010)
Firma Yast .003 .002 -.007 .007
= (.005) (.006) (.008) (.006)
D
= Firma Bilyiikliigii .002 .002 .003 .003
_“i (.002) (.002) (.003) (.002)
& ihracat -.113 -.139 -.000 .051
" (.093) (.115) (.150) (.117)
% Yabanci Sermaye 012 159 -1.235%** -.064
S (.199) (.245) (.320) (.251)
Ar-Ge 126 218 .018 024
(.196) (.240) (.315) (.246)

*p<.05, **p<.01, ***p<.001

Not: Parantez i¢indeki degerler standart sapmadir.

Ayrica, ag etkilesimlerinin (faydalariin) gelecek, miisteri ve deger odaklilik ile
pozitif iligkili ve bu iligkinin istatistiksel olarak anlamli oldugu da goriilmektedir (B =
.026, p <.01; B=.024, p <.05; B =.). 027, sirastyla p <.05).

Ek olarak, yabanci hissedar ile risk yonetimi arasindaki iligki disinda, kontrol
degiskenlerinin GP'nin boyutlarin1 etkilemedigi goriilmektedir. Bulgular, yabanci
hissedar varligiyla GP'nin risk yonetimi boyutu arasinda negatif ve istatistiksel olarak

anlaml1 bir iligki oldugunu ortaya koymaktadir (p = -1.235, p <.001).
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Ozetle, bu galismanin bulgulars, iliski ag1 dzellikleri ve GP arasindaki iliskilere dair
literatiirdeki beklentileri desteklemektedir. Literatiirde, iliski ag1 6zelliklerinin GP'yi
etkiledigi iddia edilse de bu etkiyi uygulamali olarak ortaya koyan bir g¢alisma
bulunmadig tespit edilmistir. Bu nedenle, bu tezin ana katkisi, deneysel olarak iliski
ag1 oOzelliklerinin GP {izerinde istatistiksel olarak anlamli bir etkisi oldugunu

gostermesidir.

Bu calisma hem kavramsal hem de pratik olarak KOBI’ler ve politika yapicilar igin
onemli bulgulara erismistir. Kavramsal olarak, oncelikle literatiirde birgok ¢alismada
oldugu varsayilan etki firma verisi kullanilarak uygulamali olarak da kanitlanmis ve
iliski ag1 ozelliklerinin GP boyutlarmi etkiledigi secilen drneklem 6zelinde ortaya

konmustur.

Pratikteyse bulgular, dncelikle KOBI’ler ve girisimciler igin iliski aglarmin 6énemini
ortaya koymaktadir. Bagka bir deyisle, yenilik¢i ve girisimci pazarlama
yontemlerinin etkin bir bi¢gimde kullanilmasinin, iligki ag1 06zelliklerinin
gelistirilmesiyle saglanabilecegi ortaya konmustur. Bu nedenle, KOBI’ler iliski
aglarmi yapisal odakli, etkinlik odakli ve etkilesim odakli gelistirmeyi
hedeflemelidir. Bunun i¢in dncelikli sart, bu ii¢ boyutu kapsayacak ve iyi planlanmis

bir iligki ag1 yonetimi stratejisi olusturmak ve bu stratejiye sadik kalmaktir.

Yapisal anlamda KOBI’ler aglarini genisletmeyi, aglarindaki iliskilerin yogunlugunu
ve sikiigm arttirmayr hedeflemeleri gerekmektedir. Iliski agmi genisletmek igin
sosyal medya ve yeni dijital teknolojilerden yararlanmak, yeni organizasyonlara iiye
olmak, goniilliiliik faaliyetlerine, sergi ve fuarlara, kongre, konferans ve seminerlere
katilmak faydali olabilir. iliski aginin sikiligmi artirmak iginse baglantida olunan
farkli kisilerin birbirini tanimasini saglamak, bu kisilerin bir araya gelebilecegi
etkinliklere 6n ayak olmak onemlidir. iliski aglarinin yogunlugunu artirmak igin
paydaslarla diizenli olarak iletisim halinde olmak ve ¢esitli etkinliklerle bu iliskileri

uzun soluklu kilabilmek 0nem arz etmektedir.

Bunun yaninda, agin etkinligi planl ve dikkatli bir sekilde yonetilmelidir. Mevcut ve

potansiyel paydaslarla her daim aktif iligkilere sahip olmak gereklidir. Bu paydaglar
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miusteriler, tedarik¢iler, yatirnmcilar ya da rakipler olabilir. Bu gruplarin her biri igin
ayr1 ayr1 stratejiler belirlenmeli ve iliski agmin etkinligi aktif bir sekilde

yonetilmelidir.

Ayrica, ag etkilesimlerini artirmak ve bunlardan faydalanmay1 bagarabilmek
onemlidir. Ag etkilesimleri, iliski aglarindan nasil ve ne olgiide fayda
saglanabildigiyle ilgilidir. Bu fayda, bilgiye erisim, kaynaklara erisim, yeni
pazarlara/miisterilere erisim ya da teknolojiye erisim yoluyla saglanabilir. Bu
nedenle, iliski agmin etkilesimini bu gibi faydalara erisecek diizeyde kilmak her

KOBI i¢in énemlidir.

Bulgulardan faydalanilmast muhtemel diger bir alan ise kamu politikalaridir.
KOBI’lerin yenilik¢i ve girisimci uygulamalarim tesvik etmek icin iliski aglarmin
kamu politikalartyla desteklenmesi elzemdir. Bu kamu politikalari, TGB bdlgelerinin
fiziki yapisim iligki aglarimi gelistirecek sekilde planlamak, finansal destek icin
liniversite-sanayi ortakliklarini zorunlu kilmak, belli sektorlerde firmalar arasi
isbirliklerine vergi indirimi vb. finansal ayricaliklar tanimak gibi diizenleyici ya da
finansal politika araglariyla uygulanabilir. Ancak, 6zelikle finansal ya da diizenleyici
olmayan (soft) politika araglarinin iligki aglarmmi gelistirmekte daha etkili olacagi
diisiiniilmektedir. Ornegin, iiniversitelerin KOBI’lerin etkin is ortaklar1 olabilecek
sekilde egitilmeleri saglanmali, egitim programlari ve benzeri etkinliklerle belli
sektorlerde kiimelenme faaliyetleri desteklenmeli, belli araliklarla sektor spesifik
proje fuarlar1 diizenlenmeli, iligki aglarinin kurulmasindan ve etkin yiiriitiilmesinden
gdrevli aract kurum ya da kisiler gérevlendirilmeli, KOBI'ler ve devlet kurumlar
arasinda biirokrasi azaltilarak bilgi akis1 ve istisare mekanizmasi kolaylastirilmals,
yerel isletmeler ve kurumlarin katilimiyla ag olusturma konusunda bazi yerel
stratejiler baglatilmali, firmalarin deneyimlerini paylasmalarina yardimcr olmak igin

yerel toplantilar diizenlenmelidir.

Proje bulgular1 faydali olmakla birlikte bu c¢alismanin birtakim kisitlari
bulunmaktadir. Oncelikle GP ve iliski ag1 ozellikleri igin kullamlan &lgekler
uyarlama oldugu i¢in gegerlik ve giivenirliklerinin farkli 6rneklemlerle de sinanmasi

gerekmektedir.
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Ayrica aragtirma modeli bu ¢alismadaki 6rneklem temel alinarak kuruldugundan,
bulgularin genellenebilir kabul edilmesi i¢in modelin farkli 6rneklemlerle benzer ya
da farkl1 sartlar altinda test edilmesi elzemdir. Ornegin bu model, Tiirkiye’deki diger
TGB'lerle, TGB'ler disindaki KOBI'lerle veya farkli iilkelerde test edilebilir.

Bu calisma, iligski ag1 ozelliklerinin GP'yi etkileyip etkilemedigini uygulamali olarak
test eden ilk caligmadir. Nicel bir arastirma stratejisi ve kesitsel bir tasarim
kullanilmistir. Gelecekteki arastirmalarda, temel motivasyonlar1 ve egilimleri daha
derinlemesine anlayabilmek i¢in nitel tasarim kullanilabilir. Ayrica, nedensel iliskiler

konusunda daha iyi fikir edinmek i¢in boylamsal bir tasarim da kullanilabilir.
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