
  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

230 
www.hrmars.com 
 
 

The Relationship between Entrepreneurial Orientation, 
Business Networks Orientation, Export Market 

Orientation and SME Export Performance: A Proposed 
Research Framework 

 

Muhammad Imran 
Punjab Emergency Services, (Rescue 1122), Lahore, Pakistan  

Email: imran.imranb2001@gmail.com 
 

Dr. Azelin binti Aziz 
Senior Lecturer, School of Business Management, University Utara Malaysia, Sintok, Malaysia 

 

Dr. Siti Norasyikin binti Abdul Hamid 
Senior Lecturer, School of Business Management, University Utara Malaysia, Sintok, Malaysia 

 
DOI:  10.6007/IJARBSS/v7-i10/3372   URL:  http://dx.doi.org/10.6007/IJARBSS/v7-i10/3372 

 
ABSTRACT  
This study proposing a research framework of the relationship between Entrepreneurial 
Orientation (EO), Export Market Orientation (EMO), Business Network Orientation (BNO) and 
SME export performance. This framework developed based on extensive literature. There are 
few studies have attempted to investigate the combined effect of EO, EMO and BNO in a 
framework with SME export performance, especially in the context of Pakistan. Literature failed 
to find the consistency relationship between EO, EMO, BNO and SME export performance. This 
study delivers useful information and adds knowledge to the literature pointing to increase 
their business performance. 
 
Keywords: Business Network Orientation, SME export performance, Export Market Orientation, 
Entrepreneurial Orientation 
 
1. INTRODUCTION 
In this challenging business enviroment, the role of small and medium enterprises (SMEs) can 
not be denied (Raju & Rajan, 2015). SMEs considered the backbone of the country’s economy 
(Soomro & Aziz, 2015). Importantly, SMEs contributed in employment genration, initiator of 
innovation and the main contributor of the country's exports (Advani, 1997; Akingunola, 2011; 
Khaskheli & Jun, 2016; Soomro & Aziz, 2015). Demirbag, Lenny Koh, Tatoglu, and Zaim (2006) 
evaluated that SMEs contribution has a significant effect on the economic growth in both 
developed and developing countries. Asia region includes Japan 50%, South Korea 49.4% and 
Indonesia 57.8% (Yoshino & Wignaraja, 2015), Taiwan 85% (Jabri, 2016), China (60%) and 
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Singapore (50%) (OECD, 2014), are rapidly growing as a result of the SMEs significant 
contribution to the Gross Domestic Product (GDP). 
According to the Mckinsey and International Finance Corporation 2010 survey, the total 
numbers of the SMEs worldwide are between 420 & 510 million, and 360 to 440 million are 
located in developing countries (North & Varvakis, 2016). In developed countries, i.e. European 
union, SMEs contributes 66.9% to employment, 57.8% in annual GDP of the country and 33.3% 
contributed in country total export (Patrice Muller & Cox, 2015). Consequently, United State of 
America’s SMEs contributed in 52.4% in employment, 44.4% of annual GDP and 34% of total 
export revenue in the country (Patrice Muller & Cox, 2015; Shahin Firoozmand, 2015). In upper 
middle countries, i.e. China, SMEs contribute 64.7% in employment, 60% of annual GDP and 
41.5% in total export of the country, while in lower income countries, for example, India, the 
contribution of SMEs stand at 37.5% of annual GDP, 57.28% in employment and 42.4% in total 
export of the country (Patrice Muller & Cox, 2015; Shigehiro Shinozaki, 2014).  
Given that several empirical studies (For instance, (Hussain, Rahman, and Shah (2016); Rehman 
(2016));(Boso, Oghazi, Cadogan, and Story (2016); Nuseir (2016); Osman, Ahmad, Rashid, and 
Hussain (2011); Yan, He, and Cheng (2016)) have linked different success factors with SMEs 
export performance such as Entrepreneurial Orientation (EO), Business Network Orientation 
(BNO), Export Market Orientation (EMO). Entrepreneurial Orientation (EO) reflects a firm’s 
degree of risk-taking, proactiveness and innovativeness (Covin & Slevin, 1989). Export market 
orientation (EMO) encompasses a firm’s organizational-wide generations of export market 
intelligence pertaining to current and future customer needs, dissemination of the intelligence 
across departments, and organization-wide responsiveness to it (Cadogan, Diamantopoulos, & 
Mortanges, 1999). Business network orientation is a firm strategy that stresses effective and 
efficient locations of network partners, management of business network relationships to 
leverage the knowledge and resource access, transfer and creation generate competitive 
advantage (Mu & Di Benedetto, 2011). However, a finding of these studies was contradicting. 
Such as, some of the studies found positive results between EO and SMEs export performance 
(Ajayi, 2016; Boso et al., 2016; Cadogan, Boso, Story, & Adeola, 2016). Some of studies found 
the insignificant result (Feder, 2015; Felzensztein, Ciravegna, Robson, & Amorós, 2015; Mutlu & 
Aksoy, 2014).   
Moreover, in terms of the relationship between BNO and SME export performance, (Jin & Jung, 
2016; Serrano, Acero, & Fernandez-Olmos, 2016; Torrens, Amal, & Tontini, 2014; Yan et al., 
2016) found positive associations between the variables, while (Babakus, Yavas, & Haahti, 2006; 
Kenny & Fahy, 2011a, 2011b; Papastamatelou, Busch, Ötken, Okan, & Gassemi, 2016) found 
insignificant relationship. While, Singh and Mahmood (2013); Abiodun and Mahmood (2015); 
Pascucci, Bartoloni, and Gregori (2016) found the strong positive relationship between EMO 
and SME export performance, and they considered the critical success factors of SME export 
performance. In contrast, Godwin Ahimbisibwe and Abaho (2013) investigated the EMO and 
SME export performance and found an insignificant relationship.  
Therefore, the contradictory finding regarding the EO, BNO, EMO and SME export performance, 
relationship reported in the literature, might be the absence of underlying moderating 
variables. The moderating variable explaining, when and how EO, BNO and EMO relate to SME 



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

232 
www.hrmars.com 
 
 

export performance. This relationship has not been well investigated, either theoretically and 
empirically. Therefore, to introduce the moderating variable to confirm the relationship 
between EO, BNO, EMO and SME export performance is positive or negative.  
Resource Based View (RBV) that entrepreneurial orientation, business networking orientation 
and export market orientation can be described as firm- level’s abilities to leverage resources 
through a mixture of innovativeness, proactiveness, and relationship with stakeholders, 
targeting the customer need and demands in the international arena (Mu & Di Benedetto, 
2011; Pascucci et al., 2016; Yan et al., 2016). 
Therefore, this paper’s objective is to suggest EO, BNO and EMO behaviours under the guide of 
resources based theory that can be adequately used as an important tool to improve the export 
performance of SMEs. However, limited studies have investigated the combined effect of EO, 
BNO, and EMO with SME export performance. There is need to develop a comprehensive 
framework for the improvement of SME export performance, especially in context of Pakistan.  
 
2. LITERATURE REVIEW 
 
2.1 Overview of SMEs in Pakistan 
Small and medium enterprises (SMEs) are considered as the backbone of the economy of 
Pakistan. Recent statistics showed that approximately 3.2 million small and medium enterprises 
exist in Pakistan. SMEs in Pakistan distributed into service, manufacturing and agriculture 
sector, including such as 600,000 units in service, 400,000 units in manufacturing and 10,00000 
units in trading (retailers) (GALLUP, 2004). They employ up to 90 percent of all private 
enterprises in the industrial sector and almost 78 percent of the non-agriculture labour force 
(Yoshino & Wignaraja, 2015). Besides giving out 35 percent in manufacturing value added 
products, their contribution is around 30 percent of the GDP and contributes 25 percent share 
in the exports of manufactured products (Yoshino & Wignaraja, 2015). 
SMEs in Pakistan spread all around the country, such as share of Punjab province more than 
other provinces which are (65.4%), the share of Baluchistan province is smaller than other 
provinces which are (2.3%), While those of Sindh and Khyber-Pakhtunkhwa are (18%) and 
(14.3%) respectively (Thaver & Alamgir, 2014). Furthermore, SMEs divided into different 
clusters, such as the textile cluster around Faisalabad, the engineering, pharmaceutical, and 
textile clusters around Karachi, and the light engineering/sports goods cluster in the Sialkot, 
Gujarat, and Gujranwala triangle (Mahmud, Ahmed, Hamid, & Rahim, 2010). In manufacturing 
and other sectors, 87 percent of SMEs employ less than five people while 98 percent employs 
either 10 persons or less than it (Jasra, Hunjra, Rehman, Azam, & Khan, 2011). 
Jasra et al. (2011) highlighted that SMEs are contributing quite effectively in industrial 
employment and export of different manufacturing goods and manufacturing sector of Pakistan 
consists 85% of SMEs business. Therefore, SMEs development most critical for economic 
development and employment generation in the context of Pakistan, as well as in World 
(Thaver & Alamgir, 2014). 
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2.2 Export performance 
Export performance is a degree in which firm achieved their strategic and financial objectives 
when firm export the product in the international market (Cavusgil & Zou, 1994). Researchers 
explained determinants of export performance in two aspect of factors such as internal and 
external determinants of export performance (Beleska-Spasova, 2014; Carneiro, Rocha, & Silva, 
2011; Dueñas-Caparas, 2007; La, Patterson, & Styles, 2005; Lages, 2000; Maurel, 2009; Nazar & 
Shaikh, 2011; Torrens et al., 2014; Zou & Stan, 1998). Such as internal factors divided into firm 
characteristics, competencies, product characteristics, management attitude, and perception, 
while the external factors consist of industry’s characteristics, domestic market characteristics 
and foreign market (Chen et al., 2016).  
There is no agreement among the researchers about export performance operationalization 
(Navarro, Losada, Ruzo, & Díez, 2010). Katsikeas, Leonidou, and Morgan (2000); Sousa (2004); 
divided the export performance into three groups measures, economic measure (sales related 
measure, profit measure and market share related measure), non-economic measure (product 
related measure, market related measures and miscellaneous related measures), and generic 
measures (perceived export success, achievement of export objectives, satisfaction with export 
performance, strategic export performance). Similarly, a recent study conducted by (Beleska-
Spasova, 2014) agreed on that export performance is multi-dimensional in nature. (Zou, Taylor, 
& Osland, 1998) EXPERF scale for export performance covered the both financial and non-
financial measures with both objectives and subjective measures of export performance as 
well. Moreover, the author explained the EXPERF scale is a multidimensional and its dimensions 
are financial, strategic and satisfaction with the export venture. This scale has been empirically 
validated the many studies in different contexts (Beleska-Spasova, Glaister, & Stride, 2012; 
Styles, 1998; Zou & Stan, 1998). Therefore, we can analyse the EP on the (Zou et al., 1998) 
operationalized the concept as three dimensions of EP in multidimensional approach for 
reliable results.  
The export performance of the firm can be perceived from resource base view (internal factors) 
and contingency approach (external factors) (Maurel, 2009; Torrens et al., 2014). The resources 
base view is intended to export firm achieve the competitive advantage to using the in-hand 
resources uniquely comparatively their competitor (Barney, 1991). Whereas, the contingency 
theory recommended that the environmental factors incline export performance and firms’ 
strategies (Chen et al., 2016). 
 
2.3 Entrepreneurial Orientation 
According to management literature, entrepreneurial orientation (EO) defines as the firm level 
process, practices and decision-making styles of entrepreneurial firms (Lumpkin & Dess, 1996). 
Many studies suggested that EO is the important tool to achieve competitive advantages and 
increased the maximum profit of the firm (Zahra & Covin, 1995).  
Most of the researchers operationalized the EO as three main core components, namely 
innovativeness, risk taking and proactiveness (Covin & Slevin, 1989).  Innovativeness shows firm 
ability to accept new ideas, encourage experiments and favour to change (Hurley & Hult, 1998). 
Risk taking is the level of firms to take bold actions and assign resources to avail the 
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opportunities in a dynamic environment (Davis, Morris, & Allen, 1991). Proactiveness is the 
third component of the EO that refers the process to take the forward-looking step according to 
the change in business environment and entering in new marketing to enhance and create 
products/service of the first movers (Davis, 2007; Lumpkin & Dess, 1996). 
However, some authors have been operationalized the entrepreneurial orientation via five 
dimensions such as innovativeness, risk taking, proactiveness, aggressiveness, and autonomy 
(Lumpkin & Dess, 1996). In addition, regarding EO construct dimension, Rauch, Wiklund, 
Lumpkin, and Frese (2009); Saeed, Yousafzai, and Engelen (2014)  reviewed the previous studies 
and found the majority of the studies, operationalized the EO constructs as one-dimensional.  
However, numerous studies conducted on firm performance that adopted the three 
dimensions with unidimensional approach of EO (Ajayi, 2016; Altinay, Madanoglu, De Vita, 
Arasli, & Ekinci, 2016; Amin, Thurasamy, Aldakhil, & Kaswuri, 2016; Anderson & Eshima, 2013; 
Asad, Sharif, Mohd, & Alekam, 2016; Boso et al., 2016; Cadogan et al., 2016). Therefore, we can 
analyze the EO on the  Covin and Slevin (1989), the operationalized concept as three 
dimensions of EO as a unidimensional construct for a better result.  
 
2.3.1 The relationship between Entrepreneurial Orientation and Export Performance 
Most of the SMEs are domestic-oriented and fulfil the domestic needs (Davari, Walley, & 
Haycox, 2011). They are not wailing to participate in export business due to uncertainty and 
high risk to lose the local market share. Even those firms involved in export business, their 
business growth is better than non-export firms (Baldwin & Gu, 2003). According to Dadfar, 
Dahlgaard, Afazeli, and Brege (2015) found that export performance enhanced the firm local 
market performance. The researcher from the field of business management, such as 
(Anderson and Eshima (2013); Eggers, Kraus, Hughes, Laraway, and Snycerski (2013); 
Laukkanen, Nagy, Hirvonen, Reijonen, and Pasanen (2013); Reijonen, Hirvonen, Nagy, 
Laukkanen, and Gabrielsson (2015)) found that EO enhanced the firm ability toward risk-taking, 
innovative and proactiveness. 
Some of the studies found that EO dimensions namely innovativeness, risk taking and 
proactiveness influence the SME export performance (Ajayi, 2016; Boso et al., 2016; Cadogan et 
al., 2016; Celec, Globocnik, & Kruse, 2014; Godwin Ahimbisibwe & Abaho, 2013; Jalali, 2012; 
Samson & Mahmood, 2015). The explanations of findings that firm is focusing on international 
opportunities introduce the innovative products and competitive strategies’ and proactively 
react the international market and experienced the firm high export performance. 
Furthermore, (Feder (2015); Felzensztein et al. (2015); Mutlu and Aksoy (2014)) found an 
insignificant relationship between EO and export performance of SMEs. Because managerial 
attitude is negative towards innovativeness, proactiveness, and risk-taking activities, then firm 
experience low export performance.  
Moreover, Abiodun and Rosli (2014) from Nigeria with the sample of 201 manufacturing, 
exporting SMEs, reported a significant relationship between EO and SME export performance 
and indicated the positive mediating relationship of reconfiguring capabilities between EO and 
export performance. Another study Fernández-Mesa and Alegre (2015) investigated the 
relationship of EO and export intensity with the mediating role of innovation and organisational 
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learning to use the 150 ceramic tile SMEs from Spain and Italy. The survey questionnaire used 
for data collection and structural equation modelling method used to analyses the primary 
data. The finding of the study reported the positive relationship of EO and export intensity and 
found full mediation of innovation and organisational learning between EO and export 
intensity. Therefore, we found limited studies between EO and SME export performance and 
especially in the context of Pakistan. Additionally, we find mixed finding between EO and firm 
performance relationship need to be further validated to confirm the relationship most 
especially in the context of exporting SMEs where research is still limited.  
 
2.4 Business Networks Orientation 
Business network refers to firm behaviours, like practices/routines/activities, which enable a 
firm to make sense of and capitalise on their networks of direct and indirect business 
relationship (Thornton, Henneberg, & Naudé, 2014). The network is considered as one of the 
most influential resources since it provides access to information, technologies, knowledge, 
power and capital (Ahuja, 2000; Axelsson & Easton, 2016; Ginting, 2015; Javalgi & Todd, 2011; 
Li & Zhou, 2010; Naudé & Rossouw, 2010). Networks divided into two broad categories, namely 
(1) personal networks (Jin & Jung, 2016) or informal contacts (Coviello, Ghauri, & Martin, 1998) 
or social relationship (Coviello & McAuley, 1999) or informal networks (Shaw, 2006) and (2) 
inter-firm networks (Manolova, Manev, & Gyoshev, 2010) or formal contacts (Hutchinson, 
Quinn, & Alexander, 2006) or business networks (Jin & Jung, 2016) or organizational networks 
(Premaratne, 2001).  
Regarding the informal, personal networks define it’s as an informal structure of personal 
relations formed through schooling, family, marriage, living experience in foreign countries 
(Zhao & Hsu, 2007).  In the view of formal networks referred as close and long-lasting 
relationship with the firm’s important suppliers, customer, trade unions, competitors, 
government institutions (Axelsson & Easton, 2016; Ginting, 2015; Johanson & Vahlne, 2009). 
According to Huggins (2010) that investment in calculative relations by firms to gain access to 
knowledge to enhance the expected economic return. Most of SMEs firms hire the foreign 
experienced managers, consultant and participate in trade exhibitions to develop the business 
networks (Fletcher & Harris, 2012; Loane & Bell, 2006; Measson & Campbell-Hunt, 2015; 
Torrens et al., 2014).  
Operationalization of BNO, still underdeveloped, different author operationalized differently in 
different context. Such as Jin and Jung (2016) operationalized the BNO as network with former 
employers/employees, existing clients and business associates. In other study relationship 
Nyuur, Brečić, and Simintiras (2016) operationalized as ties with the customer, supplier, 
competitors and government officials. Furthermore, (Mu and Di Benedetto (2011); Mu, 
Thomas, Peng, and Di Benedetto (2016)) investigated the business network as finding a 
network partner, managing network relationship and leverage network relationship. Thornton 
et al. (2014) operationalized the BNO in four constructs such as information acquisition, 
opportunity enabling, strong-tie resource mobilisation and weak-tie resources mobilisation. 
First, information acquisition refers to a firm's tendency to use both strong-tie and weak-tie 
relationships to obtain desired information for making informed decisions. Secondly, 
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opportunity enabling relates to a firm's awareness, acts to sense the opportunities by 
strategically interacting with relevant parties in its network. Thirdly, strong-tie resource 
mobilisation is utilised by a firm to adjust, transfer and pool resources across various 
established relationships to address certain firm challenges. Finally, weak-tie resource 
mobilisation refers to the ability to mobilise resources that are linked to firms' less established 
relationships. 
Moreover, Thornton, Henneberg, and Naudé (2015) found the positive relationship of BNO four 
constructs such as information acquisition, opportunity enabling, strong-tie resource 
mobilisation and weak-tie resources mobilisation with firm performance such as firm 
profitability. According to previous literature, Thornton et al. (2014) scale of BNO measurement 
is more reliable. Therefore, we can adapt the Thornton et al. (2014) scale in the context of the 
international market to investigate the relationship between BNO and SME export 
performance.  
 
2.4.1 The Relationship between Business Networks Orientation and Export Performance 
Linh, Quynh, and Chi (2016) stated that firm cannot operate without business networks among 
within company departments and external relationship with suppliers, distributors, strategic 
partnership units, government, trade unions. According to Kusumawardhani, McCarthy, and 
Perera (2009) stressed that firms access to resources through networking. Moreover, small and 
medium business strongly depended on external entities and cooperate with partners to 
improve their performance (Lin & Lin, 2016). Maina, Marwa, Waiguchu, and Riro (2016) proved 
that business networking is a vital element for SMEs to get a competitive advantage and found 
that network intensity and range influence the manufacturing SME performance, especially in 
the context of developing country such as Kenya.  
Exporting activity has been considered a key for internationalisation of the SMEs firms. Ajayi 
(2016) examined the relationship of business network capability and SME export performance 
in the context of developing countries, such as Nigeria and found that strong positive 
relationship between networking and export performance. Furthermore, in the context of the 
Nordic countries and investigate the domestic and international business networking and SME 
export performance. The result of the hypothesis support of international networking and 
export performance of the SMEs and reject the hypothesis between domestic business 
networking and SME export performance (Babakus et al., 2006). In another study Brouthers, 
Nakos, and Dimitratos (2015) conduct the study in UK and USA and investigated the 
relationship network alliance in term of research and marketing information alliance and SME 
export performance and presented that SMEs have higher export performance under the 
research and market alliance. According to Ginting (2015) investigated the firm relationship in 
term of network resources, namely access to opportunity, access to knowledge, co-innovation 
and firm export performance. The authors reported the positive relationship between the 
network resource and Indonesian SMEs firm financial and non-financial performance. 
Moreover, Jin and Jung (2016) examined the influence of personal and business network on the 
export performance of SMEs in the USA. To use the 105 SMEs used for analysis and found that 
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personal networks have an impact than business network on the export performance of SMEs 
in the USA.  
Furthermore, (Kenny and Fahy (2011a), 2011b)) conducted a study in Ireland and examined the 
relationship of network characteristics, network operation, network resources and export 
performance of SMEs. The result of the study shown the positive relationship between 
networks strong ties, network coordination, human capital resources and export performance 
of the SMEs. Moreover, found the no support between weak ties, trust, network initiation, 
cooperation sensitive resources, relational capability, network learning, information sharing 
and firm financial, market and satisfaction export performance.  Moreover, above inconsistency 
result due to a low degree of information and motivation between, inter-firm relationship high 
control relationships also become the reason of insignificance of the result. (Torkkeli, 
Puumalainen, Saarenketo, & Kuivalainen, 2012). In another study of Shneor et al. (2016) 
examined the network competence in the domestic and intentional market and found that 
network competence influence the international growth of SMEs and network competence do 
not support to SMEs growth in domestic market. 
Ou-Yang, Chaisingharn, and Nguyen (2016) investigated the moderating role of market 
orientation on the relationship between managerial ties and export performance of the Chinese 
small and medium firms. The study supported the hypothesis of the relationship between 
managerial ties and the export performance and market orientation moderating the 
relationship of managerial ties and profit, market share and satisfaction of exporting firms. 
Therefore, above discussion, we find inconsistency result between business networking and 
SME export performance, and limited studies in the context of Pakistan, need to validate the 
relationship in detail. 

 
2.5 Export Market Orientation 
Market orientation (MO) is essential for a firm because it captures the ability to anticipate, 
address and take advantage of market changes in customer needs in order to achieve superior 
performance (Styles, Gray, Kropp, Lindsay, & Shoham, 2006). MO from a different perspective, 
i.e. (Kohli and Jaworski (1990); Kohli, Jaworski, and Kumar (1993)) sees MO as behavioural 
activities and Narver and Slater (1990) sees the MO as an aspect of organisational culture. The 
cultural perspective MO defined by Narver and Slater (1990) on the base of three components, 
which are (1) Customer orientation (2) Competitor orientation (3) inter-functional coordination.  
Kohli et al. (1993) defined three constructs of MO, which is (1) market intelligence; this is an 
ability of firms in which firms identify the customer’s future needs, (2) intelligence 
dissemination; in this step organizations distribute the market information within organization 
formally and informally, (3) responsiveness; in this step take the action to response intelligence. 
However, MO refers to the organization-wide generation of market intelligence pertaining to 
current and future customer need, dissemination of the intelligence across the department, 
and the organization-wide responsiveness to it” (Kohli & Jaworski, 1990; Kohli et al., 1993). 
 However, if a firm possesses a strong market orientation in its domestic market not mean such 
firm has a high degree of market orientation in export activity (Cadogan, Paul, Salminen, 
Puumalainen, & Sundqvist, 2001). Cadogan et al. (1999) conceptualised the MO the 
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international market as an export-focused generation, dissemination, and responsiveness to 
export market intelligence in international markets.  
The operationalization of EMO, used the Kohli et al. (1993) (MARKOR) measurement scale by 
Cadogan et al. (1999) in export context with some modification. However, many researcher 
validate the Kohli et al. (1993) after Cadogan et al. (1999) in their export performance research, 
such as (Abiodun & Mahmood, 2015; Chang & Fang, 2015; Kayabasi, Kayabasi, Mtetwa, & 
Mtetwa, 2016; Lin, Huang, & Peng, 2014; Navarro, Acedo, Losada, & Ruzo, 2011; Singh & 
Mahmood, 2013) in one-dimensional and multi-dimensional perspective. The current study will 
be used the Cadogan et al. (1999) scale to investigate the relationship between EMO and SME 
export performance.  
 
2.5.1 The relationship between export market orientation and export performance 
Considerable portions of literature have carried out an examination of EMO and SME export 
performance. Among of them is Singh and Mahmood (2013) who examined export market 
orientations and export performance of SMEs in the context of Malaysia and found the 
significant positive relationship between export market orientation and export performance 
outcome namely profitability, sales volume, market share and new markets.  Also, Abiodun and 
Mahmood (2015) conducted a study to investigate the relationship between export market 
orientation, learning orientation and export performance in a turbulent environment. They 
collected data from 201 Nigerian’ SMEs. Based on their results, export market orientation and 
learning orientation positively influence export performance.  This means firms should have the 
market capability for superior competitive advantage and business performance. 
 In a related study, Godwin Ahimbisibwe and Abaho (2013) investigated the relationship 
between export market orientation, entrepreneurial orientation (innovation), and performance 
of exporting firms in Uganda. The finding revealed the insignificant result between export 
market orientation and export performance and found the strong relationship between 
entrepreneurial orientation (innovation) and export performance. The insignificant relationship 
between export market orientation and export performance due to Uganda firms that are more 
focused on innovation than export market orientation.  
Therefore, according to the above literature, it is postulated that there will be an insignificant 
relationship between export market orientation and export performance, needs to validate in 
detail.  
 
3. Proposed Research Framework 
The research framework has been proposed by reviewing the extensive literature. The 
relationship between entrepreneurial orientation, export market orientation, business network 
orientation and SME export performance have been explored by extensive literature review.  
The research framework has three independent variables, which will represent of SMEs 
valuable resources, namely EO, EMO and BNO. The SME export performance serves as the 
dependent variable.  
This study focuses on SME export performance. To introduce the strategic resources, this will 
be used to increase the SME export performance, especially in the context of Pakistan. The 
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Business Networks 

Orientation 

resource base view theory is providing the theoretical background to validate the proposed 
research framework. According to RBV, strategic resources such as EO, EMO, and BNO is 
valuable, rare, inimitable and non-substitutable, and then these resources give the sustainable 
competitive advantage, which will lead to high export performance (Barney, 1991).  
 
3.1 Research Framework 
 
 
 
 
 
 
 
 
 
 
 
Consequently, based on above-reviewed literature, a new conceptual model (research 
framework) has been proposed. Therefore, on the behalf of above discussion regarding the 
research framework, we are proposing the following proposition.  
Proposition 1: There is a significant relationship between Entrepreneurial orientation (EO) and 
SME export performance. 
Proposition 2: There is a significant relationship between export market orientation (EMO) and 
SME export performance.  
Proposition 3: There is a significant relationship between business networks orientation (BNO) 
and SME export performance. 
 
4. RESEARCH METHODOLOGY 
The proposed research framework developed on the behalf of previous literature. Where to 
propose the relationship between EO, EMO, BNO and SME export performance. We used the 
conceptual modelling methodology in this current study. Moreover, for a conceptual 
framework, we analysed the more than 100 conceptual and empirical papers of famous 
authors. Additionally, publications from famous newspapers, SMEDA, Ministry of finance and 
official’s websites of various national and international institutions have been reviewed. These 
sources have been reviewed to have a comprehensive insight of any potential gaps in the 
previous studies. 
 
5. DISCUSSION AND CONCLUSION 
The proposed variables in this study have developed for decades of years, but still there are no 
regular and exact definitions of these variables, even many of researchers has been done about 
the effects and influence of entrepreneurial orientation, export market orientation and 
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business network orientation on SME export performance, however, many areas are still 
needed to further be explored in the future.  
In this current study, the relationship between EO, EMO, BNO and SME export performance has 
been explored. Previous literature has shown that EO, EMO and BNO have a positive 
relationship with SME export performance (Abiodun & Mahmood, 2015; Ajayi, 2016; Jin & Jung, 
2016). Some of the researchers, represented the insignificant relationship between EO, EMO, 
BNO and SME export performance (Feder, 2015; Godwin Ahimbisibwe and Abaho (2013); 
Papastamatelou et al., 2016). Therefore, need to further investigate the relationship between 
EO, EMO, BNO and SME export performance, especially in context of Pakistan, there are very 
limited studies to be done. 
Moreover, proposed framework has several critical contributions regarding SME export 
performance. If the proposed framework is validated, the finding of research will provide 
important information to owners/managers into the significant role of the EO, EMO and BNO in 
improving the SME export performance. Secondly, the finding of proposed framework will also 
contribute to country GDP and employment and especially reduce the trade deficit of the 
country. For example, owners/managers can apply this proposed framework, finding to 
improve the SME export performance, which will be increased the country exports, foreign 
exchange, and reduced the trade balance, which is a burden for the country’s economy.   
Future studies should look this proposed framework in empirically, especially in the context of 
Pakistan.    
 
REFERENCES 
Abiodun, T. S., & Mahmood, R. (2015). Fostering Export Performance in SMEs: The Roles of 

Export Market Orientation and Learning Orientation in Turbulent Environment. 
International Journal of Economic Perspectives, 9(2), 28.  

Abiodun, T. S., & Rosli, M. (2014). The mediating effect of reconfiguring capabilities on the 
relationship between entrepreneurial orientation and export performance of small and 
medium enterprises. European Journal of Business and Management, 6(34), 345-357.  

Advani, A. (1997). Industrial Clusters: A support system for small and medium sized enterprises 
the private sector delopment. World Bank Occasional paper, Washington, Wordl Bank 
(32).  

Ahuja, G. (2000). The duality of collaboration: Inducements and opportunities in the formation 
of interfirm linkages. Strategic management journal, 21(3), 317-343.  

Ajayi, B. (2016). The Impact of Entrepreneurial Orientation and Networking Capabilities on the 
Export Performance of Nigerian Agricultural SMEs. Journal of Entrepreneurship and 
Innovation in Emerging Economies, 2393957515619720.  

Akingunola, R. O. (2011). Small and medium scale enterprises and economic growth in Nigeria: 
An assessment of financing options. Pakistan Journal of Business and Economic Review, 
2(1).  

Altinay, L., Madanoglu, M., De Vita, G., Arasli, H., & Ekinci, Y. (2016). The Interface between 
Organizational Learning Capability, Entrepreneurial Orientation, and SME Growth. 
Journal of Small Business Management, 54(3), 871-891.  



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

241 
www.hrmars.com 
 
 

Amin, M., Thurasamy, R., Aldakhil, A. M., & Kaswuri, A. H. B. (2016). The effect of market 
orientation as a mediating variable in the relationship between entrepreneurial 
orientation and SMEs performance. Nankai Business Review International, 7(1), 39-59.  

Anderson, & Eshima, Y. (2013). The influence of firm age and intangible resources on the 
relationship between entrepreneurial orientation and firm growth among Japanese 
SMEs. Journal of business venturing, 28(3), 413-429.  

Asad, M., Sharif, M., Mohd, N., & Alekam, J. M. E. (2016). MODERATING EFFECT OF 
ENTREPRENEURIAL NETWORKING ON THE RELATIONSHIP BETWEEN ENTREPRENEURIAL 
ORIENTATION AND PERFORMANCE OF MICRO AND SMALL ENTERPRISES. Science 
International, 28(2).  

Axelsson, B., & Easton, G. (2016). Industrial networks: a new view of reality: Routledge. 
Babakus, E., Yavas, U., & Haahti, A. (2006). Perceived uncertainty, networking and export 

performance: A study of Nordic SMEs. European Business Review, 18(1), 4-13.  
Baldwin, J. R., & Gu, W. (2003). Export‐market participation and productivity performance in 

Canadian manufacturing. Canadian Journal of Economics/Revue canadienne 
d'économique, 36(3), 634-657.  

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 
management, 17(1), 99-120.  

Beleska-Spasova, E. (2014). Determinants and measures of export performance–comprehensive 
literature review. Journal of Contemporary Economic and Business Issues, 1(1), 63-74.  

Beleska-Spasova, E., Glaister, K. W., & Stride, C. (2012). Resource determinants of strategy and 
performance: The case of British exporters. Journal of world business, 47(4), 635-647.  

Boso, N., Oghazi, P., Cadogan, J. W., & Story, V. M. (2016). ENTREPRENEURIAL AND MARKET-
ORIENTED ACTIVITIES, FINANCIAL CAPITAL, ENVIRONMENT TURBULENCE, AND EXPORT 
PERFORMANCE IN AN EMERGING ECONOMY. Journal of Small Business Strategy, 26(1), 
1.  

Brouthers, K. D., Nakos, G., & Dimitratos, P. (2015). SME entrepreneurial orientation, 
international performance, and the moderating role of strategic alliances. 
Entrepreneurship theory and practice, 39(5), 1161-1187.  

Cadogan, J. W., Boso, N., Story, V. M., & Adeola, O. (2016). Export strategic orientation–
performance relationship: Examination of its enabling and disenabling boundary 
conditions. Journal of Business Research.  

Cadogan, J. W., Diamantopoulos, A., & Mortanges, D. (1999). A measure of export market 
orientation: Scale development and cross-cultural validation. Journal of International 
Business Studies, 30(4), 689-707.  

Cadogan, J. W., Paul, N. J., Salminen, R. T., Puumalainen, K., & Sundqvist, S. (2001). Key 
antecedents to “export” market-oriented behaviors: a cross-national empirical 
examination. International Journal of Research in Marketing, 18(3), 261-282.  

Carneiro, J., Rocha, A. d., & Silva, J. F. d. (2011). Determinants of export performance: a study of 
large Brazilian manufacturing firms. BAR-Brazilian Administration Review, 8(2), 107-132.  

Cavusgil, S. T., & Zou, S. (1994). Marketing strategy-performance relationship: an investigation 
of the empirical link in export market ventures. The Journal of Marketing, 1-21.  



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

242 
www.hrmars.com 
 
 

Celec, R., Globocnik, D., & Kruse, P. (2014). Resources, capabilities, export performance and the 
moderating role of entrepreneurial orientation in the context of SMEs. European Journal 
of International Management, 8(4), 440-464.  

Chang, Y.-S., & Fang, S.-R. (2015). Enhancing Export Performance for Business Markets: Effects 
of Interorganizational Relationships on Export Market Orientation (EMO). Journal of 
Business-to-Business Marketing, 22(3), 211-228.  

Chen, J., Chen, J., Sousa, C. M., Sousa, C. M., He, X., & He, X. (2016). The determinants of export 
performance: a review of the literature 2006-2014. International Marketing Review, 
33(5), 626-670.  

Coviello, N. E., Ghauri, P. N., & Martin, K. A. (1998). International competitiveness: empirical 
findings from SME service firms. Journal of international Marketing, 8-27.  

Coviello, N. E., & McAuley, A. (1999). Internationalisation and the smaller firm: a review of 
contemporary empirical research. MIR: management international review, 223-256.  

Covin, J. G., & Slevin, D. P. (1989). Strategic management of small firms in hostile and benign 
environments. Strategic management journal, 10(1), 75-87.  

Dadfar, H., Dahlgaard, J. J., Afazeli, S., & Brege, S. (2015). Quality, export and domestic market 
performance: the case of pharmaceutical firms in Iran. Total Quality Management & 
Business Excellence, 26(9-10), 938-957.  

Davari, M., Walley, T., & Haycox, A. (2011). Pharmaceutical policy and market in Iran: past 
experiences and future challenges. Journal of Pharmaceutical Health Services Research, 
2(1), 47-52.  

Davis. (2007). Firm-level entrepreneurship and performance: An examination and extension of 
relationships and measurements of the entrepreneurial orientation construct: ProQuest. 

Davis, Morris, M., & Allen, J. (1991). Perceived environmental turbulence and its effect on 
selected entrepreneurship, marketing, and organizational characteristics in industrial 
firms. Journal of the Academy of Marketing Science, 19(1), 43-51.  

Demirbag, M., Lenny Koh, S., Tatoglu, E., & Zaim, S. (2006). TQM and market orientation's 
impact on SMEs' performance. Industrial Management & Data Systems, 106(8), 1206-
1228.  

Dueñas-Caparas, M. T. S. (2007). Firm-Level determinants of export performance: evidence 
from the philippines. Philippine journal of development, 34(1), 87.  

Eggers, F., Kraus, S., Hughes, M., Laraway, S., & Snycerski, S. (2013). Implications of customer 
and entrepreneurial orientations for SME growth. Management Decision, 51(3), 524-
546.  

Feder, E.-S. (2015). International market, entrepreneurial and learning orientations as drivers of 
firm performance. Studia Universitatis Babes-Bolyai, 60(1), 3.  

Felzensztein, C., Ciravegna, L., Robson, P., & Amorós, J. E. (2015). Networks, entrepreneurial 
orientation, and internationalization scope: evidence from Chilean small and medium 
enterprises. Journal of Small Business Management, 53(S1), 145-160.  

Fernández-Mesa, A., & Alegre, J. (2015). Entrepreneurial orientation and export intensity: 
Examining the interplay of organizational learning and innovation. International Business 
Review, 24(1), 148-156.  



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

243 
www.hrmars.com 
 
 

Fletcher, M., & Harris, S. (2012). Knowledge acquisition for the internationalization of the 
smaller firm: Content and sources. International Business Review, 21(4), 631-647.  

GALLUP. (2004). CYBER LETTER ON SME IN PAKISTAN-2004. 
Ginting, G. (2015). NETWORK RESOURCES AS A KEY DETERMINANT OF SMALL MEDIUM 

ENTERPRISES/SMES EXPORT PERFORMANCE (CASE: CREATIVE INDUSTRY IN INDONESIA). 
International Journal of Applied Business and Economic Research, 15(7), 4867-4886.  

Godwin Ahimbisibwe, M., & Abaho, E. (2013). Export entrepreneurial orientation and export 
performance of SMEs in Uganda. Global Advanced Research Journal of Management 
and Business Studies, 2(1), 056-062.  

Huggins, R. (2010). Forms of Network Resource: Knowledge Access and the Role of Inter‐Firm 
Networks. International Journal of Management Reviews, 12(3), 335-352.  

Hurley, R. F., & Hult, G. T. M. (1998). Innovation, market orientation, and organizational 
learning: an integration and empirical examination. The Journal of Marketing, 42-54.  

Hussain, J., Rahman, W., & Shah, F. A. (2016). Market Orientation and Performance: The 
Interaction Effect of Entrepreneurial Orientation. Pakistan Journal of Commerce and 
Social Sciences, 10(2), 388-403.  

Hutchinson, K., Quinn, B., & Alexander, N. (2006). SME retailer internationalisation: case study 
evidence from British retailers. International Marketing Review, 23(1), 25-53.  

Jabri, P. (2016). ICCI LAUDS SBP’S PLAN TO PROVIDE RS400BN LOANS TO SMES. Retrieved from 
http://www.brecorder.com/pakistan/business-a-economy/315626-icci-lauds-sbps-plan-
to-provide-rs400bn-loans-to-smes.html 

Jalali, S. H. (2012). Environmental determinants, entrepreneurial orientation and export 
performance: Empirical evidence from Iran. Serbian Journal of Management, 7(2), 245-
255.  

Jasra, J. M., Hunjra, A. I., Rehman, A. U., Azam, R. I., & Khan, M. A. (2011). Determinants of 
business success of small and medium enterprises. International Journal of Business and 
Social Science, 2(20).  

Javalgi, R. R. G., & Todd, P. R. (2011). Entrepreneurial orientation, management commitment, 
and human capital: The internationalization of SMEs in India. Journal of Business 
Research, 64(9), 1004-1010.  

Jin, B., & Jung, S. (2016). Toward a deeper understanding of the roles of personal and business 
networks and market knowledge in SMEs’ international performance. Journal of Small 
Business and Enterprise Development, 23(3), 812-830.  

Johanson, J., & Vahlne, J.-E. (2009). The Uppsala internationalization process model revisited: 
From liability of foreignness to liability of outsidership. Journal of International Business 
Studies, 40(9), 1411-1431.  

Katsikeas, C. S., Leonidou, L. C., & Morgan, N. A. (2000). Firm-level export performance 
assessment: review, evaluation, and development. Journal of the Academy of Marketing 
Science, 28(4), 493-511.  

Kayabasi, A., Kayabasi, A., Mtetwa, T., & Mtetwa, T. (2016). Impact of marketing effectiveness 
and capabilities, and export market orientation on export performance: Evidence from 
Turkey. European Business Review, 28(5), 532-559.  

http://www.brecorder.com/pakistan/business-a-economy/315626-icci-lauds-sbps-plan-to-provide-rs400bn-loans-to-smes.html
http://www.brecorder.com/pakistan/business-a-economy/315626-icci-lauds-sbps-plan-to-provide-rs400bn-loans-to-smes.html


  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

244 
www.hrmars.com 
 
 

Kenny, B., & Fahy, J. (2011a). Network resources and international performance of high tech 
SMEs. Journal of Small Business and Enterprise Development, 18(3), 529-555.  

Kenny, B., & Fahy, J. (2011b). SMEs' Networking Capability and International Performance. 
Advances in Business Marketing and Purchasing, 17, 199-376.  

Khaskheli, A., & Jun, Y. (2016). A Review on the Importance of E-Commerce for SMEs in 
Pakistan. Journal on Innovation and Sustainability. RISUS ISSN 2179-3565, 7(1).  

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: the construct, research propositions, 
and managerial implications. The Journal of Marketing, 1-18.  

Kohli, A. K., Jaworski, B. J., & Kumar, A. (1993). MARKOR: a measure of market orientation. 
Journal of Marketing research, 467-477.  

Kusumawardhani, A., McCarthy, G., & Perera, N. (2009). Framework of entrepreneurial 
orientation and networking: a study of SMEs performance in a developing country.  

La, V. Q., Patterson, P. G., & Styles, C. W. (2005). Determinants of export performance across 
service types: a conceptual model. Journal of Services Marketing, 19(6), 379-391.  

Lages, L. F. (2000). A conceptual framework of the determinants of export performance: 
reorganizing key variables and shifting contingencies in export marketing. Journal of 
Global Marketing, 13(3), 29-51.  

Laukkanen, T., Nagy, G., Hirvonen, S., Reijonen, H., & Pasanen, M. (2013). The effect of strategic 
orientations on business performance in SMEs: A multigroup analysis comparing 
Hungary and Finland. International Marketing Review, 30(6), 510-535.  

Li, J. J., & Zhou, K. Z. (2010). How foreign firms achieve competitive advantage in the Chinese 
emerging economy: Managerial ties and market orientation. Journal of Business 
Research, 63(8), 856-862.  

Lin, Huang, K.-F., & Peng, Y.-P. (2014). Impact of export market orientation on export 
performance: A relational perspective. Baltic Journal of Management, 9(4), 403-425.  

Lin, & Lin, Y.-H. (2016). The effect of network relationship on the performance of SMEs. Journal 
of Business Research, 69(5), 1780-1784.  

Linh, P. T., Quynh, H. T. T., & Chi, T. T. K. (2016). The Relationship between Innovation 
Capabilities and Efficiency of Foreign Invested Enterprises in Vietnam. VNU Journal of 
Science: Policy and Management Studies, 32(2).  

Loane, S., & Bell, J. (2006). Rapid internationalisation among entrepreneurial firms in Australia, 
Canada, Ireland and New Zealand: An extension to the network approach. International 
Marketing Review, 23(5), 467-485.  

Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the entrepreneurial orientation construct and 
linking it to performance. Academy of management Review, 21(1), 135-172.  

Mahmud, M., Ahmed, H., Hamid, N., & Rahim, T.-U. (2010). A Strategy for Reversing Pakistan's 
Dismal Export Performance. CREB Policy Paper(01-10).  

Maina, J. N., Marwa, S. M., Waiguchu, M., & Riro, G. (2016). NETWORK DIMENSIONS AND FIRM 
PERFORMANCE AMONG MANUFACTURING SMES: EVIDENCE FROM KENYA. 
International Journal of Economics, Commerce and Management, 4(3).  



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

245 
www.hrmars.com 
 
 

Manolova, T. S., Manev, I. M., & Gyoshev, B. S. (2010). In good company: The role of personal 
and inter-firm networks for new-venture internationalization in a transition economy. 
Journal of world business, 45(3), 257-265.  

Maurel, C. (2009). Determinants of export performance in French wine SMEs. International 
Journal of Wine Business Research, 21(2), 118-142.  

Measson, N., & Campbell-Hunt, C. (2015). How SMEs use trade shows to enter global value 
chains. Journal of Small Business and Enterprise Development, 22(1), 99-126.  

Mu, J., & Di Benedetto, C. A. (2011). Strategic orientations and new product commercialization: 
mediator, moderator, and interplay. R&D Management, 41(4), 337-359.  

Mu, J., Thomas, E., Peng, G., & Di Benedetto, A. (2016). Strategic orientation and new product 
development performance: The role of networking capability and networking ability. 
Industrial Marketing Management.  

Mutlu, H. M., & Aksoy, H. (2014). Strategic Orientations, Firm Capabilities, and Export 
Performance: An Empirical Analysis in Turkey. International Journal of Economic 
Practices and Theories, 4(2), 214-221.  

Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business profitability. 
The Journal of Marketing, 20-35.  

Naudé, W., & Rossouw, S. (2010). Early international entrepreneurship in China: Extent and 
determinants. Journal of International Entrepreneurship, 8(1), 87-111.  

Navarro, A., Acedo, F. J., Losada, F., & Ruzo, E. (2011). Integrated model of export activity: 
Analysis of heterogeneity in managers' orientations and perceptions on strategic 
marketing management in foreign markets. Journal of Marketing Theory and Practice, 
19(2), 187-204.  

Navarro, A., Losada, F., Ruzo, E., & Díez, J. A. (2010). Implications of perceived competitive 
advantages, adaptation of marketing tactics and export commitment on export 
performance. Journal of world business, 45(1), 49-58.  

Nazar, M. S., & Shaikh, F. M. (2011). Determinants of Export Performance of Small and Medium 
Enterprises. Journal of Business Strategies, 5(1), 21.  

North, K., & Varvakis, G. (2016). Introduction: What Is a “Dynamic SME” Competitive Strategies 
for Small and Medium Enterprises (pp. 1-17): Springer. 

Nuseir, M. T. (2016). Analyzing the Influence of International Entrepreneurship on the SMEs 
Exporting Performance Using Structural Equation Model: An Empirical Study in Jordan. 
International Journal of Business and Management, 11(2), 153.  

Nyuur, R. B.-b.-i., Brečić, R., & Simintiras, A. (2016). The Moderating Effect of Perceived 
Effectiveness of SMEs' Marketing Function on the Network Ties—Strategic Adaptiveness 
Relationship. Journal of Small Business Management, 54(4), 1080-1098.  

OECD. (2014). Economic Outlook for Southeast Asia, China and India 2014: Beyond the Middle-
Income Trap. 

Osman, M. H. M., Ahmad, F. S., Rashid, M. A., & Hussain, G. (2011). Assimilating entrepreneurial 
orientation and market orientation dimensions in the context of women-owned small 
and medium sized businesses. African Journal of Business Management, 5(14), 5974.  



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

246 
www.hrmars.com 
 
 

Ou-Yang, H.-Y., Chaisingharn, N., & Nguyen, T. H. (2016). The impacts of entrepreneurship on 
export orientation and internationalisation: the moderating effects of family ownership 
and involvement. International Journal of Innovation and Learning, 19(1), 1-24.  

Papastamatelou, J., Busch, R., Ötken, B., Okan, E. Y., & Gassemi, K. (2016). Effects of Network 
Capabilities on Firm Performance across Cultures. International Journal of Management 
and Economics, 49(1), 79-105.  

Pascucci, F., Bartoloni, S., & Gregori, G. L. (2016). Export market orientation and international 
performance in the context of SMEs. Journal of Small Business & Entrepreneurship, 1-15.  

Patrice Muller, C. C., Viktoriya Peycheva, Dimitri Gagliardi, Chiara Marzocchi, Ronald, & Cox, R. 
a. D. (2015). European Comission: Annual Report on European SMEs 2014/2015. Berlin, 
Germany: The University of Manchester, Manchester Institute of Innovation Research 

London Economics. 
Premaratne, S. P. (2001). Networks, resources, and small business growth: The experience in Sri 

Lanka. Journal of Small Business Management, 39(4), 363.  
Raju, D., & Rajan, A. T. (2015). SME Firm Performance and Access to Export Markets: The Role 

of Institutional Credit [dagger]. South Asian Journal of Management, 22(2), 99.  
Rauch, A., Wiklund, J., Lumpkin, G. T., & Frese, M. (2009). Entrepreneurial orientation and 

business performance: An assessment of past research and suggestions for the future. 
Entrepreneurship theory and practice, 33(3), 761-787.  

Rehman, N. U. (2016). Network alliances and firms’ performance: a panel data analysis of 
Pakistani SMEs. Eurasian Business Review, 6(1), 37-52.  

Reijonen, H., Hirvonen, S., Nagy, G., Laukkanen, T., & Gabrielsson, M. (2015). The impact of 
entrepreneurial orientation on B2B branding and business growth in emerging markets. 
Industrial Marketing Management, 51, 35-46.  

Saeed, S., Yousafzai, S. Y., & Engelen, A. (2014). On cultural and macroeconomic contingencies 
of the entrepreneurial orientation–performance relationship. Entrepreneurship theory 
and practice, 38(2), 255-290.  

Samson, A. T., & Mahmood, R. (2015). The impact of entrepreneurial orientation, reconfiguring 
capability and moderation of environmental turbulence on export performance of SMEs 
in nigeria. Journal of Economics and Behavioral Studies, 7(3), 76.  

Serrano, R., Acero, I., & Fernandez-Olmos, M. (2016). Networks and export performance of agri-
food firms: New evidence linking micro and macro determinants. Agric. Econ. – Czech, 
62(10), 459–470.  

Shahin Firoozmand, P. H., Euijin Jung, and Kati Suominen. (2015). State of SME Finance in the 
United States in 2015. 

Shaw, E. (2006). Small firm networking an insight into contents and motivating factors. 
International small business journal, 24(1), 5-29.  

Shigehiro Shinozaki, T. C., Shreyans Jain, Konstantin Dorofev, Connie T. Delos Santos, Junray 
Bautista, . (2014). Asian Development Bank: Asia SME finance monitor 2014. Manila, 
Philippines. 



  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

247 
www.hrmars.com 
 
 

Shneor, J. I. J., Tiia Vissak, R., Torkkeli, L., Kuivalainen, O., Saarenketo, S., & Puumalainen, K. 
(2016). Network competence in Finnish SMEs: implications for growth. Baltic Journal of 
Management, 11(2), 207-230.  

Singh, H., & Mahmood, R. (2013). Determining the effect of export market orientation on 
export performance of small and medium enterprises in Malaysia: An exploratory study. 
Advances in Management and Applied Economics, 3(6), 223.  

Soomro, R. H., & Aziz, F. (2015). Analysis of characteristics of Small and Medium enterprises of 
apparel sector in Pakistan. International Journal of Management, IT and Engineering, 
5(1), 72.  

Sousa, C. M. (2004). Export performance measurement: an evaluation of the empirical research 
in the literature. Academy of marketing science review, 2004, 1.  

Styles, C. (1998). Export performance measures in Australia and the United Kingdom. Journal of 
international Marketing, 12-36.  

Styles, C., Gray, s., Kropp, F., Lindsay, N. J., & Shoham, A. (2006). Entrepreneurial, market, and 
learning orientations and international entrepreneurial business venture performance in 
South African firms. International Marketing Review, 23(5), 504-523.  

Thaver, Z., & Alamgir, M. (2014). Progress analysis: SMEs vital to long-term sustainable growth, 
The Express TRIBUNE. Retrieved from http://tribune.com.pk/story/750956/progress-
analysis-smes-vital-to-long-term-sustainable-growth-says-thaver/ 

Thornton, S. C., Henneberg, S. C., & Naudé, P. (2014). Conceptualizing and validating 
organizational networking as a second-order formative construct. Industrial Marketing 
Management, 43(6), 951-966.  

Thornton, S. C., Henneberg, S. C., & Naudé, P. (2015). An empirical investigation of network-
oriented behaviors in business-to-business markets. Industrial Marketing Management, 
49, 167-180.  

Torkkeli, L., Puumalainen, K., Saarenketo, S., & Kuivalainen, O. (2012). The effect of network 
competence and environmental hostility on the internationalization of SMEs. Journal of 
International Entrepreneurship, 10(1), 25-49.  

Torrens, E. W., Amal, M., & Tontini, G. (2014). Determinants of Export Performance of Small 
and Medium-sized Manufacturing Brazilian Enterprises from the Perspective of 
Resource-based View and Uppsala Model. Revista Brasileira de Gestão de Negócios, 
16(53), 511.  

Yan, H., He, X., & Cheng, B. (2016). Managerial ties, market orientation, and export 
performance: Chinese firms experience. Management and organization review.  

Yoshino, N., & Wignaraja, G. (2015). SMEs Internationalization and 
Finance in Asia. Tokyo: Asian Development Bank Institute. 
Zahra, S. A., & Covin, J. G. (1995). Contextual influences on the corporate entrepreneurship-

performance relationship: A longitudinal analysis. Journal of business venturing, 10(1), 
43-58.  

Zhao, H., & Hsu, C.-C. (2007). Social ties and foreign market entry: An empirical inquiry. 
Management International Review, 47(6), 815-844.  

http://tribune.com.pk/story/750956/progress-analysis-smes-vital-to-long-term-sustainable-growth-says-thaver/
http://tribune.com.pk/story/750956/progress-analysis-smes-vital-to-long-term-sustainable-growth-says-thaver/


  International Journal of Academic Research in Business and Social Sciences 
        2017, Vol. 7, No. 10 

ISSN: 2222-6990 

 
 

248 
www.hrmars.com 
 
 

Zou, S., & Stan, S. (1998). The determinants of export performance: a review of the empirical 
literature between 1987 and 1997. International Marketing Review, 15(5), 333-356.  

Zou, S., Taylor, C. R., & Osland, G. E. (1998). The EXPERF scale: a cross-national generalized 
export performance measure. Journal of international Marketing, 37-58.  

 
 


