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Small and medium enterprises (SMEs) are often considered as one of the key drivers for sustainable development (i.e., economic,
social, and environmental) in both developed and developing countries. In this vein, the success of SMEs remains a critical issue in
current challenging times; therefore, this study aims to develop a comprehensive research framework explaining orientation-
performance relationship in small business and entrepreneurship context. This study employed the selective-intensive methodology
to review the pertinent literature in multiple streams of studies in order to develop a conceptual model. Extant review of the literature
highlighted two fundamental strategic orientation dimensions (i.e., entrepreneurial orientation and market orientation) in an
orientation-performance relationship. This study underlines the role of sustainability orientation for SMEs superior performance and

underpins an integrative framework.
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INTRODUCTION

Small and medium enterprises (SMEs) play a central role in
economic, social, and environmental development in both
developed and developing countries (Higgs & Hill, 2019;
Klewitz & Hansen, 2014). In contrast to the larger companies,
this category of business dominates the business arena
worldwide (e.g., Prashar, 2019). For example, SMEs represent
99% of all businesses in Europe (European Commission, 2019),
and 98% of all businesses in Asia providing every two out of
three private jobs (Yoshino, 2016). Various studies have
reported that SMEs constitute more than 90 percent of the
business worldwide, accounting for more than half of the total
employment (e.g., World Bank Group, 2019; Kaminskaite,
2017). Because of this dominance, SMEs’ success has a huge
connotation for the global economy, hence, this issue remains a
constant and ongoing subject of research (Jansson, Nilsson,
Modig, & Hed Vall, 2017; Yoshino et al., 2016).

In order to ensure survival and competitiveness, SMEs need to
focus on the principles, processes, and practices, that guide firm
activities to achieve superior performance (Kersten, Harms,
Liket, & Maas, 2017; Tutar, Nart, & Bingol, 2015; Khalil, 2019).
Against this background, scholars have devoted much attention
to exploring the effectiveness of existing business practices of
SMEs and suggested improvements for reducing their
dependency upon governmental support (Irwin et al., 2018).
Accordingly, firms are striving to seek and adapt new pathways
within their strategic management in order to survive in a highly
dynamic and competitive business environment (Beliaeva,
Shirokova, Wales, & Gafforova, 2018). To this end, the concept
of strategic orientation got prominence in the research fields of
strategic management, marketing, and entrepreneurship; thus,
highlighting the significance of strategic orientation for a firm’s
effectiveness.

Strategic orientation provides directions, and guidelines to a
firm related to their actions, strategies, and decisions to achieve

superior performance (Hakala, 2011). Scholars have
predominantly studied the role of strategic orientation linking it
with the positive organizational outcomes (e.g., Irwin et al.,
2018; M’zungu, Merrilees, & Miller, 2017). Moreover, several
of the strategic orientation types have been examined in
scholarly works, for example, entrepreneurial orientation (EO),
market orientation (MO), technology orientation (TO), learning
orientation (LO), and customer orientation (CO). For the most
part, strategic orientation is generally considered as an umbrella
term that covers multiple constructs (e.g., EO, MO, etc). In this
vein, two types of strategic orientation — entrepreneurial
orientation (Lumpkin & Dess, 1996; Covin & Slevin, 1989) and
market orientation (Jaworski & Kohli, 1996; Narver & Slater,
1990) — have received immense scholarly attention in
orientation-performance relationship studies.

Despite scholarly advances in orientation-performance
relationship research, there is a dearth of research in several
ways. For instance, the research frameworks in existing studies
have mainly considered one or two dimensions of strategic
orientation (e.g., Brouthers et al.,, 2015; Kumar, Jones,
Venkatesan, & Leone, 2011), however, studies that examine the
effects of multiple dimensions of strategic orientation are lacking
(Kumar et al., 2011). Furthermore, existing studies have
predominantly investigated a direct and/or a linear relationship
of strategic orientation on organizational outcomes Although
recent studies have argued about the complex nature of the
orientation-performance relationship (Hakala, 2011; Baker &
Sinkula, 2009), however, there is limited understanding on how
mediating and moderating factors influences such relationships.

Therefore, the main goal of this study is to review the pertinent
strategic orientation literature in order to develop a research
framework that explains SMES’ orientation-performance
relationship in a more comprehensive and holistic manner.
Moreover, this study highlights some important mediating and
moderating variables to be considered in an orientation-
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performance relationship in order to present a clearer and more
holistic picture. Such as, this study considers SMEs innovation
success and sustainable competitive advantage to intervene in
the direct relationship between strategic orientation (i.e., market
orientation, and entrepreneurial orientation) and firm
performance. Moreover, this study underlines the significance
and crucial role of sustainability orientation for SMEs superior
performance and underpins an integrative framework.
THEORETICAL FRAMEWORK

This section develops the theoretical basis and arguments to
develop an integrative orientation-performance framework. We
discuss the review of the literature through the theoretical lenses
of the resource-based view, dynamic capability perspective, and
strategic orientation. And In the next section, the proposed
integrative framework of this study is presented after discussing
theoretical argumentations.

The resource-based view (RBV) is one of the most important
theories for examining resource strategy relationships. The RBV
underlines the significance of internal resources (tangible or
intangible) of a firm as the crucial elements of sustainable
competitive advantage and better performance (Newbert, 2008;
Black & Boal, 1994). However, these resources must be properly
managed and organized, such that resources should be “valuable,
rare, inimitable, and non-substitutable” in order to achieve a
sustainable competitive advantage (Barney, 1991).

The concept of capabilities derived from further research in
RBYV refers to the enterprise's skills to organize its resources
(Constance et al., 2003). Resources are the available stock of
tangible or intangible assets possessed by the firm (Teece,
Pisano, & Shuen Amy, 1997), whereas capabilities represent the
firm’s ability to deploy resources for certain desired goals
(Constance et al., 2003). Drawing from this theoretical
assumption, strategic orientations are generally considered as
firm resources and capabilities which play an essential role in
order to acquire a competitive advantage (Fainshmidt, Wenger,
Pezeshkan, & Mallon, 2019) and superior firm performance
(Beliaeva et al., 2018; Kantur, 2016., Khan, 2019).

Strategic Orientation

Strategic orientations are the principles and guidelines that
influence firm activities (Hakala, 2011), and reflects a firm’s
philosophy in order to create certain behaviors that generate
superior performance (Narver & Slater, 1990). Previous
researchers have approached the concept of strategic orientation
through different lenses, for instance, it has been considered as
an organizational resource (Barney, 1991), a dynamic capability
(Constance et al., 2003), or as an element of organizational
culture (Noble, Sinha, & Kumar, 2002), however, despite
different perspectives through which authors have approached
this concept it is often highlighted as a crucial determinant for
SMEs success. According to Gatignon and Xuereb (1997),
strategic orientations are the principles and guidelines that
provide directions to firm activities for superior performance
outcomes. However, several of the strategic orientation types
have been identified and studied in scholarly works, but in
general, strategic orientation is considered as an umbrella term
that covers multiple constructs.

Entrepreneurial orientation (EO) is generally considered a key
driver of superior firm performance. EO reflects the ability of a
firm to seek out and exploit new opportunities (Zahra, 2008).
Lumpkin & Dess, (1996) referred EO to the processes, practices,
and decision-making activities towards the new entry. Most of
the scholarly works mainly conceptualize EO from these five
dimensions, such as “innovativeness, risk-taking, proactiveness,
competitive aggressiveness, and autonomy” (Lumpkin & Dess,
1996a; Covin & Slevin, 1989b; Miller & Friesen, 1983).
Entrepreneurial orientation (EO) concept is extensively studied
and reported to have the significant positive relationships with
innovation (e.g., Asemokha, Musona, Torkkeli, & Saarenketo,
2019; Zhai et al., 2018; Alegre & Chiva, 2013), sustainable
competitive advantage (e.g., Pratono, Darmasetiawan, Yudiarso,
& Jeong, 2019; de Guimaraes, Severo, & de Vasconcelos, 2018)
and SMEs performance (e.g., Karami & Tang, 2019; Tang, Tang,
& Cowden, 2017; Semrau, Ambos, & Sascha Kraus, 2016).

In today’s intensively competitive and dynamic business
environment, market orientation (MO) is crucial for identifying
and satisfying the needs and wants of customers in the pursuit of
superior long term performance (e.g., Narver & Slater, 2012;
Slater & Narver, 1994; Jaworski & Kohli, 1993). MO generally
reflects the degree to which a firm strategically and operationally
prepared to respond to changing market demands. Among many
conceptualization and perspectives, two approaches of MO - as
organizational culture (Narver & Slater, 1990), and as the
implementation of the marketing concept (Kohli & Jaworski,
1990) - got prominence and considerable attention in the
literature. Narver and Slater, (1990) conceptualized MO in
cultural dimensions i.e., “customer orientation, competitor
orientation, inter-functional coordination, and a long-term profit
focus”. Kohli & Jaworski (1990), conceptualized MO as
“intelligence generation, intelligence dissemination, and
responsiveness”. In terms of its nature, structure, and outcomes,
MO is a well-established construct in business management
literature that has been extensively studied in strategic
orientation research. The existing literature suggests the effects
of MO on innovation (e.g., Ozkaya et al., 2015; Boso, Cadogan,
et al., 2013), sustainable competitive advantage (e.g., Pratono et
al., 2019; de Guimard&es et al., 2018) and SME performance (e.g.,
Presutti & Odorici, 2018; Baker & Sinkula, 2009).

There is the vast majority of empirical evidence available in
the existing literature on reporting the influences of strategic
orientation (e.g.,, MO, and EO) on desired organizational
outcomes (e.g., Shou et al., 2019; McKenny et al., 2018;
Brouthers, Nakos, & Dimitratos, 2015). We argue that SMEs can
yield superior performance benefits by satisfying the needs and
wants of their market (MO) through continuously looking for
new ideas and opportunities to improve their products and
services (EO).

An Integrative Framework of Strategic Orientation and
SMEs Performance

The previous section briefly discussed the reviewed literature
on strategic orientation indicating that how a firm’s strategic
orientation is crucial and plays a central role in the strategic
management process to facilitate superior desired outcomes.
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However, in order to stay effective and competitive, a firm must
be able to perform better than its competitors. To this end,
competitive advantage is reflected through the ability of a firm
to outperform others in the business by providing satisfying the
market need more effectively and efficiently (Peteraf, 1993). In
this vein, a firm achieved a sustainable competitive advantage
when competitors are incapable of duplicating or imitating the
firm’s resources (Kumar, Jones, Venkatesan, & Leone, 2011D).
Therefore, firms must continuously look for new ideas,
opportunities, and strategies in order to outperform other firms
in the industry and continuously strive to innovate (Popadiuk &
Choo, 2006).

Innovation is generally approached in two distinctive
perspectives in the literature (Hult, Hurley, & Knight, 2004). For
instance, innovation is considered as a process - the openness of
a firm to new ideas (Verhees, Meulenberg, & Pennings, 2004),
and as an output - the outcome of the process or the innovation
success (Baker & Sinkula, 2009a). It has been argued that
innovation success leads a firm to acquire a sustainable
competitive advantage (Tinoco, 2010; Madhavan and
Grover,1998). Moreover, there is ample literature suggesting
that strategic orientations (i.e., entrepreneurial, and market) as
firm resources and capabilities to promote innovation (Tutar,
Nart, & Bing6l, 2015), acquire a competitive advantage (e.g.,
Fainshmidt et al., 2019) that in turn lead towards achieving
superior firm performance (e.g., Kantur, 2016).

Different scholars have highlighted the significance of the
strategic orientation on attaining organizational goals from a
macro and micro perspective (e.g., Fainshmidt, Wenger,
Pezeshkan, & Mallon, 2019; McKenny, Short, Ketchen, Payne,
& Moss, 2018; Gatignon & Xuereb, 1997). On the other hand,
the lack of focus on sustainability at a strategic level is one major
reason for limited progress towards sustainable development
(Baumgartner & Rauter, 2017; Engert, Rauter, & Baumgartner,
2016). Despite SMEs dominance in all sectors and their crucial
role in the economy, previous studies have barely developed
investigations in this regard. However, more recently, there is a
paradigm shift in the firm’s strategic management as
governments, policymakers, scholars, and civil society has
suggested that businesses should align the social and
environmental concerns in their strategic decisions. In this
regard, the firm’s responsible orientation towards social and
environmental aspects of sustainable development is often
highlighted as sustainability orientation (SO) in the literature
(Kuckertz & Wagner, 2010; Tata & Prasad, 2015). Sustainability
orientation (SO) refers to the extent of a firm’s internal
commitment to integrating societal and environmental
considerations in decision making (Shou et al., 2019).

A sustainability-oriented SMEs strive to align the social and
environmental demands of stakeholders in their strategy
management along with their economic goals. Drawing on
previous literature and theoretical justifications, we argue that
SMEs can take an innovative stance (Tutar, Nart, & Bingdl,
2015) deploying entrepreneurial and market orientations, thus,
they perform better than others in the industry and attain a
sustainable competitive advantage (e.g., Fainshmidt et al., 2019).

Moreover, the sustainability orientation (SO) of SMEs plays a
boundary condition role in this relationship, such that, SO will
enhance the positive effects of strategic orientation on
innovation success and sustainable competitive advantage, that
in turn will lead towards achieving superior firm performance
(e.g., Kantur, 2016). Figure 1 below presents the overall
integrative framework of this study.

Sustainability
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\

Innovation
Success

Strateqgic ]
Orientation Firm
Entrepreneurial Performance
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Market Social

Orientation
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Figurel - Interaction effects of SO in Orientation - Performance
relationship mediated by Innovation success and sustainable

We argue that strategic orientations are unique resources and
capabilities which facilitate the superior performance of SMEs
directly, or indirectly, thus, the proposed model suggests
innovation success and sustainable competitive advantage to
mediate the direct relationship between strategic orientation (EO
and MO) and SMEs performance. Although, SMEs seek new
ideas and opportunities (EO), and strive to satisfy market needs
(MO) in order to achieve superior business objectives, whereas
incorporating triple bottom line (TBL) in their strategic priorities
and actions will enhance the strength of the relationship between
strategic orientation and firm-level desired outcomes (i.e.,
innovation success, and sustainable competitive advantage).
CONCLUSION

This paper develops a conceptual model of orientation-
performance relationship in SMEs context. The proposed
framework also suggests some indirect paths considering
moderating and mediating variables in an orientation-
performance relationship. For instance, we argue that
innovativeness and  sustainable competitive advantage
intervenes in the relationship between strategic orientation (MO,
and EO) and SMEs performance. Moreover, the proposed
framework also highlighted the significance of sustainability
orientation (SO) in enhancing the strength of the positive
relationship  between strategic orientation and SMEs
performance through innovation success and sustainable
competitive advantage.

This study provides some important contributions to the
literature that fills the existing knowledge gaps. SMEs’s success
has been often argued to have huge implications for the growth
and socio-economic development of a country (Yoshino et al.,
2016). More specifically, the economy of a country is a direct
reflection of its small businesses and entrepreneurship sector in
a developing country context (Yacob, Wong, & Khor, 2019), for
example, Pakistani SMEs represent about 90% of all businesses,

167

Environmental



accounting for 80% of the non-agricultural labor force;
moreover, contributing 40% to GDP per year (SMEDA, 2019).
The existing research studies have predominantly focused on the
effects of government policies on SMEs success. However,
contrary to this perspective, the current study takes a different
approach by focusing on SMEs strategic management and
highlighting the significance of their own behaviors, actions, and
strategic approaches to achieve superior performance.

This proposed orientation-performance model considers some
of the contemporary theoretical issues surrounding SMEs
performance in order to present a holistic picture. This paper
sheds the light on some crucial aspects which can help and assist
academicians, industry, and policy. We also encourage future
researchers to empirically test the proposed variables as well as
considering some additional important factors in order to clarify
and understand the complex nature of the orientation-
performance relationship.

REFERENCES

Alegre, J., & Chiva, R. (2013). Linking entrepreneurial
orientation and firm performance: The role of organizational
learning capability and innovation performance. Journal of

Small Business Management.

https://doi.org/10.1111/jsbm.12005
Asemokha, A., Musona, J., Torkkeli, L., & Saarenketo, S.

(2019). Business model innovation and entrepreneurial
orientation relationships in SMEs: Implications for
international  performance. Journal of International

Entrepreneurship.
00254-3

Baker, W. E., & Sinkula, J. M. (2009a). Orientation and
Entrepreneurial Orientation on Profitability in  Small
Businesses. Journal of Small Business Management.

Baker, W. E., & Sinkula, J. M. (2009b). The complementary
effects of market orientation and entrepreneurial orientation on
profitability in small businesses. Journal of Small Business

https://doi.org/10.1007/s10843-019-

Management. https://doi.org/10.1111/j.1540-
627X.2009.00278.x

Barney, J. (1991). Firm Resources and Sustained Competitive
Advantage. Journal of Management.

https://doi.org/10.1177/014920639101700108

Baumgartner, R. J., & Rauter, R. (2017). Strategic perspectives
of corporate sustainability management to develop a
sustainable organization. Journal of Cleaner Production.
https://doi.org/10.1016/j.jclepro.2016.04.146

Beliaeva, T., Shirokova, G., Wales, W., & Gafforova, E. (2018).
Benefiting from economic crisis? Strategic orientation effects,
trade-offs, and configurations with resource availability on
SME performance. International Entrepreneurship and
Management Journal. https://doi.org/10.1007/s11365-018-
0499-2

Black, J. A., & Boal, K. B. (1994). Strategic resources: Traits,
configurations and paths to sustainable competitive advantage.

Strategic Management Journal, 15(2 S), 131-148.
https://doi.org/10.1002/smj.4250151009
Boso, N., Cadogan, J. W. & Story, V. M. (2013).

Entrepreneurial orientation and market orientation as drivers

of product innovation success: A study of exporters from a
developing economy. International Small Business Journal.
https://doi.org/10.1177/0266242611400469

Brouthers, K. D., Nakos, G., & Dimitratos, P. (2015). SME
Entrepreneurial Orientation, International Performance, and
the Moderating Role of Strategic Alliances. Entrepreneurship:
Theory and Practice. https://doi.org/10.1111/etap.12101

Constance E. Helfat and Margaret A. Peteraf. (2003). Strategic
Management in Converging Industries. Strategie Management
Journal Strat. Mgmt. 7., 24: 997-1010 (2003) Published
Online in Wiley InterScience (Www.Interscience.Wiley.Com).
DOI: 10.1002/Smj.332.

Covin, J. G., & Slevin, D. P. (1989a). Strategic management of
small firms in hostile and benign environments. Strategic
Management Journal.
https://doi.org/10.1002/smj.4250100107

de Guimaraes, J. C. F., Severo, E. A., & de Vasconcelos, C. R.
M. (2018). The influence of entrepreneurial, market,
knowledge management orientations on cleaner production
and the sustainable competitive advantage. Journal of Cleaner
Production. https://doi.org/10.1016/j.jclepro.2017.11.074

Engert, S., Rauter, R., & Baumgartner, R. J. (2016). Exploring
the integration of corporate sustainability into strategic
management: A literature review. Journal of Cleaner
Production. https://doi.org/10.1016/j.jclepro.2015.08.031

European Commission. (2019). Noord-Holland - Internal
Market, Industry, Entrepreneurship and Smes. Regional
Innovation Monitor Plus.

Fainshmidt, S., Wenger, L., Pezeshkan, A., & Mallon, M. R.
(2019). When do Dynamic Capabilities Lead to Competitive
Advantage? The Importance of Strategic Fit. Journal of
Management Studies. https://doi.org/10.1111/joms.12415

Gatignon, H., & Xuereb, J. M. (1997). Strategic orientation of
the firm and new product performance. Journal of Marketing
Research. https://doi.org/10.2307/3152066

Hakala, H. (2011). Strategic Orientations in Management
Literature: Three Approaches to Understanding the Interaction
between Market, Technology, Entrepreneurial and Learning
Orientations. International Journal of Management Reviews.
https://doi.org/10.1111/j.1468-2370.2010.00292.x

Higgs, C. J., & Hill, T. (2019). The role that small and medium-
sized enterprises play in sustainable development and the
green economy in the waste sector, South Africa. Business
Strategy & Development. https://doi.org/10.1002/bsd2.39

Huang, S. K., & Wang, Y. L. (2011). Entrepreneurial orientation,
learning orientation, and innovation in small and medium
enterprises. Procedia - Social and Behavioral Sciences.
https://doi.org/10.1016/j.sbspro.2011.09.004

Hult, G. T. M., Hurley, R. F., & Knight, G. A. (2004).
Innovativeness: Its antecedents and impact on business
performance. Industrial Marketing Management, 33(5), 429—
438. https://doi.org/10.1016/J.INDMARMAN.2003.08.015

Irwin, K. C., Landay, K. M., Aaron, J. R., McDowell, W. C.,
Marino, L. D., & Geho, P. R. (2018). Entrepreneurial
orientation (EO) and human resources outsourcing (HRO): A
“HERO” combination for SME performance. Journal of

168



Business Research.
https://doi.org/10.1016/j.jbusres.2018.05.016

Jansson, J., Nilsson, J., Modig, F., & Hed Vall, G. (2017).
Commitment to Sustainability in Small and Medium-Sized
Enterprises: The Influence of Strategic Orientations and
Management Values. Business Strategy and the Environment.
https://doi.org/10.1002/bse.1901

Jaworski, B. J., & Kohli, A. K. (1993). Market Orientation:
Antecedents and Consequences. Journal of Marketing.
https://doi.org/10.2307/1251854

Jaworski, B. J., & Kohli, A. K. (1996). Market orientation:
Review, refinement, and roadmap. Journal of Market-Focused
Management, 1(2), 119-135.
https://doi.org/10.1007/BF00128686

Kaminskaite, J. (2017). Reducing the Failure Rate of SMEs
Comparative Analysis of Excellence Management Systems:
Six Sigma and Lean Start-up.

Khalil, M., Khalil, R., & Khan, S. (2019). A study on the effect
of supply chain management practices on organizational
performance with the mediating role of innovation in
SMEs. Uncertain Supply Chain Management, 7(2), 179-190.

Kantur, D. (2016). Strategic entrepreneurship: mediating the
entrepreneurial orientation-performance link. Management
Decision. https://doi.org/10.1108/MD-11-2014-0660

Karami, M., & Tang, J. (2019). Entrepreneurial orientation and
SME international performance: The mediating role of
networking capability and experiential learning. International
Small Business Journal: Researching Entrepreneurship.
https://doi.org/10.1177/0266242618807275

Kersten, R., Harms, J., Liket, K., & Maas, K. (2017). Small
Firms, large Impact? A systematic review of the SME Finance
Literature. World Development.
https://doi.org/10.1016/j.worlddev.2017.04.012

Klewitz, J., & Hansen, E. G. (2014, February 15). Sustainability-
oriented innovation of SMEs: A systematic review. Journal of
Cleaner Production, Vol. 65, pp. 57-75.
https://doi.org/10.1016/j.jclepro.2013.07.017

Kohli, A. K., & Jaworski, B. J. (1990). Market Orientation: The
Construct, Research  Propositions, and Managerial
Implications. Journal of Marketing.
https://doi.org/10.2307/1251866

Kuckertz, A., & Wagner, M. (2010). The influence of
sustainability orientation on entrepreneurial intentions -
Investigating the role of business experience. Journal of
Business Venturing, 25(5), 524-539.
https://doi.org/10.1016/j.jbusvent.2009.09.001

Kumar, V., Jones, E., Venkatesan, R., & Leone, R. P. (2011a). Is
market orientation a source of sustainable competitive
advantage or simply the cost of competing? Journal of
Marketing. https://doi.org/10.1509/jmkg.75.1.16

Kumar, V., Jones, E., Venkatesan, R., & Leone, R. P. (2011b).
Is Market Orientation a Source of Sustainable Competitive
Advantage or Simply the Cost of Competing? Journal of
Marketing, 75(1), 16-30.
https://doi.org/10.1509/jmkg.75.1.16

Lumpkin, G. T., & Dess, G. G. (1996a). Clarifying the

it to
Review.

entrepreneurial orientation construct and linking
performance.  Academy of  Management
https://doi.org/10.5465/AMR.1996.9602161568

Lumpkin, G. T., & Dess, G. G. (1996b). Clarifying the
Entrepreneurial Orientation Construct and Linking It to
Performance. The Academy of Management Review.
https://doi.org/10.2307/258632

M’zungu, S., Merrilees, B., & Miller, D. (2017). Strategic hybrid
orientation between market orientation and brand orientation:
guiding principles. Journal of Strategic Marketing.
https://doi.org/10.1080/0965254X.2015.1076880

McKenny, A. F., Short, J. C., Ketchen, D. J., Payne, G. T., &
Moss, T. W. (2018). Strategic entrepreneurial orientation:
Configurations, performance, and the effects of industry and
time. Strategic Entrepreneurship Journal, 12(4), 504-521.
https://doi.org/10.1002/sej.1291

Miller, D., & Friesen, P. H. (1983). Strategy-making and
environment: The third link. Strategic Management Journal,
4(3), 221-235. https://doi.org/10.1002/smj.4250040304

Narver, J. C., & Slater, S. F. (1990). The Effect of a Market
Orientation on Business Profitability. Journal of Marketing.
https://doi.org/10.2307/1251757

Narver, J. C., & Slater, S. F. (2012). The Effect of Market
Orientation on Business Profitability. In Developing a Market
Orientation. https://doi.org/10.4135/9781452231426.n3

Nawaz Khan, S., Hussain, R. I., -Ur-Rehman, S., Magbool, M.
Q., Engku Ali, E. I., & Numan, M. (2019). The mediating role
of innovation between corporate governance and
organizational performance: Moderating role of innovative
culture in Pakistan textile sector. Cogent Business &
Management, 6(1), 1631018.

Newbert, S. L. (2008). Value, rareness, competitive advantage,
and performance: A conceptual-level empirical investigation
of the resource-based view of the firm. Strategic Management
Journal. https://doi.org/10.1002/smj.686

Noble, C. H., Sinha, R. K., & Kumar, A. (2002). Market
orientation and alternative strategic orientations: A
longitudinal assessment of performance implications. Journal
of Marketing. https://doi.org/10.1509/jmkg.66.4.25.18513

Ozkaya, H. E., Droge, C., Hult, G. T. M., Calantone, R., &
Ozkaya, E. (2015). Market orientation, knowledge
competence, and innovation. International Journal of
Research in Marketing.
https://doi.org/10.1016/j.ijresmar.2014.10.004

Peteraf, M. A. (1993). The cornerstones of competitive
advantage: A resource-based view. Strategic Management
Journal. https://doi.org/10.1002/smj.4250140303

Popadiuk, S., & Choo, C. W. (2006). Innovation and knowledge
creation: How are these concepts related? International
Journal of Information Management.
https://doi.org/10.1016/j.ijinfomgt.2006.03.011

Prashar, A. (2019). Towards sustainable development in
industrial small and Medium-sized Enterprises: An energy
sustainability approach. Journal of Cleaner Production.
https://doi.org/10.1016/j.jclepro.2019.07.045

Pratono, A. H., Darmasetiawan, N. K., Yudiarso, A., & Jeong,

169



B. G. (2019). Achieving sustainable competitive advantage
through green entrepreneurial orientation and market
orientation: The role of inter-organizational learning. Bottom
Line. https://doi.org/10.1108/BL-10-2018-0045

Presutti, M., & Odorici, V. (2018). Linking entrepreneurial and
market orientation to the SME’s performance growth: the
moderating role of entrepreneurial experience and networks.
International Entrepreneurship and Management Journal.
https://doi.org/10.1007/s11365-018-0533-4

Semrau, T., Ambos, T., & Sascha Kraus. (2016). Entrepreneurial
orientation and SME performance across societal cultures: An
international study. Journal of Business Research, 69(5),
1928-1932. https://doi.org/10.1016/J.JBUSRES.2015.10.082

Shou, Y., Shao, J., Lai, K. hung, Kang, M., & Park, Y. (2019).
The impact of sustainability and operations orientations on
sustainable supply management and the triple bottom line.
Journal of Cleaner Production.
https://doi.org/10.1016/j.jclepro.2019.118280

Slater, S. F., & Narver, J. C. (1994). Does Competitive
Environment Moderate the Market Orientation-Performance
Relationship? Journal of Marketing.
https://doi.org/10.2307/1252250

SMEDA. (2019). State of SMEs in Pakistan. Retrieved from
http://www.smeda.org:

http://www.smeda.org/index.php?option=com_content&view=
article&id=7:state-ofsmes-

inpakistan&catid=15

Tang, J., Tang, Z.,, & Cowden, B. J. (2017). Exploring the
Relationship Between Entrepreneurial Orientation, CEO Dual
Values, and SME Performance in State-Owned vs. Nonstate-
Owned Enterprises in China. Entrepreneurship: Theory and
Practice. https://doi.org/10.1111/etap.12235

Tata, J.,, & Prasad, S. (2015). National cultural values,
sustainability beliefs, and organizational initiatives. Cross
Cultural Management.  https://doi.org/10.1108/CCM-03-
2014-0028

Teece, D. J, Pisano, G., & Shuen Amy. (1997). Dynamic
Capabilities and Strategic Mangement. Strategic Management
Journal.

Tinoco, J. K. (2010). Marketing innovation: the unheralded
innovation vehicle to sustained competitive advantage.
International Journal of Sustainable Strategic Management.
https://doi.org/10.1504/ijssm.2010.032559

Tutar, H., Nart, S., & Bingél, D. (2015). The Effects of Strategic
Orientations on Innovation Capabilities and Market
Performance: The Case of ASEM. Procedia - Social and
Behavioral Sciences.
https://doi.org/10.1016/j.sbspro.2015.10.144

Verhees, F. J. H. M., Meulenberg, M. T. G., & Pennings, J. M.
E. (2004). The Role of Current Customers for Radical Product
Innovation in Small-Firms. American Agricultural Economics
Association Annual Meeting.

World Bank Group. (2019). Improving SMEs’ access to finance
and finding innovative solutions to unlock sources of capital.

Yacob, P., Wong, L. S., & Khor, S. C. (2019). An empirical

investigation of green initiatives and environmental
sustainability for manufacturing SMEs. Journal of
Manufacturing Technology Management.

https://doi.org/10.1108/JMTM-08-2017-0153

Yoshino, N. (2016). Major Challenges Facing Small and
Medium-Sized Enterprises in Asia and Solutions for
Mitigating Them. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.2766242

Zahra, S. A. (2008). Being entrepreneurial and market driven
implications for company performance. Journal of Strategy
and Management, 1(2), 125-142.
https://doi.org/10.1108/17554250810926339

Zhai, Y. M., Sun, W. Q., Tsai, S. B., Wang, Z., Zhao, Y., & Chen,
Q. (2018). An empirical study on entrepreneurial orientation,
absorptive capacity, and SMEs’ innovation performance: A
sustainable perspective. Sustainability (Switzerland), 10(2),
314. https://doi.org/10.3390/su10020314

170



