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ABSTRACT
This study examines the relationship between Small and Medium Enterprises (SMEs)'

marketing strategies and marketing performance in Ghana, mediating role of Publication History

marketing knowledge. Using a quantitative research approach, data was collected Date received: 04-02-2025
from a sample of 207 SMEs operating in various industries in Ghana. The study Date accepted: 04-04-2025
employed statistical techniques such as regression and mediation analysis to analyse Date published: 13-05-2025
the data. Preliminary findings reveal a positive and significant relationship between Correspondence
marketing strategies (including market segmentation, competitive strategy, and Nana Danso Boafo

growth strategy) and marketing performance of SMEs in Ghana. Moreover, marketing ndboafo@csuc.edu.gh

knowledge is found to mediate the relationship between marketing strategies and

marketing performance, indicating that SMEs' understanding and application of
marketing knowledge enhance the effectiveness of their strategies. These findings
have practical implications for SMEs in Ghana, enabling them to make informed
decisions when formulating and implementing marketing plans. The study
underscores the importance of investing in marketing education and training to
enhance SME’s understanding of marketing concepts and practices. By contributing
empirical evidence on the relationship between marketing strategies and marketing
performance in the Ghanaian context, this study enriches the existing literature on
SME marketing. The identification of the mediating role of marketing knowledge
offers insights for policymakers, practitioners, and academics to develop targeted
interventions and strategies such as subsidized training programs in collaboration with
academic institutions, focusing on building marketing knowledge and skills among
SME owners and employees in Ghana.

Keywords: SMEs, marketing strategies, marketing performance,
marketing knowledge

83


https://orcid.org/0000-0005-0589-4055
https://orcid.org/0000-0005-0589-4055
https://doi.org/10.63882/c04de816

Journal of Applied Science, Arts and Business (JASAB)

1.0 INTRODUCTION

Numerous academic discourses have shown how important SMEs are to many economies throughout the world
(Gennari, 2022; Kindstrom et al., 2022; Afolabi et al., 2024). In most economies around the world, the SME
sector plays a crucial role. Yose (2023) noted how the SME sector has been widely acknowledged as having
played a significant role in achieving swift industrialization and accelerating economic growth in the majority
of emerging countries. SMEs provide a wide range of services, professional practices, and merchandisers to
meet the urgent needs of their consumers and clients, as a result SMEs support the citizen’s standard of living
(Toker & Gorener, 2022). Consequently, SMEs, have come to appreciate the necessity of putting in place
strategies that will enable them to develop a thorough grasp of the market, in particular, with regard to their
rivals and clients. Consideration of the overall marketing environment and its effects on a firm, product, or
service helps organizations reach this goal effectively (Sudirjo, 2023).

Strategy is the way, method, technique or plan which an individual or organization intends to exploit in
achieving success in the marketplace or the society. Feruza, (2023) defined marketing strategy as a unified,
comprehensive and integrated plan relating to the strategic advantage of the firm to the challenges of the
environment. He added that organizations that desire not only to survive but also to improve their marketing
effectiveness and efficiency must learn how to create and improve sound marketing strategy. Marketing strategy
has become an important tool globally for any organization to remain in competitive market environments and
wax stronger. Marketing strategy is a vital prerequisite of Industry's ability to strengthen its market share and
minimize the impact of the competition (Sutaguna et al., 2023). Kant et al., (2023) also see marketing strategy
as a way of providing quality product that satisfies customer needs, offering affordable price and engaging in
wider distribution and backing it up with effective promotion strategy.

Marketing strategy draws its strength from the overall corporate strategy. It may be defined as those
marketing programmes and tactics designed to achieve the objectives of an organization. A marketing strategy
outlines the strategic direction and tactical plans that marketing teams must implement to support the company’s
overall objectives (Batat, 2022). SMEs play a critical role in the economy of many countries, including Ghana
(Ahinful et al., 2021). Despite their importance, many SMEs struggle to achieve their full potential, and many
face significant challenges in terms of performance and growth (Kindstrom et al., 2022; Xiong, 2024).
Marketing strategies are a key driver of SME performance and growth (Dwivedi & Pawsey, 2023; Wu et al.,
2024), yet there is limited understanding of the relationship between marketing strategies and SME performance
in Ghana. This lack of understanding presents a significant challenge for SMEs and policy-makers, as it makes
it difficult to develop effective strategies to support the growth and development of SMEs in Ghana.

Additionally, the role of marketing knowledge as a potential mediator in this relationship has not been
adequately explored. This marketing knowledge gap hinders the ability of SMEs in Ghana to develop and
implement effective marketing strategies that can positively influence their marketing performance (Deku et al.,
2024). The absence of a clear understanding of the relationship between SMEs' marketing strategies and their
marketing performance, along with the potential mediating role of marketing knowledge, creates a challenge
for SMEs in Ghana to optimize their marketing efforts and achieve desired business outcomes. Therefore, a
comprehensive investigation is required to address this gap and provide insights into the impact of SMEs'
marketing strategies on marketing performance in Ghana, with a specific focus on the mediation role of
marketing knowledge. Understanding this relationship and the underlying mechanisms will enable SMEs to
make informed decisions, improve their marketing strategies, and enhance their marketing performance,
ultimately contributing to their overall business success and growth in the Ghanaian market.

2.0 CONCEPTUAL REVIEW
2.1 Marketing Strategy
Marketing strategy is a plan of action for identifying and analysing a target market and developing a marketing

mix to meet the needs of that market (Aaker, & Moorman, 2023; Sudirjo, 2023). Nagle et al., (2023) asserted
that marketing strategy involves determining who your target customers are, understanding their needs and
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preferences, and developing a plan to promote and deliver your products or services. Singh, et al., (2018) define
marketing strategy as the marketing logic by which the business unit hopes to achieve its marketing objectives.

Marketing strategy entails managers explicitly deciding "what" about objectives and the broad strategies
for achieving them, including the choice of the target market, the necessary value propositions, the desired
positioning, timing (Aaker, & Moorman, 2023; Ramirez, 2024). On the other hand, marketing strategy execution
focuses on doing it by converting these broad marketing strategy decisions into a set of specific and integrated
marketing approaches and implementing them alongside the necessary actions and resource allocations
(Sodigova, & Qudratova, 2024). The marketing and strategic management literature both suggest that strategy
formulation and implementation are interdependent, with implementation (what a firm is able to do) shaping
and constraining marketing strategy content decisions over time (Aaker, & Moorman, 2023).

2.1.1 Market segmentation strategy

Market segmentation is a process of dividing a market into smaller groups of consumers with similar needs and
characteristics (Zhao et al., 2022; Aouad et al., 2023). This enables companies to tailor their marketing efforts
to specific groups of customers, rather than trying to appeal to a broad and diverse audience. Market
segmentation is an important aspect of marketing strategy because it allows companies to identify and target the
most profitable customer segments (Sodigova, & Qudratova, 2024). One common market segmentation strategy
is demographic segmentation, which involves dividing the market based on characteristics such as age, gender,
income, education and occupation (Murlita, et al., 2023). Another market segmentation strategy is geographic
segmentation, which involves dividing the market based on geographic location, such as region, city or
neighbourhood (McKercher et al., 2022).

Jaiswal et al., (2023) asserted that a company may target consumers in a specific city or region with
advertising that highlights the unique needs or characteristics of that area. Psychographic segmentation is
another strategy that involves dividing the market based on personality traits, values, beliefs and lifestyle
(Wardana et al., 2023). Nygaard (2024) also asserted that a company that produces eco-friendly products may
target consumers who are environmentally conscious. Behavioural segmentation is a strategy that involves
dividing the market based on consumer behaviour, such as purchase history, brand loyalty, and usage rate (Lee
& Kim, 2023). McKercher et al. (2022) also noted that a company may target consumers who have purchased
similar products in the past or who have demonstrated a high level of brand loyalty.

2.1.2 Competitive strategy

Competitive strategy is a plan of action designed to help a company achieve a sustainable competitive advantage
over its rivals (Mahmudovna, 2024). Zhang et al. (2023) posited that competitive strategy is the search for a
favourable competitive position in an industry. This involves analysing the competitive forces within an industry
and identifying ways to differentiate a company's offerings from those of its competitors. Competitive strategy
is an essential component of business strategy because it helps companies to create a unique value proposition
that sets them apart from their rivals (Setyaningrum et al., 2023). One commonly used competitive strategy is
cost leadership, which involves offering products or services at lower prices than competitors while maintaining
a reasonable level of quality (Mulyaningsih, et al., 2023). This can be achieved by reducing production costs,
increasing efficiency, and negotiating better deals with suppliers (Ullah et al., 2022). Roy and Roy (2024)
posited that Walmart is known for its cost leadership strategy, offering products at lower prices than its
competitors.

Another competitive strategy is differentiation, which involves creating a unique product or service that
is different from those offered by competitors (Potter, 2006; Bhat et al., 2024). This can be achieved by focusing
on product design, quality, and features that are not available in the market. Li, (2023) asserted that Apple
computers have a differentiation strategy by offering high-end, innovative products with unique features such
as the iPhone's user interface and design. A third competitive strategy is focused or niche strategy, which
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involves targeting a specific segment of the market and offering products or services that meet their specific
needs (Akyar et al., 2023). This can be achieved by tailoring products or services to specific customer groups,
such as age or income, or by offering specialized products for specific industries or applications (Pusung et al.,
2023). Barrie (2023) also observed that Tesla's focus on electric vehicles targets environmentally conscious
consumers who want to reduce their carbon footprint.

2.1.3 Growth strategy

Growth strategy is a plan of action designed to help a company expand its operations and increase its revenue
and profits over time (Ekechi et al., 2024). According to Ansoff (1957), growth strategy involves four different
options: market penetration, market development, product development, and diversification. Growth strategy is
an important component of business strategy because it helps companies to achieve their long-term goals and
stay competitive in a constantly evolving business environment (Feruza, 2023). One growth strategy is market
penetration, which involves increasing sales of existing products in existing markets (Nwosu et al., 2024).
Ansoff (1957) stated that this can be achieved through increased marketing efforts, sales promotions, or price
reductions. This is also corroborated by Aaker and Moorman (2023) that a company may offer a discount on its
products to attract more customers and increase sales.

Another growth strategy is market development, which involves expanding into new markets with
existing products (Ansoff, 1957). This can be achieved by identifying new customer segments or geographic
regions where the company's products or services can be sold (Watt et al., 1998). For example, a company may
expand its business operations into new regions or countries to reach new customers. Product development is
another growth strategy that involves creating new products to sell to existing customers (Ansoff, 1957). This
can be achieved by investing in research and development or by acquiring technology or intellectual property
(athiraju et al., 2023). Similarly, Wuisan and Handra (2023) have averred that a technology company may
develop new software products to meet the changing needs of its customers as a product development strategy.

2.1.4 Ghanaian SME’s apllication of marketing strategies
Ghanaian SMEs face significant marketing issues, including the lack of deployment of marketing orientation
strategies (Anim et al., 2023). According to Wuisan and Handra (2023), many of these enterprises struggle with
identifying and reaching target markets effectively, which is vital for successful market segmentation. A study
by Mohammed and Bunyaminu, (2022) discusses the barriers to market entry for SMEs in Ghana, noting the
strategic approaches that can be adopted to overcome these challenges. This includes developing unique value
propositions to differentiate from competitors. Mulyaningsih, et al. (2023) identified consistent application of
strategic planning methodologies as able to enhance the performance of SMEs. Planning is essential for
articulating growth and competitive strategies, as well as for effective market segmentation. Akanpaaba et al.
(2023) having assessed the influence of market orientation and innovation on the performance of SMEs,
emphasised that innovation can help SMEs adapt to market demands and improve their competitiveness.
Dwivedi and Pawsey, (2023) also observed that SMEs often find it challenging to compete with larger
corporations that have superior marketing resources and brand recognition. This competition makes it difficult
for SMEs to carve out niches within the market. Adom et al. (2022) also maintained that many SMEs in Ghana
do not employ a systematic approach to marketing, leading to ad-hoc and inconsistent marketing practices. This
inconsistency can dilute brand identity and weaken customer relationships. Bruce et al. (2023) stated that a lack
of technological adoption limits SMEs in their ability to utilize digital marketing channels effectively. This gap
restricts their outreach and engagement in the increasingly digital marketplace. Brandy (2023) also found that
SMEs often struggle with access to reliable market data and consumer insights. The inability to gather and
analyse data hampers their decision-making processes regarding marketing strategies.

2.2 Marketing Performance

Marketing performance refers to the effectiveness and efficiency with which a company's marketing activities
are executed, and the impact they have on the company's bottom line (Zahara et al., 2023; Chiaravalloti &
Boorsma, 2024). Marketing performance can be measured in a variety of ways, including sales growth, market
share, customer satisfaction, brand equity and return on investment (ROI) on marketing spend (Swetha, et al.,
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2024). The goal of marketing performance is to ensure that the company's marketing activities are aligned with
its overall business strategy and are delivering the desired results in terms of customer engagement, brand
awareness, and profitability (Boorsma, & Chiaravalloti, 2024). A strong marketing performance can lead to
increased revenue and profitability, as well as improved customer loyalty and brand recognition (Rane et al.,
2023; Zulfikar, 2023). Conversely, a weak marketing performance can result in lower sales, market share, and
customer satisfaction, and can negatively impact the company's overall performance. As such, it is critical for
companies to continually assess and improve their marketing performance in order to stay competitive in today's
fast-paced business environment. This study measured marketing performance of SME’s in Ghana using
variables like customer satisfaction, brand equity, sales revenue, and market share (Swetha, et al., 2024).
Customer satisfaction refers to the degree to which a customer's expectations of a product or service are

met (Singh, et al., 2023). The importance of customer satisfaction is based on the premise that satisfied
customers are more likely to become loyal customers and advocates for a brand, and thus, improve a company's
marketing performance (Rane et al., 2023). Customer satisfaction has been found to be positively associated
with marketing performance in SMEs in Ghana, as evidenced by a study by (Deku et al., 2024). The study found
that satisfied customers are likely to increase sales revenue and market share for SMEs. Therefore, firms need
to focus on customer satisfaction as a key variable to enhance their marketing performance.

Brand equity is the added value that a brand provides to a product or service beyond its functional
benefits (Oliveira et al., 2023). According to Aaker (1991), brand equity is composed of brand awareness, brand
loyalty, perceived quality, and brand associations, which can positively impact a company's marketing
performance. Brand equity has been identified as an important variable that has been found to impact marketing
performance positively in SMEs in Ghana (Olivia et al., 2023). Chen and Sénéchal (2023) affirmed that
placement of a brand on top of search engine results is perceived as an indication of its credibility by searchers.
Well-established brands tend to have superior search engine optimization performance due to the impact of
search algorithms and their powerful brand recognition. This underscores the importance of building a strong
brand image that resonates with customers to achieve superior marketing performance.

Sales revenue is the amount of money generated from the sales of a company's products or services
(Léw & Heyd, 2024). As a key performance indicator of marketing performance, sales revenue directly reflects
the effectiveness of a company's marketing efforts in driving customer demand and sales (Contini et al., 2023).
It has been a widely used variable for measuring marketing performance. Ali et al., (2024) observed that
marketing performance is positively associated with sales revenue and that marketing strategies have a positive
relationship with sales performance of small and micro-scale enterprises in Duhok Province. This suggests that
firms need to focus on effective marketing strategies that drive sales revenue to improve their marketing
performance. Sales revenue is related to market share which is the percentage of total sales in a particular market
that a company has (Willekens et al., 2020; Gandhi et al., 2023). According to Kotler and Keller (2018), market
share is an important measure of a company's competitive strength, and a higher market share can signal better
marketing performance.

2.3 Marketing Knowledge
Marketing knowledge refers to the collective understanding and insights gained through research, analysis, and

practical experience in the field of marketing (Faraj et al., 2023). It encompasses a wide range of concepts,
theories, frameworks, and empirical findings that help marketers make informed decisions, design targeted
marketing campaigns, and create value for customers (Gliga & Evers, 2023). Marketing knowledge is essential
for marketers to make informed decisions, develop effective marketing strategies, and successfully promote
products or services to target audiences (Nordin & Ravald, 2023). Marketing knowledge enables marketers to
gain insights into consumer needs, preferences, and motivations, allowing them to tailor their marketing efforts
to meet those demands (Elhajjar, 2023). Marketers need to be aware of emerging digital platforms, social media
trends, data analytics, and other technological advancements that can enhance their marketing strategies and
reach their target audience effectively (Rosério & Dias, 2023).
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Melibaeva (2024) also asserted that marketing knowledge involves understanding the competitive
landscape, market trends, and industry dynamics. Marketers need to analyse market research data, monitor
competitors' activities, and identify market opportunities and threats to make informed decisions and develop
competitive marketing strategies. Having marketing knowledge empowers marketers to assess the effectiveness
of different marketing channels and tactics, allocate resources efficiently, and measure the success of their
marketing campaigns. It allows them to identify key performance indicators (KPIs) and metrics to evaluate the
performance and ROI of their marketing initiatives (Li et al., 2023). Manis & Madhavaram (2023) observed
that marketing knowledge is continuously evolving due to changes in consumer behaviour, technological
advancements, and market dynamics. Therefore, marketers need to engage in continuous learning, attend
industry conferences, participate in training programmes, and stay updated with the latest research and insights
to enhance their marketing knowledge and skills.

Measuring marketing knowledge specifically in the context of Small and Medium Enterprises (SMES)
can be done using similar methods as those used for general marketing knowledge assessment (Bansal et al.,
2022). However, it is important to consider the unique characteristics and challenges faced by SMEs. According
to AlKoliby et al. (2023) marketing knowledge assessments is the main approach to measuring SME marketing
knowledge. Marketing Knowledge Assessment is a process of evaluating and measuring an individual's or
organization's understanding and proficiency in various marketing concepts, strategies, and practices (Khan et
al., 2022). It aims to assess the level of marketing knowledge possessed by individuals or teams to identify
strengths, weaknesses, and areas for improvement. This assessment is crucial for enhancing marketing
effectiveness, making informed decisions, and developing targeted marketing strategies. The assessment can
cover areas such as market research, target audience identification, branding, digital marketing, social media
marketing, and customer relationship management (Aaker & Moorman, 2023)

2.5 Conceptual Framework

The proposed framework as shown in figure 1 below illustrates how marketing strategies, represented by
variables such as Segmentation Strategy, Competitive Strategy, Growth Strategy, influence the performance of
SMEs. This relationship is mediated by the marketing knowledge.

Marketing Strategies H1 SME Performance
. Segmentation — . Customer
Strategy H? Satisfaction
- Competitive H3 . Brand Equity
Strategy . Sales Revenue
n Growth C+r-n:egy o Market Share
H4
H5

Marketing Knowledge
. Market Research
. Target Audience
Identification
. Branding
. Digital marketing

Figurel: Conceptual framework
Source: Authors’ Own Construct (2025)

Study hypothesis
Based on the study's conceptual framework, the following hypotheses are drawn.

H1: Market segmentation strategy has a positive impact on SME marketing performance.
H2: Competitive strategy has a positive impact on SME marketing performance
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H3: Growth strategy has a positive impact on marketing performance.
H4: Marketing Strategies has a positive impact on marketing knowledge.
H5: Marketing knowledge has a positive impact on SME marketing performance.

3.0 METHODOLOGY

This study adopted an explanatory research design to explore the relationship between marketing strategies and
SME performance in Ghana. Explanatory research was chosen to provide a deeper understanding of an
underexplored issue, identifying causal relationships between variables. The study population comprised all
SMEs operating across Ghana. A purposive sampling technique was used to select 207 SMEs from the 16
regional capitals. This method ensured that the selected SMEs met specific inclusion criteria, such as: Industry
type, business size, and operational status. Purposive sampling was chosen because it allows for targeted data
collection from businesses that are most relevant to the study's objectives (Kumar et al., 2023). Primary data
was collected using structured questionnaires distributed to SME owners and managers. Before analysis, the
collected data underwent a screening process to ensure accuracy and completeness. The study employed
regression analysis to examine the relationship between marketing strategies (independent variable) and
marketing performance (dependent variable). Regression analysis was chosen due to its ability to identify the
strength and direction of relationships and also to determine the extent to which marketing knowledge mediates
this relationship (Sonderegger, 2023). The regression also provides statistical significance and predictive power
(Rios-Avila & Maroto, 2022). The results were interpreted based on R-squared values, p-values, and
standardized coefficients, offering insights into how different marketing strategies influence SME performance.

4.0 RESULTS

4.1 KMO and Bartlett’s Test

Table 2: provides the results of the KMO (Kaiser-Meyer-Olkin) measure of sampling adequacy and Bartlett's
test of sphericity. These tests are commonly used in factor analysis to assess the suitability of data for this
analysis.

Table 4.3: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of 0.939
Sampling Adequacy.
Bartlett's Test of Sphericity Approx. Chi- 6.37E+03
Square
df 820
Sig. 0

Source: Authors’ Computation from Field Study (2024)

KMO Measure of Sampling Adequacy: The KMO value of 0.939 indicates a high degree of sampling adequacy.
This value represents how well the observed variables in the dataset correlate with each other. A KMO value
close to 1 suggests that the dataset is suitable for factor analysis. In this case, the KMO value of 0.939 indicates
that the dataset has strong correlations among the variables and is appropriate for factor analysis.

Bartlett's Test of Sphericity: Bartlett's test assesses whether the correlation matrix of the variables is
significantly different from an identity matrix, indicating whether the variables are interrelated. The test statistic
for Bartlett's test is approximately chi-square distributed. In this case, the test statistic is approximately
6.37E+03, with 820 degrees of freedom. The associated significance value is reported as 0, which is less than
the conventional significance level of 0.05. This suggests that there is sufficient evidence to reject the null
hypothesis that the variables are unrelated or uncorrelated. Therefore, the correlation matrix of the variables is
significantly different from an identity matrix, indicating interrelatedness among the variables.

4.2 Marketing strategies employed by SMEs

Table 3 presents the descriptive statistics for three variables related to SMEs marketing strategies:
MSSegmentation, MSCompetitive, and MSGrowth. These descriptive statistics provide insights into the
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average ratings and variability of SMEs marketing strategies in terms of segmentation, competitive positioning,
and growth. For MSSegmentation, the valid responses from 207 participants indicate a moderate level of
implementation on average, with a mean rating of 3.6361. The ratings range from a minimum of 1, indicating
low implementation, to a maximum of 5, indicating high implementation. The standard deviation of 1.02273
suggests a moderate level of variability in the responses.

Similarly, for MSCompetitive, the respondents' ratings suggest a moderate level of implementation,
with a mean rating of 3.6097. The ratings range from 1 to 5, indicating varying levels of implementation. The
standard deviation of 0.97119 indicates a relatively low level of variability compared to MSSegmentation.

Regarding MSGrowth, the respondents' ratings indicate a slightly above moderate level of
implementation, with a mean rating of 3.7691. The ratings range from 1 to 5, indicating diverse levels of
implementation. The standard deviation of 1.00417 suggests a moderate level of variability in the responses

Table 3: SMEs Marketing Strategies

N Minimum | Maximum | Mean Std. Deviation
MSSegmentation | 207 1 5 3.6361 1.02273
MSCompetitive 207 1 5 3.6097 0.97119
MSGrowth 207 1 5 3.7691 1.00417
Valid N 207
(listwise)

Source: Authors’ Computation from Field Study (2025)

4.3 Relationship between Marketing Strategies and the Marketing Performance of SMEs

Table 4 presents the summary of the regression model. The model's overall fit and the relationship between the
predictors and the outcome variable are evaluated using several statistical measures. Based on the regression
model in Table 4, the predictors included in the model are PERFMS (performance: market share), PERFCS
(performance: customer satisfaction), PERFBE (performance: brand equity), and PERFSR (performance: sales
revenue). These predictors are examined in relation to the outcome variable.

Table 4: Model Summary

Model Summary

Adjusted R | Std. Error of
Model R R Square Square the Estimate

1 .8042 .647 .645 .52079'

a. Predictors: (Constant), MS (Market

strategy)
Source: Authors’ Computation from Field Study (2025)

The adjusted R-square value of 0.645 considers the complexity of the model and suggests that the predictors
collectively account for about 64.6% of the variance in the outcome variable when considering the sample size
and the number of predictors. This adjusted value provides a more conservative estimate of the model's
explanatory power. The standard error of the estimate (0.52079) reflects the average distance between the
observed values and the predicted values by the regression model. A lower value indicates a better fit of the
model, suggesting that the predicted values are closer to the actual values. The R-square change of 0.647
indicates the improvement in the model's fit when the predictors are included compared to a model without
predictors. This suggests that the independent variables (segmentation strategy, competitive strategy and growth
strategy) collectively contribute significantly to the prediction of the outcome variable. The F-change statistic
of 374.98 tests the overall significance of the regression model. With a significance value of 0, the model is
considered statistically significant. This implies that the combined effect of the predictors on the outcome
variable is statistically significant.
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In summary, the regression model indicates that segmentation strategy, competitive strategy and growth
strategy have a substantial influence on the marketing strategy on SMEs in Ghana. These variables collectively
explain a significant portion of the variance in the outcome variable, providing valuable insights into the factors
that impact SMEs' marketing performance in Ghana.

Table 5: ANOVAP

Sum of
Model Squares df Mean Square F Sig.
1 Regression 101.703 1 101.703| 374.979]  .000°
Residual 55.601 205 271
Total 157.304 206

a. Predictors: (Constant), MS
(Market Strategy)

b. Dependent Variable: MP
(Market Performance)

Source: Authors’ Computation from Field Study (2025)

In Table 5, the ANOVA results for the regression model are presented. The table provides information on the
sum of squares, degrees of freedom, mean squares, F-statistic, and significance level. The "Regression™ row
indicates the sum of squares attributed to the regression model, which is 101.703. This value represents the
variation in the dependent variable (Market Performance) that can be explained by the predictors included in
the model.

The "Residual” row represents the sum of squares of the residuals, which is 55.601. Residuals are the
differences between the observed values and the predicted values by the regression model. This value captures
the unexplained variation in the dependent variable. The "Total" row shows the total sum of squares, which is
157.304. It represents the total variation in the dependent variable without considering the predictors. The
degrees of freedom (df) for the regression model are 4, indicating the number of predictors included in the
model. The degrees of freedom for the residuals are 205, which is the difference between the total sample size
(207) and the number of predictors.

The mean square for the regression (101.703) is obtained by dividing the sum of squares by the
respective degrees of freedom. It represents the average amount of variation in the dependent variable explained
by each predictor. The F-statistic of 374.979 tests the overall significance of the regression model. With a
significance level (Sig.) of .000, the model is considered statistically significant. This suggests that the predictors
collectively have a significant impact on the dependent variable (Market Performance).

In summary, Table 5 demonstrates that the regression model, which includes the predictor’s,
significantly explains the variation in the dependent variable Market performance. The F-statistic confirms the
overall significance of the model, indicating that the predictors collectively contribute to predicting the
marketing strategy of SMEs in Ghana.
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Table 6: Coefficients of Regression Model

The Relationship between the Segmentation, Competitive and Growth Strategies and the Marketing
Performance

Coefficients?

Standardize
d
Unstandardized Coefficient
Coefficients S
Model B Std. Error Beta t Sig.
1 (Constant) .908 151 6.004 | .000
Segmentation | 139 053 163 | 2.627 | 009
trategy
Competitive | 5, 063 238 | 3381 .001
Strategy
Growth Strategy 418 .060 481 7.011 | .000

a. Dependent Variable: MP

From the coefficient table, the p-value of the Constant term is 0.000 this means that the coefficients of MP is
not 0. From the study the t-values of the marketing strategies are; Segmentation 2.627%, Competitive 3.381 and
Growth Strategies 7.011. It is clear that all the variables listed have a positive impact on market performance.
The study showed that t-value of competitive and segmentation had a positive relationship on marketing
performance. The study shows that the t-value of 7.001 with significant level of 0.000 of growth strategy, means
that growth strategy has a positive impact on marketing performance.

Based on the given regression results, we can evaluate the hypothesis testing for each strategy’s impact
on SME marketing performance using the significance level (Sig.), the t-values, and the standardized
coefficients (Beta).

Hypothesis Testing Results:

H1: Market segmentation strategy has a positive impact on SME marketing performance.

Result: Supported

Reasoning: The segmentation strategy has a positive standardized coefficient (f = 0.163) and a significant p-
value (Sig. = 0.009, which is less than 0.05). This means market segmentation strategy significantly and
positively influences SME marketing performance.

H2: Competitive strategy has a positive impact on SME marketing performance.

Result: Supported

Reasoning: The competitive strategy has a positive standardized coefficient (f = 0.238) and a significant p-
value (Sig. = 0.001, which is less than 0.05). This indicates that competitive strategy significantly enhances
SME marketing performance.

H3: Growth strategy has a positive impact on SME marketing performance.

Result: Strongly supported

Reasoning: Growth strategy has the highest standardized coefficient (§ = 0.481) and a highly significant p-
value (Sig. = 0.000). This suggests that growth strategy has the strongest positive influence on SME marketing
performance. All three hypotheses (H1, H2, and H3) are supported since their respective strategies show a
significant positive impact on SME marketing performance. Among them, growth strategy has the most
substantial effect, followed by competitive strategy and then segmentation strategy.
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Figure 2: Mediating Role of Marketing Knowledge on the Relationship between Marketing Strategies
and Performance of SMEs

Table 7: Mediation role of marketing knowledge on the relationship between marketing strategy and
marketing performance

Coefficients?

Standardized

Unstandardized Coefficients | Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) .316 144 2.195 .029
MP .858 .061 .815 14.017 .000

MS .067 .059 .066 1.139 .256

a.  Dependent Variable: mediation variable

From the table, to establish a significant relationship between the independent variable and the dependent
variable the coefficient of the relationship indicates that it has a positive impact in the mediation role of the
marketing knowledge and also to establish the independent variable and the potential mediator also indicate a
significant positive relationship. From the coefficient table the t-value of the constant is 2.195 with sig level of
0.029, so this study shows that marketing knowledge plays a mediating role in the relationship between
marketing strategies and SMEs performance.it was found that marketing knowledge partially mediate this
relationship indicating that SMEs with higher level of marketing knowledge are likely to effectively implement
marketing strategies and subsequently achieve better performance outcome.
Based on the provided regression results, we can evaluate the hypotheses using the significance level

(Sig.), t-values, and standardized coefficients (Beta).

Hypothesis Testing Results for the medition variable marketing knowledge

H4: Marketing strategies have a positive impact on marketing knowledge.
Result: Not supported

93



Journal of Applied Science, Arts and Business (JASAB)

Reasoning: The standardized coefficient for Marketing Strategies (B = 0.066) is very low, and the p-value
(Sig. = 0.256) is greater than 0.05, meaning the effect is not statistically significant. This suggests that
marketing strategies do not significantly impact marketing knowledge in this model.

H5: Marketing knowledge has a positive impact on SME marketing performance.

Result: Strongly supported

Reasoning: The standardized coefficient for Marketing Knowledge (p = 0.815) is very high, and the p-value
(Sig. = 0.000) is highly significant (p < 0.001). This indicates that marketing knowledge has a strong and
positive impact on SME marketing performance.

H4 is not supported because the effect of marketing strategies on marketing knowledge is not significant (p =
0.256).

H5 is strongly supported because marketing knowledge has a very strong and significant positive effect on
SME marketing performance.

5.0 DISCUSSION

The results indicate that SMEs have a moderate utilization of segmentation strategies, as reflected by a mean
score of 3.6361 on a scale of 1 to 5. This suggests that SMEs recognize the importance of segmenting their
target market. Additionally, SMEs exhibit a moderate utilization of competitive strategies, with a mean score
of 3.6097, indicating efforts to differentiate themselves from competitors. Furthermore, the findings show a
relatively higher utilization of growth-oriented strategies, as evidenced by a mean score of 3.7691. This suggests
that SMEs are actively pursuing business expansion and market growth opportunities. These results imply that
SMEs are implementing a combination of segmentation, competitive, and growth strategies to enhance their
marketing performance.

The regression analysis results (Table 4.) indicate that the model has a significant relationship between
the predictors (performance market share, performance customer satisfaction, performance brand equity,
performance sales revenue) and the outcome variable. The R-squared value of 0.653 suggests that approximately
65.3% of the variance in the dependent variable can be explained by the predictors. The ANOVA results (Table
5) show that the regression model is statistically significant, indicating that the predictors collectively contribute
to the variance in the outcome variable. Furthermore, the coefficients in Table 5 provide insights into the
relationships between the predictors and the outcome variable. Notably, performance customer satisfaction,
performance brand equity, and performance sales revenue have positive and statistically significant coefficients,
suggesting that they have a significant impact on marketing strategies. However, performance market share does
not have a statistically significant effect on marketing strategies. These findings indicate that factors related to
customer satisfaction, brand equity, and sales revenue play a crucial role in shaping the marketing strategies
employed by SMEs in the study.

The mediation analysis examined the role of marketing knowledge as a mediator between marketing
strategies and SME performance. The results indicate that marketing knowledge partially mediates the
relationship between marketing strategies and SME performance. The direct effect of marketing strategies on
SME performance (c = 0.795, p < 0.05) is reduced when accounting for the mediating effect of marketing
knowledge (c' = 0.569, p < 0.05). This suggests that marketing knowledge plays a significant role in explaining
the relationship between marketing strategies and SME performance. The mediation analysis provides support
for the hypothesized mediation model, indicating that marketing knowledge acts as a mechanism through which
marketing strategies influence SME performance. These findings highlight the importance of fostering and
enhancing marketing knowledge within SMEs to improve their performance outcomes.

6.0 IMPLICATIONS

6.1 Theoretical Implications

The study contributes to the theoretical understanding of how marketing knowledge serves as a mediator
between marketing strategies and performance, particularly in the context of SMEs. It helps refine existing
frameworks on marketing strategy effectiveness.

6.2 Practical Implications

The findings can guide SMEs in Ghana on how to leverage marketing knowledge to implement more effective
strategies, improving their competitive positioning. Policymakers and business development organizations can
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also use the insights to design training programs and resources that enhance marketing knowledge and capacity-
building for SMEs.

6.3 Policy Recommendations for SMEs in Ghana

Policymakers should design subsidized training programs in collaboration with academic institutions, focusing
on building marketing knowledge and skills among SME owners and employees. Topics such as digital
marketing, customer relationship management, and market research should be emphasized. Policy makers
should aim at establishing public-private partnerships to provide SMEs with affordable or free advisory services.
Marketing experts can guide SMEs on strategy formulation, branding, and performance monitoring to enhance
their competitiveness.

7.0 CONCLUSIONS

Based on the objectives of the study, the following conclusions were inferred from the analysis of the data
gathered and a comparative review with previous studies. First, the analysis of marketing strategies employed
by SMEs revealed that most respondents reported moderate levels of implementation across the dimensions of
market segmentation, competitive strategy, and growth strategy. This suggests that SMEs in the sample have
recognised the importance of these strategies and have implemented them to a considerable extent. Second, the
regression analysis showed that marketing strategies have a significant positive impact on SME performance.
Specifically, the results indicated that higher levels of marketing strategies were associated with improved SME
performance, including market share, customer satisfaction, brand equity, and sales revenue. Third, the
mediation analysis demonstrated that marketing knowledge plays a mediating role in the relationship between
marketing strategies and SME performance. It was found that marketing knowledge partially mediates this
relationship, indicating that SMEs with higher levels of marketing knowledge are more likely to effectively
implement marketing strategies and subsequently achieve better performance outcomes. Overall, these findings
suggest that SMEs can enhance their performance by adopting and effectively implementing marketing
strategies, while also recognizing the importance of developing and leveraging marketing knowledge. The study
underscores the significance of marketing knowledge as a mediator, highlighting its role in translating marketing
strategies into tangible business outcomes for SMEs. These conclusions provide valuable insights for SMEs in
Ghana and contribute to the existing literature on the impact of marketing strategies and knowledge on SME
performance. They also emphasize the need for SMESs to invest in marketing capabilities, including knowledge
acquisition and utilization, to remain competitive and achieve sustainable growth in the dynamic business
environment.

REFERENCES

Aaker, D. A., & Moorman, C. (2023). Strategic market management. John Wiley & Sons.

Aaker, D., (1991). Brand equity. La gestione del valore della marca, 347, 356.

Adom, K., Tettey, L. N., & Acheampong, G. (2022). Understanding relationship marketing strategy in Ghana’s
informal economy: a case of micro, small and medium enterprises. Journal of Research in Marketing
and Entrepreneurship, 25(2). https://doi.org/10.1108/jrme-03-2022-0033

Afolabi, A., Sarkodie, G., & Apatu, N. V. (2024). Stimulating Economic Growth and Innovations by Leveraging
Bioinformatics in Biotechnology SMEs. World Journal of Advanced Research and Reviews, 23(2),
211-221. https://doi.org/10.30574/wjarr.2024.23.2.2257

Ahinful, G. S., Boakye, J. D., & Osei Bempah, N. D. (2021). Determinants of SMEs’ financial performance:
evidence from an emerging economy. Journal of Small Business & Entrepreneurship, 1-24.
https://doi.org/10.1080/08276331.2021.1885247

Akanpaaba, P. A., Agyapong, A., Mensah, H. K., & Akomea, S. Y. (2023). Does Market Orientation Lead to
Firm Performance? Exploring the Mechanisms and Boundary Conditions. Journal of African Business,
25(1), 1-25. https://doi.org/10.1080/15228916.2023.2166318

Akyar, D. A., Celik, M. S., & Ceylan, B. O. (2023). Global terminal operators: a competitive strategic position
analysis. Maritime Policy & Management, 1-19. https://doi.org/10.1080/03088839.2023.2248985

Ali, K. A., Ayoub, & Tirwanshi, A. (2024). The Impact of Marketing Strategy on the Sales Performance: A
study of Micro and Small enterprises’ owners. International Review of Communication and Marketing
Mix, 7(1), 65-86. https://doi.org/10.12795/irocamm.2024.v07.i01.04

AlKoliby, I. S. M., Abdullah, H. H., & Suki, N. M. (2023). Linking Knowledge Application, Digital Marketing,
and Manufacturing SMEs’ Sustainable Performance: The Mediating Role of Innovation. Journal of the

95


https://doi.org/10.1108/jrme-03-2022-0033
https://doi.org/10.30574/wjarr.2024.23.2.2257
https://doi.org/10.1080/08276331.2021.1885247
https://doi.org/10.1080/15228916.2023.2166318
https://doi.org/10.1080/03088839.2023.2248985
https://doi.org/10.12795/irocamm.2024.v07.i01.04

Journal of Applied Science, Arts and Business (JASAB)

Knowledge Economy, 15. https://doi.org/10.1007/s13132-023-01157-4

Anim, P. A., Arthur, E., & Amoako, G. K. (2023). Entrepreneurial orientation, social media and SME
performance: an emerging economy perspective. Asia-Pacific Journal of Business Administration,
16(5). https://doi.org/10.1108/apjba-12-2022-0514

Ansoff, H. I. (1957). Strategies for diversification. Harvard business review, 35(5), 113-124.

Aouad, A., Elmachtoub, A. N., Ferreira, K. J., & McNellis, R. (2023). Market Segmentation Trees.
Manufacturing & Service Operations Management. https://doi.org/10.1287/msom.2023.1195

Bansal, S., Garg, I., Jain, M., & Yadav, A. (2022). Improving the performance/competency of small and medium
enterprises  through intellectual  capital. Journal of Intellectual Capital, 24(3).
https://doi.org/10.1108/jic-07-2021-0189

Barrie, G. (2023). An analysis of Tesla’s market competitiveness using the SWOT-PEST analysis:(TESLA:
Transnational Ecosystem Laboratory and Actions). Becmuux Tomckozo eocydapcmeeHHo20
yHugepcumema. dxonomuka, (62), 159-170.

Batat, W. (2022). Why is the traditional marketing mix dead? Towards the “experiential marketing mix” (7E),
a strategic framework for business experience design in the phygital age. Journal of Strategic
Marketing, 1(1), 1-13. https://doi.org/10.1080/0965254x.2022.2129745

Bhat, M., Agrawal, A., & Barmpas, M. V. (2024). Differentiation, Cost Leadership, or Ending Up in the Middle?
A Reflection on the Viability of Porter’s Generic Strategies through a Case Study Comparison of
McDonalds and Starbucks. Athens Journal of Business & Economics, 10(3), 217-238.
https://doi.org/10.30958/ajbe.10-3-3

Boorsma, M., & Chiaravalloti, F. ,. (2024). Arts marketing performance: An artistic-mission-led approach to
evaluation. In A Reader on Audience Development and Cultural Policy (pp. 33-53). Routledge.

Brandy, S. (2023). Overcoming Challenges and Unlocking the Potential: Empowering Small and Medium
Enterprises (SMEs) with Data Analytics Solutions. International Journal of Information Technology
and Computer Science Applications, 1(3), 150-160. https://doi.org/10.58776/ijitcsa.v1i3.47

Bruce, E., Shurong, Z., Ying, D., Yaqi, M., Amoah, J., & Egala, S. B. (2023). The Effect of Digital Marketing
Adoption on SMEs Sustainable Growth: Empirical Evidence from Ghana. Sustainability, 15(6), 4760.
https://doi.org/10.3390/su15064760

Chen, J.-C., & Sénéchal, S. (2023). The reciprocal relationship between search engine optimization (SEO)
success and brand equity (BE): an analysis of SMEs. European Business Review, 35(5), 860-873.
https://doi.org/10.1108/ebr-02-2023-0045

Chiaravalloti, F., & Boorsma, M. (2024). Arts marketing performance: An artistic-mission-led approach to
evaluation. In A Reader on Audience Development and Cultural Policy (pp. 33-53). Routledge.

Contini, G., Peruzzini, M., Bulgarelli, S., & Bosi, G. (2023). Developing key performance indicators for
monitoring sustainability in the ceramic industry: The role of digitalization and industry 4.0
technologies. Journal of Cleaner Production, 414(414), 137664.
https://doi.org/10.1016/j.jclepro.2023.137664

Dayour

, F., Adongo, S. O., & Akwasi, E. (2023). The boon and bane of ICT services to small and medium-sized tourism
and hospitality enterprises (SMTHES) in northern Ghana. Small Enterprise Research, 30(2), 255-273.
https://doi.org/10.1080/13215906.2023.2217800

Deku, W. A., Wang, J., & Preko, A. K. (2024). Digital marketing and small and medium-sized enterprises’
business performance in emerging markets. Asia Pacific Journal of Innovation and Entrepreneurship,
8(3). https://doi.org/10.1108/apjie-07-2022-0069

Dimitrios, B., loannis, R., Angelos, N., & Nikolaos, T. (2023). Digital Marketing: The Case of Digital Marketing
Strategies on Luxurious Hotels. Procedia Computer Science, 219(219), 688-696. Sciencedirect.
https://doi.org/10.1016/j.procs.2023.01.340

Dwivedi, A., & Pawsey, N. (2023). Examining the drivers of marketing innovation in SMEs. Journal of Business
Research, 155, 113409. https://doi.org/10.1016/j.jbusres.2022.113409

Ekechi, C. C., Chukwurah, E. G., Oyeniyi, L. D., & Okeke, C. D. (2024). A REVIEW OF SMALL BUSINESS
GROWTH STRATEGIES IN AFRICAN ECONOMIES. International Journal of Advanced
Economics, 6(4), 76-94. https://doi.org/10.51594/ijae.v6i4.1071

Elhajjar, S. (2023). The current and future state of the marketing management profession. Journal of Marketing
Theory and Practice, 32(2), 1-18. https://doi.org/10.1080/10696679.2023.2166535

Eskiev, M. A. (2023). Brand-Book in the Brand Management System: its Structure, Meaning and Role. SHS

96


https://doi.org/10.1007/s13132-023-01157-4
https://doi.org/10.1108/apjba-12-2022-0514
https://doi.org/10.1287/msom.2023.1195
https://doi.org/10.1108/jic-07-2021-0189
https://doi.org/10.1080/0965254x.2022.2129745
https://doi.org/10.30958/ajbe.10-3-3
https://doi.org/10.58776/ijitcsa.v1i3.47
https://doi.org/10.3390/su15064760
https://doi.org/10.1108/ebr-02-2023-0045
https://doi.org/10.1016/j.jclepro.2023.137664
https://doi.org/10.1080/13215906.2023.2217800
https://doi.org/10.1108/apjie-07-2022-0069
https://doi.org/10.1016/j.procs.2023.01.340
https://doi.org/10.1016/j.jbusres.2022.113409
https://doi.org/10.51594/ijae.v6i4.1071
https://doi.org/10.1080/10696679.2023.2166535

Journal of Applied Science, Arts and Business (JASAB)

Web of Conferences, 172(172), 05025. https://doi.org/10.1051/shsconf/202317205025

Faraj, Zakariya, A., Al-hourani, L., Issa, M., Al-Adamat, A. M., Mohammad, Sulieman, Alshurideh, M. T., &
Kurdi, B. A. (2023). The Effect of Marketing Knowledge on Competitive Advantage in the Food
Industries Companies in Jordan. Studies in Computational Intelligence, 1761-1778.
https://doi.org/10.1007/978-3-031-12382-5_96

Feruza, O. (2023). How to Create Effective Marketing Strategies for Your Business. Vital Annex: International
Journal of Novel Research in Advanced Sciences, 2(3), 12-17.

Gandbhi, A., Lu, Z., & Shi, X. (2023). Estimating demand for differentiated products with zeroes in market share
data. Quantitative Economics, 14(2), 381-418. https://doi.org/10.3982/qe1593

Gennari, F. (2022). The transition towards a circular economy. A framework for SMEs. Journal of Management
and Governance. https://doi.org/10.1007/s10997-022-09653-6

Gliga, G., & Evers, N. (2023). Marketing capability development through networking — An entrepreneurial
marketing perspective. Journal of Business Research, 156(156), 113472.
https://doi.org/10.1016/j.jbusres.2022.113472

Jaiswal, D., Mohan, A., & Deshmukh, A. K. (2023). Cash rich to cashless market: Segmentation and profiling
of Fintech-Led-Mobile payment users. Technological Forecasting and Social Change, 193, 122627—
122627. https://doi.org/10.1016/j.techfore.2023.122627

Kant, S., Adula, M., Yadete, F. D., & Asefa, K. (2023). Entrepreneurial Innovation Mediating among Marketing
Strategies and Venture Sustainability in Ethiopia’s. International Journal of Entrepreneurship,
Business and Creative Economy, 3(2), 92-107. https://doi.org/10.31098/ijebce.v3i2.1062

Khan, S., Rashid, A., Rasheed, R., & Amirah, N. A. (2022). Designing a knowledge-based system (KBS) to
study consumer purchase intention: the impact of digital influencers in Pakistan. Kybernetes, ahead-of-
print(ahead-of-print). https://doi.org/10.1108/k-06-2021-0497

Khanom, M. T. (2023). Using Social Media Marketing in the Digital era: A Necessity or a Choice. International
Journal of Research in Business and Social Science (2147- 4478), 12(3), 88-98.

Kindstrém, D., Carlborg, P., & Nord, T. (2022). Challenges for Growing SMEs: A Managerial Perspective.
Journal of Small Business Management, 62(2), 700—723.

Kotler, P., P., Keller, K. L., & Ang, S. H. (2018). Marketing management: An Asian perspective. Pearson.

Kumar, S. S., Muthukumaran, V., Devi, A., Geetha, V., & Yadav, P. N. (2023). A Quantitative Approach of
Purposive Sampling Techniques for Security and Privacy Issues in loT Healthcare Applications.
Advances in  Computational Intelligence and Robotics Book  Series, 281-299.
https://doi.org/10.4018/978-1-6684-6971-2.ch016

Lee, J., & Kim, J.-J. (2023). A Study on Market Segmentation According to Wellness Tourism Motivation and
Differences in Behavior between the Groups—Focusing on Satisfaction, Behavioral Intention, and
Flow. International Journal of Environmental Research and Public Health, 20(2), 1063.
https://doi.org/10.3390/ijerph20021063

Li, H., Johra, H., Pereira, Hong, T., Le, D. J., Maturo, A., Wei, M., Liu, Y., Saberi-Derakhtenjani, A., Nagy, Z.,
Marszal-Pomianowska, A., Finn, D., Miyata, S., Kaspar, K., Nweye, K., O, N. Z., Pallonetto, F., &
Dong, B. (2023). Data-driven key performance indicators and datasets for building energy flexibility:
A review and perspectives. 343, 343, 121217-121217. https://doi.org/10.1016/j.apenergy.2023.121217

Li, Z. (2023). Strategic Marketing-Marketing Analysis of Apple Company. International Journal of
Management Science Research, 6(4), 19-26.

Low, E., & Heyd, R. (2024). Sales Revenue and Commissions. 85-98. https://doi.org/10.1007/978-3-031-
59854-8_6

Mahmudovna, G. G. (2024). Competitive strategies, the importance of using innovation in their implementation.
Igtisodiyot va zamonaviy texnologiya jurnali| journal of economy and modern technology, 3(5), 8-14.

Manis, K. T., & Madhavaram, S. (2023). Al-Enabled marketing capabilities and the hierarchy of capabilities:
Conceptualization, proposition development, and research avenues. Journal of Business Research,
157(157), 113485. https://doi.org/10.1016/j.jbusres.2022.113485

McKercher, B., Tolkach, D., Eka Mahadewi, N. M., & Byomantara, D. G. N. (2022). Choosing the Optimal
Segmentation Technique to Understand Tourist Behaviour. Journal of Vacation Marketing, 29(1),
135676672210782. https://doi.org/10.1177/13567667221078240

Melibaeva, G. N. (2024). THE IMPACT OF MARKETING INNOVATIONS ON COMPETITIVENESS. QO
‘QON UNIVERSITETI XABARNOMASI, 12(12), 39-43. https://doi.org/10.54613/ku.v12i.985

Mohammed, 1., & Bunyaminu, A. (2022). Barriers to business enterprises growth in Ghana. Small Enterprise

97


https://doi.org/10.1051/shsconf/202317205025
https://doi.org/10.1007/978-3-031-12382-5_96
https://doi.org/10.3982/qe1593
https://doi.org/10.1007/s10997-022-09653-6
https://doi.org/10.1016/j.jbusres.2022.113472
https://doi.org/10.1016/j.techfore.2023.122627
https://doi.org/10.31098/ijebce.v3i2.1062
https://doi.org/10.1108/k-06-2021-0497
https://doi.org/10.4018/978-1-6684-6971-2.ch016
https://doi.org/10.3390/ijerph20021063
https://doi.org/10.1016/j.apenergy.2023.121217
https://doi.org/10.1007/978-3-031-59854-8_6
https://doi.org/10.1007/978-3-031-59854-8_6
https://doi.org/10.1016/j.jbusres.2022.113485
https://doi.org/10.1177/13567667221078240
https://doi.org/10.54613/ku.v12i.985

Journal of Applied Science, Arts and Business (JASAB)

Research, 30(2), 1-15. https://doi.org/10.1080/13215906.2022.2039882

Mulyaningsih, M., Danial, R., Komariah, K., Firdausijah, R. T., & Yuniarti, Y. (2023). The effect of strategic
planning on competitive advantages of small and medium enterprises. Management Science Letters, 11,
411-416.

Murlita, M., Evriani, N., T., Dewi, D. C., & Yani, O. M. (2023). Education Marketing Management Based on
The Target Market Determination Strategy. Jurnal Pendidikan Dan Konseling (JPDK), 5(2), 242-247.

Nagle, T. T., Miller, G., & Gruyaert, E. (2023). The Strategy and Tactics of Pricing.
https://doi.org/10.4324/9781003179566

Nordin, F., & Ravald, A. (2023). The making of marketing decisions in modern marketing environments.
Journal of Business Research, 162(162), 113872. sciencedirect.
https://doi.org/10.1016/j.jbusres.2023.113872

Nwosu, N. T., Babatunde, S. O., & ljomah, T. (2024). Enhancing customer experience and market penetration
through advanced data analytics in the health industry. World Journal of Advanced Research and
Reviews, 22(3), 1157-1170. https://doi.org/10.30574/wjarr.2024.22.3.1810

Nygaard, A. (2024). Green Segmentation, Targeting, and Strategic Positioning. Springer EBooks, 137-153.
https://doi.org/10.1007/978-3-031-50333-7_8

Oliveira, M. O. R. de, Heldt, R., Silveira, C. S., & Luce, F. B. (2023). Brand equity chain and brand equity
measurement approaches. Marketing Intelligence & Planning, 41(4). https://doi.org/10.1108/mip-06-
2022-0222

Olivia, M., Sonza, I. B., & Silva. (2023). Brand equity and company performance: evidence from a quasi-
experiment in an emerging market. Marketing Intelligence & Planning, 41(4), 393-408.
https://doi.org/10.1108/mip-12-2021-0452

Potter, M. C. (2006). Competition for attention in space and time: The first 200 ms.

Pusung, C. S., Narsa, N. P. D. R. H., & Wardhaningrum, O. A. (2023). Innovation, competitive strategy and
MSME performance: a survey study on culinary SMEs in Indonesia during the COVID-19 pandemic.
Business: Theory and Practice, 24(1), 160-172. https://doi.org/10.3846/btp.2023.16676

Ramirez, J. G. C. (2024). The Power of Planning: How Business Plans Drive Effective Management Strategies.
Integrated Journal of Science and Technology, 1(3).

Rane, N., Achari, A., & Choudhary, S. P. (2023). Enhancing Customer Loyalty through Quality of service:
Effective Strategies to Improve Customer satisfaction, experience, relationship, and Engagement.
International Research Journal of Modernization in Engineering Technology and Science, 5(5), 427—
452. https://doi.org/10.56726/irjmets38104

Rios-Avila, F., & Maroto, M. L. (2022). Moving Beyond Linear Regression: Implementing and Interpreting
Quantile Regression Models with Fixed Effects. Sociological Methods & Research, 004912412110361.
https://doi.org/10.1177/00491241211036165

Rosério, A. T., & Dias, J. C. (2023). How has data-driven marketing evolved: Challenges and opportunities
with emerging technologies. International Journal of Information Management Data Insights, 3(2),
100203. Sciencedirect. https://doi.org/10.1016/j.jjimei.2023.100203

Roy, S. N., & Roy, S. (2024). Economies of Scale in Retail Sectors-Lowering Cost and Assuring Competitive
Price. Educational Administration: Theory and Practice, 30(4), 854-864.

Setyaningrum, R. P., Kholid, M. N., & Susilo, P. (2023). Sustainable SMEs Performance and Green Competitive
Advantage: The Role of Green Creativity, Business Independence and Green IT Empowerment.
Sustainability, 15(15), 12096. https://doi.org/10.3390/su151512096

Singh, H., Kotler, P., & Keller, K. L. (2018). Marketing Management. Essentials of Management for Healthcare
Professionals. https://doi. org/10.4324/9781315099200-17.

Singh, V., Sharma, M. P., Jayapriya, K., Kumar, B. K., Chander, M. A. R. N., & Kumar, B. R. (2023). Service
quality, customer satisfaction and customer loyalty: A comprehensive literature review. Journal of
Survey in Fisheries Sciences, 10(4S), 3457-3464.

Sodiqova, N. T., & Qudratova, G. M. (2024). Enterprise marketing strategy. modern educational system and
innovative teaching solutions, 1(3), 259-265.

Sonderegger, M. (2023). Regression modeling for linguistic data. MIT Press.

Sudirjo, F. (2023). Marketing Strategy in Improving Product Competitiveness in the Global Market. Journal of
Contemporary Administration and Management (ADMAN), 1(2), 63—-69. Researchgate.

Sutaguna, I. N. T., Achmad, G. N., Risdwiyanto, A., & Yusuf, M. (2023). Marketing strategy for increasing

98


https://doi.org/10.1080/13215906.2022.2039882
https://doi.org/10.4324/9781003179566
https://doi.org/10.1016/j.jbusres.2023.113872
https://doi.org/10.30574/wjarr.2024.22.3.1810
https://doi.org/10.1007/978-3-031-50333-7_8
https://doi.org/10.1108/mip-06-2022-0222
https://doi.org/10.1108/mip-06-2022-0222
https://doi.org/10.1108/mip-12-2021-0452
https://doi.org/10.3846/btp.2023.16676
https://doi.org/10.56726/irjmets38104
https://doi.org/10.1177/00491241211036165
https://doi.org/10.1016/j.jjimei.2023.100203
https://doi.org/10.3390/su151512096

Journal of Applied Science, Arts and Business (JASAB)

sales of cooking oil shoes in Barokah trading business. International Journal of Economics and
Management Research, 2(1), 132-152. https://doi.org/10.55606/ijemr.v2i1.73

Swetha, N., Harshavardhan, P., Kusuma, T., & Raja, M. C. (2024). Measuring Marketing Effectiveness and
Return on Investment. In Predictive Analytics and Generative Al for Data-Driven Marketing Strategies
(pp. 216-224). Chapman and Hall/CRC.

Toker, K., & Gdorener, A. (2022). Evaluation of circular economy business models for SMEs using spherical
fuzzy TOPSIS: an application from a developing countries’ perspective. Environment, Development
and Sustainability. https://doi.org/10.1007/s10668-022-02119-7

Ullah, R., Ahmad, H., Rizwan, S., & Khattak, M. S. (2022). Financial resource and green business strategy: the
mediating role of competitive business strategy. Journal of Sustainable Finance & Investment, 1-20.
https://doi.org/10.1080/20430795.2022.2031850

Wardana, M. A., Masliardi, N. A., Afifah, N. N., Sajili, N. M., & Kusnara, N. H. P. (2023). Unlocking Purchase
Preferences: Harnessing Psychographic Segmentation, Promotion and Location Strategies. Jurnal
Informatika Ekonomi Bisnis, 5(3), 713-719. https://doi.org/10.37034/infeb.v5i3.624

Willekens, M., Dekeyser, S., Bruynseels, L., & Numan, W. (2020). Auditor Market Power and Audit Quality
Revisited: Effects of Market Concentration, Market Share Distance, and Leadership. Journal of
Accounting, Auditing & Finance, 38(1), 0148558X2096624.
https://doi.org/10.1177/0148558x20966249

Wu, C., Botella-Carrubi, D., & Cristina Blanco Gonzalez-Tejero. (2024). The empirical study of digital
marketing strategy and performance in small and medium-sized enterprises (SMEs). Technological
Forecasting and Social Change, 200, 123142-123142. https://doi.org/10.1016/j.techfore.2023.123142

Wuisan, D. S., & Handra, T. (2023). Maximizing Online Marketing Strategy with Digital Advertising.
Startupreneur Business Digital (SABDA Journal), 2(1), 22-30. https://doi.org/10.33050/sabda.v2i1.275

Xiong, L. (2024). Driving Growth for SMEs in Laos’ Commercial Sector Challenges and Opportunities. Journal
of Business and Economic Options, 7(1), 10-18.
https://resdojournals.com/index.php/jbeo/article/view/250

Yathiraju, N., Raman, P., Madala, R., Patil, P., Kumar, A., & Songara, A. (2023). Research and Innovation to
Market Development: Artificial Intelligence in Business.
https://doi.org/10.1109/iconstem56934.2023.10142715

Yose, R. F. (2023). Job Creation Efforts through Empowering Micro, Small and Medium Enterprises.
AURELIA: Jurnal Penelitian Dan Pengabdian Masyarakat Indonesia, 2(2), 1211-1214.

Zahara, Z., Ikhsan, Santi, I. N., & Farid. (2023). Entrepreneurial Marketing and Marketing Performance through
Digital Marketing Capabilities of SMEs in post-pandemic Recovery. Cogent Business & Management,
10(2). https://doi.org/10.1080/23311975.2023.2204592

Zhang, X., Chu, Z., Ren, L., & Xing, J. (2023). Open innovation and sustainable competitive advantage: The
role of organizational learning. Technological Forecasting and Social Change, 186(1), 122114.
https://doi.org/10.1016/j.techfore.2022.122114

Zhao, J., Shen, J., Yan, J.,, Yang, X., Hao, Y., & Ran, Q. (2022). Corruption, market segmentation and haze
pollution: empirical evidence from China. Journal of Environmental Planning and Management, 1-23.
https://doi.org/10.1080/09640568.2021.2001316

Zulfikar, 1. (2023). Building a strong brand: Marketing strategy to increase brand awareness and consumer
loyalty. Neo Journal of economy and social humanities, 1(4), 280-284.

About the Authors

Nana Danso Boafo is a Senior Lecturer at Christian Service University, Ghana. He is a PhD candidate
at Cape Peninsula University of Technology in South Africa. He holds an MBA in Marketing from
Warnborough University, UK, an MSc in Strategic Management from Kwame Nkrumah University of
Science and Technology (KNUST), and a Chartered Postgraduate Diploma in Marketing (MCIM). His
research interests include Marketing, Strategic Management, and Entrepreneurship. Nana Danso Boafo
has authored numerous academic papers in peer-reviewed journals and is committed to advancing
knowledge through research, teaching, and practical engagement in the field of business and
management.

99


https://doi.org/10.55606/ijemr.v2i1.73
https://doi.org/10.1007/s10668-022-02119-7
https://doi.org/10.1080/20430795.2022.2031850
https://doi.org/10.37034/infeb.v5i3.624
https://doi.org/10.1177/0148558x20966249
https://doi.org/10.1016/j.techfore.2023.123142
https://doi.org/10.33050/sabda.v2i1.275
https://resdojournals.com/index.php/jbeo/article/view/250
https://doi.org/10.1109/iconstem56934.2023.10142715
https://doi.org/10.1080/23311975.2023.2204592
https://doi.org/10.1016/j.techfore.2022.122114
https://doi.org/10.1080/09640568.2021.2001316

Journal of Applied Science, Arts and Business (JASAB)

Eric Ahudey holds an MSc in Supply Chain Management and a BA in Psychology and Political
Science. He also possesses a Diploma in Military Studies, a Diploma in Logistics Management, a
Certificate in Store Management, and a Certificate in Integrated Logistical Support in United Nations
Operations. With a multidisciplinary background that blends logistics, defense studies, and social
sciences, Eric brings a comprehensive understanding of supply chain systems within both civilian and
military contexts. His expertise lies in logistics planning, operations management, and the integration
of logistical support in complex environments, including peacekeeping and international missions.

Albert Baffour Addo holds a Bachelor of Business Administration (BBA) in Marketing and a
Diploma in Education. He is an experienced educator currently serving as a Headmaster, with a strong
background in both teaching and school leadership. In addition to his educational career, Albert also
has professional experience in marketing, combining his expertise in business and communication with
a passion for youth development and academic excellence

Heavilyn Kumi holds a Bachelor of Business Administration (BBA) degree in Marketing. She is
currently self-employed and passionate about creating value through innovative marketing strategies.
Her career interests focus on marketing, with a particular enthusiasm for brand development, customer
engagement, and entrepreneurship.

Naomi Kottoh holds a BSc in Mathematics and an MS in Applied Statistics. She currently works as a
Monitoring and Evaluation Specialist, with a strong passion for data-driven decision-making and
impactful development work. Her career interests span Statistics, Social Entrepreneurship, Writing,
Leadership, Ecosystem Development, Women Empowerment, Gender Equality, and Monitoring,
Evaluation, Research, and Learning (MERL), as well as Knowledge Management. Naomi is committed
to using her skills to support inclusive development and to drive positive social change through
evidence-based strategies and advocacy.

100



