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The role of entrepreneurial marketing in the growth and success of small and
medium enterprises in Egypt

Abstract

Small and medium enterprises (SMEs) are known as the engine of economic development in both
developed and developing regions, including Egypt. In light of the increasing market turmoil,
strong competition and uncertainty, in addition to the increasing disparity in customers’ desires
and needs, and with the increasing interest in the small and medium enterprises sector, the
importance of the marketing aspects of small and medium enterprises and entrepreneurship has
increased, as well as the link between entrepreneurship and marketing in small and medium
enterprises, which is The so-called Entrepreneurial Marketing (EM), which is one of the modern
and urgent variables that helps business organizations achieve their goals, by focusing on
innovation as a mechanism and strategic direction that helps organizations, and therefore this
study aims to explore the role and importance of applying the dimensions of entrepreneurial
marketing in the growth and success of SMEs. The exploratory research design was used in
different regions in the Egyptian context, which includes a review of previous studies, analysis of
secondary data, and a semi-structural qualitative study (through in-depth personal interviews). It
was concluded that there is a positive role and relationship between the dimensions of
entrepreneurial marketing. The growth and success of SMEs in Egypt.

Keywords:

Marketing, entrepreneurial marketing, Small and medium enterprises (SMES)
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