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Abstract

Small and Medium Enterprises (SMEs; hereafter) are considered as the backbone of the
economy of the various countries of the world. SMEs play an immensely significant role not
only in the economic development but also in the social development of the society. Both in
developed as well as developing countries, adoption and promotion of SMEs is considered as

one of the most promising and viable strategies to achieve various developmental goals.

SMEs have to face many challenges in their functioning as compared to large enterprises.
They have limited resources and many constraints which results in not only limiting their

performance and growth but also threatening their very survival.

In today’s globalised world where rapid technological and managerial changes are taking
place at a very fast pace, SMEs have an opportunity to perform and grow at a much faster
rate than ever before. But for this SMEs need to adopt suitable strategies including the
strategy of adoption of marketing orientation in order to carry out effective marketing of their

products and the enterprise.

Adoption of marketing orientation and appropriate marketing practices can play an
instrumental role in the success of SMEs. Most of the SMEs are sales focused and are not
much oriented towards marketing. Implementing relevant marketing oriented practices can
enable SMEs in scaling-up and reaching out to new horizons. SMEs need to recognize the
power of marketing and its processes, which can go a long way in contributing to their
success. SMEs also have to understand that in order to become marketing oriented and to
carry out effective marketing, it is not necessary that the enterprise has to be large in size or
has to be a Multi-National Company (MNC; hereafter). SMEs and their products can also

become successful by following appropriate marketing processes and methodologies.



This research studies the adoption of marketing orientation in SMEs in India. It explores and
identifies the factors affecting the adoption of marketing orientation in SMEs qualitatively.
The components of these factors and the levels, linkages and hierarchy among these factors
have also been explored and identified. Thereafter a framework of these factors which affects
the adoption of marketing orientation in SMEs is developed. This framework is then

empirically validated and also cross-validated with the help of some real-life case evidences.

Mixed methods approach of research design has been utilized in this research by way of
qualitative research, empirical research and case research methodologies. The resulting
factors and the framework of factors affecting the adoption of marketing orientation in SMEs
can contribute to the SMEs in enhancing their adoption of marketing orientation and to carry

out effective marketing of the enterprise and its products.
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