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Chapter 9: Entrepreneurial and SME marketing
Tutors can use the contents of this book chapter for teaching purposes. PowerPoint slides provided summarise key points discussed in the book chapter. Tutors can use them in the lecture sessions. In addition, case studies presented in this book chapter can facilitate student discussions in the seminar sessions. See below sample answers based on the case studies used in this book chapter.
Practitioner’s perspective 9.1
1.	How did the Chinese e-commerce shoes company respond to its resource constraints by adopting an innovative business mode and co-operating with a cladding supplier?
Sample answers: The online environment proposes new challenges for Chinese e-commerce shoes companies. The shoes industry is not a highly technical industry and it is easy for competitors to imitate other companies’ shoe design. Therefore, the entrepreneur of the SME explored new business modes and responded to the changes in the online market. The entrepreneur of the SME differentiated from competitors by developing a comprehensive supply chain system. The normal cycle of producing shoes is 10–15 days, but when the SME had its own cladding supply chain, they reduce the production time of shoes to be shorter, allowing the SME to wait until seeing the latest market data, in order to make a more accurate business decision.
2.	Why did the Chinese e-commerce shoes company decide to collaborate with an expert photographer?
Sample answers: The Chinese e-commerce shoes company decided to collaborate with an expert photographer in order to grasp opportunities in the market and build competitive advantages. Due to the size and location of the SME, it is hard for the entrepreneur of the SME to retain a specialist in the employment. But as an e-commerce fashion brand, the SME needs to control the brand image by presenting high-quality and attractive photos online. The SME needs to make sure the brand image is strong and coherent in its online presence. Therefore, the entrepreneur of the SME decided to do it differently by becoming a business partner of a specialist photographer. It benefited the SME and allowed it to deliver a coherent brand image online mainly by using professional photographs.
Case study 2: Overworking your staff
1.	What are the signs of over-working staff members?
Sample answers: Firstly, companies that over-work their employees tend to have greater numbers of employees calling in sick. Secondly, employees who are over-worked often have little free time for their family or personal life. Instead, they work during the evenings or weekends. All of those can result in increased family instability and stressful lifestyles, which ultimately lead to high employee turnover. Simultaneously, over-worked and stressed employees are often less productive and make a greater number of mistakes in the workplace than those who are not.
2.	What are the likely negative consequences of over-working staff members for the firm’s long-term external marketing?
Sample answers: If employees are over-worked and unhappy, they are less likely to promote the company as a potential employer to others and less likely to engage with the company’s goals. SMEs should take into consideration the employees’ personality type or ambitions, with those who are overly focused or particularly ambitious more likely to take on greater workloads.
3.	How can SMEs better manage their staff from the perspective of internal marketing and ensure long-term sustainability of the business?
Sample answers: A company culture of over-working may lead to staff members experiencing burnout and negative effects upon their lifestyle. Due to the limited staff size and high ambitions of SMEs, heavy burdens may be placed on their employees, often without the entrepreneur noticing. SMEs should reduce overworking staff to ensure long-term sustainability of the business. For example, SMEs can provide flexible working hours to employees. In addition, SMEs could run training programmes that promote the wellness of their employees. Furthermore, SMEs can create a culture of care that promotes, trains and recognises great self-care among its list of core competencies and expectations. When individual and leader performance include the assessment of how well they care for themselves and their colleagues, it helps SMEs creating a culture of care within the firms.
Case study 3: Re-thinking young entrepreneurs’ social media strategy
1.	How do social media platforms help entrepreneurs to conduct marketing activities and engage wider range of customers?
Sample answers: Twenty-firstt century young entrepreneurs are increasingly placing social media centrally in their business strategies. Facebook, Twitter, Instagram and YouTube are all popular ways for young entrepreneurs to engage with customers, to communicate and collaborate with partners, to develop their business network and to hire employees.
2.	Can social media help SMEs to overcome the limitation of resource constraint?
Sample answers: Social media help SMEs to overcome the limitation of resource constraint. However, some firms may attempt to manage customer profiles on multiple social media accounts, posting the same updates and contents across different media. While multiple postings can increase the chances that the company’s contents being seen, it is necessary to ensure that social media engagement for firms is specifically tailored according to the form of social media.
3.	How can entrepreneurs use social media to maximise the impact of communication?
Sample answers: All of the social media channels have points of difference and varied advantages. For instance, YouTube, Twitter and Pinterest are suitable for sharing different kinds of contents in order to maximise the impact of communication. Young entrepreneurs should clearly and consistently convey the brand image of their firm when engaging with social media in order to build more long-term connections with customers, clients and partners. It is also suggested that social media strategies should be implemented alongside more traditional forms of communication, e.g. phone conversation, face-to-face meeting.
Case study: Tom’s Shoes
Questions
1.	How did the entrepreneur of Tom’s Shoes perceive the opportunity to start the brand?
Sample answers: Tom’s Shoes was founded in 2006 by Mr. Blake Mycoskie, a Texas entrepreneur. The company sells shoes that are designed on the Argentine alpargata style (a canvas slip-on shoe). When Mr. Mycoskie visited Argentina, he found that many children living in the villages around Buenos Aires did not have shoes and could not attend school because of this. This inspired to drive his company’s mission based on the need to give shoes to children in impoverished neighbourhoods. The idea that the company donates a pair of shoes ‘tomorrow’ after a purchase ‘today’ inspired its name: ‘Tomorrow (or Tom’s) shoes’.
2.	How does Tom’s Shoes engage customers and create customer value in their business strategy?
Sample answers: Customers are more likely to be loyal and stay with the firm in the long-term if they feel tied to the social mission or cause of the company. The one-for-one model generated by Toms makes use of a varying value combination design. This is where ‘social value’ is embedded into Tom’s products, thereby transforming customers into benefactors. With customers placing greater value on social issues when making purchases, firms need to increasingly embed cultural capital, ethics and social value into their products. As well as allowing the company to portray a positive image of itself to the world and enhance its reputation, ‘cause marketing’ also allows customers to feel intimately connected to the firm and feel as if they play a role in its social mission, more than a simple transaction. In such a way, the business strategy of Tom’s Shoes is argued to be more sustainable and can retain customers in the long-term.
3.	What dimensions of entrepreneurial marketing are reflected in this case study?
Sample answers: The dimensions of entrepreneurial marketing such as ‘customers intensity’ and ‘value creation’ were shown in the case study of Tom’s Shoes. Tom’s Shoes emphasises on customer intensity throughout the firm’ marketing decision, focusing on managing customer retention, customer acquisition and customer development. Also, Mr. Blake Mycoskie firstly perceived the potential customers’ needs, which was not recognised by other competitors, and then to create values and meet those needs by founded Tom’s Shoes in 2006.
4.	How did Tom’s Shoes carry out the co-created barefoot event with customers? What is the benefits of running the event?
Sample answers: Tom’s Shoes run an annual co-creation event in that challenged customers to go barefoot for one day (‘One Day Without Shoes’) as a way of promoting the cause of shoeless children. This is a form of customer engagement that allows customers to feel more intimately connected and to become more emotionally invested in its core mission. For instance, two weeks prior to the event, customers were asked to post a photo of their barefoot event. For each photo that was tagged on Instagram, Tom’s promised to donate a pair of new shoes to a child in need. This was later extended to incorporate those who had not previously shopped with Tom’s. The barefoot event helped to put forward a positive narrative and perception of the brand that ultimately acts to improve Tom’s reputation and brand awareness.
