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ABSTRACT 

This proposed study seeks to explore the role of architectural marketing capabilities (AMC) in enhancing the 

relationship between Entrepreneurial Orientation (EO) dimensions and the performance of Small and Medium 

Enterprises (SMEs) in Nigeria. SMEs play a critical role in Nigeria’s economy, contributing significantly to GDP 

and employment. However, despite their critical role, many Nigerian SMEs face persistent challenges in 

achieving sustainable performance. While EO has been recognized as a key factor driving SME success, its 

relationship with performance outcomes is often inconsistent. This study introduces architectural marketing 

capabilities as a key mediating factor that potentially bridges EO dimensions and SME performance. This study 

aims to fill the gap by examining how AMC can mediate the impact of EO on SME performance underpinning 

the Resource-Based View (RBV) and Innovation Theory. Marketing capabilities is not merely integrated as 

supportive tools but as strategic assets that reshape entrepreneurial efforts into tangible performance. A 

quantitative research design will be employed, using a structured questionnaires to collect data from SME owners 

and managers across different sectors in Nigeria. The study proposes the use of Structural Equation Model (SEM) 

to test hypothesized relationships and explore both direct and indirect effects. By examining the mediating role 

of architectural marketing capabilities, this research seeks to contribute to the theoretical advancement of 

entrepreneurship and marketing capabilities literature, particularly in the context of developing economies. 

Furthermore, practical implications will be drawn for SME practitioners and policymakers aiming to enhance 

firm competitiveness through strategic capability development. The study’s findings are expected to offer 

valuable insights into how Nigerian SMEs can better align their entrepreneurial strategies with robust marketing 

architectures to achieve sustainable growth and performance. 

Keywords: Entrepreneurial Orientation, Architectural Marketing Capabilities, SME Performance, Nigeria, 

Mediation Analysis 

INTRODUCTION 

Small and Medium Enterprises (SMEs) are crucial drivers of economic growth, innovation, and employment, 

particularly in emerging economies like Nigeria. SMEs contribute nearly 46.2% to Nigeria's Gross Domestic 

Product (GDP) and account for about 87.9% of the workforce and 6.2.1% of exports of the country (PWC, 2024). 

These enterprises play a vital role in reducing unemployment rates and fostering economic diversification. 

However, despite their significant contributions, Nigerian SMEs face a range of challenges that hinder their 

growth and overall performance. These challenges include limited access to finance, inadequate infrastructure, 

market volatility, and an unstable policy environment (Oluremi & Maku, 2024). 

While external factors, such as financial constraints and market instability, have been widely studied, the internal 

capabilities that influence SME success, particularly Entrepreneurial Orientation (EO) and Architectural 

Marketing Capabilities (AMC), remain underexplored. EO, which includes dimensions such as innovativeness, 

risk-taking, proactiveness, autonomy, and competitive aggressiveness, has long been recognized as a critical 

determinant of SME success (Lumpkin & Dess, 1996). Research indicates that firms with a strong EO are better 
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positioned to navigate market uncertainties, capitalize on new opportunities, and innovate to maintain a 

competitive edge (Nasir et al., 2017). However, the relationship between EO and SME performance is not always 

clear, with some studies reporting inconsistent or mixed results (Gupta et al., 2019). These inconsistencies 

suggest that other internal capabilities may mediate or enhance the EO-performance relationship. 

One such underexplored factor is Architectural Marketing Capabilities. AMC refers to the ability of a firm to 

align its marketing strategies with the specific needs of its target markets, ensuring that entrepreneurial initiatives 

are effectively implemented to yield tangible outcomes (Hoque et al., 2021). AMC is particularly important for 

SMEs in Nigeria, where market conditions are volatile, and businesses face intense competition. While previous 

studies have recognized the role of marketing capabilities in driving firm performance (Shaher & Ali, 2020), 

empirical research on AMC’s mediating role in the EO-performance relationship, particularly in Nigerian SMEs, 

is scarce. 

This paper seeks to fill this gap by proposing the role of AMC as a mediator between EO dimensions and SME 

performance in Nigeria. Specifically, the research focuses on investigating whether AMC can enhance the impact 

of EO on key performance outcomes such as profitability, market share, and sustainability. This paper builds on 

the Resource-Based View (RBV) and Innovation Theory to explain how Entrepreneurial Orientation (EO) 

influences SME performance, with AMC acting as a mediating factor. By proposing a conceptual framework, 

this study will answer the question of whether strong marketing capabilities can help SMEs translate their 

entrepreneurial strategies into improved profitability, market share, and long-term sustainability. This paper 

seeks to advance theoretical understanding of EO and AMC while offering practical insights. Theoretically, this 

research will extend to the existing knowledge by integrating EO and AMC in the context of Nigerian SMEs, an 

area that has been underexplored. 

Research Objectives 

1. To examine the influence of architectural marketing capabilities on SME performance. 

2. To identify which specific AMC components most strongly relate to EO dimensions. 

3. To provide recommendations for SMEs seeking to enhance EO through marketing infrastructure. 

4. To assess the mediating effect of Architectural Marketing Capabilities on the relationship between 

Entrepreneurial Orientation dimensions and SME performance 

LITERATURE REVIEW 

Entrepreneurial Orientation and Sme Performance 

Entrepreneurial Orientation (EO) refers to the strategic posture of a firm, encompassing key dimensions such as 

innovativeness, risk-taking, proactiveness, autonomy, and competitive aggressiveness (Lumpkin & Dess, 1996). 

EO is widely recognized as a critical driver of SME performance, influencing firms' ability to adapt to market 

dynamics, innovate, and maintain competitiveness (Dangana, 2022). The relationship between EO and SME 

performance has been extensively studied, with a consensus that higher levels of EO lead to superior 

performance outcomes (Abdelgadir et al., 2020). Firms with a strong EO are more likely to take calculated risks, 

exploit emerging opportunities, and develop unique products or services, thus fostering sustainable growth 

(Kohtamäki et al., 2019). 

However, the impact of EO on SME performance is not always straightforward. Several studies have reported 

mixed results, suggesting that the relationship between EO and performance may be contingent on contextual 

and mediating factors (Gupta et al., 2019; Onwe et al., 2020). For instance, while EO may drive innovation and 

market responsiveness, it does not necessarily guarantee financial success or operational efficiency if other 

internal capabilities are lacking (Zehir et al., 2016). This indicates that EO alone may not be sufficient for 

superior performance, especially in volatile and resource-constrained environments like Nigeria. 
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One crucial factor that can mediate the relationship between EO and performance is the firm's internal marketing 

capabilities, particularly AMC. Despite the recognition of EO's role in enhancing performance, there has been 

limited exploration into how marketing capabilities can influence this relationship. The synergy between EO and 

AMC could offer a more comprehensive understanding of how SMEs can translate entrepreneurial strategies 

into actual business outcomes, particularly in emerging markets. 

Dimensions Of Entrepreneurial Orientation 

The five key dimensions of EO—innovativeness, risk-taking, proactiveness, autonomy, and competitive 

aggressiveness—are interrelated and collectively shape an SME's ability to compete in dynamic environments. 

Each dimension has distinct implications for performance and plays a role in how firms respond to market 

changes. 

Innovativeness refers to a firm's capacity to develop new products, services, or processes that create value in the 

market (Iqbal et al., 2021). For SMEs, innovation is crucial for differentiation and long-term sustainability, 

enabling them to meet emerging customer needs and stay ahead of competitors (Shaher & Ali, 2020; Iqbal et al., 

2021). Firms that prioritize innovation are better equipped to capitalize on new market opportunities, thus 

improving their market positioning (Nasir et al., 2017). However, innovation alone is not sufficient; it must be 

complemented by other capabilities, such as effective marketing, to ensure that new offerings are successfully 

commercialized. 

Risk-taking involves the willingness to pursue ventures that involve uncertainty or potential loss (Diaz and 

Sensini, 2020). SMEs with a high-risk tolerance are more likely to explore untested markets or adopt new 

technologies, which can lead to competitive advantage (Nasir et al., 2017). However, excessive risk-taking 

without adequate strategic alignment can also lead to adverse outcomes, such as financial instability or resource 

depletion (Zehir et al., 2016). Therefore, the ability to manage risks effectively is crucial, especially in unstable 

markets like Nigeria, where external factors like political instability and infrastructural challenges pose 

significant risks. 

Proactiveness refers to the firm’s ability to anticipate and act on future market trends and customer needs (Astrini 

et al., 2020). Proactive firms are often market leaders, shaping industry trends rather than merely reacting to 

them (Khizar et al., 2024). In the context of Nigerian SMEs, proactiveness allows firms to better navigate market 

uncertainties and seize growth opportunities before competitors. However, proactive strategies must be 

supported by strong marketing capabilities to ensure that new initiatives align with customer preferences and 

market conditions (Hanaysha and Al-Shaikh, 2022). 

Autonomy is the degree to which an SME can make independent decisions without being constrained by rigid 

structures or external controls (Diaz and Sensini, 2020). Autonomy fosters a culture of innovation and agility, 

allowing SMEs to adapt quickly to changing market conditions (Shaher & Ali, 2020). This dimension is 

particularly important for SMEs, as it enables them to execute entrepreneurial strategies without bureaucratic 

delays. Autonomy can also empower employees to take ownership of projects, leading to enhanced creativity 

and higher performance (Perera & Samarakoon, 2021). 

Competitive aggressiveness refers to a firm's inclination to challenge competitors directly to improve its market 

position. Highly aggressive firms actively pursue opportunities to overcome rivals, often through aggressive 

pricing strategies or superior product offerings (Weinzimmer et al., 2023). In emerging economies like Nigeria, 

where competition is often fierce, competitive aggressiveness can provide firms with a significant advantage. 

However, it is important for SMEs to strike a balance, as overly aggressive tactics may lead to market 

destabilization or resource depletion (Perera & Samarakoon, 2021). 

While each dimension contributes to an SME's strategic approach, their collective impact on performance is 

contingent on the firm’s ability to effectively integrate these dimensions into a coherent strategy. The interplay 

between these dimensions can be further optimized by leveraging complementary capabilities such as marketing. 

Therefore, understanding how EO dimensions interact with other internal resources, such as AMC, is crucial for 

gaining a deeper understanding of SME performance in emerging markets. 
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The Mediating Role of AMC in Eo-Sme Performance Relationship 

The mediating role of AMC in the relationship between EO and SME performance has become an area of 

growing interest. While the direct impact of EO on SME performance has been well-established, the role of 

internal capabilities such as AMC in mediating this relationship has received less attention. AMC refers to a 

firm’s ability to align its marketing strategies with market demands, customer preferences, and competitive 

dynamics, ensuring that entrepreneurial initiatives are effectively executed in the marketplace (Hoque et al., 

2021). In this context, AMC is not only essential for implementing innovation and differentiation strategies but 

also for translating the strategic intent behind EO into tangible performance outcomes. 

Research suggests that EO provides the strategic foundation for firms to take risks, innovate, and act proactively 

in the market. However, without strong marketing capabilities, these entrepreneurial activities may not reach 

their full potential, especially in resource-constrained environments like Nigeria (Pratono & Mahmood, 2015). 

AMC bridges this gap by enabling firms to effectively execute market-driven strategies that are responsive to 

consumer needs and competitive pressures. For example, firms with robust AMC can engage in better market 

segmentation, brand positioning, and customer relationship management, all of which contribute to higher 

performance (Vincent & Shin, 2015).  

Empirical studies have shown that AMC mediates the relationship between EO and firm performance by 

enhancing the firm's ability to capitalize on entrepreneurial initiatives. In contexts similar to Nigeria, where 

market conditions are volatile and resources are scarce, AMC has been found to be a critical enabler of 

competitive advantage (Mulyana et al., 2021). However, studies focusing specifically on the Nigerian context 

are limited, creating a significant gap in the literature. Given the unique challenges faced by Nigerian SMEs, 

such as infrastructural deficiencies and unstable economic conditions (Oluremi & Maku, 2024), the mediating 

role of AMC warrants further exploration. 

AMC's influence on EO-performance relationship is especially crucial for SMEs that operate with limited 

resources. In such environments, marketing capabilities become a strategic resource that SMEs can continuously 

refine and develop, unlike financial capital, which may be subject to external constraints (Lekmat et al., 2018). 

Therefore, by enhancing marketing capabilities, SMEs can maximize the value derived from their 

entrepreneurial strategies, resulting in improved market share, profitability, and sustainability (Quaye & Mensah, 

2019). This highlights the importance of investigating AMC as a mediator in the EO-performance relationship, 

especially in emerging economies like Nigeria, where SMEs are pivotal to economic growth. 

Theoretical Review and Conceptual Framework 

This study integrates key theoretical perspectives to develop a conceptual framework for understanding how EO 

and AMC influence SME performance. Drawing from the Resource-Based View (RBV) and Innovation Theory, 

this study posits that both EO and AMC serve as critical resources that enable SMEs to achieve competitive 

advantage and superior performance in dynamic and uncertain market environments. 

RBV emphasizes the importance of internal resources and capabilities in achieving sustainable competitive 

advantage (Barney, 1991). In this framework, EO is conceptualized as an entrepreneurial resource that drives a 

firm’s strategic actions, while AMC represents the marketing capability necessary to execute these actions 

effectively (Vorhies & Morgan, 2005). Firms with strong EO but weak AMC may struggle to capitalize on their 

entrepreneurial initiatives, leading to suboptimal performance. Thus, AMC is proposed as a mediator that helps 

SMEs leverage their EO for superior performance outcomes. 

Innovation Theory complements this framework by highlighting the role of innovation in driving business 

success. EO dimensions like innovativeness and proactiveness align with this theory, as they focus on identifying 

and exploiting new opportunities for growth (Schumpeter, 1934). However, innovation alone is insufficient to 

ensure success. AMC enables firms to commercialize their innovations effectively by aligning their offerings 

with market needs and optimizing marketing strategies to create value (Mulyana et al., 2021). Figure 1 presents 

the conceptual framework for the study. 
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 Figure 1:  

 

Based on this framework, the study develops the following hypotheses: 

Direct Effects of EO on SME Performance: Given the established link between EO and performance (Lumpkin 

& Dess, 1996), it is hypothesized that each EO dimension positively influences SME performance. 

• H1a: There is a positive and significant relationship between Innovativeness and SME performance. 

• H1b: There is a positive and significant relationship between Risk-taking and SME performance. 

• H1c: There is a positive and significant relationship between Autonomy and SME performance. 

• H1d: There is a positive and significant relationship between Proactiveness and SME performance. 

• H1e: There is a positive and significant relationship between Competitive Aggressiveness and SME 

performance. 

Mediating Role of AMC: The study proposes that AMC mediates the relationship between EO dimensions and 

SME performance. This means that the impact of EO on performance is strengthened when marketing 

capabilities are effectively integrated into strategic actions. 

• H2a: There is a positive and significant relationship between Innovativeness and Architectural Marketing 

Capability. 

• H2b: There is a positive and significant relationship between Risk-taking and Architectural Marketing 

Capability. 

• H2c: There is a positive and significant relationship between Autonomy and Architectural Marketing 

Capability. 

• H2d: There is a positive and significant relationship between Proactiveness and Architectural Marketing 

Capability. 
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• H2e: There is a positive and significant relationship between Competitive Aggressiveness and 

Architectural Marketing Capability. 

Direct Effect of AMC on SME Performance: This hypothesis posits that marketing capabilities directly 

influence SME performance by ensuring that entrepreneurial initiatives are effectively implemented and aligned 

with market needs. 

• H3: There is a positive and significant relationship between Architectural Marketing Capabilities and 

SME performance. 

Mediating Effect of AMC on the EO-SME Performance Relationship: The study proposes that AMC plays 

a crucial mediating role in converting EO-driven initiatives into market success, thereby enhancing the impact 

of EO on SME performance. 

• H4: There is a positive and significant mediating effect of Architectural Marketing Capabilities on the 

relationship between Entrepreneurial Orientation dimensions and SME performance. 

This study’s conceptual framework integrates EO, AMC, and SME performance to provide a more nuanced 

understanding of how SMEs in emerging economies can leverage both entrepreneurial and marketing 

capabilities to thrive in competitive and resource-constrained environments. 

METHODOLOGY 

Research Design 

This study outlines a framework for future empirical testing. The study proposes a quantitative research design 

for testing the relationships among EO, architectural marketing capabilities, and SME performance. A deductive 

methodology will be used to test predefined hypotheses based on existing literature about the relationship 

between EO dimensions and SME performance. This approach is best for this study due to its ability to 

empirically validate theoretical assumptions regarding EO's impact on performance outcomes. 

Population and Sampling 

The target population for this study is the SME owners and managers primarily from the trade and commerce 

sectors in Lagos State. Due to time and resource constraints, a convenience sampling method would be 

employed. 

Data Collection 

Data collection is through structured questionnaires administered to SME owners and managers. The 

questionnaire will be adapted from validated scales; the questionnaire will measure the five EO dimensions 

(Innovativeness, Risk-taking, Autonomy, Proactiveness, Competitive Aggressiveness), AMC, and SME on a 5-

point Likert scale measurement. 

Data Analysis 

Data analysis will be conducted in two stages. First will be the descriptive statistics (means, standard deviations, 

and reliability tests) using SPSS. Next, will be the Structural Equation Modelling (SEM). Structural Equation 

Modelling (SEM) will be used to test the relationships among the variables. This method is suitable for assessing 

the direct and indirect effects of EO dimensions on SME performance through the mediation of architectural 

marketing capabilities. 

Ethical Considerations 

Ethical considerations will be strictly followed, with participants' confidentiality guaranteed and informed 

consent will be obtained prior to participation. Data collected will be handled in compliance with ethical  



INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue V May 2025 

www.rsisinternational.org 

 

 

 

Page 1853 

standards for academic research, ensuring their sole use for academic purposes. 

CONCLUSION 

This study will contribute to the going body of literature on entrepreneurship, Architectural marketing 

Capabilities, and the performance of SMEs in developing countries. It highlights the importance of not only 

which dimensions of entrepreneurial orientation (EO) contribute to performance, but how and through what 

processes they do so. This paper, by incorporating architectural marketing capabilities as a mediating variable, 

offers new insight on how the EO–performance relationship can be better understood, particularly in resource-

scarce and highly volatile business environments like Nigeria. 

Based on Resource-Based View (RBV) and Innovation Theory, the proposed model considers Architectural 

marketing capabilities to be strategic resources and enables the conversion of entrepreneurial activities such as 

innovativeness, Autonomy, competitiveness, proactiveness, and risk-taking into tangible results. This resonates 

with the theoretical understanding that having entrepreneurial traits is insufficient without an organizational 

system to harness them efficiently. With this, the study will help to address a gap in current literature by providing 

an explanation for how SMEs can enhance competitiveness and long-term sustainability by adopting a 

capability-oriented, multi-dimensional approach. 

This study sets the foundation for future empirical research. The next step is to validate the proposed framework 

through rigorous data collection and statistical testing using Structural Equation Model (SEM). Such empirical 

validation will not only affirm the theoretical assumptions but also provide concrete recommendations for 

practitioners and policymakers on how to strengthen the SME sector in Nigeria and other developing nations. 

Finally, this research suggests a more integrated approach to SME development. one that recognizes the 

synergistic relationship between entrepreneurial intent and marketing capability as a pathway to sustainable 

competitive advantage. 
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