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Abstract

In this paper researcher has tried to study the shift from entrepreneurial market to sustainable entrepreneurial market as
sustainability is an evolving field and also a need of an hour. Researchers have studied research papers from a database
such as Scopus, web of science, ProQuest etc. The researcher has concluded the paper by telling how it has been shifted
and the future research area in this field which might be helpful for future researchers.
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Entrepreneurial Marketing

The entrepreneurial market is the market strategy of a small and new venture () Although, Market is an important function of an
organisation. An entrepreneur doesn’t give much importance to marketing. The entrepreneurial market is different from the
traditional style of the market. The traditional market is customer-oriented, and it follows the systematic procedure and by using
the method of Seven/Four P’s. In contrast, Entrepreneurial marketing is innovation-oriented and they use interactive ways of
marketing and also informal marketing for example word of mouth (Stokes,2000). (Buccieri & Park, 2022) support the value of
entrepreneurial marketing in reconfiguration and post-entry success when handling market dynamism. Furthermore, when foreign
new companies choose an equity entry option, entrepreneurial marketing and reconfiguration are effective in dynamic
marketplaces. Entrepreneurial marketing, including proactive innovation, opportunity-driven innovation, innovation focus,
readiness to adapt, resource leveraging, risk management, customer intensity, and value-driven strategies, has a huge impact on
co-creation in the creative industries, (Yusrita et al., 2021). According to (Buccieri et al., 2021), exploratory innovation and
differentiation strategy are shaped by entrepreneurial marketing, and both drive exceptional worldwide performance. (Bachmann
et al., 2021) states that entrepreneurial marketing has a large and favourable impact on exploitative and exploratory innovation.
Furthermore, discover the effects of entrepreneurial marketing on exploratory innovation strengthen under settings of high
competitive intensity. Still, low levels of competitive intensity do not affect the link between entrepreneurial marketing and
exploratory innovation. Also demonstrate the positive impacts of entrepreneurial marketing on exploitative innovation are weaker
in larger organisations, but stronger in smaller firms.

ENTREPRENEURIAT MARKETING PROCESSES COMPARED
TO TRADITIONAL MARKETING CONCEPTS
MARKETING TRADITIONAL ENTREPRENEURIAL
PRINCIPLES MARKETING MARKETING
CONCEPT Customer-orientated: Innovation oriented:
Market-driven, product Idea-driven, intuitive
development follows assessment of market needs
STRATEGY Top-down segmentation, Bottom-up targeting of
targeting, and positioning customers and other influence
groups
METHODS The marketing mix Interactive marketing methods
Four/Seven P's Word-of-mouth marketing
MARKET Formalised research and Informal networking and
INTELLIGENCE intelligence systems information gathernng

[JRTI2207195 International Journal for Research Trends and Innovation (www.ijrti.org) 1248




© 2022 IJRTI | Volume 7, Issue 7 | ISSN: 2456-3315

Source: Stokes, D. (2000). Putting entrepreneurship into marketing: the processes of entrepreneurial marketing.

AUTHOR’S NAME DEFINITIONS
Béckbro and Nystrom | “Entrepreneurial marketing is the overlapping aspects between
(2006), entrepreneurship and marketing; therefore it is the behaviour shown by any

individual and/or organization that attempts to establish and promote market
ideas while developing new ones in order to create value.”

Bjerke and “EM is the “marketing of small firms growing through
Hultman entrepreneurship.”
(2002),
Hill and Wright “A new stream of research describes the marketing orientation of
(2000), small firms as ‘entrepreneurial marketing’. This means a style of

marketing behavior that is driven and shaped by the owner
manager’spersonality.”

Stokes, 2000 “The entreprencurial marketing concept is focused on innovations
and the development of ideas in line with an intuitive understandingof market
needs;

Stokes,2000 “marketing carried out by entrepreneurs or owner-managers of

entrepreneurial ventures”

Sustainable Marketing

The term sustainable marketing is used to describe the approach of marketing which is related in consideration of environmental
aspects while promoting products. Sustainability marketing is a step taken by marketers to save the environment without affecting
organizational goals and how to sustain these marketing strategies as these incur high costs. Focus has shifted from ecological
marketing of the 1970s (Henion and Kinnear, 1975) to green marketing in the 1990s, In 1990s focus was on the use of the
environment-friendly product (McDonagh, Prothero and Wasik 1996). A study done in 2010 by environmental leaders shows that
companies are doing green marketing mainly for the marketing and advertising advantage with green messages. They found that
customers were willing to pay more for the same product which is either presented with the green marketing
messages(Nastu,2010). Most of the marketing people use green marketing for their branding. (Tillinghast,2010). The five
innovation diffusion characteristics of sustainable marketing innovation services (compatibility, compatibility, complexity,
trialability, and observability) were discovered by (Su et al., 2022), which have a substantial impact on customers' engagement in
express packaging recycling. Furthermore, consumer perceived value and pleasure are significant mediators in encouraging
consumers to participate in express package recycling. Sustainable marketing makes sense only as part of a larger plan that guides
all aspects of a company's operations, not just product development, sales, and marketing, (Park et al., 2022). According to
(Khandai et al., 2022), sustainable marketing methods boost brand trust, which leads to higher levels of brand resonance, that
leads to attitudinal brand loyalty, which leads to behavioral brand loyalty. (Peterson et al., 2021), suggests that 1) customers'
nature-based beliefs have the most beneficial influence on consumers' support for sustainable enterprises, 2) followed by attitudes
toward corporate kindness, and 3) concern about firm ethics. Values such as social justice and acknowledging business'
contribution to one's own quality of life were not shown to be influential in customers' support for sustainable firms.

Definitions of Sustainable Marketing

Authors Name Definitions

Martin & Schouten, | Itis a technique of generating, conveying and giving value to customers in a way that all

2014 the resources are preserved for future use.
Belz and It is aprocess of planning,organizing,implementing and controlling the marketing
Peattie,2009 strategies to fulfil the needs and wants of the customers while considering the

environment and social criteria to achieve company objectives.

Dam and Apeldoorn | It is that concept of marketing which supports sustainable and economic development.
(1996)
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Charter M, Peattie | Itis a step taken by organisations towards sustainability. It focuses on attaining the
K, Ottman J and | “triple bottom line” through creating,producing and delivering sustainable solutions
Polonsky MJ and also satisfy the customers and stakeholders.

Fuller 1999 Sustainable marketing is defined as the process of planning, implementing, and
controlling the development, pricing, promotion, and distribution of products in a
manner that satisfies the following three criteria: (1) customer needs are met, (2)
organizational goals are attained, and (3) the process is compatible with ecosystems.

Objectives of this Paper

The purpose of this research is to investigate the transition of the entrepreneurial market to the sustainable entrepreneurial market.
As a result, entrepreneurs are now focusing on the entrepreneurial market and sustainable marketing methods, as sustainability is
a necessity in today's environment.

Methodology

Exploratory research approach has been used for this study. This paper reviews the articles published on Sustainable Marketing
and entrepreneurial marketing in the last 17 years i.e. 1995 to 2022. In this study, literature has been identified through web
search using the keyword “Sustainable marketing, Entrepreneurial Market” in research databases such as Taylor and Francis,
JSTOR, Wiley, Emerald, Research gate, Scopus and Elsevier were searched. These databases provided a significant number of
articles. Literature was further refined using different keywords like sustainability marketing, green marketing. Content Analysis
and themes were identified.

Sustainable Entrepreneurial Market

Sustainable development gives two important points which need to include in the definition i.e.“what is need to be sustained and
what is to developed” (Shepherd, Patzelt ;2011). We need to sustained nature, culture, values, norms and history. We need to
developed economic and non-economic gains. Economic gains include socioeconomic status, develop the economy and Non-
Economic gains include giving education, giving equality etc.(National Research Council,1999). Sustainable entrepreneur
marketing includes 3 Ps of marketing rather than traditional 4 Ps of marketing. Three Ps are People, planet and Profit or we can
also say the concept of the triple bottom line.

Definitions of Sustainable Entrepreneurship

Author
Schaltegger and An innovative, market-oriented and personality-driven form of value creation by
Wagner, 2007 environmentally or socially beneficial innovations and products exceeding the start-

up phase of a company.

O'Neill et al., 2009 Sustainable entrepreneurship is a business creation process that
links entrepreneurial activities to the achievement of sustainable value relatedsocial
and environmental goals .

Cohen and Winn According to them there are several types of market imperfections contribute to
(2007) environmental pollution.

Earlier, entrepreneurship was used by the people for their survivor but now it is all about innovation. Doing Innovation doesn’t
mean we will not focus on the sustainable aspects whereas we need to do innovation and also need to work sustainable aspects.
Sustainable Entrepreneurs are also using E-Marketing as their marketing strategy. They use creative way od doing marketing
and also which is using resources and impact is more. For Example: Making videos, Youtube channels, talks , presenting in a
seminar about their organisation and products.

TRADITIONAL MARKETING | ENTREPRENEURIAL SUSTAINABLE
MARKET ENTREPRENEUR
CONCEPT Customer-orientated: Innovation oriented: Creative and sustainably
Market-driven, product oriented: Social,
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development follows Environment and
Economic
STRATEGY Top- Bottom-up targeting of
downsegmentation,targeting, customers and  other
and positioning influence groups
METHODS The marketing mix Interactivemarketing Creative and innovative
Four/Seven P's methods way which require fewer
resources.
MARKET Formalised research and Informal networking and E-Marketing
INTELLIGENCE | intelligence systems information gathering

Source: After reading from various research papers

Benefits of Sustainability Marketing

Reputation of organisation:

Retention and attraction of employees:
Access to new markets

Increased employee involvement:
Customers trust

Future Scope

For this paper, researchers have just done a review of the paper and there is a need to do empirical research in this field. Future
researchers can focus on the concept of sustainable entrepreneurship in detail, there is a need for interdisciplinary research.
Studies can be done by taking samples from different countries, developing or underdeveloped countries. Cross culture studies
can be conducted. (Yang et al.2022)
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