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Where is the opportunity without the customer?

An integration of marketing activities, the entrepreneurship process, and

institutional theory
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Entrepreneurship of marketing activities

Market orientation and marketing mix represent the sets of
activities through which firms come to understand their
customers’ needs and communicate how the firms’ products
satisfy those needs, respectively. Marketing activities
strongly influence a firm’s entrepreneurship process. As
such, marketing activities represent a set of means that
facilitate firms’ ability to exploit opportunities and satisfy
customer needs. As a set of means, however, marketing
activities may also be the focus of a firm’s entrepreneur-
ship. More specifically, firms can recognize and exploit
opportunities to more efficiently or effectively serve
customer needs through the innovation of marketing
activities.

Opportunities represent the potential to create value by
efficiently and effectively serving customer needs. However,
customer needs are constantly evolving, whether due to
external environmental trends, enhanced production possibil-
ities, or entrepreneurial activities within society (Holcombe
2003). To the extent that the firm responds ineffectively to
changes in customer needs, its performance is likely to
decline. As illustrated in Fig. 1, reduced firm performance
leads decision makers to undertake leaming activities to
discern the causes of this decline and the adjustments that
can be made to resolve the issues (Minniti and Bygrave
2001; Politis 2005).° Learning occurs when a firm’s expect-
ations are inconsistent with its outcomes, leading the firm to
update its internal theories of how things work (Argyris and
Schon 1978) and potentially influencing its future activities
(Huber 1991).
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