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The impact of entrepreneurial orientation on B2B

branding and business growth in emerging markets
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7. Conclusion and discussion

7.1. Entrepreneurial orientation, brand orientation, and business growth in
emerging markets

The aim of this study was to examine how brand orientation and
entrepreneurial orientation simultaneously affect business growth in
B2B SMEs operating in emerging markets. It was suggested that brand

orientation could serve as a mediating factor between entrepreneurial
orientation and business growth. Merrilees (2007) argues that brand
orientation offers SMEs a focusing tool that helps in conserving
resources for those market opportunities and innovations that are likely
to yield the greatest performance gains. Researchers increasingly stress
that the complex environments in which firms nowadays operate
necessitate that they adopt multiple strategic orientations simulta-
neously (e.g., Grinstein, 2008; Laukkanen et al., 2013; Noble et al,,
2002). However, little is known so far about how brand orientation
works together with other strategic orientations. Furthermore, only a
few studies have addressed brand orientation in the context of B2B
firms (e.g., Baumgarth, 2010).
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