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Abstract
Today small and medium sized businesses are considered the principal factor for the growth of the industrial
structure of many countries. To developing countries that are attempting to revive their economic structure, these
industries are of great importance. Today, with the growth and advancement of technologies, the impact of
cutting edge technologies such as information technology on the business environment cannot be overlooked.
The use of innovative marketing helps create value. The purpose of this paper is to investigate innovative
marketing and competitive advantages of small and middle sized businesses, with regard to the innovative
approaches and the company’s unique features. The statistical group of this study included 300 subjects working
in the companies that are active in manufacturing disposable containers in Tehran province. The results of the
study indicated that innovative marketing has impacts on the companies’ competitive advantage. The unique
features of the companies have no impacts on obtaining competitive advantage, but it affects innovative
marketing.
Keywords: innovative marketing, competitive advantage, company features, entrepreneur approaches
1. Introduction
Small and middle sized businesses are the beating heart of today’s economy of the world. With the beginning of
the wave of industrialization and development of countries, a competition for creating major industries and mass
and identical production was born and reached its peak in the first three quarters of the twentieth century.
Although major industries are still demanding the attention of decision makers in economy because of their
advantages that are results of their large scale, production domain, experience and organization effect, but the
advantages of small and middle sized businesses, because of the transportation impact, market size and
effectiveness of choice and control have turned these businesses into the first choice in most products (Jelodar et
al., 2012).
In the current dynamic competitive environment, the success of each organization in keeping and increasing their
share of the market and improving the competitive state depends on the identification of factors that cause the
creation of competitive advantages. Obtaining competitive advantages in today’s world has turned into one of the
main challenges in different industries. Companies cannot be regarded among the best without competitive
advantage. In other words, companies which have been successful and are considered to be among the best are
those that have competitive advantage. Competitive advantages include a set of factors or capabilities that
always enable the company to show a better performance from the other competitors (Sadri & Less, 2001).
The innovation process is filled with disagreements and contradictions. Balancing these contradictions is a
challenge that any one uses in order to find a way to use these tools of innovation to realize the needs of different
parties. These contradicting expectations need the creation of a balanced process in order to realize the needs
through innovation management (Gumus et al., 2015). Innovation leads to a change in the processes of
organizations and is the main tool for using marketing strategies in accordance with the customers’ and the
market’s interests, which in its turn, results in sustainable competitive advantage development. According to
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Peter F. Drucker, there is only one liable definition for business: creating customers. And entrepreneurship can
only be defined based on two general factors: marketing and innovation. Innovation is the use of organizational
properties and qualifications. Innovation processes lead to the presentation of new products to the market and
creation of value for the company (Canagel, 2015). Obtaining competitive advantage is often a function of
pioneering in innovative activities. The above mentioned competitive advantage is caused by the access to
properties that support business activities and is the prize for pioneers. The followers of the market normally face
several problems and higher profits are only obtained through innovation. Innovation is a key element in
entrepreneur activities. Businesses that have higher levels of innovativeness have shown better performances.
For instance, the success of the Japanese automobile manufacturing business lies mostly in the innovation
process (Sattari et al., 2013).
Nowadays, no country is living separately from other countries completely. The economic resources, technology
and living standards of a country depend on other countries’ economy, which in turn are related together by the
complex flow of goods, services, capital and technology (Gura, 2007). Through international exchanges,
countries raise their production levels and earn more profits. Through importing, they purchase the goods that
they are not able to produce, and ship the surplus goods to other countries (Pierce et al., 1998). With an increase
in international trade among different countries and the emergence of new global actors, several competitive
advantages are gaining momentum. The reduced trade barriers in emerging markets of the developing countries
create new opportunities and comparative advantages. World economic globalization has increased the
competitive advantage in global markets. Compared to developed countries, which are of the upper level industry,
this is important for the countries in emerging markets that have great work forces (Hau, 2014). The exports
positively affect the level of employment, foreign exchange earnings, industrial development and national
prosperity. While improving corporate performance, this has increased the profitability, sales volume and market
share. Under the globalization and economic integration among countries, the export and international strategies
of the companies become more and more important (Mehmet et al., 2010).
Due to the increased global trade and intensified competition around the world, many companies have started to
seek for growth opportunities, risk of business diversification to increase their profits. However, the key drivers
of companies’ export performance to distinguish have received the attention of many academics, administrators
and decision makers around the world. They focused on the role of marketing capabilities and competitive
advantage for the companies to explain the export performance. There are marketing capabilities as a complex
package of skills, knowledge and applied organizational processes that enable the companies to coordinate the
activities and use the assets. The international companies have continued globalization by increasing competitive
rates in international markets, and the possession of capabilities that can be tailored to the needs of foreign
customers is important for the developing companies. Hence, the identification and understanding of marketing
capabilities act as a lever to gain competitive advantage. Various studies suggest shortcomings in identifying
factors affecting the competitiveness advantage in the global context (Carroll & Sosa, 2015).
Being successful in the international market is related to the efficient and effective implementation of the
marketing mix planned strategy for a specific market (Souza et al., 2008). Therefore, the revised internal strategy
is required when entering into a new market, due to different characteristics of the international market. The
companies are forced to design and implement a suitable marketing method, if they are interested in entering into
a new market. They have to weigh the cost and complexity of saving strategies based on international standards
and market consistent strategy, derived by the marketing mix (Beigi & Naserkhani, 2013).
The marketing is considered as a base for the creation of value for shareholders and customers. Therefore,
marketing task is to consider the needs of customers and to build trust and loyalty among their customers and
provide the expected value for the organization. Marketing, like the other rules of trade, should be adapted to
changing technologies (Doyle, 2008).
The importance of goods and diversity of export can be essential for the economic growth and development
(Aditya & Acharyya, 2013). The emerging literature concern is related to new export levels of countries. The
most important decisions have been taken at the corporate level for the introduction of new products for export.
The diversity of products offers is to reduce uncertainty at the international level and increase the competitive
advantage. In reviewing the factors affecting the export performance, these studies have focused on the
exchanges and increased productivity based on the innovate efforts (Sierra et al., 2015).
The innovation leads to the trend of changing the organizations and to the suggestion of the new markets as
essential keys used in marketing strategy based on the interests of customers and markets leading to development
in sustainable competitive advantage. According to Peter Drucker (1954), there is only one valid definition of
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business purpose: creating a customer and a business is only based on two functions: “Marketing and innovation”
(Kanagl, 2015).
While many studies have been conducted to discuss entrepreneurial and innovative marketing issues, this is a
tool for growth and investment efficiency that help us understand the importance of the interaction between
entrepreneurship and marketing innovation (O’ Dwyer et al., 2009). New developments have taken place in
entrepreneurial and innovative marketing that examine the interaction between these factors, individually, but
there is no comprehensive theory on this subject (Krauss, 2010).
At the present, the main motto is “creativity and innovation”, and nowadays companies have recognized that
innovation is necessary, and the thinking and ideas of innovations have influenced the inside of the
administrative structures. As with the growth, the dynamics and even the survival of modern organizations
depend on applying the innovation. If the organizations and their managers want to survive and prosper in the
long term, they must be innovative and continually adapt to the new situation. What has always occupied the
minds of entrepreneurship researchers is why some small businesses with marketing innovation can become
medium and large companies, but others cannot (Sattari et al., 2013).
The material presented can be derived as the fact that as there are research gaps in academic studies in the field
of marketing innovation, the marketing innovation should be investigated within the turbulent business
environment of Iranian companies and organizations. Given that the basis of competition and competitive
advantage acquired in the business world today is to enjoy the innovation strategy based on strategic
entrepreneurship. In this research, the innovative marketing on the international entrepreneurship is surveyed.
The innovative marketing and innovative international entrepreneurship concepts are discussed. Using structural
equation modeling, the research model is discussed.
2. Literature Review
2.1 International Trade, Globalization and Entrepreneurship
The confusion has been increasing about globalization. Theoretically, the internationalization includes different
levels such as: world, nation, state, society, organization and individual. Knight (2004) showed that the increase
in international attention to internationally communicate. However, much of the confusion is associated with the
concept. In the past two decades, the definition of the term has been evolved. “Internationality” was first defined
at the organizational level and in terms of collection of activities. However, many definitions have evolved and
researchers have considered them from various angles, including strategic management, organizational learning
and strategic change leader (Horn et al., 2007; Stromquist, 2007). A term applied by people with different goals
for internationalization is the transformation from a general to another general case internationally, in any aspect
and in all dimensions (Li-Hua, 2011).
The term “internationalization” includes moving from the inside to the outside in order to engage in international
business. Callovi and Bmynsh (1995, p. 116) defined the internationalization as “Companies’ operation adaption
process such as strategy, structure, resources etc., with international environments”. One of the traditional
methods that prevail in internationalization is the “Uppsala model”. According to this model, the company
begins to operate in the domestic markets and do not have any exports. Having established a strong domestic
market, an agency begins to export. Then a collection of affiliated companies is established to buy from and sell
to the foreign markets and finally, a manufacturing company is formed within the foreign market. Also, the
process refers to international mode that direct exports and the agencies are considered and this starts the
low-level commitments and sales mode and the commitments increase after establishing manufacturing
companies. The first foreign export market of a company will have a psychological distance close to the
domestic market. The psychological distance includes the same language, culture, economic development and
business practices, which are similar to the domestic market. Johansson and Vale (1975) emphasized the value of
experiential knowledge and suggestions that are produced within the international process and are implemented
gradually leading to an increase in the market knowledge of company and creation of the market activity (Chat
& Stangl, 2010).
However, according to the researchers of the globalization, due to rapid technological changes and liberalization
of growing economies, the internationalization process is exited from a gradual mode and has taken rapid pace
(Chat & Stangl, 2010).
One of the common perceptions of internationalization means the internationalization and globalization of the
values. From this perspective, the word “international” has cross-border relations. In this sense, Paul Hirst and
Graham Thompson had defined the internationalization to be the massive flow of growing trade and unleashing
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capital between countries. Evidence of this kind of the internationalization can be seen as the dramatic
acceleration of communications and media, and transmission of messages and ideas among countries that are
more centered on the global economy. For example, cross-border global presence and developing
internationalization process means the concept of becoming the homogeneous capital at the global scale, which
is an outstanding kind of growing acceleration (Jolan & Jamal, 2008).
The relationship between the trade and the entrepreneurship is explained in several approaches: according to the
exports, there is the foreign demand for export goods; if any, an increase in the capacity of productions exported
is resulted in. This requires the capacity or applying the skills or the workforce with higher productivity and
other sufficient resources. On the other side, the increased export creates the competitiveness fields in the
manufacturing firms that these factors lead in the production cycle to innovation, acquired higher skills and the
emergence of new firms, and the new activities of firms (Taiebi & Fakhry, 2010).
As part of the new research in the field of international entrepreneurship, there are some definitions for
internationalization. McDougall and Oviatt (2000) found that the internationalization should be the combination
of innovation, risk-taking and active behavior that pass the national borders and create value for the organization.
Under these aspects, it has been proposed to recognize and use the opportunities. McDougall and Oviatt (2005)
had stated the term “international entrepreneurship” as the discovery, applying, evaluating and exploiting
opportunities, which is an essential part of the international strategies of a company (Kopp & Gassmann, 2009).
In this study, the international focus is on the organizational level. Internationalizations defined as the
international integration processes and intercultural dimension for teaching, research and service performance of
the institution”. This approach towards the international, in academic’s viewpoint, can be considered as a
multi-dimensional and inter-disciplinary concept (Hao et al., 2011).
The entrepreneurship is the process started by identifying the service by a person who has usually visionary
thinking and risk-taking, and then after going through various stages, including the idea finding, screening of
ideas, feasibility and business plan development etc., it leads to the formation of the company and developing the
properties of this process, and the existing framework destruction by creative demolishing with replacement of
the new framework. The international entrepreneurship is a combination of innovative, active and risk-taking
behaviors that by crossing the border are seeking value in the organizations. Wright and Ricks, two international
business researchers, in 1994introduced the international entrepreneurship as a new area including two issues:
comparison of entrepreneurial behavior in different countries and cultures and organizational behaviors
developed among the different countries through crossing the borders (Oviatt & McDougall, 2007).
It seems that there is a positive relationship between active search for new opportunities or innovative responses
to the changing environment of a firm export performance (Ritz et al., 2007).
2.2 Innovative Marketing
In the new millennium, the theoretical framework of international trade was created due to improvements in the
economy under changing technology. In fact, the main problem in the field of business models in different
countries can be the behavior of technology and innovation. Some initial studies such as STO (1987), Porter
(1990) or DB et al. (1990) provided an overview of the relationship between innovation and internationalization
through the analysis of macro-economic factors. In general, the studies on the internal ability of companies and
innovative performance mainly have been considered for economic assessment, according to assessment
approaches, and innovation behavior (Rodil et al., 2015).
The management research has cited the importance of innovation and there are different definitions of this
concept in the literature. Thompson (1956) has defined the innovation: “The creation, acceptance and using of
new ideas, processes, products or new services.” Linder et al. (2003) has defined the innovative as the use of new
idea creating the value. In more recent research, the innovation is called by creation of and using the products,
services and new goods or improving existing methods, which aims to increase the company’s competitive
advantage (Foreman, 2011). The innovation activities are a complex process that occurs in several stages
(Hollenstein, 2003).
In today’s dynamic and changing environment whose source is an increase in the competition of globalization
and the emergence of new technologies, the innovation is a way of development and achievement of high
performance and survival in the global economy. Being a leader compared with the competitors requires desire
and ability of the organization to create and to commercialize the processes, products and new business systems
or this is the same innovation that helps the companies to be different. The innovation can be seen as part of the
organizational culture and can be defined as the tendency of organization to the innovation (Shakeri et al., 2011).
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Different types of innovation have been discussed by various authors. The studies are in three fields of
innovation in the outputs, inputs and processes. For example, Schumpeter (1934) considered the innovation
domains to be the new product or service, development of new methods of production, identification of markets,
exploring new sources of supply and the development of new organizational forms. Miller and Friesen (1983)
referred four dimensions of the product or service, methods of production or services, risk-taking in executive
plan and exploring new and unusual solutions. Capon et al. (1992) defined three dimensions of organizational
innovation as the innovation in the market, strategies, and technological skills. But, in general, three forms of
innovation in products, processes or new business systems are considered by more authors (Crespell & Hansen,
2007; Hovgaard & Hansen, 2004; Knowles et al., 2007). Thus, the innovation is defined as willingness and
ability of the organization to adapt and develop the innovative forms in product shape, service, process or
business system (Crespell & Hansen, 2007).
Innovation can be considered in different types including innovation in product, process technology, marketing
and non-technological affairs organization (Evangelista & Vezzani, 2010). This is not possible to combine the
two concepts of innovation and marketing together in the field of innovation, and this is considered as the
bottleneck for many researchers (Weizhen, 2009). Peter Drucker was the first person who combined the two
concepts together (Weizhen, 2009; Oudrhiri et al., 2009). The relationship between marketing and innovation can
be called a bilateral interaction and effectiveness and making connections between the innovation and the
marketing, it can be reached a sustainable competitive advantage (Oudrhiri et al., 2009). Several studies would
be exploring the marketing strategies and different marketing elements were known. In product strategy, the
companies often choose standard levels and such a strategy leads to the maintenance of the competitive
advantage of the companies, which is responsible for creating the scale saving and savings in operating costs and
strengthening the business position in export markets (Vrontis et al., 2009). Also, the companies with the further
ability and resources often employ those people using the competitive price under the market selling conditions
and choosing the compatible strategies with the price (Myers et al., 2002). There are problems in determining the
appropriate strategy. The factors affecting this include networks, channels, logistics, and transportation. Some
authors have shown that large companies may succeed by adopting standards because they can establish a close
relationship in the distribution, leading to a reduction in uncertainty between benefit conflictions, and creating
the dominant procedures distribution (Robles, 2011). In a promotional strategy, for large enterprises, the needs of
customers in light of contradictory communication of effective messages should be taken into account, which
gives rise to the cost savings of quality control more (Okazaki et al., 2006). Companies’ export experience has
been effective in the selection and implementation of marketing strategies. The experienced companies are
significantly trying, when selecting the product pricing strategy commonly, to consider gaining a competitive
advantage with respect to the accumulated knowledge of customers for different markets (Chang, 2007). Also, in
pricing strategies, by considering the exporters ‘international experience and having more knowledge than their
customers, they can use various strategies for pricing with regard to the customers’ purchasing power within the
different markets. The marketing strategy of the companies depending on their capital ownership is different
from the multinational companies and those operating in developing countries. In developing countries,
compared to domestic companies, the companies are obliged to use the strategies that have been set for them by
the mother company and should act in accordance with those standards to meet consumers’ needs. These
companies often use the pricing strategies consistent with their consumers’ needs that they can be able to be the
winners of the market and this is able to maintain existing market share. The authors also point out that some
multinational companies and foreign companies operating in developing countries have appropriate
infrastructure, more funds for investment in research and development, human resources,
engineering-technology, management and marketing expertise, so a greater chance of success in implementing
its export strategy in competitive markets (Sodarvik et al., 2015).
The literature of marketing behavior in small and medium sized companies and that of innovation has been
formed and used on the basis of competitive advantage. Marketing role in innovation is to provide concepts,
tools, and infrastructures to eliminate the gap between current and ideal position, to achieve competitive
advantage. However, this advantage is based on the innovation and marketing, but more a combination of
innovative developments from non-nuclear activities in the marketing. Cummins et al. (2000) found that the
innovative marketing includes all marketing activities and its profitability objectives are clear. In addition, the
innovative marketing would be a reactive marketing is a result of the changes, which are continuously, or
complementary enhancements that are based on the existing activities. The innovative behavior means the owner
or manager exploit the opportunities. The innovative marketing is considered as “doing something new with new
ideas, new products or new technology and refining these ideas in response to the market demand, according to a
new method.” Kindle et al. (1996) showed the innovation may include the new product development or the
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innovative developments in various aspects of marketing (Cummins et al., 2000). This innovation is a part of the
constantly environmental assessment of a dynamic market that to ensure business growth in the competitive
environment and the fight against the threats driven by the substitute products and services, it is necessary to
increase the potential of newcomers and the bargaining power of suppliers. The innovative marketing is
constituted by the basic elements classified into the classes of modification, focusing on the customer, integrated
marketing, focusing on specific niche market and positions.

Customer

Integrated

concentration

marketing

Market
Innovative
Varied

concentration

marketing

marketing

Unique
situation
Change

Figure 1. Innovative marketing strategies (Lancaster, 2007)
These elements illustrate the importance of innovation in marketing. When fully integrated in the organization’s
innovative marketing, to create the ability to respond to dynamic environment and be successful, they can force
companies to achieve the organizational goals. Innovative marketing components are presented in Table 1.
Table 1. Innovative marketing variables (Lancaster, 2007)
Innovative marketing variables

Elements
Increased products

Varied marketing

Changing the marketing
Changing distribution channel
Active

Change

Varied

Focus on the customer

Focus on the customer
Integrated marketing

Integrated marketing

Marketing influence
Vision

Focus on the market

Market-based
Profit
New

Unique situation

Unique
Uncommon
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The marketing strategies are related to the innovative marketing. The strategy is a combination of the creativity
and quantitative and qualitative analysis. This combination helps to the companies in identifying new
opportunities associated with the customers and market and shares the information about competitors. The
marketing is a series of activities that are changing because the social science is changing.
Carson (1998) knew the main constituents of innovative marketing to be the product promotions and different
distributions. Stokes (1995) considered the innovative marketing to identify new markets, correct the marketing
mix and new operational systems. O’Dwyer et al. (2009) considered the innovative marketing consisting of six
sections including marketing variables, modification and change, customer-oriented, integrated marketing,
marketing-oriented, and unique place. The innovative marketing aspects are regarded as the foundation of the
present study.
O’Dwyer et al. (2011), in addition to the six components of the previous research added the new component of a
“strategic alliance” to the innovative components and stated that this component is the same networking in small
and great companies, unofficially.
In today’s competitive market, the competitive pressure has increased and the bargaining power of customers has
increased, too. The customers are able to encounter with a huge flood of information and different quality
products. In this stage, it is difficult to attract the customers and keep them in the market, based on the goals
determined. In such a situation, the companies need to have an integrated strategy to consider a combination of
insight of the market and company, brand positioning, processes, management and operational marketing, as
shown in Figure 2 (Kiran et al., 2012).

Insight of
marketing and
commercial

Operational
marketing

Integrated strategy

Brand
positioning

Management
and process

Figure 2. Integrated strategy of innovative marketing (Kiran et al., 2012)
Marketing and Commercial Insight: need to know the rules of the game. In this case it is important that small
and medium-sized enterprises have a proper understanding of the pricing, location, situation of competitors and
market behavior for their survival and innovation.
Brand positioning: It is very important for an organization to have a good understanding of the brand in
customers’ minds. This activity is made possible through the implementation of just 4p strategy.
Operational Marketing: One of the major concerns in organizations is management of the supply chain.
Therefore, to achieve a different position in the market, a company is a strong one with a very strong operational
aspect, depending on these solutions of executive agent.
Processes and management: there is a lack of skills, technology and management in most organizations. Strong
education, proper understanding of business, knowledge of the processes and the control of communications
should beef the components of a successful strategy to sustain the Company.
The innovative marketing methods should be integrated and combined with the business strategy. In this way, the
companies are able to compete and maintain their position in the global markets. Technological progress is not
mentioned in the implementation of this integrated approach. For a proper execution of the innovative marketing
strategies, the companies should implement technological developments for innovative marketing strategies:
Customer relation management: A business cannot survive without understanding the importance of CRM. The
82

ass.ccsenet.org

Asian Social Science

Vol. 12, No. 10; 2016

CRM can be accounted for as an important factor at this time. This is the easiest way to create a prominent role
in international spaces and acquire the competitive advantage (Massharm & Chavan, 2011).
The information and communication technology (ICT): the potential of information and communication
technology leads to provide more benefits and wide productivity. The large companies invest heavily in
advanced information technology that often, small companies suffer the gaps, from this point of view
(Giannakouris and Smiley, 2010). The widespread use of information and communication technology can be
vital to provide the innovative ideas and innovative marketing. IT can reduce costs at small businesses and
improve the internal processes, improve product, communicate with customers rapidly and better promote and
distribute the products through online presence. ICT plays an important role in the small and medium enterprise
in domestic activity and external value chain, competitive performance and proper utilization of information and
appropriate decision-making (Kiran et al., 2012).
The small and medium-sized companies do not need to focus exclusively on a small team or just marketing staff
to generate new ideas; there is unlimited scope of application of the ideas in the company. Crediting brand in
small and medium businesses should be considered responsibly and as the individuals’ performance. The
managers to employ the innovation in their activities have to use different methods to encourage and generate
innovative ideas (Kiran et al., 2012).
Activities based on social responsibility (CSR): Today’s consumers are well aware of social responsibility and
this will affect their own understanding of the organization. Mainly in large companies, this issue will be
considered further. But, these activities can be taken into consideration as a strategy tool for enhancing the
competitiveness of small and medium-sized businesses. In general, CSR may affect SMEs’ activities, and
ultimately lead to improve the turnover and sales in the following ways (Kiran et al., 2012):
Creating better working conditions: it includes health and safety in the workplace, and it leads to higher
motivation and loyalty among employees and thus enhances creativity and innovation.
- Improve environment friendly products and utilize the manufacturing processes that will lead to customer
satisfaction and loyalty.
- CSR activities can take action to attract resources for charity, by using advertising campaigns.
- Businesses that rely on their own local customers focus to collect the donations can expand their
communication through marketing verbally and or viral marketing.
2.3 Cluster Approach
Porter (2001) defined the clusters to be regional focus and the corporate network, specialized suppliers, service
providers and associated institutions (e.g. universities, standards bodies and trade associations). The competition
somewhat provides the areas of pre-competitive within the markets. Cluster members include complementary
businesses rather than competitive businesses. Formal way in these clusters is to increase the marketing
capabilities that in this case, the bargaining power increases and certainly it leads to get more government
support and subsidies which ultimately to the achievement of potential customers (Kiran et al., 2012).
Literature review Maxwell (2011) explores the innovative marketing in the real estate investment firm. In this
research, the innovative marketing challenges were investigated and entrepreneurial skills and marketing were
explained that are needed to implement the innovative marketing. The results showed that the use of creative and
innovative strategies for property sales has more influence over the sales activities and provided a good
understanding of the customer.
Martinez et al. (2011) examined the innovative entrepreneurship and marketing. The study examined the concept
of entrepreneurship and innovation. Finally, the innovative marketing model was offered that includes aspects of
investments, identification of opportunities, and creation of entrepreneurship marketing, in order to facilitate
organizational growth.
Kiran et al. (2012) explored the innovative marketing strategies for small businesses. In this study, a survey of
small businesses in India showed that the assessment of organizational strategies and properly using the
marketing capabilities and making innovative ideas of marketing would create the innovative strategies in the
organization that improve the capability of small and medium businesses.
Marius et al. (2013) explored the marketing information systems as management tools of the operators in Africa.
In this study, the innovative marketing was dealt with the tourism industry. The results showed that the managers’
knowledge level of the new tools used in the marketing system play the role, which is decisive. The post-test
results showed that the managers refuse to use the innovative marketing information in their decision making
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process.
Kanagal (2015) reviewed the innovation and product innovation in marketing strategies. In this research, the
innovation and organizational change and changes in the marketing strategies were discussed, in line with the
interests of customers and the market in order to gain competitive advantage. The results showed the innovation
in marketing strategies would create shared value for the organization and the customer, and using innovative
marketing methods should be in line with organizational strategies.
Sirsa et al. (2015) investigated how to distribute the export diversities through making innovation in Brazil’s
companies. The results showed that in the study of innovation in emerging economies, the access to resources
cannot be conducive to export diversification. The innovative efforts and the company’s strategic position in the
domestic market are the significant factors in the creation of this export diversity.
Vicente et al. (2015) measured the capabilities of innovation in companies engaged in export. The results showed
that the capabilities of innovation and creativity in organizations is higher than other aspects of product
development capability, strategic one and technological ones that these four dimensions have a significant
positive impact on the investment performance.
Sattari et al. (2013) showed that the innovative marketing strategies that the business takes in its activities,
especially, strategies based on the products, promotional activities and sales promotion, through the
entrepreneurial orientation of managers and business decision makers lead to the objective innovations
conducted in the products or services offered by the business and to a competitive advantage in terms of
differentiation, cost, innovation, growth and establishment of strategic alliances, and the small and medium
entrepreneurs using the leverage of the creativity and innovative measures would continue to exist alongside the
large companies and by acquiring a sustainable competitive advantage, we seek to challenge their strategies, and
achieve the great success globally.
Tayeibi and Fakhri (2010) examined the effects of globalization and international trade on the entrepreneurship
development (Case study: OECD countries). In this study, they examined the impacts of international trade and
globalization on the development of entrepreneurship. Since the OECD countries enjoy the high level of
business relationship and especially play a major role in the development of the World Trade occasions, they
have been noted in this study. Discovering answers to questions about the research on the impact of trade and
economic globalization on entrepreneurship in developed countries of OECD, this can be a good lesson for the
developing countries, especially Iran, to develop entrepreneurship. To achieve this goal, a specified econometric
model and using panel data selected from OECD countries over 2000 -2005were estimated. The results suggest
that the development of exports and imports and globalization phenomenon have the significant positive impact
on the level of entrepreneurship in the concerned countries and establishing an overflow and technology transfer
with foreign trade plays an important role in the entrepreneurship development process.
Shah Abadi et al. (2012) examined the role of innovation and competitiveness on the Islamic countries’, D8,
export performance. They examined the role of fundamental variables of innovation, competitiveness, R & D
activities and labor productivity on the export of D8 countries during the 1980-2009. The results of this study
indicate poor condition of export, innovation and competitiveness of the study countries compared to the
developed countries, so these countries should pay more attention to the fundamental variables such as
innovation, which are highlighted their contributions on the export performance, today. Therefore, in order to
reduce the technology gap, increasing the competitiveness strength and achieving sustainable economic growth
and stability, and using macroeconomic policies to focus on the components of economic knowledge and
technology transferring agents should be emphasized on export performance.
Safari and Nagorno Bashlou (2014) examined the relationship between entrepreneurial marketing and marketing
performance through innovation in a case study: the companies operating in the industrial automation industry,
telecommunications, computer and digital equipment. The study investigated the effect of entrepreneurial
marketing on the innovation, taking into account the moderating effect of two factors including tendency to
learning and organizational structure, and measured the relationship between the innovation and marketing
function within the study templates. The statistical population consisted of the marketing and sales employees
and managers of 42 companies active in three industrial automation, telecommunications, computer and digital
equipment industries. Data collection method is the research-made questionnaires with reliability and validity,
which are acceptable that 250 questionnaires were distributed between the managers and employees in marketing
and sales departments of 42 companies in three intended industries that 195 were returned and analyzed. The
results showed the entrepreneurial marketing has an impact on the innovation, and the innovation, on the
marketing performance. Also, the learning orientation and organizational structure have the moderating effect on
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the relationship between the entrepreneurial marketing and the innovation.
2.4 Design of the Study
In this study, patterning the model of Kiran et al. (2012), the conceptual model was designed as figure below:

Marketing and
commercial
insight

Operational
marketing

Innovative
marketing
strategy

Brand
positioning

Management
and processes

Figure 3. Conceptual model of the study
3. Research Hypothesis
In providing innovative marketing model, the following hypotheses were raised: H1: Processes and management
are effective in developing innovative marketing strategy.
H2: Operational marketing is effective in the innovative marketing strategy.
H3: Marketing and commercial insight are effective in developing innovative marketing strategy.
H4: Brand positioning is effective in the innovative marketing strategy.
This study is a descriptive one, which is applied by survey method. Data were collected by the questionnaire
drawn from research Kiran et al. (2012). The questionnaire included 26 items. The statistical population
consisted of the members of the Union of Manufacturers and exporters of furniture of Iran, in Tehran that
included 10 companies randomly, referred to corporate headquarters of the study companies when conducting
the research. Thirty questionnaires were distributed in each company. After a week, 130 questionnaires were
collected.
3.1 Research Variables and Models
In order to ensure the quality of data collected and understand the general characteristics of the sample, its
demographic variables can be expressed. The demographic information of sample statistics is shown in Table 2
and 3.
Table 2. Demographic information based on gender
Gender

Number

Percentage

Female

36

28%

Female

94

72%
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Table 3. Demographic information based on education
Education

Number

Percentage

Diploma

11

%8

D.H.E

38

29%

B.S.

57

44%

M.A

24

18%

3.2 Reliability and Validity of Variables
Since the standard questionnaire is used to measure the variables, first the indicators were translated and then,
referring to the elites the modifications were approved. In Figure 1, as seen, all variables loads have a value
greater than 0.5, indicating that the reliability of the measurement model is acceptable. Then, the reliability of
variables by Cronbach’s alpha indicated a high standard rate of 0.7 (Cronbach, 1951) and the composite
reliability (CR) greater than 0.7 and average variance expended (AVE) with the standard rate greater than 0.5
(Fornell & Lacker, 1981) were evaluated by Smart-PLS software. Table 4 indicates the reliability.
Table 4. Reliability of the variables
Variable

Number of questions

Cronbach alpha

AVE

CR

Brand positioning

4

0.862179

0.708357

0.906221

Innovative marketing

6

0.835119

0.552024

0.879702

Commercial approach

4

0.765006

0.583758

0.847294

Operational marketing

4

0.873954

0.727173

0.913669

Processes

4

0.864728

0.713987

0.908127

3.3 Divergent Validity (Fornell and Lark’s Method)
In the divergent validity, the difference between the indicators of a structural model has been compared with
other structures ones. It is calculated by comparing the square root of AVE for each structure with the correlation
coefficient values between structures. To do so, a matrix is formed the main diagonal values are the square root
of AVE coefficients for each structure and the lower and higher values of main diagonal are the correlation
coefficients between each structure and other structures. The matrix is shown in Table 5.
Table 5. Matrix square root of AVE and correlation coefficients of structures
Brand
positioning

Innovative
marketing

Commercial
approach

Operational
marketing

Brand positioning

0.8416395

Brand positioning

0.699095

0.7429832

Brand positioning

0.451722

0.320558

0.7640406

Brand positioning

0.523437

0.651425

0.260937

0.8527444

Brand positioning

0.411029

0.643308

0.078601

0.440542

Brand positioning

0.8416395

Processes

0.8449775

According to the matrix above, the square root of AVE for each structure is greater than the correlation
coefficient between this structure and other structures, indicating the acceptability of the Divergent validity of
the structures.
4. Data Analysis and Results
As shown in Figure 4, the coefficient path value has been calculated 0.408 for the relationship between two
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variables, processes andd innovative marketing; and aaccording to F
Figure 2, it cann be seen, a siggnificant amou
unt is
calculated by 10.61 but not ranged in (-1.96, 1.96). It can be conccluded that thee path coefficieent is significa
ant at
the error leevel of 0.05.Inn other words, implying that process as a variable has a ppositive and siggnificant impa
act on
the innovaative marketingg, the first hypothesis is conffirmed.
The path ccoefficient is calculated 0.541 for the relatiionship betweeen two variablees, operationall marketing an
nd the
innovativee marketing. According
A
to Fiigure 5, a signnificant amounnt of 11.658 obbtained for thee path is not ra
anged
in (-1.96, 1.96). It can be concluded that the path coefficient is significant att the error levvel of 0.05.In other
words, im
mplying the vaariable of opeerational markketing has a significant neegative effect on the innov
vative
marketing, the second hyypothesis is coonfirmed.
ween two variables, commercial approach
h and
The path ccoefficient is calculated 0.0044 for the rellationship betw
innovativee marketing, annd according tto Figure 5, it can be seen a significant am
mount of 1.9225 obtained forr this
path is nott ranged in (-1.96, 1.96). It ccan be concludded that this paath factor is noot significant aat the error lev
vel of
0.05, in otther words, impplying that thee variable of coommercial appproach does noot have a signiificant effect on the
innovativee marketing. Thhus, the third hhypothesis is rrejected.
The path coefficient is calculated 0..229 for the rrelationship between two vvariables, brannd positioning
g and
innovativee marketing. According
A
to Fiigure 5, it can be seen a signnificant amounnt of 7.201 obtained for this path
is ranged in (-1.96, 1.966). It can be concluded that the path coeffficient is significant at the eerror level of 0.05,
implying tthat the variable of operationnal marketing has a significaant negative efffect on the innnovative mark
keting
and the fouurth hypothesiis is confirmedd.

Figure 4. The esstimated standdard model
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Figuree 5. The modell of significantt parameters (tt)
5. Studyin
ng Model Paraameters
To check tthe quality or validity of thee model, the credit check is used which inncludes the share credit indicator
and redunndant quality check
c
indicatoor or redundanncy. Share inddex measures the quality off the measurement
model of eeach block. Redundant
R
indiicator of Q2 allso known as the Stone-Gyccerate, the possitive values of
o the
indicators indicate the accceptable and ggood quality oof the measurem
ment and struccture models.
In Figure 6 and Table 6,, the values off each of the inndicators relatted to the depeendent and inddependent variables
are presentted. As seen, thhe indicators aare positive and greater than zero.

Figure 6. Inddicators of moddel’s fit
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Table 6. Share indicators (CV Com) and redundant indicator (CV Red)
CV Red

CV Com

Brand positioning

0.708800

0.708800

Innovative marketing

0.510478

0.575975

Commercial approach

0.582726

0.582726

Operational marketing

0.727651

0.727651

Processes

0.713581

0.713581

6. Conclusion
The degree of compliance and standardization of marketing programs is very important in international trade.
Since international activities are vital for the functioning of export companies, the companies face the challenge
of designing and implementing export strategies specified for the market, within the target markets are rapidly
changing as an uncertain environment. This article provides a model for the innovative marketing strategies in
international entrepreneurship. The analysis of the data shows the business approach has a significant effect on
the innovative marketing. This indicates that, to apply the innovative marketing and the innovative marketing
strategy development, the managers do not have enough knowledge to use information, and the results of this
study could be considered consistent with the results of the research by Marius et al, implying that the managers
would not have enough knowledge to use the innovative marketing information. Other hypotheses ‘results are
consistent with the Kiran et al. (2012). The innovative marketing is not only related to developing new products,
services and technologies, but also is one of the main factors that companies can better meet the needs of
customers, using it correctly, compared with the competitors in the intensively-competitive environment and
they survive in this way.
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