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This publication focuses on aspects of marketing management in the current Afri-
can context. The objective is to outline and illustrate how marketing management 
can be used to stimulate economic and social development. Marketing manage-
ment plays an important role in economic and social development aided by vari-
ous forms of telecommunication activities and the Internet. The combination of 
marketing management and greater communication and information-gathering 
capabilities enable growth of consumer markets. The growth and restructuring of 
consumer markets change how consumers purchase and consume products and 
services and how they structure new personal and public lifestyles. We call this 
approach development of social and economic public space that motivates dynamic 
socio-economic growth.

The authors attempt to bring together a theoretical foundation of marketing 
management as an invaluable tool of entrepreneurship combined with the scien-
tific method of inquiry. We have tried to examine marketing management and the 
sciences in the context of the Internet and widely available telecommunication 
capabilities. In many African countries, the Internet and telecommunication capa-
bilities generate numerous social and economic activities. Our observations and 
experiences indicate that many such activities lack a decision-making structure 
and scientific framework. New and dynamic entrepreneurs start small enterprises 
but often fail due to a lack of structure or scientific understanding of their poten-
tially idealistic initiatives.

Several of our doctoral students at Umeå University in Sweden and Aalborg 
University in Denmark, from various African countries, frequently searched for 
better ways for their mostly young entrepreneurs to succeed in new ventures. 
Long discussions with these doctoral students led us to better understand some of 
the social and economic obstacles that limit entrepreneurial success. However, in 
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spite of the obstacles, the doctoral students generally succeeded and found new 
ways to assure new and aspiring entrepreneurs that they could succeed if they 
understood how to make skilled decisions and use scientific principles in their 
undertakings.

Some of us at the University of Wisconsin-Whitewater tried for years to 
combine managerial approaches with applying scientific principles to problems 
faced by entrepreneurs. Combining the scientific method to solving problems in 
marketing management motivated undergraduate and graduate students alike to 
think about the problems faced by entrepreneurs in dynamic social and economic 
environments. A number of students interested in combining managerial deci-
sion making with a strong scientific foundation came from African countries and 
returned as aspiring entrepreneurs.

Our principal interest is to combine marketing management approaches with 
a strong scientific foundation for emerging entrepreneurship in African econo-
mies. We are also interested in how entrepreneurship is driven by opportunities 
via the Internet and telecommunication capabilities. The Internet and telecom-
munication capabilities help entrepreneurs bypass many traditional institutions 
that administer established commercial operations. New entrepreneurial initia-
tives create a new dynamic social and economic public space leading to socio-
economic growth.

Our expectations are that this publication will help outline and illustrate rela-
tionships between marketing management and the sciences that are needed to 
strengthen the foundation of entrepreneurial activities in various African coun-
tries. African countries are by no means homogeneous; on the contrary, they are 
different, perhaps even singular, in how they manage or administer social and 
economic public space and plan for the future. This publication can be a useful 
resource for students, academic researchers, entrepreneurs, and practicing manag-
ers in their endeavors to find new and better ways to initiate start-ups and manage 
for a better future.

We thank our colleagues and students for their support and cooperation in 
our attempts to understand the new entrepreneurial dynamics in using marketing 
management and scientific approaches to solve problems in what we call a new 
social and economic public space in the African setting. Thank you.
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Marketing is becoming indispensable for educators and managers of large global 
enterprises to understand culturally different markets and consumers. In their 
views, marketing is seen more and more as a social discipline. Two fundamental 
philosophies drive the marketing discipline: (1) consumers are central to all activi-
ties of an enterprise, and (2) profit is a reward offered by satisfied consumers. Man-
agers who subscribe to these central notions of marketing believe that marketing 
functions within an environment that guides their missions and market initiatives. 
Marketing is relatively less known among smaller enterprises and entrepreneurs 
as a social discipline and is generally applied as a series of managerial tools and 
techniques used to position their products and services in consumer-driven and 
competitive markets.

Marketing management is the application of marketing tools and technique; it 
employs scientific, technological, and managerial marketing resources. Marketing 
management is accountable for identifying marketing opportunities for enter-
prises within the context of their missions. Marketing managers are responsible 
for interpreting what consumers, as members of societies, want to consume, what 
lifestyles they want to lead, and how they want to relate to their environments. 
Marketing management provides a framework for planning—for an enterprise 
to succeed, it must plan what initiatives it will undertake, what resources it will 
allocate to each initiative, and how it will manage its markets. Marketing man-
agement also provides approaches intended to build the organizations needed 
to implement plans—every initiative most likely requires a creative new organi-
zation to manage identified markets. Marketing management guides the use of 
marketing tools and techniques configured as strategies to reach markets, market 
segments, and consumers. Marketing management is also responsible for control-
ling marketing initiatives ranging from identifying fundamental opportunities to 
determining levels of consumer satisfaction and profitability.

INTRODUCTION



2  Introduction

For incipient and growing enterprises in African countries, marketing man-
agement is a new phenomenon, but marketing management is emerging as a 
competitive force in entrepreneurial initiatives due to the influx of entrepreneurs 
returning from studies or training abroad. This is primarily because marketing 
management emphasizes problem solving and the decision-making responsibili-
ties of marketing managers. The ability to solve problems and make decisions is 
the foundation for structural stability of enterprises. Marketing managers set the 
marketing objectives, policies, plans, and programs needed to systematically allo-
cate the resources available to an enterprise.

The marketing management framework is built on fundamental beliefs that 
managers accept constant change; place consumers at the center of all initiatives; 
build an integrated system around all marketing activities; and consider scientific, 
technological, and other inputs as theoretical constructs and findings in manag-
ing the marketing effort. Marketing management has emerged as a discipline 
closely aligned with the sciences, technology, and other social disciplines. This 
realization often leads to entrepreneurial activities among marketing managers 
and stimulates their innovative activities that eventually lead to formation of a 
social and economic public space. Creating a social and economic public space, 
within which active and passive creation and consumption take place, consists of 
a series of visible activities directly related to private and public consumption of 
products and services.

Creating a social and economic public space is necessary in order to provide a 
platform for socio-economic growth closely aligned with entrepreneurial start-
ups; growth of small and medium-sized enterprises; introduction of supply pro-
viders; and components, material, and equipment needed by entrepreneurs and 
small and medium-sized enterprises. Thus, marketing management is perceived 
as the tools and techniques necessary to systematically introduce change into an 
economy challenged by social and economic conditions. Many African econo-
mies recognize that often entrepreneurial initiatives will not survive without the 
marketing discipline and marketing management.

The financial and social resources spent for economic and social development 
in Africa are enormous. An appraisal of recent development efforts by donor coun-
tries to Africa such as Canada, Denmark, Sweden, and the United States clearly 
suggests that random and uncoordinated economic and social development efforts 
based on large-scale projects are marginally productive. Projects often fail com-
pletely from the start, or shortly thereafter, primarily due to lack of administra-
tive structures, systemic failures, or cultural misunderstandings. Although projects 
appear distinctively structured and adequately funded, they often lack the collec-
tive organizational initiatives to succeed and grow. More precisely, economic and 
social developmental attempts lack the organizational momentum to successfully 
function in economically and socially unstable countries with unstable entrepre-
neurial climates and markets.
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Economic and Social Developments

Entrepreneurial initiatives in many African countries have increased over the past 
10 years or so; they cut across levels of technology, consumption patterns, and 
public and private lifestyles. Some entrepreneurial initiatives represent innovations 
aimed at consumer markets, whereas others are suitable for public consumption. 
Innovations introduced by entrepreneurs include generation of wind and solar 
power that contribute to the development of additional small and medium-sized 
peripheral enterprises. Introduction of environmentally responsive and energy-
efficient appliances used for cooking, laundry, and small home refrigeration 
contribute to less air pollution. The availability of on-demand 24-hour health 
care services saves lives. Innovations such as these contribute to environmental 
improvements in both the private and public sectors.

These developments, along with many others, are possible because of scientific 
advancement, technological innovation, and engineering improvements such as 
telecommunication capabilities, regional and local Internet availability, and access 
to personal computers. New technology brings new ways of doing things, stimu-
lates creative thinking, and improves social and economic productivity. Under 
such conditions, entrepreneurship thrives, new innovative products and services 
stimulate new markets, and consumers improve their lifestyles.

The combination of social, economic, technological, and market innovations 
has led to new approaches in macro and micro social and economic development 
in several African countries. The tendency in many countries is to move from 
large-scale, externally funded projects to small-scale, internally shaped entrepre-
neurial initiatives. Entrepreneurs tend to find their own resources and under-
take activities that donors of large-scale capital likely would never sponsor. Many 
entrepreneurs endure and grow into successful small enterprises; others even 
expand into larger enterprises with customers and clients abroad.

Although many new entrepreneurial initiatives may be arbitrarily structured 
and marginally managed, they function in a social and economic space that in 
some African countries is unstable. In order to become stable and prosper in 
the future, these entrepreneurial initiatives need scientifically based creativity, 
decision-making skills, and sound marketing management philosophies. Some 
African countries such as Tanzania, Ghana, and Zambia have found ways to stimu-
late development of small projects, help entrepreneurs find start-up capital, form 
industrial clusters, and have formed university-based advisory centers to assist 
entrepreneurial start-ups in their early stages.

Not all recent economic and social developments can be attributed to growing 
entrepreneurial initiatives; other forces are active as well. A significant number of 
African entrepreneurs have university education in either management or the sci-
ences. Some received their educations abroad, whereas others attended local uni-
versities and others had internships or participated in student exchange programs. 
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Many returning students brought innovative ideas and plans for start-ups; some 
even brought the necessary equipment for a start-up. It is not clear what educa-
tion or training is best suited for start-ups in various African countries, but it is 
apparent that many recent entrepreneurial experiences result from exposure to 
different economic and social climates.

The importance of the educational experiences of entrepreneurs lies in their 
ability to apply their experiences, both domestic and abroad, to the economic 
and social situations in their personal environments. More specifically, their ability 
to identify entrepreneurial opportunities and implement them despite obstacles 
and administrative hurdles. Over the past few years, some entrepreneurial ini-
tiatives have transitioned into viable enterprises marketing locally relevant prod-
ucts and services. These initiatives include software development, food processing 
enterprises, and financial management and money transaction operations, among 
others.

Many of the entrepreneurial initiatives are closely aligned with wider social 
developments and lifestyle changes. Consumers are becoming more informed and 
educated. They are transitioning from street markets to small retail shops and even 
to larger grocery store chains. Younger consumers do not follow the shopping 
patterns of their elders; they prefer to shop in larger stores, frequent recently avail-
able large box discount stores, and buy their groceries in stores that offer a greater 
selection of products. The changes in consumer buying habits are strengthen-
ing the positions of retailing institutions, including Internet-based entities, and 
changing consumer markets.

Major Drivers of Change

The economic and social changes described previously would not have been 
possible without the rise in entrepreneurial efforts and new technological capa-
bilities. The introduction of telecommunication, rapid acceptance of mobile or 
cellular telephones by individuals of all ages, and the ability to accept telephone-
based communication as a universal platform drives many of the economic and 
social changes. Telecommunication allows consumers to function in previously 
unknown or economically not feasible markets for them. Telecommunication 
capabilities combined with health care services, personal financial management 
and payment capabilities, and additional capabilities such as purchasing small 
amounts of clean drinking water are changing the lifestyles of many consumers.

Internet availability further contributes to major economic and social changes. 
The Internet provides a window for many African entrepreneurs, consumers, and 
the public into the world around them. Although there are regions of African 
countries with limited availability computers and Internet connections, mostly 
due to lack of electricity, these obstacles are being overcome by introduction of 
solar or wind energy that offer the potential for Internet connectivity and use of 
personal computers.
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Where Internet connections are available, new information sources are avail-
able, and individuals can more easily communicate with others—entrepreneurs 
can solicit help from other entrepreneurs, and consumers can compare products, 
services, and even lifestyles. What is more important is the use of the Internet 
for educational purposes; especially for education in rural and remote areas. The 
combination of innovative solar cells integrated into students’ backpacks and the 
availability of laptop computers offer totally new educational experiences for stu-
dents. Students can literally charge their backpacks during the day and do their 
homework or share their computers with adults in the evening.

Telecommunication and the Internet have additional benefits for economic 
and social development across the African landscape—they lead to development of 
appropriate local technology. Development of appropriate technology is important 
for the continuity of social and cultural history. Indigenous technology carries with 
it standards and norms as pillars of stability and social and economic cohesiveness. 
Exogenous technology, especially technology that is substantially different from 
indigenous technology, brings social and economic disturbance and discontinuity.

New technology developed internally or externally needs to meet local con-
ditions. The more successful entrepreneurs understand this and identify techno-
logical opportunities on the basis of their perception of continuity from previous 
technological trends. Entrepreneurial success also depends on the ability to 
empirically verify that the new technological advance introduced by an entre-
preneur is compatible with previous generation technology and requires minimal 
education or training to use it. Most forms of scientific management introduced 
by high technology focused entrepreneurs are based on systematically developed 
and tested scientific approaches.

For example, major changes in cooking among rural households, such as mov-
ing away from organic fuels that pollute to cleaner fuels such as natural gas, or 
in some cases, electricity simplify day to day living conditions, speed up cooking 
time and leave more productive time for other activities. Since the new cleaner 
fuels are centrally distributed and require minimal education or training for users, 
fuel-gathering concerns have been reduced, and the time necessary for cook-
ing preparation and the cooking times themselves have been reduced. The new 
devices needed to convert from traditional to new cooking methods also require 
new cooking appliances, which, in turn, may require some education to demon-
strate their optimal use. The entire process of converting from old polluting fuels 
to new non-polluting processes provides entrepreneurial opportunities.

It is increasingly apparent that entrepreneurial small-project formation leading 
to social and economic development is driven by telecommunication capabili-
ties and the Internet thus changes the technological climate of many social and 
economic constituencies and consumers. Structure and scientifically based appli-
cations are frequently missing from entrepreneurial initiatives. Both are integral 
parts of marketing management approaches and frameworks. Consequently, the 
most important component of a start-up is its marketing management philosophy.



6  Introduction

Marketing Management Approaches and a Framework

Successful African entrepreneurs point out that many start-ups need more than a 
marketing management philosophy; these start-ups need sound marketing man-
agement practices and techniques based on established scientific knowledge. In 
its fundamental definition, a marketing management philosophy does not differ-
entiate on the basis of size—it applies equally to small and large enterprises. It is 
a system of activities that range from collecting information needed to formulate 
the mission of an enterprise, establishing its role in the external environment, 
organizing and managing resources, identifying markets, and selecting competi-
tors. The role of marketing management is to identify marketing opportunities 
within the framework of entrepreneurial abilities, systematically select and act on 
optimal opportunities, design and market products and services, satisfy consumers, 
and control the entire marketing effort.

Marketing management functions on both macro and micro marketing levels. 
Macro marketing managers are concerned with how the entire marketing process 
interacts with the environment outside its proprietary marketing systems. Macro 
marketing activities function within boundaries set by a society, regions, or nation. 
Macro marketing activities include setting guidelines for acceptable technological 
limits, lifestyles of individuals, economic policies and conditions, and social con-
straints. Marketing managers obtain information from these sources to construct 
managerial philosophies, identify market opportunities, and set performance and 
ethical standards. They also try to determine the level of risk posed by the external 
forces they face.

Decisions by marketing managers within the marketing framework of an 
enterprise are considered part of micro marketing activities. Micro marketing 
decisions are influenced by external forces or macro marketing forces. Micro 
marketing activities include all activities ranging from collecting information 
about consumers, markets, competitors, or anything else needed to deliver value 
to consumers and generate profits for an enterprise. Marketing managers’ micro 
marketing decisions are influenced by environmental forces, either as broad soci-
etal guidelines or trends that significantly influence micro marketing initiatives. 
Decisions made by marketing managers concerning products and services, mar-
keting strategies, determining competitive positions or other considerations are 
proprietary, strategic, and strictly internal to each enterprise.

Marketing management decision making increasingly relies on decision-
making approaches taken from the sciences and based on the scientific method of 
inquiry. Decisions are made on information systematically obtained by research 
methods based on participatory, observation, or experimental research method-
ologies. Most scientific inquiries today are based partially or completely on a 
combination or all these research methods. Most marketing initiatives are based 
on sound qualitative or quantitative information including identification of mar-
kets, development of consumer profiles, and assessment of consumption behavior. 
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Marketing strategies are formulated on the basis of managerial decisions made on 
information collected using scientific research approaches.

The soundness and rigor of information generated by scientifically based mar-
keting research allow marketing managers to model many marketing events and 
approaches. For example, they can model how a particular marketing strategy 
will trigger consumer responses to new products using specific promotional or 
distribution channels. Competitive models can be built to predict and plot market 
positions of competitors and even predict, by generating probabilities, how com-
petitors will respond to various market challenges.

Managers of high technology start-ups suggest that entire start-up, their devel-
opment, and the control process of designing a successful venture can be mod-
eled. The entire enterprise development process, including solicitation of venture 
capital, organization development, staffing issues, and many other components 
of a start-up are known and can be modeled. Many high technology enterprises, 
especially ventures with a scientific foundation, can be professionally managed 
from their beginnings, in contrast to ventures initiated and managed by entrepre-
neurs with minimal managerial skills. High technology entrepreneurs also suggest 
that computer-based models can be designed to manage entrepreneurial ventures 
on a day-to-day basis with only occasional executive or managerial intervention. 
Even the control mechanisms needed to monitor enterprise performance can be 
modeled, because most needed inputs such as inventory or stock can be auto-
mated. Each part, component, or material needed to produce a product or render 
a service can be electronically tracked. The output side of an enterprise can also be 
modeled and the three modules integrated into a comprehensive control model 
connected to standard financial and accounting procedures.

Macro Marketing Management Approaches

Macro marketing management has two fundamental aspects: (1) collecting infor-
mation from the environmental forces that directly impact the social behavior of 
an enterprise, and (2) an enterprise’s communication with society. Conventionally, 
regardless of its nature and size, an enterprise functions at the discretion of society. 
Its society creates the space in which an enterprise forms its initiatives, manages 
market transactions, and grows. An enterprise responds to forces created by the 
collective actions of the society that sets the norms of social behavior, economic 
performance, technological sophistication, and lifestyles of its citizens—including 
consumers. From a broader perspective, an enterprise’s society sets the standards 
and norms for its actions.

Conversely, as information feedback, an enterprise informs its society about its 
actions and contributions. By its overt and covert behaviors, an enterprise indi-
cates how socially responsible it is and how it connects with positive and negative 
societal changes. Expectations are that an enterprise will function within accept-
able standards and norms and will not deviate from them, although some may 
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be set arbitrarily by culture or tradition, whereas others are promulgated as laws. 
Notions of social responsibility, approaches to economic and social development, 
or introduction of new technology all fit within the context of macro marketing 
and shape the marketing activities of enterprises.

From a marketing management perspective, macro marketing forces (1) set the 
level and nature of technology, (2) impact lifestyles based on the market behavior 
of consumers, (3) influence consumption patterns based on available product and 
service offerings, and (4) affect levels of economic well-being and social coexist-
ence. Marketing managers’ decisions correspond to the interaction of societal 
forces and structure their entrepreneurial actions accordingly.

Micro Marketing Management Approaches

Micro marketing management in an enterprise represents all the controllable 
variables related to the entire marketing effort. Marketing initiatives begin among 
top decision makers and reach to the individuals responsible for incremental func-
tions within the enterprise. Every member of an enterprise must focus on the 
needs and wants of consumers and is responsible, on some level, for the satisfaction 
of consumers, because consumers who are satisfied with the products or services 
offered by an enterprise will purchase the product or service again.

An enterprise selects the markets in which it wants to function, identifies the 
segments for its unique products or services, and develops profiles of the consum-
ers it wants to nurture on the basis of its mission. Enterprises, even start-ups, need 
to understand their markets and consumers before they develop and market prod-
ucts or services. Although a product or service development process may begin 
with an entrepreneur’s initial idea, any idea must be tested in the market. There 
are marketing research techniques well suited for such testing—focus group dis-
cussions, personal interviews, and Internet-based surveys, among others. It is pos-
sible to collect information directly from individuals essential for micro marketing 
decisions even in the most remote regions of the world.

Micro marketing management includes (1) forming marketing strategies, (2) 
determining levels of consumer satisfaction, (3) analyzing consumer behavior, and 
(4) monitoring the dynamics of consumption behavior. These are controllable, to 
a certain degree, and subject to strategic decision making. Marketing managers 
need to understand how consumers behave in highly dynamic and competitive 
markets. Marketing research methods available to managers today, mostly due to 
telecommunication capabilities and the Internet, can be viewed as a continuous 
flow of information from consumers to enterprises.

Marketing and Enterprise Formation

Marketing practices today are essential prerequisites to forming new ventures, 
entrepreneurial start-ups, or actual small enterprises. Although some entrepreneurs 
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would state that they simply do not have enough information to map out the 
entire entrepreneurial undertaking, if they seek venture financing, they will need 
to produce a viable business plan before they even get considered for funding. 
Consequently, a business plan in its general form represents the marketing frame-
work for an entrepreneurial initiative, and it should not be difficult to integrate all 
the necessary marketing management approaches. Entrepreneurs face a great deal 
of risk and need to reduce their risk by using systematic approaches to marketing 
activities from the beginning of each venture.

Objective of This Publication

The objective of this publication is to illustrate how marketing management can 
be used in developing small-scale enterprises in an African setting. Approaches to 
economic and social development in many African countries are changing rapidly 
and moving from large-scale, externally funded projects to small-scale, internally 
funded projects. Entrepreneurial initiatives are growing. Many recent entrepre-
neurial start-ups clearly indicate deficiencies in managerial approaches, especially 
deficiencies in using marketing management philosophies. A significant number 
of entrepreneurs responsible for recent start-ups did not consider the needs and 
wants of consumers, potential markets, or the implications of their initiatives on 
the public. Many of them failed.

Marketing management philosophies provide theoretical and concep-
tual foundations for entrepreneurial initiatives and also provide structure and a 
decision-making framework. Entrepreneurs need to understand the macro aspects 
of marketing management as well as the micro marketing controllable aspects of 
marketing activities. More specifically, marketing management, based on scientific 
approaches to research, helps entrepreneurs as marketing managers identify the 
appropriate tools and techniques needed to develop products and services, intro-
duce them in the market, and monitor their market performance.

Predictions can be made about many initial start-ups on the basis of what is 
known about marketing management combined with the latest technologies such 
as telecommunication capabilities and the Internet. Potential success can be veri-
fied by building computer-based models depicting the intent of a venture and its 
eventual dynamics. The potential dynamics of a venture can be modeled and its 
probability of success evaluated in economically and socially challenged countries, 
even though available information may be limited.

The attached conceptual framework introduces some of the required assump-
tions. The framework is designed to identify the macro and micro marketing 
dynamics in which enterprises function in many African countries. The frame-
work is provided for smaller enterprises striving for managerial, organizational, 
and marketing stability. Along with a system of managerial decision making, it has 
four components: (1) the creative stage of human capital, (2) the entrepreneurial 
and enterprise marketing management effort, (3) the consumption behavior of 
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individual consumers and market segments, and (4) the economic, social, and 
environmental benefits. Each component relates directly to the proposed pro-
cess of how small projects introduced by entrepreneurs are structured within and 
outside of markets and how they collectively contribute to economic and social 
development—and creation of social and economic public space.

We also collected a number of discussion papers representing different views 
on economic and social development. These are divided into three categories: 
(1) macro challenges in the emerging entrepreneurial climate across Africa, (2) 
examples of entrepreneurial initiatives driving consumer markets that are chang-
ing African lifestyles, and (3) examples of functioning entrepreneurial activities in 
specific areas of markets, economies, and small-scale enterprises. The conceptual 
model that follows is largely based on research described in the contributions 
or gathered directly from sources familiar with issues related to entrepreneurial 
initiatives across Africa.

There are many examples of projects introduced by a generation of young 
African entrepreneurs; they include development of appropriate solar and wind 
technology, processes utilizing water chemistry, and the use of mobile telephones 
for banking transactions. Through social marketing practices, young African 
entrepreneurs are able to provide clean drinking water in rural areas even in 
remote regions of Africa. In medicine, Internet use enables medical professionals 
in remote areas to analyze emergencies quickly by communicating with quali-
fied specialists located in major city hospitals or in countries abroad. These types 
of services require a combination of professionals, telecommunication engineers, 
and marketing managers to facilitate the necessary supply and demand conditions 
and market structures. Most of all, entrepreneurs with vision and skills are needed 
to develop the necessary opportunities and networks to facilitate such initiatives.

Framework

The central focus of this framework is on applying marketing management as 
a set of entrepreneurial tools and techniques in economic and social develop-
ment and the subsequent creation of social and economic public space that lead 
to socio-economic growth. Marketing management approaches can be applied 
by large international enterprises as well as among smaller ones. The underly-
ing philosophy is that consumers are the focal point of all marketing operations. 
Marketing opportunities originate with consumers and form markets. Marketing 
managers identify and evaluate opportunities within the context of their enter-
prise missions, resources, and competitive markets; they develop products and ser-
vices to meet consumer needs and wants and deliver them in the most efficient 
and effective ways to selected consumers. The purpose is to support and improve 
consumers’ lifestyles and stabilize social and economic well-being. Consumer-
focused enterprises utilize marketing management as their operational and stra-
tegic philosophy.
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Macro and micro components of marketing management are conceptualized 
to coordinate macro and micro marketing activities in order to satisfy consumers 
and contribute to the overall external entrepreneurial environments in which 
enterprises function. Macro marketing management is a two-way process—
managers seek information from the environment, process that information, and 
identify the most suitable opportunities. In return, these managers are responsible 
for contributing to and improving the social and economic climate that deter-
mines the entrepreneurial environment in which they function. Micro marketing 
activities are partly based on the managerial philosophy and ability to correctly 
identify opportunities and fully realize them.

The framework begins with entrepreneurs seeking marketing opportunities 
in a singular environment, generally a single country environment, for develop-
ing products or services lacking in that environment for various social, economic, 
or technological reasons. Entrepreneurs tend to tolerate high levels of risk and 
are willing to take chances; often they do not have the necessary tools and tech-
niques to help them understand the level of risk they face. The conceptual frame-
work that follows is based on marketing management philosophy and designed 
to provide a better understanding of how entrepreneurial risk can be reduced or 
eliminated. The framework focuses specifically on rapidly emerging entrepreneurs 
in an African setting, their small-scale start-ups, and the stages of social and eco-
nomic challenges they face on both macro and micro marketing levels.

Creative Stage of Human Capital

The first part of the conceptual framework focuses on individual entrepreneurial 
efforts. Although each entrepreneur is creative and executes ideas differently, per-
ceives the world through a different set of perceptual filters, implements a set of 
preferences, and forms attitudes, it is possible to identify some commonalities and 
generalize about what the creative process encompasses. From a theoretical point 
of view, entrepreneurs generate ideas either inductively or deductively. Both types 
generate ideas that potentially lead to new products or services.

Some entrepreneurs have a broad view of the world and generate ideas induc-
tively. They see or experience relationships that interact in unusual ways and study 
those relationships and interactions. Entrepreneurs with scientific backgrounds 
construct scientific experiments; those who lack a scientific background devise 
their own experiments. Others have a relatively narrow view of the world, see 
things only the way they are, and generate ideas deductively; they deduce rela-
tionships on the basis of what they see and experience. This type of entrepreneur 
converts deduced relationships into opportunities.

Marketing opportunities generated by entrepreneurs potentially make mar-
ket contributions and create value for consumers. Entrepreneurs must consider 
various issues before consumers can realize any social economic or psychological 
value. Before any product or service is fully developed and introduced in a market, 
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it must be scientifically tested to determine its feasibility as a safe and viable 
product or service for consumers’ consumption processes. Scientific verification 
sometimes is beyond entrepreneurial abilities and tends to be in the realm of an 
individual entrepreneur’s normative judgment. There must be a match between 
the scientific ability to accept a product or service and the scientific feasibility of 
a product or service proposed by an entrepreneur.

Even if a match exists between the scientific ability to accept a product or 
service and the scientific feasibility to potentially deliver the product or service 
to consumers, an entrepreneur may not have the skills to develop the product 
or service and deliver it to the market. Many entrepreneurs fail early in their 
attempts. The relationship between scientific feasibility and the entrepreneurial 
skill to introduce innovations is critical and needs systematic empirical verifica-
tion. Empirical verification consists of qualitative and quantitative assessment of 
the entrepreneur’s initial idea and the value it will produce as a contribution to 
consumers and markets.

The final creative stage of human capital leads to value-creating activities 
and market contributions by entrepreneurs motivated to significantly contribute 
directly or indirectly to social and economic development. Because value crea-
tion leading to market contributions is complicated and an individually driven 
unstructured process, to a certain degree, entrepreneurs need guidelines—they 
need structure and a decision-making framework. Innovative value-creating 
activities increase the need for additional creative skills, and thus stimulate further 
creation of human capital.

Entrepreneurial and Enterprise Marketing  
Management Efforts

The second part of the conceptual model is concerned with marketing man-
agement at the entrepreneurial and enterprise levels. Marketing management 
provides the structural and decision-making support entrepreneurs need to pro-
fessionalize their efforts in creating value for consumers and markets. For enter-
prises, marketing management provides an operational and strategic philosophy. 
On either level, marketing management helps marketing managers understand 
how to disperse products and services directly to consumers throughout markets. 
More specifically, marketing management tools and techniques assist in formula-
tion of marketing strategies deployed by entrepreneurs and enterprises to disperse 
the value they create as products and services. Entrepreneurs create value through 
their enterprises and disperse created value through markets to consumers.

Various conditions need to exist before the actual dispersion of created value 
can happen. These conditions vary in each environment or country. The entrepre-
neurial reliability and marketing conditions need to be examined in the context 
of social and economic public space. It is not normal within the context of mar-
keting to release a product or offer a service that is not acceptable to the social 
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and economic public space, or more precisely acceptable to consumer markets. It 
is equally difficult to market a product or a service for which the right conditions 
do not exist in the market. Entrepreneurs and enterprises must assure markets and 
consumers that the products or services they intend to disperse throughout the 
social and economic public space will have a constructive impact and contribute 
to social and economic growth and stability.

In the African socio-economic climate, there are two determinants of growth 
and stability: (1) technological acceptance of products and services, and (2) appro-
priate marketing approaches for reaching consumers. Innovative products and ser-
vices must fit within consumer tolerances for new technology. If technologically 
new or improved products and services are to serve consumers, they have to be 
understood and consumers must be able to use them as intended without any dif-
ficulties. Consumers may not be willing to use technologically new products or 
services if they have to learn how to use them. For example, replacing paper notes 
or coins with electronic currency may be a hardship for older individuals who are 
not able to use mobile telephones.

Entrepreneurs and enterprises must have suitable marketing tools and tech-
niques to introduce and market even products or services that are technologically 
compatible with consumers’ needs. There must be a direct match between the 
reasons why products or services are created and the consumers for whom they 
are intended. This matching process is the responsibility of the entrepreneurs who 
create the products or services and the marketing managers of the entire market-
ing management process. If there is no match between products or services and 
intended consumers, their social and economic value will not be properly dis-
persed and may negatively impact future markets and consumers.

Checks and balances are needed to ensure a correct match between technologi-
cally new products and services and intended consumers; the technological ability 
of the market and consumers must be determined with appropriate margins or 
tolerances for acceptance of innovative technology. Upgrades and replacements are 
common in technologically changing markets. The question is, how flexible are 
the markets and consumers in their abilities to accept the next level of technology?

Social awareness is another aspect of dispersing value and creating products and 
services. Society must be aware of technologically new products and services in 
order for them to create social and economic value. A general awareness of prod-
ucts and services sets social and economic value—markets and consumers must 
be able to purchase products and services freely and the public must know about 
them. Directly or indirectly, technologically new products and services must have 
social and economic value for all members of the public.

If technologically new products or services are economically feasible, market-
ing managers still face important challenges: Do profitable markets for them exist, 
and are consumers willing and able to purchase them? If a significant percentage 
of the public cannot afford technologically new products or services, they are not 
economically feasible and consumers may not purchase them.
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Consumption Behavior of Consumers and Market 
Segments

Assuming that technologically new products and services deliver social and 
economic value to markets and consumers, entrepreneurs and enterprises must 
consider the consumption value of the new products and services and the con-
sumption behavior associated with them. The consumption value of technologi-
cally new products and services is measured by positive or negative reactions 
of the consumers who consume them. However, consumption is a collective 
behavior; the collective consumption of products and services forms consumer 
lifestyles, and aggregate lifestyles manifest themselves as market segments. Market-
ing managers frequently try to identify market segments on the basis of several 
demographic, economic, social, or even socio-psychological factors but may not 
be successful. Naturally occurring market segments based on consumption behav-
ior and lifestyles are easier to identify, especially for high technology products or 
services.

Technologically new products and services with high consumption value may 
change collective social and economic behavior and significantly alter individual 
lifestyles. For example, introduction of solar energy into a rural area previously 
without electricity changes not only consumption behavior, but also individuals’ 
lifestyles substantially. Marketing managers need to consider how individual con-
sumers consume products and services and their behavior after they stop consum-
ing the products or services.

Aside from services, many new products, regardless of where they are mar-
keted, have a finite life. Wherever consumers are—rural areas, remote parts of 
countries, or major urban areas—eventually there will be product residuals. Prod-
uct residuals materialize because products no longer match consumers’ needs or 
consumers lose interest in them. More technologically advanced products gener-
ate more complex residuals. Marketing managers are becoming more concerned 
about post-consumption behavior of consumers and how they dispose of product 
residuals.

For example, disposal of televisions, computers, or other electronic appliances 
is an enormous problem in mature markets and will soon become a worldwide 
problem regardless of how socially or economically challenged a market is. As 
electricity becomes more available and ownership of electronic appliances grows, 
product residuals will become an acute problem.

In order to manage this phenomenon, individual post-consumption behavior 
must be monitored. Individual consumers need options for dealing with post-
consumption challenges. At the same time, post-consumption is also a collective 
issue. The public, consumer groups, and marketing managers need to determine 
the actual technological, social, and economic values of individual products and 
the values of their residuals. From a broader perspective, the technological, social, 
and economic value of technologically new products and services depends on 
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how they fit within the entire social and economic public space and how they 
contribute to socio-economic growth.

Economic, Social, and Environmental Benefits

Marketing management philosophy has evolved over distinct stages: (1) produc-
tion, (2) product, (3) sales, (4) marketing, and is currently focused on (5) social 
marketing. The social marketing philosophy focus of marketing management 
applies equally to macro and micro marketing initiatives. Entrepreneurs, enter-
prises of all sizes, and even government-owned organizations and public agencies 
in advanced markets subscribe, in theory, to social marketing as the central opera-
tional philosophy of marketing management. The social marketing philosophy as 
implemented through marketing management policies and strategies suggests that 
marketing initiatives are formulated not only to satisfy consumers and provide 
platforms for consumers’ lifestyles, but also for society’s benefit.

Regardless of the intent of marketing initiatives, consumers today are con-
cerned about consumption issues that directly impact their well-being and also 
are concerned about the environment in which they reside and consume products 
and services. Conservation of resources, elimination of pollution, water manage-
ment, and organic agriculture, among other private and public concerns, drive 
individual consumption of products and services. The introduction of small-scale 
experiments such as sun drying herbs, fruit, and other locally grown agricultural 
products, in a number of African countries, demonstrate broad social awareness 
of these concerns. Similar examples are found in combinations of marketing and 
scientific initiatives: water purification has enormous impact on individuals’ qual-
ity of life, improves public health, and reduces health care issues. Generating elec-
tricity in remote rural areas with solar cells to power computers, use the Internet, 
or communicate with the outside world benefits individuals and social groups. 
Improved quality of life incrementally increases personal and social values.

Incremental increases in personal and social values are directly connected to 
and provide a foundation for economic, social, and environmental benefits. These 
benefits are by-products of entrepreneurial initiatives guided by marketing man-
agement philosophy; however, they would not be possible without technological 
innovations such as telecommunication, computers, and the Internet. Entrepre-
neurs’ abilities to connect consumers’ needs and wants with new technological 
innovations by developing realistic and acceptable solutions help societies live 
better and healthier lives.

African entrepreneurs clearly contribute to incremental increases in per-
sonal and social values by their marketing initiatives. Many economic and social 
development specialists believe a structured approach to guide the efforts of new 
African entrepreneurs and suitable tools and techniques to implement their ini-
tiatives would help them be even more successful in their initiatives. We believe 
that marketing management provides the best conditions within which dynamic 
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entrepreneurship can flourish. When marketing management philosophies are 
combined with the sciences and utilize scientific approaches to problem solving, 
they are even more effective in improving private and public lives.

Recent Developments: Research and Illustrations

We include the following case and research studies to illustrate recent develop-
ments across Africa in marketing management, entrepreneurship, and scientific 
innovation due to advances in telecommunication and the Internet. The case 
studies and research findings are divided into two major parts: (1) entrepreneurial 
issues and macro marketing, and (2) micro marketing. Each part is further subdi-
vided on the basis of the specific developments presented. Part I consists of envi-
ronmental and broad macro marketing issues. Part II focuses on micro marketing 
and the developments in financial management,consumption, and agriculture.

The first two essays in Part I concern environmental issues and discuss the 
complexity of economic, social, political, and foreign policy forces that impact the 
social and economic public space in which marketing management and entre-
preneurs attempt to function. These forces create extremely hostile conditions 
in several African countries and prevent scientific innovation from taking place. 
Although technological developments such as telecommunication and the Inter-
net are available, they are not necessarily used for social and economic devel-
opment. The predominant emphasis in some African countries is still on large 
projects organized and managed by foreign enterprises that limit the growth of 
indigenous small start-ups and enterprises. There is also evidence of antisocial 
behavior that completely prevents socially and economically acceptable develop-
ment of any entrepreneurial initiatives in a limited number of African countries.

The three additional essays in Part I examine various macro marketing man-
agement options available to entrepreneurs and marketing managers in various 
African socio-economic environments. The essays propose alternative approaches 
to entrepreneurial initiatives and levels of involvement in rapidly changing mar-
kets. Many consumer and business to business markets are growing and becoming 
increasingly more complex. Newly established smaller enterprises need to coop-
erate as they become dependent on each other for auxiliary services. Industrial 
clusters bring small and medium-sized enterprises together for more efficient 
and effective productivity capacity. Growing markets need additional support to 
further growth. The health care market, for example, is expanding rapidly mostly 
due to scientific and technological developments and is considered a framework 
for a variety of entrepreneurial initiatives. Business to business marketing is essen-
tial for supplying entrepreneurial start-ups along with small and medium-sized 
enterprises with necessary material, parts, and components needed to produce 
products and services.

The financial and financial management topics discussed in the first section 
of Part II illustrate how technological advances, especially in telecommunication 
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and the Internet, change consumer purchasing and consumption behavior. These 
changes play a significant role in marketing management on the enterprise level, 
even generating venture capital; they are changing marketing strategies and the 
approaches to forming new enterprises and markets. The use of so-called mobile 
money in some African economies is ahead of other countries in the world.

Telecommunication and the Internet are changing the consumption of prod-
ucts and services by African consumers. More palatable and healthier products 
and services are available at nominal cost to consumers—clean drinking water, for 
example. Consumers are becoming better informed and educated about how to 
shop, what products or services to select, and how to consume them. Consumers 
are changing where they shop and how they prepare the groceries they purchase. 
The entire field of retailing is changing and marketing managers need to keep up 
with consumers.

The developments among consumers are particularly evident in agriculture. 
Agriculture and agricultural products and services play a fundamental role in 
social and economic development. Agricultural activities, especially in rural areas, 
include enormous entrepreneurial opportunities. Agricultural enterprises coop-
erate by forming clusters, many in remote areas, and building completely new 
value chains for rural and urban consumers. Some agricultural enterprises expand 
abroad by exporting products and developing brand name recognition. Entrepre-
neurs are finding innovative agricultural opportunities in drying fruit, tea, and 
herbs—for which major demand abroad is growing.
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