
Received: 9 February 2026

Revised: 13 March 2026

Accepted: 24 March 2026

Published: 27 March 2026

Copyright: © 2026 by the authors.

Licensee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and

conditions of the Creative Commons

Attribution (CC BY) license.

Article

Entrepreneurial Marketing Effects on Sustainable Social
Performance of SMEs: The Mediating Role of Entrepreneurial
Ecosystem Policy
Collins Kankam-Kwarteng 1,*, Dennis Yao Dzansi 1,* and Victor Yawo Atiase 2

1 Entrepreneurship Development Unit, Faculty of Management Sciences, Central University of Technology,
Bloemfontein 9300, Free State, South Africa

2 Department of Accounting and Finance, Faculty of Business and Law, Leicester Castle Business School,
De Montfort University, Leicester LE1 9BH, UK; victor.atiase@dmu.ac.uk

* Correspondence: 222095278@stud.cut.ac.za (C.K.-K.); ddzansi@cut.ac.za (D.Y.D.)

Abstract

The Ghanaian economy faces significant challenges in providing robust policy support and
cohesive ecosystem structures that enable small- and medium-sized enterprises (SMEs)
operating in the country to effectively convert entrepreneurial marketing activities into
sustainable social outcomes. The research examines the effect of entrepreneurial marketing
on sustainable social performance of SMEs using entrepreneurial ecosystem policy as the
mediating variable. The Resource Dependency Theory, Resource-Based View and the
Stakeholder Theory were utilized, and the study was designed a cross-sectional survey.
The data collected were based on 386 SME owners and managers of different sectors in
Ghana. Structural equation modeling with SmartPLS 3 was used to test the proposed
relationships. The results indicate that entrepreneurial marketing has a significant positive
impact on sustainable social performance. In addition to that, ecosystem policy has a strong
and positive impact on sustainable social performance. The mediating effect of ecosystem
policy in the relationship between entrepreneurial marketing and sustainable social was
found to be positive. The research has limitations in that it was cross-sectional and specific
to Ghana, which might limit its generalizability. Longitudinal and cross-country designs
may be used in future studies to include the dynamic effects of policy interventions.
Hypothetically, the research moves towards the mediating role of the ecosystem policy
in the relationship between marketing and sustainability. In practice, the study findings
highlight the necessity to use combined policy frameworks that empower SMEs to enhance
their marketing strengths and social investments to meet Sustainable Development Goals
(SDGs) 8, 9, and 12. The research finds that enabling policies of entrepreneurial ecosystems
are needed to convert the marketing efforts by SMEs into a sustainable social value.

Keywords: entrepreneurial marketing; sustainable social performance; entrepreneurial
ecosystem policy; SMEs

1. Introduction
Small- and medium-sized businesses (SMEs) are central to the economic growth of

Ghana, as they are the foundation of the local business sector and are mainly providers
of employment, innovation, and income (Amoa-Gyarteng et al., 2024; Anim et al., 2024;
Dwumah et al., 2024). Their significance towards the development of Sustainable Develop-
ment Goal 8 (Decent Work and Economic Growth) and Sustainable Development Goal 9
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(Industry, Innovation and Infrastructure) is supported by their contribution to economic di-
versification and inclusive growth. Regardless of these investments, most Ghanaian SMEs
are struggling to attain sustainable social performance. Researchers (see Nyadu-Addo &
Mensah, 2018; Barauskaite & Streimikiene, 2021) consider sustainable social performance
as the capability to produce beneficial social results by recruiting and hiring employees,
participating in the community, and maintaining sustainable environmental practices.
These restrictions hurt their possible impact on SDG 12 (Responsible Consumption and
Production) and dilute their sustainability path in general.

The effective implementation of the entrepreneurial marketing strategies could lead to
the increased competitiveness of the SMEs, customer interaction, and value generation in
society (Dzogbenuku & Keelson, 2019; Guerola-Navarro et al., 2024; Alshagawi & Mabkhot,
2024). Nonetheless, SMEs in Ghana are unable to use the entrepreneurial marketing
mix to achieve outcomes due to limited resources, poor marketing capacity, and support
mechanisms (Blankson et al., 2018; Issau et al., 2022). Not only do these challenges lead to
the loss of their capacity to attract and retain customers, but also the capacity to address
the issue of social and environmental factors, halting their contribution to the achievement
of the SDGs. This is further compounded by the lack of a culture of strong institutional
support, which is not always a reflection of the contextual reality of the SMEs in Ghana
(Acquaah & Agyapong, 2015; Bamfo et al., 2023).

Researchers (see Abate & Sheferaw, 2023; Birungi et al., 2024) found that the en-
trepreneurial ecosystem, including the regulatory framework, financial institutions, net-
works, and infrastructure (Isenberg, 2016; Cavallo et al., 2019; Stephens et al., 2022), is one of
the main factors that determine whether the entrepreneurial marketing strategies can lead
to sustainable social performance. In Ghana, the weaknesses affecting the development of
ecosystems include weak policy implementation, lack of access to credit, and inadequate
entrepreneurial training programs. Programs like the National Entrepreneurship and Inno-
vation Programme (NEIP) demonstrate the government’s willingness to invest in SMEs, but
their slight orientation toward marketing-driven policies decreases their ability to influence
the development of inclusive growth and sustainability (S. Mensah et al., 2020). Although
supportive ecosystem policies have the potential to offer incentives, training, and access to
markets that help SMEs to innovate and grow in a responsible manner, bureaucracy and
inconsistency in policies are still critical barriers (Darko et al., 2021).

Although the role of entrepreneurial marketing and support of the ecosystem has
been recognized as an increasing phenomenon, there is a lack of empirical studies on how
ecosystem policies can mediate the connection between marketing activities and sustainable
social performance. The literature (e.g., Nyarku & Oduro, 2018; Oduro & Haylemariam,
2019; Borah et al., 2022) indicates the necessity of SMEs to align marketing with the social
goals but does not explore how policy frameworks facilitate such alignment or limit it. The
lack of this knowledge restricts the capability of policymakers to make interventions that
enhance more SME contributions to SDGs 8, 9, and 12. Moreover, the diversity of the SME
sector in Ghana, in which urban-based businesses can use digital innovations whereas rural
ones need support at the grassroots level, renders the significance of the context-specific
policy. The need to fill this gap is thus paramount towards empowering SMEs as driving
forces of decent work, inclusive innovation, and responsible production.

This research attempts to address this gap in knowledge by exploring the mediating
position of entrepreneurial ecosystem policies between the entrepreneurial marketing
mix approaches and sustainable social performance of SMEs in Ghana. By so doing, the
study offers practical recommendations to policymakers and entrepreneurs on how to
incorporate marketing activities with supportive policy frameworks. Finally, the research
study can be utilized to improve the development of Ghana in achieving SDG 8 (Decent
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Work and Economic Growth), SDG 9 (Industry, Innovation, and Infrastructure), and SDG
12 (Responsible Consumption and Production) because it gives more power to the SMEs as
agents of inclusive and sustainable development.

2. Theoretical Framework
Entrepreneurial marketing and social performance of SMEs can be analyzed with the

help of Resource-Based View (RBV), Resource Dependency Theory (RDT), and Stakeholder
Theory in the context of the entrepreneurial ecosystem policy. The above-mentioned theo-
retical perspectives provide a robust framework on how the SMEs leverage their internal
resources, respond to external dependencies, and align themselves with the demands of
the stakeholders in order to be socially sustainable. The RBV highlights the importance
of internal resources such as unique capabilities, knowledge, and assets in the context of
gaining a competitive advantage (Barney, 1991). SMEs in the context of entrepreneurial
marketing leverage their internal resources to develop new products, adopt an effective
pricing mechanism, optimize the distribution channels, and develop promotional activities
that are social performance-oriented. RDT highlights the manner in which organizations
respond to their dependence on the external environment and manage power relations in
their surroundings (Pfeffer & Salancik, 1978). In the context of SMEs, external resources
such as funding, market access, and government support play a pivotal role in gaining
the marketing strategies that can result in the enhancement of social performance. The
Stakeholder Theory assumes that organizations should strike a balance between interests
of different stakeholders such as customers, employees, communities, and governments in
order to be successful in the long term (Freeman, 1984). Entrepreneurial marketing aligns
naturally with Stakeholder Theory because it focuses on creating value for all stakeholder
groups. This is achieved by offering personalized products, ensuring fair and equitable
pricing, providing accessible and inclusive distribution, and implementing promotional
strategies that serve and benefit the broader community.

2.1. Conceptual Framework and Hypothesis Development

The conceptual framework that is proposed combines the three main constructs of the
study, which are the independent variable entrepreneurial marketing (EM), the mediator
variable entrepreneurial ecosystem policy (EEP), and the dependent variable sustainable
social performance (SSP).

According to the framework, the study proposes that there is a positive relationship
between entrepreneurial marketing (EM) and sustainable social performance (SSP), but the
relationship is mediated by entrepreneurial ecosystem policy (EEP). When implemented in
a powerful entrepreneurial ecosystem, EM will have greater chances of creating meaningful
and lasting social value. Therefore, the ecosystem serves as a communication channel,
which increases the effects of marketing campaigns on socially sustainable results of SMEs.
In this way, the framework is based on the hypothesis that entrepreneurial marketing
directly and indirectly (mediating) has an impact on sustainable social performance and
that the entrepreneurial ecosystem act as a conduit in the relationship (see Figure 1).
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Figure 1. Proposed relationship between the study variables.

2.1.1. Entrepreneurial Marketing and Sustainable Business Performance

Entrepreneurial marketing (EM), which uses the conventional aspects of product,
price, place, and promotion, has become a strategic and innovative approach that helps
SMEs to survive in competitive and dynamic markets. It helps SMEs to react and predict
the changing customer expectations, resources, and environmental uncertainty (Boso et al.,
2013). EM is the overlap of the marketing concept with entrepreneurial behavior, as it
focuses on opportunity recognition, innovation, customer intensity, leveraging of resources,
calculated risk-taking, value creation, and proactive behavior (Morris et al., 2002; M. P.
Miles & Darroch, 2006). In comparison to traditional marketing, which is more concerned
with the segmentation of the market and marketing, EM is more concerned with agility
and innovativeness in taking advantage of the market. Such a strategy allows SMEs to be
flexible and efficient in resource utilization and creates a competitive advantage of differen-
tiation and innovation (Jones & Rowley, 2011). According to empirical evidence, EM plays
a strong role in sustainable social performance (SSP) because it introduces entrepreneurial
logic into marketing strategies that reconcile profit motives with social and environmental
responsibilities (Fiore et al., 2019; Mort et al., 2012; Kraus et al., 2018). Firms that adopt en-
trepreneurial marketing (EM) often draw on social innovation, community-based practices,
and collaborative value creation to promote inclusive development, strengthen commu-
nity participation, and enhance constructive relationships with consumers. In emerging
economy contexts, EM has been shown to increase the adaptability and resilience of small-
and medium-sized enterprises, fostering locally driven innovation, deeper community en-
gagement, and stronger trust among key stakeholders (Blankson et al., 2018). By engaging
in proactive marketing and new technology, SMEs are able to create social capital, spur
the creation of new jobs, and improve community welfare without losing competitiveness.
Accordingly, this study hypothesizes the following.

H1. Entrepreneurial marketing has a significant positive effect on the sustainable social performance
of SMEs.

2.1.2. Entrepreneurial Marketing and Entrepreneurial Ecosystem Policies of SMEs

Researchers in the marketing literature have discovered that the adoption of new
marketing activities, in most cases, reveals the gaps in regulation and clarifies the necessity
to make new adjustments to policies (Levkina & Petrenko, 2019; Sakas & Tomaras, 2019; Gao
& McDonald, 2022). In their article, Berger and Kuckertz (2016) claimed that SMEs adopting
unconventional promotion strategies via digital platforms and social media can promote
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increased access to the digital infrastructure and training, thus affecting governmental and
institutional policies. According to Abbate et al. (2019), customer-led product innovation
can stimulate intellectual property protection-related policies, quality certification policies,
or start-up incubation. These pricing strategies of entrepreneurial SMEs can be flexible,
value-based, or disruptive, which promotes the importance of special financial regulations,
tax incentives, or pricing rules to new business models (Hills et al., 2008; Cöster et al.,
2020; Sewpersadh, 2023; Gebremicael & Murthy, 2024). Distribution strategies are ways
to compel the ecosystem actors to redesign logistics and payment systems, as well as
marketplace rules. Such practices tend to lead to the creation of policy feedback loops
whereby the government agencies and support institutions formulate specific interventions
that are sensitive to the emerging marketing practices in the SME sector (Stam & Spigel,
2016; Zahara et al., 2023; Chooset & Sukhabot, 2025). Candeias and Sarkar (2024) believe
that policies in entrepreneurial ecosystems have been able to influence the deployment
of the marketing mix by the SMEs. The SMEs, according to Wang and Kesan (2022), are
encouraged to adopt aggressive or experimental marketing strategies on the basis of policies
that provide marketing grants or innovation vouchers or reduce tax on R&D and marketing
expenditure. Basically, the ecosystem policies and entrepreneurial marketing mix go hand
in hand. Researchers (See Cavallo et al., 2021; Komninos et al., 2022; Wichmann et al.,
2022) explain that SMEs have a role in influencing policy by engaging in innovative and
entrepreneurial marketing activities, with the ecosystem actors reacting by creating an
environment in which the activities can thrive and be scaled. This interaction is important
to policymakers who need to promote inclusive and innovation-led SME development.
Going by the discussion of the relationship between entrepreneurial marketing and policies
in the ecosystem, the study hypothesized that:

H2. Entrepreneurial marketing has a significant positive effect on entrepreneurial ecosystem policies.

2.1.3. Entrepreneurial Ecosystem Policy and Sustainable Social Performance

Entrepreneurial ecosystem policies are essential in influencing the sustainable social
performance of SMEs. Such policies consist of regulatory systems and, availability of
financial support, training and assistance to markets, aimed at providing an enabling envi-
ronment for SMEs (Hasayotin et al., 2024). It has been proposed that supportive ecosystem
policies can strengthen the considerability of SMEs in implementing social objectives into
their business models with the required resources and incentives (Kurniawan et al., 2021;
Wurth et al., 2023). The policies that allow access to cheap financing, according to Candeias
and Sarkar (2024), allow SMEs to invest in socially responsible activities like community
development projects or environmentally friendly activities, which can be reflected in
their social performance. The efforts of the government in Ghana, like the National En-
trepreneurship and Innovation Programme (NEIP), have been used to assist the SMEs in
their activities through the integration of social impact objectives in the program. Neverthe-
less, these policies can be effective only when they are implemented and their relevance to
the specific aspects of SMEs is considered (M. S. Mensah & Derera, 2023; J. Mensah, 2023).
The policies of the entrepreneurial ecosystem affect network collaborations and alliances
which SMEs depend on for attaining social performance objectives. The social contribution
of entrepreneurial activity can be enhanced through the policies that promote cooperation
among SMEs, non-governmental organizations, and community groups (Adae, 2023; Ackah
& Boadu, 2025). Indicatively, the training programs are based on sustainable practices
and community participation where SMEs are equipped with knowledge and skills that
can help them handle local issues effectively. Nevertheless, research shows that the weak
application of the policies, bureaucracy, and the lack of awareness among entrepreneurs
can negatively affect the advantages of these ecosystem policies (Kansheba et al., 2024;
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Peprah et al., 2025; Correia & Padula, 2025). These barriers can be addressed to develop the
abilities of SMEs in supporting sustainable social performance, especially in developing
economies like Ghana, which has high social and environmental issues. Therefore, we
propose the following hypothesis:

H3. There is a significant effect of entrepreneurial ecosystem policies on the sustainable social
performance of SMEs.

2.1.4. Mediating Role of Entrepreneurial Ecosystem Policy

Policies in the ecosystem are essential for negotiating the strength of the en-
trepreneurial marketing strategies in generating a sustainable social impact of SMEs.
SMEs can flourish both socially and economically in an enabling environment that is
supported by policies to include and think outwardly, including social enterprise grants,
corporate social responsibility (CSR)-related tax breaks, and communal-minded ventures
supported by infrastructures (Isenberg, 2016; Barinova & Zemtsov, 2023; Wurth et al., 2023).
Balzano et al. (2025) consider such policies to be strategic leverages which lessen finan-
cial and institutional barriers that SMEs tend to encounter when undertaking socially
impactful marketing initiatives. Policies to encourage social inclusion or diversity during
hiring may directly affect the people dimension of the marketing mix (Kipnis et al., 2021;
Riedel et al., 2023), and platforms that allow the government to reach out to rural audiences
can enhance place-based approaches by making SMEs embrace sustainable social activities
(Trafford et al., 2021; Howard et al., 2022). Moreover, Spanuth and Urbano (2024) explain
that ecosystem policies facilitate cooperation and the sharing of information between the
principal stakeholders, such as government agencies, universities, non-profit, and corpo-
rate sectors, and intensify the social value of entrepreneurial marketing. Such working
networks create common goals that are centered on sustainability and assist SMEs in co-
ordinating their marketing activities with the priorities of society. According to Elpisah
(2023), the policy frameworks that incorporate environmental and social standards into the
development of the ecosystem play a decisive role in advancing SMEs to the marketing
practices that can be impactful, focus on community welfare, engage in ethical production,
and provide access to all. Furthermore, it is established by Dempere et al. (2024) that
clear regulatory norms and surveillance instruments guarantee responsibility and motivate
SMEs to maintain their adherence to social values. Without such policy-oriented support,
even the most innovative and socially responsible marketing solutions, as Candeias and
Sarkar (2024) argue, will have no systemic support to create social impact over the long
term. Therefore, sound ecosystem policies are not only facilitators but also mediators of
sustainable social performance within the SME sector. It is on this basis that we hypothesize
the following.

H4. Entrepreneurial ecosystem policies mediate the effect of entrepreneurial marketing on the
sustainable social performance of SMEs.

3. Methodology
The philosophical foundation of this study is grounded on positivism that stresses

objectivity, empirical measurement, and the application of statistical methods in order to
study observable social phenomena. Under this paradigm, the study aims at identifying
cause and effect connections and patterns that can be generalized by testing hypotheses
based on already existing theories. The positivist philosophy justifies the systematic
compilation of numerical materials and the use of quantitative analysis methods to offer
conclusions regarding the links between entrepreneurial marketing, ecosystem policy, and
sustainable social performance. The research was based on a deductive research approach
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as it begins with the assessment of the theories related to the identified issue, which includes
the Resource-Based View (RBV), the Resource Dependency Theory, and the Stakeholder
Theory. On the basis of the developed frameworks, hypotheses were formulated for
the assessment of the direct effects of entrepreneurial marketing on sustainable social
performance and the mediating effect of the policies within the ecosystems. A deductive
approach is applicable in the case of validation of the existing theoretical predictions and
the determination of the statistically significant patterns in the dataset. This paper was
based on a quantitative research design. The data collection involved a cross-sectional
survey targeting SME owners and managers in various industries in Ghana. The target
population is SMEs based in Ashanti Region as indicated by Ghana Statistical Service (a
business with less than 100 employees). The sampling frame was SMEs registered with
Association of Ghana Industries (AGIs). Participants were included if they operated as
SMEs in Ashanti Region, were formally registered with a recognized authority, had been in
operation for at least one year, and voluntarily agreed to participate. SMEs unregistered,
had operated for less than one year, declined participation, or were located outside the
selected study area were excluded from the final sample. The final sample consisted of
386 valid responses who willingly participated through online platforms. The sample size
exceeds the substantially threshold and provides sufficient statistical power and reliability
for hypothesis testing (Hair et al., 2019; Kline, 2016; Westland, 2010). All the participants
were informed and gave their consent. Data analysis was done with partial least squares
structural equation modeling (PLS-SEM) to test the hypothesized relationships.

Measurement and Scale Development

A structured questionnaire was developed for analyzing empirically the relationship
between the study variables: entrepreneurial marketing, entrepreneurial ecosystem policy,
and sustainable social performance. The questionnaire items were developed on the use
of measurement scales previously validated by other academic studies, which gives the
items construct validity and consistency with the literature. The measurements of all
items were based on a five-point Likert scale, which included 1 = Strongly Disagree and
5 = Strongly Agree, to measure the level of agreement the respondents had with the state-
ments. In order to measure entrepreneurial marketing (EM), this research modified items of
Boso et al. (2013). The scale was specific to aspects of the entrepreneurial marketing mix
and involved 5 items, (1) innovative product, (2) dynamic pricing (3) flexible pricing strate-
gies, (4) innovative distribution strategies, and (5) creative promotion, which are modified
to fit an entrepreneurial perspective (Bresciani & Eppler, 2010; Kraus et al., 2018). EEP
was modeled after Isenberg (2016) and as primary ecosystem domain comprising 3 items,
(1) policies on regulatory environment, (2) policies on tax incentives, and (3) policies on
government grants and subsidies. The items were complemented with the information
provided by Mason and Brown (2014) and Autio et al. (2014), who also note the significance
of policy-based enablers in the development of entrepreneurial ecosystems. Sustainable
social performance (SSP) measurement items were modified the existing literature (see
Elkington, 1997; Carroll & Shabana, 2010; Nyarku & Oduro, 2018). Five items were used
to measure the contribution of firms towards (1) community employment, (2) commu-
nity partnership, (3) community development, (4) employee welfare and wellbeing, and
(5) development of employees’ skills and knowledge.

4. Results
4.1. Reliability and Validity Estimations

The reliability and validity of the measurement model of the study were assessed
based on multiple cut-off criteria: factor loadings, Cronbach’s Alpha (CA), Composite
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Reliability (CR), Average Variance Extracted (AVE), and Variance Inflation Factor (VIF). All
the factor loadings exceeded the recommended threshold of 0.70 (Hair et al., 2017), thus
reflecting good indicator reliability (see Table 1). Cronbach’s Alpha values ranged from
0.753 to 0.875, thus revealing acceptable to high internal consistency (Nunnally & Bernstein,
1994). In addition, all the Composite Reliability (CR) values were above 0.857, revealing a
strong internal consistency and construct reliability (Fornell & Larcker, 1981). With regard
to convergent validity, the AVE value for each construct was greater than the threshold
level of 0.50, ranging from 0.643 to 0.668, indicating that the constructs explain a substantial
portion of the variance in its respective indicators (Fornell & Larcker, 1981). Further, VIF
values for all the items ranged from 1.317 to 2.693, which are below the conservative
threshold level of 3.3 (Diamantopoulos & Siguaw, 2006), indicating no multicollinearity
issue among its indicators. On the whole, these results confirm that the measurement
model reflects acceptable reliability, convergent validity, and a lack of multicollinearity,
thus rendering it adequate for the subsequent structural analysis.

Table 1. Reliability and validity test.

Items Loadings Cronbach’s
Alpha rho_A Composite

Reliability

Average
Variance

Extracted (AVE)
VIF T-

Statistics p-Values

EEP EEP1 0.785 0.753 0.776 0.857 0.668 1.738 9.347 0.000

EEP2 0.882 1.917 10.398 0.000

EEP3 0.781 1.317 8.863 0.000

EM EM1 0.815 0.862 0.868 0.900 0.643 2.693 4.356 0.000

EM2 0.786 1.853 5.380 0.000

EM3 0.798 1.960 5.725 0.000

EM4 0.816 2.510 6.328 0.000

EM5 0.794 1.876 5.925 0.000

SSP SSP1 0.748 0.875 0.885 0.908 0.666 1.743 8.616 0.000

SSP2 0.831 2.242 11.618 0.000

SSP3 0.815 2.030 11.372 0.000

SSP4 0.866 2.512 14.171 0.000

SSP5 0.813 1.950 9.913 0.000

Note: EEP: entrepreneurial ecosystem policy; EM: entrepreneurial marketing; SSP: sustainable social performance;
CA: Cronbach’s alpha; CR: composite reliability; AVE: average variance extracted; VIF: variance inflation factor.

4.2. Discriminant Validity

Discriminant validity was examined using both Fornell–Larcker criterion (see Table 2)
and the Heterotrait–Monotrait (HTMT) (see Table 3) ratio, following the guidelines suggested
by Fornell and Larcker (1981) and Henseler et al. (2015), respectively. The Fornell–Larcker
findings showed that the square roots of AVE for all the constructs were greater than their
respective inter-construct correlations. Furthermore, the HTMT values were less than the con-
servative threshold of 0.90, ranging from 0.577 to 0.847. However, the HTMT ratio between
entrepreneurial ecosystem policy and sustainable social performance was 0.847 and the
magnitudes were within acceptable limits, thus suggesting that the constructs were empiri-
cally distinct. These findings confirm that the model had satisfactory discriminant validity.
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Table 2. Fornell–Larcker criteria.

Constructs Entrepreneurial
Ecosystem Policy

Entrepreneurial
Marketing

Sustainable
Social
Performance

Entrepreneurial ecosystem policy 0.757

Entrepreneurial marketing 0.469 0.822

Sustainable social performance 0.772 0.601 0.794

Table 3. Heterotrait–Monotrait.

Constructs Entrepreneurial
Ecosystem Policy

Entrepreneurial
Marketing

Sustainable
Social
Performance

Entrepreneurial ecosystem policy

Entrepreneurial marketing 0.577

Sustainable social performance 0.847 0.681

4.3. Model Fit

The overall model fit was checked using both saturated and estimated models. The
values were identical across the indices; see Table 4. The SRMR was 0.075, below the
conservative cut-off of 0.08 (Hu & Bentler, 1999), which gives evidence of acceptable fit.
The discrepancy measures d_ULS 0.867 and d_G 0.452 were low, indicating little differences
between the observed and model-implied correlation matrices (Hair et al., 2021). The high
value of the Chi-Square statistic, 1036.523, is not surprising for structural models when
sample sizes are large. The Normed Fit Index gave a value of 0.733, below the conven-
tional 0.90 threshold (Bentler & Bonett, 1980) but above the 0.70 threshold often accepted
(Hair et al., 2019). All of these together provide an indication that the model shows a good
and adequate fit to test the hypothesized relationships.

Table 4. Model fit indices.

Saturated Model Estimated Model

SRMR 0.075 0.075

d_ULS 0.867 0.867

d_G 0.452 0.452

Chi-Square 1036.523 1036.523

NFI 0.733 0.733

4.4. Structural Model Assessment and Common Method Bias

The structural model was assessed using the coefficient of determination (R2), effect
size (f2), and predictive relevance (Q2). The results indicate that sustainable social perfor-
mance (SSP) has an R2 value of 0.41, meaning that entrepreneurial marketing (EM) and
entrepreneurial ecosystem policy (EEP) together explain 41% of the variance in SSP, reflect-
ing moderate explanatory power. Similarly, EEP records an R2 value of 0.25, suggesting that
EM explains 25% of the variance in ecosystem policy, which meets the acceptable threshold
for explanatory capability in PLS-SEM models. The effect size (f2) results show that EEP has
a medium effect on SSP (f2 = 0.230), highlighting the importance of supportive ecosystem
policies in enhancing social performance. In contrast, EM demonstrates small effects on SSP
(f2 = 0.035) and EEP (f2 = 0.080). The Stone–Geisser Q2 values of 0.25 for SSP and 0.28 for
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EEP are both positive, confirming that the model possesses adequate predictive relevance
and reliable predictive capability. To minimize the risk of common method bias (CMB),
both procedural and statistical remedies were applied. Procedurally, the questionnaire
was carefully designed using clear language, and items for the constructs, entrepreneurial
marketing (EM), entrepreneurial ecosystem policy (EEP), and sustainable social perfor-
mance (SSP) were randomly arranged to reduce response patterns. Respondents were also
assured of anonymity and confidentiality, which helped reduce social desirability bias and
encouraged honest responses. Statistically, Harman’s single-factor test was conducted,
and the results showed that the first factor explained 21% of the total variance, which is
below the 50% threshold, indicating that common method bias is unlikely to be a serious
concern (Reio, 2010). These results suggest that CMB does not threaten the validity of the
study’s findings.

4.5. Hypothesis Testing

Hypothesis testing was conducted according to the proposed conceptual framework,
which posits that the entrepreneurial ecosystem activities undertaken by SMEs are more
likely to exert a significant influence on sustainable social performance when embedded
within favorable government policies. Guided by this assumption, four hypotheses were
tested using structural model estimates generated using SmartPLS 3. The results revealed
several statistically significant path relationships between the core constructs, including
entrepreneurial marketing (EM), entrepreneurial ecosystem policy (EEP), and sustainable
social performance (SSP) (see Table 5/Figure 2).

Table 5. Hypothesis testing for relationships.

H Path Relationships Original
Sample (O)

Sample Mean
(M)

Standard Deviation
(STDEV)

T Statistics
(|O/STDEV|) p Values

H1 EM → SSP 0.173 0.169 0.077 2.233 0.026

H2 EM → EEP 0.273 0.278 0.064 4.268 0.000

H3 EEP → SSP 0.476 0.481 0.065 7.304 0.000

H4 EM → EEP → SSP 0.130 0.133 0.034 3.856 0.000
Note: EM: entrepreneurial marketing; SSP: sustainable social performance; EEP: entrepreneurial ecosystem policy.

Figure 2. Path relationship.

The direct effect of entrepreneurial marketing on sustainable social performance was
positive and significant at β = 0.173, t = 2.233, p = 0.026 (see Table 5/Figure 2), which

https://doi.org/10.3390/admsci16040167

https://doi.org/10.3390/admsci16040167


Adm. Sci. 2026, 16, 167 11 of 18

therefore supports Hypothesis 1. This means that innovative marketing practices by
SMEs enhance the social outcomes. The standard deviation (STDEV = 0.077) indicates
relatively low variability in the bootstrapped estimates, reflecting consistency in the re-
lationship across resamples. Additionally, entrepreneurial marketing had a positive and
significant effect on entrepreneurial ecosystem policy at β = 0.273, t = 4.268, p < 0.001 (see
Table 5/Figure 2), suggesting that effective marketing strategies lead to better alignment
with and responsiveness to supportive institutional frameworks. The standard deviation
(STDEV = 0.064) indicates a stable estimate with minimal dispersion in the bootstrapped
samples. The outcome, therefore, supports Hypothesis 2 and underlines one of the ways in
which entrepreneurial marketing shapes the entrepreneurial environment. The relation-
ship between entrepreneurial ecosystem policy and sustainable social performance was
significant at β = 0.476, t = 7.304, p < 0.001 (see Table 5/Figure 2), therefore confirming
Hypothesis 3. The standard deviation (STDEV = 0.065) demonstrates a consistent estimate
across the bootstrapped samples. The result indicates the centrality of ecosystem policies
in influencing the social sustainability outcome of SMEs and would, therefore, suggest that
favorable regulatory and institutional frameworks amplify the contributions of such firms
towards social value creation.

The mediation analysis shows that entrepreneurial ecosystem policy plays a significant
mediating role in the relationship between entrepreneurial marketing and sustainable social
performance. The indirect effect was both substantial and statistically significant (β = 0.130,
t = 3.856, p < 0.001), (see Table 5/Figure 2), thus providing empirical evidence to support
Hypothesis 4. The relatively high t-value and low standard deviation (STDEV = 0.034)
underlines the robustness of this mediating effect. These findings suggest that though
entrepreneurial marketing is an important direct contributor to social performance, its
effect is significantly enhanced when it is properly mediated through supportive ecosystem
policies. In other words, entrepreneurial marketing may not be able to provide substantial
social sustainability outcomes unless complemented by enabling policy environments. In
this way, ecosystem policies are the transmission mechanism that transforms the value
of entrepreneurial marketing into socially beneficial outputs. With this, there is partial
mediation in the model, which further provides support for the argument that firm-level
strategies are aligned with ecosystem-level policies in order for SMEs in Ghana to achieve
sustainable social performance.

5. Discussion
The study results present strong evidence in support of the highly vital role of en-

trepreneurial marketing in enhancing the sustainable social performance (SSP) of small-
and medium-sized enterprises (SMEs) in Ghana, especially through entrepreneurship
ecosystem policies. The direct relationship between entrepreneurial marketing and sustain-
able social performance was statistically significant. This finding indicates that although
entrepreneurial marketing mix—including value-based product offers, innovative and
dynamic pricing, customer-focused distribution, and promotional strategies—can have
a beneficial effect on social performance, including community development, fair prac-
tices, and environmental care, it also has other significant impacts (Boso et al., 2013; M.
Miles et al., 2015). The results are consistent with the past literature that suggests that
entrepreneurial marketing leads to the competitiveness of firms at the firm level as well
as at the society level (Morris et al., 2002; Fiore et al., 2019). To design such strategies to
generate the most social value, firms need to be implemented into a favorable institutional
and policy context. The findings indicate that entrepreneurial marketing and sustainable
social performance have a significant relationship through the mediating role of policies in
the entrepreneurial ecosystem. This mediating impact was not only statistically strong, but
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also practical, meaning that supporting policies, access to funds, skilled workforce, and in-
stitutional support have a strong contribution to the effectiveness of marketing strategies in
creating social values (Isenberg, 2010; Audretsch & Belitski, 2017). Thus, SMEs operating in
an entrepreneurial ecosystem that functions well are in a better position to transform their
marketing efforts into a sustainable social outcome. This assertion is in line with the fact
that entrepreneurial ecosystems are enablers, which provide the requisite regulatory condi-
tions, infrastructure, and culture, enabling businesses to grow socially and economically
(Stam, 2015; Autio et al., 2014). Without such an ecosystem, entrepreneurial activities, no
matter how innovative they might be, can be restricted by the environment. It is consistent
with the previous studies that underline the synergistic nature of the relationship between
the firm-level capabilities and the institutional environment in general (Isenberg, 2016;
Boso et al., 2013). The close positive association between entrepreneurial marketing and
the policy maturation of entrepreneurial ecosystems further underscores the dynamism
of interaction between innovation at the enterprise level and policy responsiveness. This
implies that by innovating and responding to market demands, SMEs can also be the cause
of change in the entrepreneurial environment, which forms a virtuous cycle of innovation
and policymaking (Acs et al., 2017; Mason & Brown, 2014). This circularity drives the point
that top-down policy interventions, co-created by entrepreneurial actors through their
practices, networks, and market interactions, influence entrepreneurial ecosystems (Spigel,
2017; Roundy, 2017). In this respect, entrepreneurial marketing could be both a cause and
an output of ecosystem evolution, making SMEs an active participant in the formation
of the institutional and policy framework that contributes to sustainable economic and
social development.

5.1. Theoretical Implication

The results of the study have useful theoretical implications to various foundational
frameworks. Based on the Resource-Based View (RBV), the findings confirm that en-
trepreneurial marketing is an asset of good internal resources that when properly exploited,
leads to the sustainable social performance of SMEs. Nevertheless, it is much more effective
in an enabling entrepreneurial place, indicating that internal resources have to be supported
by a good external environment to provide a sustainable competitive advantage (Barney,
1991). This relates perfectly to the Resource Dependency Theory (RDT) according to which
companies are not independent but are dependent on external resources as they need es-
sential resources (Pfeffer & Salancik, 1978). The intermeeting nature of the entrepreneurial
ecosystem policy signals the reliance of SMEs on external institutions including the financial
system, regulatory frameworks, and institutional support, which, in combination, influence
how the marketing effort can be converted into social value. Lastly, according to the Stake-
holder Theory, sustainable social performance highlights the need to match the business
actions with the demands of various stakeholders, such as communities, policymakers,
and customers (Freeman, 1984). These results indicate that entrepreneurial marketing,
which is driven by the interests of stakeholders and operates within a policy-responsive
environment, is more likely to generate inclusive socially beneficial results. Combined,
these theories support the idea that internal capabilities and external alliances are both
critical to the SMEs attempting to generate social value in the long term.

5.2. Managerial Implication

The research findings present management implications on the owners of SME man-
agers especially in emerging economies, including Ghana. First, the direct impact of
entrepreneurial marketing on sustainable social performance is significant, implying that
managers need not only develop traditional marketing strategies but also embrace innova-
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tive value-oriented approaches that focus on community development, fair practices, and
the need to be environmentally responsible. The managers ought to stress the customer-
based approach, innovative pricing strategies, and open distribution channels that can help
achieve overall social objectives. More vital, the high mediating effect of entrepreneurial
ecosystem policies implies that marketing operations are more effective when they are
supported by the enabling external environment. It implies that SME managers need to be
active in interacting with policy entities and entrepreneurial networks, and utilize support
programs to enhance their social impact. In practice, SMEs must not only concentrate
on in-house capabilities but also aim to get collaborations and demand improvements in
ecosystems that can boost their functions and contribute to society. These lessons also
suggest that entrepreneurial leaders should evolve the competencies to negotiate and shape
their ecosystem and remain strategic with sustainability-related outcomes in focus.

5.3. Policy Implication

This study carries important policy relevance for advancing the Sustainable Devel-
opment Goals (SDGs) in Ghana. In particular, it underscores the role of entrepreneurial
ecosystem policies in strengthening the connection between entrepreneurial marketing and
sustainable social outcomes. The findings suggest that well-designed policy frameworks
are essential for enabling SMEs to contribute meaningfully to both national and global de-
velopment priorities. Providing SMEs with supportive and enabling policy environments
enhances their capacity to innovate and adopt socially responsible business practices. Such
measures directly support SDG 8 (Decent Work and Economic Growth) by improving SME
competitiveness, stimulating job creation, and fostering inclusive and sustainable economic
development. Furthermore, the study highlights how ecosystem-oriented policies can
amplify the social impact of SMEs, with broader implications for SDG 9 (Industry, Innova-
tion, and Infrastructure) and SDG 12 (Responsible Consumption and Production). When
appropriate policy support is in place, entrepreneurial marketing enables SMEs to develop
innovative offerings, adopt environmentally responsible practices, and strengthen socially
inclusive distribution systems, thereby promoting sustainable industrial development and
responsible business conduct. Further, the conclusions of the research support the role
of partnerships in goal achievement since the relevant policies of the ecosystem must be
developed collaboratively by the government institutions, players in the private sector,
financial institutions, and community stakeholders. In this respect, the research offers an
insight that designing policies must not only aim at economic results but must also consider
the incorporation of mechanisms that will aid in determining SMEs to create social and
environmental value.

5.4. Limitations and Suggestions for Future Research

Despite the fact that this study provides significant information on the connection be-
tween entrepreneurial marketing, policies in the entrepreneurial ecosystem, and sustainable
social performance of SMEs in Ghana, one must admit that there are certain weaknesses
of the study. First, the study used cross-sectional data, which restricts the possibility of a
long-term causal correlation. It is recommended that future researchers use longitudinal
studies in order to follow the development of these relationships and get a more dynamic
picture as to the cause and effect.

Second, the study relied on self-administered questionnaires for data collection, which
may introduce issues of subjectivity, including social desirability bias and respondent
interpretation. Future research could strengthen the evidence base by combining survey
methods with qualitative techniques such as in-depth interviews or case studies to develop
a deeper understanding of the processes underlying the observed relationships. Third, the
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focus on SMEs in Ghana limits the generalizability of the findings to other contexts with
different economic structures, cultural conditions, and policy environments. Replicating
this model in other emerging and developing economies would allow for comparative
insights into how varying levels of ecosystem development influence sustainability out-
comes. Finally, the study concentrated on three core constructs, entrepreneurial marketing,
ecosystem policy, and sustainable social performance. Future studies could broaden this
framework by incorporating additional dimensions such as financial performance, techno-
logical advancement, and environmental sustainability. Further avenues for research may
also include the role of digital transformation, gender dynamics in entrepreneurship, and
the influence of informal institutional structures as emerging areas of scholarly inquiry.

6. Conclusions
This study explored the influence of entrepreneurial marketing on the sustainable so-

cial performance of SMEs in Ghana, with particular attention paid to the mediating function
of entrepreneurial ecosystem policy. The findings show that while entrepreneurial market-
ing on its own positively affects social performance, its influence becomes stronger within a
supportive policy and institutional environment. The mediating effect of ecosystem policies
was found to be both statistically significant and practically relevant, underscoring the
critical role of policy structures, institutional backing, and access to resources in enhancing
the effectiveness of marketing practices. In addition, the strong relationship between en-
trepreneurial marketing and ecosystem development suggests a dynamic interaction in
which firm-level innovation contributes to shaping the wider entrepreneurial environment.
Importantly, the study achieved its core research objectives by empirically examining the
direct effect of entrepreneurial marketing on sustainable social performance, assessing
the influence of the entrepreneurial ecosystem policy environment, and demonstrating
the mediating role that ecosystem policy plays in strengthening this relationship. Overall,
the results emphasize the importance of aligning strategic marketing efforts with broader
ecosystem development to achieve sustainable and socially meaningful outcomes for SMEs.
From this perspective, responsibility lies with both business leaders and policymakers
to foster conditions that allow entrepreneurship to flourish and generate value that ex-
tends beyond financial returns. In terms of novelty, this paper contributes to the literature
by integrating entrepreneurial marketing with ecosystem policy within a sustainability
framework, an area that remains underexplored in emerging economies.
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