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ACTIVITIES OF STRATEGIC MARKETING PLANNING
IN SMES'
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Abstract

SMEs(small and medium sized enterprises) have a great economic importance both for
developed and developing countries. In regard to economic development in countries, it can be
said that SMEs have much more impetus than big-sized enterprises. On the other side, it is seen
that SMEs are sometimes failed in the presence of big-sized enterprises and give up their market
share. Researches has showed that SMEs were especially insufficient about institutionalization,
strategic planning and strategic management. The lack of strategic planning influences the
activities of trade and marketing of SMEs as so bad. From this point of view, the purpose of the
study is to evaluate the activities of strategic marketing planning of SMEs in Istanbul and
determine whether there is a relationship between the characteristics of businesses and the
importance of strategic marketing planning. According to the purpose, a pilot study was
implemented on SMEs in Ikitelli Organized Trade Zone in Istanbul. A survey form was set with
help of prior researches and focus group interview. Survey forms were distributed to 250 firms
and then 137 of them was found as suitable for analysis. As a result of analysis, it was seen that
SMEs were insufficient in having strategic marketing planning. Also it was found out that there
were some significant relationships between the characteristics of SMEs and importance degree

of strategic marketing planning activities.

Keywords: SMEs, strategic planning management, strategic marketing planning, marketing

activitity
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1. Introduction
Under the competitive conditions surrounding small and medium sized enterprises (SMESs) at
present, only those SMEs which complete their institutionalization process and establish their
strategic plans for the future are expected to survive from bankruptcy. SMEs that do not abide
with these two requirements, have been observed to be competing ineffectively with the large
sized enterprises and to be giving up the race most of them, closing eventually down their
businesses. In general, SMEs operate under advantages and disadvantages, providing a large
share of employment in OECD economies and other economies (OECD,2000). Although SMEs
operate in every kind of economy in the world, there is not a generally agreed upon definition of

them(USITC,2010), and sometimes different definitions are used even in the same country.

In Turkey, the most common definition for SMEs is the one provided by KOSGEB (Small and
Medium Enterprises Development Organization). KOSGEB defines SMEs as enterprises which
employ fewer than 250 personnel annually and have sales not exceeding twenty-five million
Turkish Lira annually. This kind of enterprises, which is based on SME by-laws
(http://kosgeb.gov.tr/Pages/Ul/b.aspx?ref=13), is referred to as micro business, small business, or
medium-sized business. These businesses contribute in the reduction of unemployment and
income disparity through their flexible and dynamic structure (Dinger,1996). But, when they are
not institutionalized and/or lack efficient strategic planning, their operation becomes eventually
problematic(Y1ldirim,2011). Without any strategic planning, the growth or development process
cannot be expected (McMohan, 2001). Because strategy points out business’ basic goals and
provides to reach them with proper tools(Andrews,1971).

Drucker (1999) argues that strategic management should know the mission of the business and
then make decisions for the future (Drucker, 1999). Strategic management is a process that
guides the mission, targets and values of business (Pitts and Lei, 2000). With strategic
management, businesses can know “what they do and what they will do” (Howe, 1993).
Strategic management includes some activities such as researching, analysing, selecting and
evaluating, that are needed for planning and implementing strategies (Dinger, 2007). Strategic
management cannot be thought of without strategic planning because strategic planning is the
first step for strategic management and guides the firm to know itself better and to make a

successful decision (Bryson, 2005). Strategic planning has two specific tasks, since it refers to
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the future moves of the firm on the one hand but in a strategic manner on the other, with the link
being shaped by the proper assessment of the relationships between risks, targets and

assumptions (Kogel, 1998).

But, SMEs usually do not behave or operate according to strategic planning (Wang et al., 2007).
Prior studies showed that SME managers are not successful in making strategic planning
decisions (Jones, 1982; Aram and Cowen, 1990; Baird et al., 1994; Stonehouse and Pemberton,
2002; O’Regan and Ghobadian,2 002; Yusuf and Saffu, 2005; Wang et al., 2007) and prefer to
make decisions for today and short-term ones (Ates et al., 2013). SME managers confuse
strategic plans with tactical plans like advertising or sales promotion (Lancaster and lan
Waddelow, 1998). With strategic planning, businesses can change and adapt themselves for the
changing market conditions. Although most of businesses know that they should operates and
trades with the perspective of modern marketing approach, they ignore the importance of
strategic marketing planning. Modern marketing approach foresees possible situations in the
future and aims at long-term profit optimization (Yukselen, 2010); involves the adaptation of
businesses to unstable market conditions, including the changes dictated by the competition
environment(Middleton et al., 2009).

Lack of strategic marketing planning, implies loss of competitive advantage in the market.
Today’s market wars force enterprises to become more cautious and better planned for the
future. It is from this point of view that many small and medium sized enterprises have been
unsuccessful, ineffective in te setting plans and managing strategic programs(Mazzarol, 2004).
Those rare cases of small and medium-sized companies with lots of economic and social benefits
become often a basic theme in academic studies. The importance of SMEs cannot be ignored in
any economy. They appear to be crucial to economic growth in USA, Japan and EU. About 60
to 70 percent of Dbusinesses include SMEs in most OECD countries
(http://www.oecd.org/cfe/smes/2090740.pdf). In some of OECD countries, the percent of SMEs
are larger such as in Turkey where 99% of the total enterprises consists of small and medium
sized ones. Also, these businesses provide 77% of the total employment, contribute 62,6% to
total exports, and absorb 38,5% of the total imports (TUIK, 2013).
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This paper is motivated by these precisely considerations. In what follows, a heuristic research
approach is followed in an attempt to find out whether SMEs in Turkey have efficient strategic
marketing planning. The next section discusses the research methodology, and Section 3 presents
and elaborates upon the results of the quantitative analysis. The paper concludes with Section 4

with some policy remarks.
2. Method and Material

This study used both of quantitative and qualitative methods together. To collect data, the survey
method was used and the data was analyzed in SPSS 16. The survey had some questions adapted
from prior studies(Hopkins and Hopkins,1997; Glaister and Falshaw,1999; Dinger et.al.
2006;Arasa and K’Obonyo,2012). Also some questions were developed from focus group
interview. Focus group interview which is one of the method of qualitative research, is used to
collect comprehensive information about discussed topic(Kitzinger,1995; Gibbs,1997; Krueger
et.al.,2000; Bowling,2002; Wilkinson,2004). Focus group interview was not used for data
analysis because focus group interview was used only for developing variables of the survey.
Because focus group interview results are usually used for determining basic factors or
developing new questions for surveys/questionnaires(Kitzinger,1995). Most of researches from
various science areas used focus group interview to develop new scales or
questionnaires(O’Brien, K.,1993; McLeod et.al.,2000; Kelly et.al., 2005; Mazur and
Bennett,2008; Candan and Yildirim,2013). Focus group interview was arranged with 8
employers of small-medium sized enterprises and open-ended questions were asked them to

determine important factors in activities of strategic marketing planning.

There were two basic parts and 28 variables in the survey form. The first part included 22
statements(developed from focus group interview; Hopkins and Hopkins,1997; Glaister and
Falshaw,1999; Arasa and K’Obonyo,2012; Dinger et.al.,2006) about companies’ activities of

strategic marketing planning. These variables were showed below with the basic topic.

Business Plan’s Features(Focus group interview):

- This company often does short/mid/long-term plans.
- The short/mid/long-term plans includes every activities of this company.

- The short/mid/long-term plans are made as written concept.
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- The short/mid/long-term plans includes physical targets.
- At the end of the term, this company compares the differences between plans and real
outputs.
- Every business plan is being uploaded in a present term.
Strategic Marketing Planning(Focus group inteview; Hopkins and Hopkins,1997; Glaister
and Falshaw,1999; Arasa and K’Obonyo,2012:

- The main purpose of this company is determined for every workers.

- There is a definition for the vision of this company.

- There is definition for the mision of this company.

- The SWOT analyse is implemented in this company.

- This company knows its weakness and strenght elements in the market.
- This company knows the threats in the market.

- This company gets the oppurtunities in the market.

- This company evaluates the environmental factors in the market.

- There is defitiniton for the target customer in the market.

- This company adapts itself according to the new changes in the market.

Marketing Activity(Focus group interview:; Dincer et.al.,2006):

- There is some studies for determining the target market in this company.
- There is a recent information system in this company.
- There is a database of customer in this company.
- This company works in a modern marketing approach.
- This company change its activities according to the strategic marketing plans.
- Marketing activities are coordinated with other business activities.
Al

made rated using 5-point Likert scale. The statements were rated from 1- absolutely disagree to

of these statements were prepared after focus group interview and then the statements were

5- absolutely agree. The second part of the survey included the qualitative and quantitative
characteristics about companies. Also there was a question about the participant’s position in a
company. The survey forms were implemented to the small and medium-sized
companies(SMESs) in Istanbul. The main research mass consisted of the small and medium-sized

companies in Istanbul, Turkey. The population included SMEs which were listed in Istanbul
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Chamber of Commerce and activated in Ikitelli Organized Trade Zone. The convenience
sampling method was used to reach sample. Survey forms were implemented to these sample
with face to face method. In an implementation week, the researcher could interview with 200
small-sized companies and 50 medium-sized companies. After having collected survey forms, at

total there were 137 healthy survey forms to analyze.

3. Results

The data which was collected by survey forms, was analyzed in SPSS 16 program. Table 1
shows characteristics of enterprises that joined the survey implementation. %32 of them were in
manufacturing sector, %45 of them were in retail sector and %23 of them were in service sector.
The size of companies in the sample was shown in here and this distribution depended on legal
Turkish definitions for SMEs. In this context, %32 of enterprises were micro firm with having
less 10 business, %45 of them were small-sized business with having 11-50 employees and %23
of them were medium-sized business with having 51 employees and more. Most of joined
enterprises(%70) were not family business and there were few enterprises that were activating
for 5 years and less in the sector. %20 of joined enterprises had an experience between 6-10
years in the sector, %37 of them had an experience between 11-20 years in the sector and %36

of them had an experience in the sector for 21 years and more.

Table 1: Characteristics of Enterprises

Frequency  Percent(%o)

10 and less(micro

Number of  firm) 40 0,32
employee and 1750 (small-sized
size firm) 62 0,45
51 and
more(medium- 35 0,23
sized firm)
5 year and less 10 0,07
Worki 6-10 year 28 0,20
orking
period(year) 11-20 year 52 0,37
21 year and more 47 0,36
Family Yes 42 0,30
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Frequency  Percent(%)
business No 95 0,70

Manufacturing

Busines sector 45 0,32
Sector Retail sector 62 0,45

Service sector 30 0,23
Total 137 100,0

Respondents stated their working position in the survey form. It was seen that most of
respondents(57%) were owner of the company. 31% of the respondents were company manager

and 12% of them were department supervisor in joined enterprises.

Table 2: Frequency Distribution of Respondents’ Position

Frequency Percent(%)

Owner of the company 78 0,57
Company Manager 42 0,31
Department Supervisor 17 0,12
Total 137 100,0

To determine effective factors in activities of strategic marketing management, factor analysis
was used. Before factor analysis, Kaiser-Meyer-Olkin(KMO) and Barlett’s test of Sphericity

were used to determine whether the scale was suitable for factor analysis.

Table 3: KMO and Barlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,794

Bartlett's Test of Approx. Chi-Square 13,745E3
Sphericity df 210
Sig. ,000

KMO-Barlett Sphericity Test (KMO and Bartlett's Test of Sphericity) was conducted and a score
of 0,794 was obtained(p=0,00<0,05). This result shows that the scale has an acceptable validity

to keep on factor analysis.
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Table 4: The Results of Factor Analysis

Mean  Factor Variance Eigenvalue Cronbach’s
loadings percent Alpha
1.Factor: Business Plan 35,032 4,287 0,810
This company often does 4,32 ,665
short/mid/long-term plans
The short/mid/long-term plans 3,51 ,825
include every activities of this
company
The short/mid/long-term plans 2,48 ,736
are made as written concept
At the end of the term, this 4,06 ,813

company compares the

differences between plans and

real outputs

Every business plan is being 3,51 ,822
uploaded in a present term

2.Factor: Strategic 14,713 1,879 0,785
Marketing Management

There is a definition for the 3,30 ,798

vision of this company

There is definition for the 3,18 74

mission of this company

The SWOT analysis is 2,79 ,623

regularly implemented in this

company

This company knows its 2,33 ,805

weaknesses and strenghts in

the market

This company evaluates the 3,45 ,839

environmental factors in the

market

3.Factor:Marketing Activity 10,442 1,346 0,872
There is some studies for 2,41 ,886

determining the target market

in this company

There is a recent information 2,60 874
system in this company

There is a database of customer 2,73 715
in this company
This company changes its 3,47 ,702

activities according to the

strategic marketing plans

Marketing activities are 3,29 ,820
coordinated with other

business activities
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With factor analysis, insignificant and not informative variables were eliminated. As a result, 3
basic factors as business plan, strategic marketing management and marketing activity were
determined. The number of cumulative variance that values express equals to 60,18% of the total
variance. Also the reliability of the scale was determined by Cronbach’s alpha test. Cronbach’s
alpha test shows the consistency of answers. This scale has 0,822 value as Cronbach’s alpha

coefficient that means it has a great reliability.

In table 4, mean values of significant variables were presented with factor loadings. According to
mean values, it can be said that participated enterprises had mostly short/mid/long-term plans but
they didn’t have these plans as written generally. Also participated enterprises mostly agreed that
they evaluated environmental factors in the market as an activity of strategic marketing
management. But they had some lack of having definition of mission and vision and doing
SWOT analysis. For marketing activity, most of enterprises had agreed that they changed their
activities according to strategic marketing plans.

Table 5: The Results of Correlation Analysis

Employee Working Family
number period business
(size)
Business Plan Correlation ,375** 267 -,301**
coefficient
Sig.(p) ,000 ,000 ,000
N 137 137 137
Strategic Correlation ,265** ,290** - 417**
marketing coefficient
management Sig.(p) ,000 ,000 ,000
N 137 137 137
Marketing Correlation ,378** 247 * - ,344**
activity coefficient
Sig.(p) ,000 ,000 ,000
N 137 137 137

** Correlation is significant at the 0.01 level (1-tailed)

Kendall tau-b correlation test was used to determine the relationship between the characteristics
of SMEs and activities of strategic marketing planning. As seen in table 5, it was found out that
there were significant relationships between some characteristics of SMEs and factors of
strategic marketing planning at the 0,01 level. According to results, it can be said that larger

sized enterprises have business plan and strategic marketing management more efficiently than
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the smaller sized ones. Also larger sized enterprises have more successful implementations for
marketing activities. Experience makes enterprises much more successful in activities of
strategic marketing planning because enterprises which has higher working period, also has more
successful business plan and strategic marketing management with successful implementations
for marketing activities. On the other hand, being family business influences activities of
strategic marketing planning negatively. Family businesses don’t have efficient business plan
and efficient strategic marketing planning as same as non-family businesses and they can’t

manage marketing activities as efficiently as non-family businesses.

Conclusions

There is so much uncertainty both in global and local markets that small and medium-sized
companies have to face some troubles to get survive and keep their stability in the market. This is
why the importance of strategic marketing planning has increased. With strategic planning,
SMEs can be ready to confront threats and adapt to changes. Strategic marketing planning helps
these companies to select the proper marketing strategy and change their marketing decisions

aptly and with a long-term sight perspective to keep them developing in the desirable track.

With this study, it was tried to determine the degree of efficient strategic marketing planning
implementation of SMEs in Turkey. Toward this end, a questionnaire form was set up and
implemented to SMEs in Istanbul, Turkey. After having been collected, 137 questionnaire forms
was analyzed. SMEs which were chosen for the sample, were mostly trading in retail sector and
then manufacturing sector. Also most of SMEs were small-sized enterprise with having 11-50
employee. The most of SMEs had an experience in the market more than 15 year. On the other

hand, the little group of them were family business.

After reliability and validity tests, it was seen that developed scale for determining activities of
strategic marketing planning had an accessible reliability(,822) and validity(,794) to keep on
factor analysis and correlation analysis. With factor analysis, 3 basic factors and 15 variables

were determined as significant variables and these factors were used in correlation analysis.

Mean values of variables show that most of SMEs can’t be successful in activities of strategic
marketing planning. Especially, when size of enterprise get smaller and experience gets lower, its

activities of strategic marketing planning comes close to failure. Due to the below reasons, it is
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suggested that small and medium-sized companies(SMEs) should have strategic marketing

planning:

- Strategic marketing planning provides companies to efficiently allocate their resources.
Companies can reach the market successfully when they use resources efficiently.

- Strategic marketing planning provides companies to be ready for the changes in the
market and it helps companies to get the opportunities in the market. With marketing planning

implementations, companies can analyze the market and the customer.

- The companies which are implementing strategic marketing planning, can be sensitive for

price changes in the market.

- The companies which are implementing strategic marketing planning, can answer the

competitor’s actions fast.

- The companies which are implementing strategic marketing planning, are also efficient in
niche market. To be successful, companies need to know market’s profile, customer’s profile and

other information to analyze and understand the new and niche market.

- Strategic marketing planning provides companies a great competitive power in the
market. Because companies can learn the weaknesses and strenghts of their competitors and then

they can develop new strategies to keep their position in the market.

- With the definition of mission and vision, companies know their targets better and they

can work and coordinate their functions according to targets.

SMEs which operate in developing countries such as Turkey, can be supported by universities,
local governments, private corporations etc. With supporting projects or trainings, managers in
SMEs can understand the importance of strategic management and strategic planning. Because

strategic planning makes businesses aware of threats and opportunities in the competition.

A Quarterly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [Js=NNECEETEMIIE! as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Research in Social Sciences
http://www.ijmra.us



February RSV Volume 5, Issue 1 ISSN: 2249-2496

2015

References
Andrews, K.R. (1971). “The Cocenpts Of Corporate Strategy”. Dow Jones, Irwin Homewood.

Aram, J.D. and Cowen, S.S. (1990). “Strategic Planning For Increased Profit In The Small
Business”. Long Range Planning. Volume 23, Issue 6, December 1990, 63-70.

Arasa, R. and K’Obonyo, P. (2012). “The Relationship between Strategic Planning and Firm
Performance”. International Journal of Humanities and Social Science. Vol. 2 No. 22 .

Special Issue, November 2012.

Ates, A., Garengo, P., Cocca, P. and Bititci, U., (2013). “The Development Of SME Managerial
Practice For Effective Performance Management”. Journal Of Small Business And

Enterprise Development. Vol. 20 Iss: 1,28 — 54.

Baird, I. S., Lyles, M. A., and Orris, J. B. (1994). “Choice of International Strategies for Small
Businesses”. Journal of Small Business Management. 32, No. 1, 48-59.

Bowling, A. (2002). “Research Methods In Health: Investigating Health and Health Services”.
McGraw-Hill House. Philadelphia.

Bryson, J.M. (2005). “Strategic Planning For Public And Nonprofit Organizations”, Jossey-Bass
Publishers, San Francisco.

Candan B. and Yildirim S. (2013). “Investigating the Relationship between Consumption Values
and Personal Values of Green Product Buyers”. International Journal of Economics and
Management Sciences. Vol. 2, No. 12, 29-40.

Dinger, 0.(1996). “Stratejik Yonetim ve Isletme Politikas1”, 5.baski, Beta Basim. Yaymm
Dagitim, Istanbul.

Dinger, O. (2007). “Stratejik Y&netim ve Isletme Politikas1”, 8. Baski, Istanbul: Alfa Yayinlari.

Drucker, P. (1999). “21. Yiizy1l I¢in Yonetim Tartismalar1”. (Cev: 1.Bahgivangil) Istanbul:
Epsilon Yayincilik.

Glaister, K.W. and Falshaw, J.R. (1999). “Strategic Planning: Still Going Strong”. Long Range
Planning. Vol. 32, No. 1, pp. 107 to 116

Gibbs, A. (1997). “Focus groups”. Social Research Update. Issue 19. Winter 1997.

A Quarterly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [Js=NNECEETEMIIE! as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Research in Social Sciences
http://www.ijmra.us



February RSV Volume 5, Issue 1 ISSN: 2249-2496

2015

http://sru.soc.surrey.ac.uk/SRU19.html. [Accessed: 15 Jan 2014]

Hopkins, W.E. and Hopkins, S.A. (1997). “Strategic Planning—Financial Performance
Relationships In Banks: A Causal Examination”. Strategic Management Journal. Vol.
18:8, 635-652.

Howe, S. (1993). “Corporate Strategy”. Hongkong: The Macmillan Press

Jones, W.D. (1982). “Characteristics of Planning in Small Firms”, Journal of Small Business
Management. 20 (3), 15-19.

Kelly, J.J., Njuki, F., Lane, P.L. and McKinley, R.K. (2005). “Design Of A Questionnaire To
Measure Trust In An Emergency Department”. Acad Emerg Med. 12, 147-151

Kitzinger, J. (1995). “Qualitative research: introducing focus groups”, British Medical Journal,
311, 299-302.

Kogel, T. (1998). “Isletme Y®oneticiligi”. Yenilenmis 6. Baski, beta basim, Istanbul

Krueger, R.A. and Casey, M.A. (2000). “Focus Groups: A Practical Guide for Applied
Research”. 3rd Edition. Thousand Oaks, CA: Sage Publications.

Lancaster, G. and Waddelow, 1. (1998). “An Empirical Investigation into the Process of Strategic
Marketing Planning in SMEs: Its Attendant Problems, and Proposals Towards a New

Practical Paradigm”. Journal of Marketing Management. 14:8, 853-878

Mazur, K. and Bennett, J. (2008). “Using Focus Groups To Design A Choice Modelling
Questionnaire For Estimating  Natural Resource Management Benefits In NSW”.
Environmental Economics Research Hub Research Reports. Research Report No. 2 March
2008

Mazzarol, T. (2004). “Strategic Management of Small Firms: A Proposed Framework for
Entrepreneurial Ventures”, 17th Annual SEAANZ Conference - Entrepreneurship as the
Way of the Future, Brisbane, Queensland.

McLeod, P.J., Meagher, T.W., Steinert, Y. and Boudreau, D. (2000). “Using Focus Groups to

Design a Valid Questionnaire”. Academic Medicine. June 2000. VVolume 75. Issue 6.

A Quarterly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [Js=NNECEETEMIIE! as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Research in Social Sciences
http://www.ijmra.us



February RSV Volume 5, Issue 1 ISSN: 2249-2496

2015

McMohan, R.G.P. (2001). “Growth and Performance of Manufacturing SMEs: The Influence of
Financial Management Characteristics”. International Small Business Journal. April 2001
vol. 19 no. 3 10-28

Middleton, V.T.C., Fyall, A. and Morgan, M. (2009). “Marketing In Travel And Tourism”, 4.

Edition, Butterworth-Heinemann, Elsevier

O’Brien, K. (1993). “Using focus groups to develop health surveys: an example from research on
social relationships and AIDS-preventive behavior”. Health Education Quarterly. 1993
Fall;20(3):361-72.

OECD(Organization for Economic Co-operation and Development) (2000). “Small and
Medium-sized Enterprises: Local Strength, Global Reach ”. Policy Brief. June 2000.

O'Regan, N. and Ghobadian, A. (2002). “Effective Strategic Planning in Small and Medium
Sized Firms”. Management Decision, 40 (7), 663-671.

Pitts, R.A. and Lei, D. (2000). “Strategic Management Building and Sustaining Competitive
Advantage”, Second Edition, South-Western College Publishing.

Stonehouse, G. and Pemberton, J. (2002). “Strategic Planning in SMES - Some Empirical
Findings”. Management Decision, 40 (9), 853-861.

TUIK(Turkish Statistical Institute) (2013). “Kiiciik ve Orta Biiyiikliikteki Girisim Istatistikleri,
20137 Haber Biilteni. Say1: 15881. 28 Kasim. 2013.
http://www.tuik.gov.tr/PreHaberBultenleri.do?id=15881

USITC( US International Trade Commission) (2010). “Small and Medium-sized Enterprises: US
and EU Export Activities, and Barriers and Oppurtunities Experiences by US Firms”.
Investigation no: 332-509. USITC Publication 4169. July 2010.

Wang, C. , Walker, E. A. and Redmond, J. L. (2007). “Explaining the lack of strategic planning
in SMEs: The importance of owner motivation”. International Journal of Organisational
Behaviour, 12(1), 1-16.

Wilkinson, S. (2004). “Focus Group Research. In D. Silverman (Ed.), Qualitative Research:
Theory, Method, And Practice”. Thousand Oaks, CA: Sage.

A Quarterly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [Js=NNECEETEMIIE! as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Research in Social Sciences
http://www.ijmra.us



2F:1téruary RSO Volume 5, Issue 1 ISSN: 2249-2496

Yildirim, S.(2011). “A Qualitative Study About Marketing Problems In Uninstitutionalizationed
Family Business”. Kocaeli Universitesi Sosyal Bilimler Enstitiisti Dergisi(KOSBED), (22),
2011/2: 185-202.

Yiikselen, C. (2010). “Pazarlama(ilkeler-Ydnetim-Ornek Olaylar)”, Detay Yaymcilik, 8. Baski.

Yusuf, A. and Saffu, K .(2005). “Planning and Performance of Small and Medium Enterprise
Operators in a Country in Transition”. Journal of Small Business Management, 43 (4),
480-497.

[Online]http://kosgeb.gov.tr/Pages/Ul/b.aspx?ref=13[ Accessed: 15 Jan 2014]

[Online]http://www.oecd.org/cfe/smes/2090740.pdf[Accessed: 15 Jan 2014]

A Quarterly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [Js=NNECEETEMIIE! as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Research in Social Sciences
http://www.ijmra.us



