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Abstract
In the contemporary, Entrepreneurial orientation and Market orientation have become
important topics among business academics and practitioners. Since business environment has become
more competitive, the need to develop and improve internal resources is now a prerequisite for global
survival; entrepreneurial orientation and market orientation are now the crucial falcons that are
assisting the firms to achieve such a niche. Despite the importance of MO and EO, researches that link
these concepts to SMEs performance are very limited. In this view, through extensive literature view,
this study has found a theoretical link that exists between entrepreneurial orientation, market
orientation and performance of SMEs and also developed conceptual model for empirical validations.
This study serves not only to clarify the relationship between entrepreneurial orientation, market
orientation and SMEs performance, it also explains the role which TQM plays as a mediator in this
relationship which most studies have neglected. Again, the conceptual model also examines the
moderation role of the organizational culture in the relationship between TQM and SMEs
performance.
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1. Introduction
Over the past decade, the rate of globalization, world-wide competition and changing in
needs and desires of customers have increased dramatically (Ebrahimi & Adeghi, 2013). Moreover,
most industrial sectors that operate in the economies of developing countries are witnessing
structural and speedy changes unearth economic opportunity for foreign direct investment,
unbalanced growth and increased in the uncertainty as a result of environment changes (Chironga,
Leke, Lund & Wamelen, 2011; Goedhuys & Sleuwaegen, 2010).
For firms to become more efficient and competitive in this regard, many companies are being
motivated to change their existing traditional business operations, and as well select and develop
best processes to improve products and services to ensure customers satisfaction at competitive costs
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(Zakuan, Yusof & Shaharoun 2009; Wanjau, Gakure, Peterson & Kahiri, 2013; Teixeira, Lopes &
Sousa, 2015). Importantly, these changes have given essential challenges and opportunities for
companies to take advantage of their capabilities or competence for growth (Li, Zhao, Tan & Liu,
2008). These changes have also changed decision making processes and managerial assumptions in
numerous entrepreneurial firms, including those decisions taken to achieve opportunities and how
customer value can be produced and delivered (Webb, Ireland, Hitt, Kistruck & Tihanyi, 2011).
To this end, firms have to adopt and implement market orientation (MO), entrepreneurial
orientation (EO) and new operation management practices activities, which have been proved to be
effective over the years (Sadikoglu & Zehir 2010; Zakuan et al., 2009).In the same side, many of the
authors stressed on the importance of EO, MO and TQM in achieving competitive advantage and
enhanced performance of firms (Li et al., 2008; Aziz & Yassin, 2010; Talib, Rahman & Qureshi, 2010;
Mokhtar & Yusoff, 2012; Al-Dhaafri, Yusoff & Al-Swidi, 2013; Calvo-Mora, Ruiz-Moreno, PicónBerjoyo & Cauzo-Bottala, 2014). Further, previous studies have recognized the organizational culture
(OC) as a means of sustainable competitive advantage and a significant driver of best performance
(Xenikou & Simosi, 2006; Rad, 2006; Irani, Beskese& Love, 2004; Schein, 1984, Wu, Zhang &
Schroeder, 2011).
However, the bulk of extant studies that examined the EO, MO, TQM and business
performance focus on large organization, particularly in developed countries (Salaheldin, 2009;
Urban, 2010; Mahmoud, 2011; Wales, Gupta & Mousa, 2011; Raju, Lonial & Crum, 2011; Mahmud &
Hilmi, 2014). Accordingly, fewer studies are available on EO, MO, TQM in the SMEs (Chao &
Spillane; 2010; Raju et al., 2011; Islam, Khan, Obaidullah & Alam, 2011; Filser, Eggers, Kraus &
Málovic, 2014; Jabeen & Mahmood, 2015).
Based on the above premise therefore, it is logical to conclude that previous researchers have
not only paid very minimal attention to the EO, MO and TQM in the SMEs; a lot of opportunities still
aboundto extend theoretically and empirically the literature on EO, MO, TQM and SMEs
performance. Consequently, the specific objective of this article is to avail the research community a
conceptual framework that will link EO, MO and SMEs performances, and will equally contribute to
the body of knowledge and as well as facilitate the connections between Europe, USA, and other
developing and emerging countries such as KSA. Based on the objective of this study, the second
part of this paper is literature review on EO, MO, TQM, OC and SMEs performances. The next part
of the article unveils the conceptual framework of the study. The framework depicts the relationship
between EO, MO, TQM, OC and performances of SMEs. And last part is conclusion and suggestion
for future research.
2. Literature Review
2.1 Entrepreneurial Orientation (EO)
In a general sense, EO refers to firms' the decision-making styles to explore new market
opportunities (Lumpkin & Dess, 1996; Wiklund & Shepherd, 2003; Walter, Auer & Ritter, 2006). EO
has been a salient topic in entrepreneurship literature and strategic management (Zainol & Ayadurai,
2011; Miller, 2011; Covin & Lumpkin, 2011; Covin & Wales, 2012). In addition, EO is an important
factor affecting the marketing, strategy of the organization, leadership, culture of organization as
well as growth and profitability of the organizations (Phokha & Nonsrimuang, 2013; Wijetunge &
Pushpakumari, 2014). In a similar vein, the firm with higher EO will achieve higher organization
performance (Ambad & Wahab, 2013). Therefore, organizations with higher levels of EO perform
better than the ones with poor levels of orientation (Keh, Nguyen & Ng, 2007).
Historically, in the past academic literature presented the EO definition for the first time by
Miller (1983) (Covin & Lumpkin, 2011). It was defined by Miller (1983, p. 770) an entrepreneurial
firm “engages in product market innovation, undertakes somewhat risky ventures and is first to
come up with ‘proactive’ innovations, beating competitors to the punch”. Morris and Paul (1987) also
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defined EO as the preference of a firm’s executive to take calculated risks being innovative, and
proactive in their approaches to strategic decision making.
Moreover, three original EO dimensions were developed earlier by Miller (1983) namely,
innovativeness, proactiveness, and risk-taking. Subsequently, Miller’s three EO dimensions have
been converted into measurable scales by Covin and Slevin (1986; 1989). Several studies have been
applied Miller’s model with three dimensions (Wiklund & Shepherd 2005; Wiklund & Shepherd,
2011; Kraus, Rigtering, Hughes & Hosman, 2012; Wang & Yen, 2012; Ambad & Wahab, 2013; Filser et
al., 2014).
Several researchers examined the association between EO and organization performance
focus on large firms, especially, in developed countries (Wales et al., 2011; Urban, 2010). Therefore,
there is a sparse of research that examines the influence of EO in the SMEs (Islam et al., 2011).
Moreover, Wales et al., (2011) in their empirical research of EO assessment suggest that future
research should consider mediation by arguing that there is little understanding of the causal
mechanisms of how or why EO affects other variables. Lechner and Gudmundsson (2014) also
recommend that there is a need for more research to examine what constructs can mediate between
EO and performance.
In addition scholarly works have supported that EO brings about improvement in
performance of organization (Wiklund & Shepherd, 2005; Li et al., 2008; Tajeddini, 2010; Hassim,
Nizam, Talib & Bakar, 2011). Moreover, organizations adopting a high EO expected to have a
superior performance better than companies that adopt conservative orientation, where the market
share showed improvements and the number of new products, services and processes has shown
some growth (Rodrigues & Raposo, 2011; Rauch, Wiklund, Lumpkin & Frese, 2009). Hence, firms
need to implement EO, because it is considered as an important process that helps a firm to survive,
successfully compete and improve its performance (Dimitratos & Plakoyiannaki, 2003; Teece, 2007).
Moreover, numerous studies have argued that there is a link between EO and TQM
(Fernandes, Felgueira, & Lourenço, 2015; Kim, Kumar & Kumar, 2012). Besides this, customer
satisfaction, open culture and continuous improvement, are common aspects of TQM and innovation
(Kaynak, 2003; Sing & Smith, 2004; Zehir, Müceldili, Zehir & Ertosun, 2012). Therefore, both
technology and human dimensions of TQM practices assist in creating culture and an environment
that allows innovation (Hoang, Igel & Laosirihongthong, 2006). Thus, the following hypotheses
should be introduced for further empirical examination.
H1: Entrepreneurial orientation has a significant effect on the organizational performance.
H2: Entrepreneurial orientation has a significant effect on total quality management.
2.2 Market Orientation (MO)
MO is regarded as the philosophy of business, through which the firm can recognize and
meet customer demands and integrate the concept of marketing through the firm (Aziz & Omar,
2013). The researchers also strongly support that firms should adopt MO, due to its ability to help
firms to achieve sustainable competitive advantage (Zhou, Li, Zhou & Su, 2008; Kumar, Jones,
Venkatesan & Leone, 2011). Further, MO is regarded as a firm’s capability, rare and valuable
resources which cannot be copied easily and which emphasize the placement of the customer’s needs
in the core of organizations’ operations and strategy (Polat & Mutlu, 2012).
At its core, MO related to firm’s ability to explore and identify existing and potential
customer needs and works to respond to those needs via superior ways (Slater & Narver, 1995; Day,
1994; Kohli & Jaworski, 1990). In simple terms, MO approves the necessity of moving closer to the
customer (Slater & Narver, 1998). Within this context, MO includes capability that is possessed by an
organization to swiftly act in response to transformation in the market demands by introducing new
products and services (Ho, Wu & Chen, 2010; Adis & Jubilee, 2010). Therefore, it is logical to assert
that MO activities will influence firm's innovativeness (Aziz & Omar, 2013).
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Notably, the first conceptualizations of MO that was recognized as the main firms’
performance determinant was provided by Kohli and Jaworski (1990) and Narver and Slater (1990).
Several other studies have however been conducted after the works of Kohli and Jaworski (1990) and
Narver and Slater (1990), linking relationship between firm performance and market orientation.
Kohli and Jaworski (1990) confirm on the aspects of behaviour MO and defined MO as
“organization-wide generation of market intelligence pertaining to current and future customer
needs, dissemination of the intelligence across departments, and organization-wide responsiveness
to it” (1990, p. 6). In contrast, Narver and Slater (1990) viewed MO as a form of organizational
culture. They deﬁne MO as the “organizational culture that most effectively and efficiently creates
the necessary behaviours for the creation of superior value for buyers and thus, continues superior
performance for the business” (1990, p. 21).
In relation to that, Kohli and Jaworski (1990) view MO as being made up of three
components; intelligence generation, intelligence dissemination, and organization wide
responsiveness. Other scholars such as Narver and Slater (1990) equally identify three dimensions of
MO to include competitor orientation, customer orientation, and inter functional coordination.
However, both MO approaches have the same goal that means customers remain the main factor of
MO thinking and in explaining the behaviour of firms (Vieira, 2010; Shehu & Mahmood, 2014).
In this regard, a lot of market oriented literature considered that market oriented culture
looks to be a very important determinant of improved business performance as it makes customers’
needs a priority, while the market oriented firm tries to work better on customer satisfaction, and in
this manner, increase the level of firm performance (Li, Wei, & Liu, 2010: Kumar et al., 2011). Hence,
the literature of marketing has considered MO to be a main part of organizational culture (Raju et al.,
2011). As a matter of fact, majority of the studies regarding MO have used these three dimensions to
measure the MO construct (e.g., Appiah-Adu& Ranchhod, 1998; Augusto & Coelho, 2009; Aziz &
Omar, 2013; Julian, Mohamad, Ahmed & Sefnedi, 2014; Wilson, Perepelkin, Zhang & Vachon, 2014).
There are numerous studies that reveal a link between MO and organizational performance
in large firms, particularly, in developed countries (Raju et al., 2011; Mahmoud, 2011). Hence, there is
a lack of research investigating the impact of MO in the SMEs (Islam et al., 2011). In addition, Herath
and Mahmood (2013) recommend the inclusion of the mediator on strategic orientation to the
business performance relationship.
Furthermore, studies have supported that MO leads to improve organizational performance
(Hassim et al., 2011; Suliyanto & Rahab, 2012; Aziz & Yasin, 2010; Mahmoud, 2011; Chen, Tang, Jin,
Li & Paillé, 2015). Related to that, when a market oriented firm identifies customer needs, desires and
preferences and strives to satisfy these better than competitor an increase in the level of firm
performance will be achieved (Olavarrieta & Friedmann, 2008). Similarly, to deal with the changing
customer demands and preferences, several firms adopt the MO idea, which is considered one of the
most important developments in the marketing literatures (Suliyanto & Rahab, 2012). Therefore,
every organization should embrace MO as a strategy which could be used to build capabilities of the
marketing in order to meet customers’ needs, satisfaction with the purpose of outperforming the
competitors (Liu & Wang, 2009; Chin, Lo & Ramayah, 2013).
Additionally, many prior studies have shown there is a relationship between MO and TQM
(Zelbst, Green, Abshire & Sower, 2010; Lam, Lee, Ooi & Phusavat, 2012). In line with these results,
Day (1994) and Mohr-Jackson (1998) confirmed a link between MO and practices of TQM as both are
concerned with customer’s needs, customer’s participation, as well as target to achieve the same final
aim customer of satisfaction. Indeed, TQM practices offer a group of tools, which help firms to
become market-oriented (Litton, 2001). Furthermore, Day (1994) argues a market oriented firm
enhances the process of market and customer sensing. Thus, linking capabilities are essential
segments of firm's building, as a result, implementation of TQM helps to enhance capabilities and “at
the heart of the TQM is the concept of an organization as an interrelated collection of processes rather
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than an interacting set of functional units”. Hence, MO and TQM are complementary (Wang, Chen &
Chen, 2012). Thus, the following effects can be hypothesized:
H3: Market orientation has a significant effect on the organizational performance.
H4: Market orientation has a significant effect on total quality management.
2.3 Total Quality Management (TQM)
TQM is a widely recognized management philosophy as a management reference system and
as strategic support to achieve sustainable competitive advantage is enabling organizations to obtain
superior performance (Calvo-Mora et al., 2014: Abusa & Gibson, 2013). In fact, TQM allows
organizations to develop product quality will improve their competitive position, differentiate their
products and business success (Perez & Gutierrez-Gutierrez, 2013; Lam, Lee, Ooi & Lin, 2011).
Therefore, it is not accidental that Wang et al., (2012) confirms that the TQM ensures continuous
process improvement which will help to meet superior customer value and customer needs as well
as the alignment of the firm operations and understanding, sharing, and responding to customers
through marketing concept. A lot of firms have reached the conclusion that the implementation of
TQM can help firms improve competitive abilities as well as provide strategic advantages in the
marketplace (Karani & Bichanga, 2012).
In the extant literature, there are many definitions for TQM as there is no commonly agreed
one (Deros, Yusof, Azhari, & Salleh, 2006).However, several of the existing definitions seem to
suggest that all firms’ processes are being covered by the TQM (Al-Swidi & Mahmood, 2012). For
instance, TQM was defined as an encompassing approach that works on sustaining an uninterrupted
improvement that leads to high quality results of responding, meeting and exceeding the customers’
demand and expectation (Flynn, Schroeder & Sakakibara, 1994). Recently, Kumar, Choisne, Grosbois,
and Kumar (2009) equally considered TQM as an inclusive method that combines all the activities of
organization to meet and exceed customers’ expectations towards achieving overall firm objectives.
Many TQM practices have been identified by many scholars and organisations such as
Malcolm Baldrige Award, EFQM (European Foundation for Quality Management), and the Deming
Prize criteria. Based on these studies a wide range of empirical investigations have been generated.
Black and Porter (1996) identified ten major categories of practices, namely people and customer
management, corporate quality culture, quality improvement measurement, supplier partnerships,
strategic quality management, external interface management, operation quality planning, teamwork
structure, communication of improvement information, and customer satisfaction orientation. Yusof
and Aspinwall (2000) analysed the TQM Critical Success Factors (CSFs) in the SMEs such as; human
resource development, education and training, leadership, continuous improvement system,
measurement and feedback, supplier quality assurance, system and processes, improvement tools
and techniques and work environment and culture.
In addition, based on an extensive reviewing of the TQM literature, Sila (2007) identified
seven main classification of practices measured in past studies, namely human resource management
(HRM), leadership, customer focus, strategic planning, process management, information and
analysis, and supplier management. These practices are consistent with the criteria that are used in
Malcolm Baldrige National Quality Award (MBNQA), except supplier management. The TQM six
practices (i.e., leadership, strategic planning, customer focus, human resource management (HRM),
process management and information and analysis) are also seen in past studies (e.g. Prajogo &
Sohal, 2003; Prajogo & Hong 2008; Tan, 2013; Mahmud & Hilmi, 2014). Therefore, these criteria will
be used in this study.
Furthermore, recent studies showed positive relationship between TQM and organizational
performance (Lam et al., 2011; Fening, 2012; Agbola, 2013). However, other studies found negative
(Duarte, Brito, Di Serio & Martins, 2011; Kober, Subraamanniam, & Watson, 2012; Kannan & Tan,
2005). These inconsistent results in the literature necessitate a further investigation on the
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relationship between TQM and firm performance, particularly in developing countries where there is
a severe lack of relevant studies (Meftah Abusa & Gibson, 2013).
As mentioned before, previous studies have revealed that there is positive a relationship
between EO, MO and TQM (Fernandes et al., 2015; Lam et al., 2012; Lai, 2003). Several empirical
studies supports have also been found for a mediating role of TQM. For example, Prajogo and Sohal
(2006) investigated the mediating role of TQM practices on the relationship between organization
strategy and firm performance. The findings of their study indicated a positive and significant
relationship between TQM and differentiation strategy as well as a partial mediation on the
relationship between firm performance and differentiation. Moreover, Hung, Lienb, Fangc and
McLeand (2010) examined Knowledge management, TQM and innovation performance. They
reported that TQM was a mediator between Knowledge management and innovation performance.
This discussion leads to the following hypothesis:
H5: Total quality management has a significant influence on the organizational performance.
H6: Total quality management significantly mediates the relationship between Entrepreneurial
orientation and organizational performance.
H7: Total quality management significantly mediates the relationship between Market orientation
and organizational performance.
2. 4

Organizational Culture (OC)
In general, OC represents the beliefs, values, and assumptions which members of an
organization shared (Sigler & Pearson, 2000). Specifically, OC is conceptualized as a pattern of shared
meanings between members inside an organisation which effect how its employees behave (Denison,
1990). Similarly. Cameron and Quinn (2005) argued that OC is group’s values, beliefs, and
assumptions which described organizations and their members. Lies the importance of
organizational culture as the main instruments which managers can employ to guide the path their
organizations (Daft, 2005). Therefore, OC influences the style of work of the organization, affects
people’s decisions and behaviours and, in impact on firm performance (Wu et al., 2011). This fact has
also been supported by Gambi, Boer, Gerolamo, Jørgensen and Carpinetti (2015), and Schein (1984)
as they assert that OC is the main factor to organizational excellence.
In this regard, ignoring the impacts of organizational culture is one of the biggest change
problems as it affects the implementation of new initiatives as well as that of dissecting, evaluating
and identifying the existing position of the OC is very germane to decide the changes required in
order to increase the organizations effectiveness (Cameron & Quinn, 1999). On other word, OC is
considered as one of the unique characteristics that distinguish successful organizations from others
(Hilman, Abubakar & Kaliapan, 2017; Keller & Richey, 2006). Hence, OC is considered as a source of
sustained competitive advantage (Zheng, Yang & McLean, 2010; Barney, 1986).
Many types of OC have been described in literature. This study will use the model proposed
by Cameron and Quinn (2005). The model which is popularly known as competing value has been
relatively widely used in prior studies to examine the effect of organizational culture on TQM
practices (Zu, Robbins & Fredendall, 2010; Gimenez-Espin, Jiménez-Jiménez & Martínez-Costa, 2013;
Valmohammadi & Roshanzamir, 2015).
As it has been indicated earlier, the findings on the relationship between TQM and
organizational performance, have been inconclusive (Fening, 2012; Agbola, 2013; Kober,
Subraamanniam & Watson, 2012; Kannan & Tan, 2005; Samson & Terziovski, 1999). To resolve the
inconsistency of the results, Jabeen, Shehu, Mahmood and Kofarmata (2014) in their study
recommended that the moderator variables should be incorporated in the relations between TQM
and organizational performance. To respond to this call, this study will use OC to moderate the link
between TQM and organizational performance.
In conclusion, several previous studies have found significant relationships of OC with TQM
(Haffar, Al-Karaghouli & Ghoneim, 2013; Zu et al., 2010). In addition, many studies have proofed
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that OC affects the successful implementation of TQM by providing an environment that is
conducive to implement TQM as a change strategy towards improving the overall organizational
performance (Brah & Lim, 2006; Powell, 1995). Hence, Rad (2006) argued that the current OC could
either promote or inhibit implementation effectiveness TQM.Based on the above discussion,
following hypothesis is raised:
H8: Organizational culture significantly moderator the relationship between Total quality
management and organizational performance.
2.5

Organisational Performance
The issue of performance measurement and management has attracted researchers and
scholars interest in the last two decades (Valmohammadi & Servati, 2011). This is because
importance of performance explains how well an organisation is doing (Obiwuru, Okwu, Akpa &
Nwankwere, 2011). According to Madrid-Guijarro, Auken and Lema (2007) performance measure
accurately can provide to firms reliable information about what effects performance as well as how
firms utilize and organize resources, develop best strategies, meet consumer expectations and
compete favourably. Venkatraman and Ramanujam (1986) proposal of business performance model
by using both financial and operational measurements to develop a comprehensive assessment of
firm performance.
Furthermore, Carton and Hofer (2006) concluded that organizational performance can be
described five categories of measures; operational measures (include non-financial variables such as
market share and customer satisfaction); accounting measures (relying on financial information);
survival measures (long-term organizational performance); market-based measures (ratios of the
market value of the organization such as return to shareholders and market value-added); and
economic value measures (adjusted accounting measures). On the other hand, (Kaplan & Norton,
1992, 1996), who introduced a strategic model called the Balanced Scorecard (BSC) offer balanced
performance measures for financial and non-financial perspectives in evaluating the organizational
performance.
In addition, Kaplan and Norton (1992) went further in arguing that financial management
alone is inadequate in assessing an organization’s competitive position. As a result, the balanced
scorecard strategy retained the financial and added three other non-financial measures - customers,
internal process, and learning and growth (Kaplan & Norton, 1992, 1996). In the same line, several
researchers have proposed measurement of performances should consider both financial and nonfinancial measurement test (Gronum, Verreynne & Kastelle, 2012; Hilman, 2009; Kaplan & Norton,
2000; MacDougall & Pike, 2003). Organizational performance in this study, is a subset of
organizational effectiveness that covers financial outcomes and non-financial.
Overall, based on the foregoing, the literature reviewed have identified a theoretical gap
which need to be fill as demonstrated in the conceptual model. Specifically, it has been established in
the literature that all the construct of the paper has proven to have link with organisational
performance. First, EO and MO have effect on organisational performance. Some literature reported
positive link between the variables while others have a negative result.
Therefore, this mix result in the literature form the very reason for this paper, to further
explain the relationship between EO, MO, SMEs performance, the paper introduced TQM as
mediating variable. Also, OC was introduced as moderator to further, strengthen the said
relationships.
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3. Conceptual Model
Based on the reviewed literature and subsequent suggested hypothesis. The following
conceptual model was developed to explain the relationship between the variables of the study.
Entrepreneurial orientation (EO)
IV

MV
TQM

DV
Organization
performance

Market orientation (MO) IV
Organisational culture

Figure1. Conceptual Model
From the model above a relationship among EO, MO, TQM, OC and SMEs performance. This
relationship is underpinned by the resource based view theory which argues that the firm
performance is actively impacted by its existing internal resources and capabilities. This assertion
comes from the fact that an organization may obtain superior performance than its competitors by
effectively making use of its resources. Additionally, extant studies suggest that TQM can mediate
the relationship between EO, MO and SMEs performance to further explain the relationship in
contras of mix finding in the literature. While OC moderates the relationship between TQM and
SMEs performance to strengthen the link between the variables of concern.
The model as shown in figure1 aligns with the recommendations of previous scholars (e.g.,
Raju et al., 2011; Shehu & Mahmood, 2014; Baron & Kenney, 1986; Jabeen et al., 2014). TQM as
variable can determine the effectiveness of organisation performance. Further, a supportive of OC
affects the successful implementation of TQM. Therefore, this paper is unique in the sense that, for
the first time it has logically within the context of literature provide a model that will help SMEs
have better performance as guided by the previous study and theories.
4. Conclusion
This study has provided a conceptual framework that links a relationship between EO, MO,
TQM, OC and SMEs performance. Importantly, this study is making an important contribution to the
body of knowledge by providing a framework which provides explanation of the influence of the
EO, MO on SMEs performance. Moreover, this study is unique as it by elucidating the possibilities of
using TQM as a mediator in the relationship between EO, MO and SMEs performance and as well as
the role which OC plays as a moderator in the relationship between TQM and SMEs performance.
One of the thrusts of this study is that it will raise level of awareness among managers of SMEs to
pay more attention to EO, MO, TQM, and OC as it will help them to improve the performance and
competitiveness of their organizations.
5.

Limitation and future research
Nevertheless, just like any other studies, this study has its own limitations. First, since this is
a conceptual paper, future research should further verify the claim of this study empirically. Second,
the focus of this model is on the SMEs; there is a need to test its veracity in other larger companies
and different sectors by future research.
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