
Introduction

The involvement of SMEs to a strong 
economy has been acknowledged for 

a long period of time (Anderson, 2012). SMEs 
account for 60-70% of employment and over 
95% of businesses in OECD countries (OECD, 
2000; de Kok et al., 2011). Estimations done 
by the International Labour Organization (ILO) 
indicate that internationally, employment by 
SMEs increased from 79 million in the year 2003 
to 156 million in 2016, furthermore, the SME 
sector contributes to more than one-third of total 
gross domestic product (GDP) in developing 
and emerging economies (ILO 2017). In 
another observation, Ayyagari et al. (2011) 
discover that SMEs contribute to employment 
by 51% in low income countries, 44% in lower-
middle income countries and 38% in upper-
middle income countries. Consequently, policy 
actors internationally have increased policy 
consideration towards SMEs as a fuel for 

inclusive growth and development. Clearly the 
fundamental motivation in most studies is the 
appreciation that SMEs are significant catalyst 
of innovation, entrepreneurship, and job creation 
(Katua, 2014; OECD, 2018). 

Like in other Countries, SME sector in 
Tanzania play significant role in the economy 
in terms of their productivity, employment 
creation, and poverty reduction. The Tanzania 
Development Vision 2025 recognized the SME 
sector as one of the key contributors to the long-
term development of the country (Kweka & 
Sooi, 2020). It is estimated that SMEs sector 
in Tanzania’s comprise of more than 3 million 
enterprises which accounts to 27% of overall 
GDP (Sitorus, 2017). Despite their essential 
function in the economy, SMEs face a multitude 
of challenges that dampen their potential for 
growth in developing countries (Kweka & Sooi, 
2020). 

The development of Small and Medium 
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Enterprises (SMEs) worldwide is reliant upon a 
favorable business setting. A number of studies 
have been conducted to determine factors 
contributing to poor performance of SMEs in 
Tanzania. Nkwambi and Mboya (2019) indicated 
that, difficult in accessing finances, poor market 
accessibility, lack of entrepreneurial knowledge 
and bureaucracy contributes to SMEs poor 
performance. In another observation, the study 
done by Magembe (2019) revealed that, SMEs are 
constrained by fear for business failure, lack of 
collaterals, limited access to financial packages, 
and limited training. Also, Juma and Said (2018) 
they did a study on SME globalization in Tanzania 
context, the study findings revealed that, poor 
performance of SMEs were contributed by poor 
physical infrastructures, bureaucracy, inferior 
products, inadequate business training and 
skills, poor services, little access to information, 
marketing difficulties and limited admission to 
technological developments. On the other hand, 
lacks of marketing skills, inability to market 
themselves, lack of international experience 
and lack of expertise were indicated by Mbago 
(2013) as challenges for SMEs performance.

Globally, there is no standard definition of 
SMEs, nations and different organizations define 
SMEs in relation to their own technological and 
economic situation. However, the commonly 
used criteria in defining SMEs include the total 
investment, sales turnover and total number of 
employees (Ndesaulwa & Kikula, 2016). In 
Tanzanian context, SMEs are defined according 
to capital investment in machinery and number 
of employees. Therefore, a small enterprise 
contains of 5-49 employees with a capital base 
ranging from 5 million to 200 million Tanzanian 
shilling and a medium-scale enterprise which 
comprises of up to 100 employees with a capital 
base ranging from 200 million to 800 million 
shilling (SME policy, 2003). 

Linking with SMEs is Exports; the 
literatures related with economic growth have 
indicated positive contribution of exports to 
economic development (Chingwaru & Jakata, 
2015; Kahiya, 2015). It has normally been 
perceived as the primary step in entering 
overseas markets and it serves as a foundation for 
future global expansion (Mori & Munisi, 2012). 

The history of world economic development 
shows that countries were capable to progress 
better economically after they took decision of 
exploiting external economic chances (Mpunga, 
2016). 

The 21st century is associated with 
globalization where boundaries between 
countries have been removed and firms now 
trade one another easily (Powell, 2015). Despite 
the reduction of trade barriers among countries, 
most of SMEs are not participating in global 
economic activities (London, 2010). Opening 
of countries boundaries requires firms to be 
competitive and apart from meeting international 
standards, producing low priced items, 
innovating, and exporting products, also develop 
strategies which incorporate understanding of 
the foreign markets (Fariza, 2012). 

Tanzanian SMEs which participate in 
export business play a vibrant role in the national 
economy as they contribute to employment 
opportunities and provide a sustainable 
economic growth (Mpunga, 2016; Nkwambi & 
Mboya, 2019). According to ITC (2015; 2018), 
SMEs that are engaging in international trade 
become more competitive and the evidence 
suggests that SME exporters grow 4 % faster 
than non-exporters. 

Efforts to increase Export Performance 
of SMEs have turned out to be prominent in 
the area of export-related research (Safari & 
Saleh, 2020). In Tanzania the government have 
implemented a number of policies and taken 
some initiatives to improve export performance. 
The efforts made involves the establishment of 
Board of External Trade in 1978, the creation 
of Special Economic Zones (SEZs) and export 
processing zones (EPZs), that were targeting to 
foster competitiveness of Tanzanian products 
on global markets and in 2009 the Tanzania 
Trade Development Authority (TANTRADE) 
was statutorily created repealing Acts of the 
Board of Internal Trade (BIT) of 1973 and the 
BET of 1978. TANTRADE was established 
to oversee implementation of the National 
Trade Export Strategy and organize trainings 
for SMEs to build their capacity to benefit 
from internal and external markets (Mpunga, 
2016). Other initiatives include launching of 
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economic Recovery Plan in 1986, Economic 
Empowerment Programme of 2006/07, through 
President fund known as Jakaya Kikwete 
(J.K) empowerment fund; in which 21 billion 
shillings were injected in the circulation and 
distributed throughout the regions of Tanzania 
(Mohamed & Mnguu, 2014), establishment of 
SMEs Export Credit Guarantee Scheme through 
Central Bank in 2003 (BOT, 2006), the creation 
of Small and Medium Enterprise Development 
Policy of 2003/2013,  launching of the Tanzania 
Entrepreneurship and Competitiveness Centre 
in September 2016, Blue Print for Regulatory 
Reforms to improve Tanzania’s Business 
Environment of 2018  which proposes measures 
to improve Business Enabling Environment, 
the Sustainable Industrial Development policy 
1996-2020 (SIDP), and creation of National 
entrepreneurship development Fund (NEDF) 
which was set up to provide capacity building 
support for enterprises with specific initiatives 
including funding and training in business skills  
(KCIC, 2020). Moreover, Tanzania initiated a 
strategy for improving trade competitiveness 
(Tanzania Trade and Competitiveness Strategy 
– TTIS). The strategy that lay down three 
priorities, including integration of Tanzania 
into global production network, expansion of 
existing exports to new and dynamic markets, 
and lowering of the cost of doing business. 

Despite reduction in trade barriers among 
countries and the existence of good government 
policies and a number of initiatives taken by the 
government, Tanzania exports growth has lagged 
behind the country’s potential. The fluctuations 
in Tanzania’s market share in the total global 
exports show that Tanzania has not succeeded 
to maintain its market share in the international 
export market (Mkenda & Rand, 2020). 

Literatures have evidenced that successful 
export needs some essential skills, among of 
which practical skills are of great importance 
(Li, 2004; Ting et al., 2010). Many businesses 
require advancing their staffs’ capability 
towards positive export performance. This 
capacity building is equipped through skills-
specific training and education (Bekteshi, 2019). 
Although a lot has been done about training and 
firm performance at local level but there is little 

knowledge about training and firm performance 
at global level. It is in the light of this view, that 
this paper establishes the relationship between 
marketing skills training and SMEs export 
performance in Tanzania.

Education and Training has been cited 
to be one of the important elements for firm 
performance.

There are several approaches of explaining 
the training-performance relationship (Mubarik 
et al., 2020). Human capital theory claims that 
individual workers have a set of skills and 
abilities which they can accumulate or improve 
through training and education (Becker, 1962). 
Numerous studies indicate that human capital is 
a source of competitive advantage (Bhattacharya 
et al., 2014; Baptista et al., 2014). The general 
assumption is that the human capital of the 
founder improves firms’ chances of survival 
(Bruederl et al., 1992). 

High level of education is valuable and 
fundamental factor in export markets and can 
influence better export performance because 
educations of managers have positive effect 
on total export sales revenue, profitability, 
growth and evaluation of export performance 
(Moghaddam, 2013). According to McCarthy 
et al., (2010) intellectual market-based assets 
involve types of knowledge a firm possesses 
about its competitive environment which enable 
the firm to sense and forecast the future market 
trends. 

Lack of market information and export 
knowledge of companies was observed in many 
nations to be an obstacle to firm performance 
(Valos & Baker, 1996; Hendrych, 1994; Gancel, 
1995; and Reid, 1994). According to Piercy et al. 
(1998) there is straightforward linkage between 
exporting abilities and export rate. They further 
argued that competitive aptitudes in exporting 
are one of the principal factors affecting export 
performance. Beamish et al. (1986) in their call 
for Canadian exporters to plan for international 
business insisted that extensive business 
training has a positive relationship with export 
performance. In another observation, Welch and 
Wiedersheim-Paul (1980) recommended a more 
active pre-export preparation in form of training 
or education in order to generate information 
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about the potential complication and logistics 
about exporting. They further suggested that, 
giving a sector-specific education and well-
targeted education to existing and intending 
exporters contributes to positive behavioral 
changes to the learners and could be a factor 
in determining whether a firm continues as 
an exporter or not. In the opinion of Ross and 
Whalen (1999), international business educators 
have been called for practical knowledge and 
international experimental education. 

Organizational competence in terms of 
accumulated knowledge and bundles of skills 
exercised through organizational processes 
enable firms to coordinate activities and make 
use of their assets (Andrews, 2015). Therefore, 
to be competitive in foreign as well as local 
markets, company managers are required to be 
aware of the various practical marketing skills 
and their effects on company export performance 
(Majlesara et al., 2014).   

Therefore, on the basis of literature review, 
this study hypothesizes that:
H0: There is no significant difference in 

SMEs export performance on the basis of 
marketing skills training.

H1: There is significant difference in SMEs 
export performance on the basis of 
marketing skills training.

Materials and Methods
The study adopted a quantitative research 

approach. The specific SME survey was done 
in the City of Dar es Salaam. The city was 
chosen with respect to large number of SMEs 
found in the area and its dominance in export 
business. In order to carry out SME survey, 
multi- stage sampling procedure was employed 
in which both non-probabilistic and probabilistic 
sampling techniques were used. Centers for 
entrepreneurship training, area of study and 
the institutions’ building capacity for SMEs 
were chosen by using judgmental sampling 
technique. Random sampling technique was 
used in selection of SMEs which deal with 
export business and whose managers/ owners 
had received marketing skills training. The 
sample size of 60 respondents was used. Data 
collection in this study used primary sources in 

which questionnaire was administered. Closed 
questions (choice of boxes and Likert scale) 
were given to respondents in order to facilitate 
effective collection of sought information. The 
respondents were asked for degree of agreement 
with a series of statements on an item measure. 
The LIKERT scale was introduced and deemed to 
determine the intensity with which respondents 
feel about asked questions. The collected data 
were analyzed by using both descriptive and 
inferential statistics. The Analysis of Variance 
(ANOVA) was used to test the hypotheses. 
Export performance in this study is measured by 
export sales.

Results and Interpretations
SMEs export sales before and after Training

SMEs exports in terms of sales before and 
after training were compared in order to establish 
the relationship between marketing skills 
training and export performance. The findings 
presented in figure 1 indicate a remarkable 
improvement on firms export performance after 
SMEs owners/managers exposure to marketing 
skills training. This implies that marketing skills 
training contributes to the firm’s exporting ability 
and increases chances of more exportation.

SMEs Owners/ Managers Views on Outcomes 
of marketing skills Training

Table 1 indicates the views of SMEs Owners/
Managers on outcomes of their exposure to 
marketing skills training. The findings indicate 
that, majority of respondents, overall, more than 
80% had opinion that marketing skill they have 
gained in training had contributed to their export 
performance.

Referring to the findings, it is evidently 
clear that there is positive relationship 
between marketing skills training and export 
performance of SMEs. By receiving marketing 
skills training SMEs Owners/Managers were 
able to conduct effectively market research, 
manage overseas market information, expand 
business in foreign markets, adopt competitive 
relationship management, foster market entry 
and exit strategies, establish network with 
foreign business partners, and explore overseas 
business opportunities.
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Testing Statistical Hypothesis
H0: There is no significant difference in 

SMEs export performance on the basis of 
marketing skills training.

H1: There is significant difference in SMEs 
export performance on the basis of 
marketing skills training.

Levene’s test for homogeneity of variance 
was conducted to ensure no violation of the 
assumptions of homogeneity. Results of 
Levene’s test for homogeneity presented in 
Table 2 shows that Significance value (.569) was 
greater than .05; hence, there was no violation of 
the assumption of the homogeneity of variance.
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Figure 1: Export sales revenue before and after attending training
Table 1: Outcomes of Marketing Skills training
Descriptions Strongly 

Agree
Agree Neutral Disagree Strongly 

Disagree 
Total

Became capable 
of conducting 
effectively market 
research

23 (38.3)* 33 (55) 3 (5) 0 (0.0) 0 (0.0) 60 (100)

Sound management 
of market demand

29 (48.3) 30 (50) 1 (1.7) 0 (0.0) 0 (0.0) 60 (100)

Effective distribution 
chain management

20 (33.3) 34 (56.7) 6 (10) 0 (0.0) 0 (0.0) 60 (100)

Adopted competitive 
relationship 
management

25 (41.7) 33 (55) 2 (3.3) 0 (0.0) 0 (0.0) 60 (100)

Fostered market entry 
and exit strategies

21 (35) 35 (58.3) 4 (6.7) 0 (0.0) 0 (0.0) 60 (100)

Capable of adopting 
effective marketing 
strategies integration

14 (23.3) 37 (61.7) 9 (15) 0 (0.0) 0 (0.0) 60 (100)

Become able to 
identify foreign 
market opportunities

13 (21.7) 37 (61.7) 9 (15) 1 (1.7) 0 (0.0) 60 (100)

*Numbers in brackets are percentages (%)
Source: Survey Data (2017)



The study conducted a one-way ANOVA to 
determine if there is any relationship between 
marketing skills training and SMEs export 
performance. The findings are presented in 
Table 3.

The analysis of variance (ANOVA) result 
presented in Table 3 revealed that p-value 
(0.001) is less than the alpha level ɑ=0.05, p 
(0.001)<0.05. This result indicates that the 
alternative hypothesis is accepted. This means 
that there is significant difference in SMEs 
export performance on the basis of marketing 
skills training

Discussion of the Findings
The findings show that there is significant 

difference in SMEs export performance on the 
basis of marketing skills training. Marketing 
skills training contributes to the increase in 
SMEs’export performance. The study also found 
out that, the influence of marketing skills training 
on export performance of SMEs would include 
ability to conduct effectively market research, 
manage overseas market information, expand 
business in foreign markets, adopt competitive 
relationship management, foster market entry 
and exit strategies, establish network with 
foreign business partners, and explore overseas 
business opportunities. 

The findings align with those of Beamish 
et al. (1986), Yahaya and Mutarubukwa (2015), 
Deng et al. (2003), Welch and Wiedersheim-Paul 
(1980), Piercy et al. (1998) and Bekteshi (2019) 
who observed that training is able to raise export 
intensity and average export sales of firms. 

The findings also are in reflection of the 
findings of Eniola and Entebang (2014) who 

investigated on the impact of competitive 
advantage on SMEs performance in Nigeria. 
The study revealed that, a significant obstacle 
to performance growth of sustainable small and 
medium scale enterprises (SMEs) throughout the 

developing world is a lack of knowledge, skills, 
attitude on marketing skills and awareness to 
cope and direct the finances of their organization 
in a hardy, transparent, and professional way. 
This study is supported also by Juma and 
Said (2018) who conducted a study on SME 
Globalization in Tanzania context. The study 
cited inadequate business training and skills 
being one among factors for SMEs failure. In 
another observation these findings are in contrast 
with the study done by Njoroge and Gathungu 
(2013) in which a majority of the respondents 
(68%) do not attribute their ability to market 
their products to entrepreneurship training.

Conclusion and Recommendations
This study concludes that marketing 

skills training has significant influence on 
SMEs export performance. There is significant 
difference in SMEs export performance on the 
basis of marketing skills training. The skills 
acquired by entrepreneurs contribute to their 
performance which enable them to have ability 
to conduct effectively market research, manage 
overseas market information, expand business in 
foreign markets, adopt competitive relationship 
management, foster market entry and exit 
strategies, establish network with foreign 
business partners, and explore overseas business 
opportunities. 

Due to the positive relationship between 
marketing skills training and SMEs export 
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Table 2: Test of Homogeneity of Variances of Sales Revenue After training
Levene Statistic df1 df2 Sig.
.569 2 57 .569

Table 3: ANOVA Analysis of significant difference in SMEs export performance on the basis 
of marketing skills training

Sum of Squares df Mean Square F Sig.
Between Groups 4.067 2 2.033 8.210 .001
Within Groups 14.117 57 .248
Total 18.183 59



performance, stakeholders in this important 
sector to establish more interventions of 
building capacity to SMEs owners/managers 
on marketing attitudes in order to help them 
to be competitive in international business and 
promote overall export performance. In addition, 
the government should improve business 
environment by minimizing exportation costs  
and develop international networks  for Local 
SMEs so as they can easily access international 
markets. Finally, the study looked on the 
influence marketing skills training on SMEs 
export performance and ignored other factors 
which might contribute to export performance; 
therefore, the study suggests that further studies 
should look on other factors which contribute to 
export performance.

References
Anderson, W. (2012). International Marketing: 

Case studies from Tanzania, HMK 
Multimedia Technology Co., Dar es Salaam, 
Tanzania.

Andrews, D. (2015). The circular economy, 
design thinking and education for 
sustainability. Local Economy, 30(3): 305-
315.

Ayyagari, Meghana, Asli Demirguc-Kunt & 
Vojislav Maksimovic (2011), “Small versus  
Young Firms across the World: Contribution 
to Employment, Job Creation, and Growth”, 
World Bank Policy Research Working Paper 
5631.

Bank of Tanzania (2006), Annual Report, 
2005/2006

Baptista, R., Karaöz, M., & Mendonça, J. (2014). 
The impact of human capital on the early 
success of necessity versus opportunity-
based entrepreneurs. Small Business 
Economics, 42(4): 831-847.

Beamish, P., & Munro, H. (1986). The export 
performance of small and medium size 
canadian  manufacturers. Canadian 
Journal of Administrative Sceinces, 3(1): 
pp. 25-40. 

Becker, G. (1993). Human Capital: A 
Theoretical and Empirical Analysis with 
special reference to Education. Available at: 
https://webspace.utexas.edu/hcleaver/www

/330T/350kPEEBeckerHumanKtable.pdf. 
[Accessed 08/1/2017]

Bekteshi, S. Z. A. (2019). The impact of education 
and training on Export performance of 
SMEs. International Journal of Research in 
Business and Social Science, (2147-4478), 
8(6): 272-277.

Brüderl, J., Preisendörfer, P., & Ziegler, R. 
(1992). Survival chances of newly founded 
business  organizations. American 
sociological review, 227-242.

Chingwaru, T., & Jakata, O. (2015). Factors 
restraining small to medium enterprises 
(SMEs)  from engaging in export 
market: The case of manufacturing SMEs 
in Harare,  Zimbabwe. International 
Journal of Science and Research, 4(10): 
643-647.

De Kok, Jan, Paul Vroonhof, Wim Verhoeven, 
Niek Timmermans, Ton Kwaak, Jacqueline  
Snijderes and Florieke Westhof (2011), “Do 
SMEs Create More and Better Jobs?”, EIM  
Business and Policy Research.

Deng, J. Menguc, B. & Benson, J. (2003). The 
impact of human resource management 
on export performance of Chinese 
manufacturing enterprises. Thunder bird 
International Business Review, 45(4): 409-
429.

Eniola, A & Entebang, H. (2015a). Government 
policy and performance of small and medium 
business management. International 
Journal of Academic Research in Business 
and Social Sciences, 5(2): 237-248.

Gancel, C. (1995). ICM management training 
in Russia: Traps and gaps. Journal of 
ManagementDevelopment, 14(5): 15–27.

Hendrych, M. (1994). Needed Export education. 
ABA Banking Journal, 86(6): 88–99.

ILO. (2017). World employment and social 
outlook: Trends 2017. Geneva, Switzerland.

ITC (2015). SME Competitiveness Outlook 
2015: Connect, compete and change for 
inclusive  growth.

ITC (2018). Promoting SME Competitiveness in 
Africa: Data for de-risking investment

Juma, S.A., & Said, F.H.A. (2018). SME 
Globalization-Tanzania Case Study. 
International Journal of Advances in Social 

Journal of Logistics, Management and Engineering Sciences (2021) Vol. 03 Issue 2, 72-80

The Influence of Marketing Skills Training on Small and Medium Enterprises Export 78



Science and Humanities.
Kahiya, E.T. (2017). Export barriers as liabilities: 

Near perfect substitutes. European Business 
Review.

Katua, N.T. (2014). The role of SMEs in 
employment creation and economic growth 
in selected  countries. International 
Journal of education and Research, 2(12): 
461-472.

Kenya Climate Innovation Centre (2020). 
Tanzania Industrial SMEs Cluster Mapping 
Report

Korschun, D., Bhattacharya, C.B., & 
Swain, S.D. (2014). Corporate social 
responsibility, customer orientation, and 
the job performance of frontline employees. 
Journal of Marketing, 78(3): 20-37.

Kweka, J.P., & Sooi, F. (2020). Partnership for 
inclusive growth: Can linkages with large 
firms spur the growth of SMEs in Tanzania? 
(No. 2020/102). WIDER Working Paper.

Li, L. (2004). An examination of the foreign 
market knowledge of export firms based 
in the people’s republic of China: Its 
determinants and effect on export intensity.  
Industrial Marketing Management, 33(5): 
61–72.

London, K. (2010). Multi-market industrial 
organizational economic models for the 
internationalization process by small and 
medium enterprise construction design 
service firms. Architectural Engineering and 
Design Management, 6(2): 132–152.   
https://doi.org/10.3763/ aedm.2009.0111

Magembe, Y.K. (2019). Growth of SMEs 
in Dar es Salaam City in Tanzania: 
factors influencing  their growth and the 
challenges they face in the course. Global J 
Human-Social Sci: E  Econ, 19(2).

Majlesara, R., Afshari, R., Ghadimi, Z., 
Mohammadi, F., & Asadi, N. (2014). 
The influence of export skills on export 
performance: A case study of export 
companies in East Azerbaijan. International 
Journal of Organizational Leadership, 3: 
80-91.

Mbago, A. (2013). The Constraints Faced 
by Tanzanian SMEs in Exploitation of 
Regional  Markets. Case of Selected 

SMEs at Ilala Municipality. (Doctorial 
Dissertation). Business Administration 
(MBA-CM) of Mzumbe University

Mkenda, B.K., & Rand, J. (2020). Examining 
the Ability of Tanzanian Small and 
Medium  Enterprises (SMEs) to 
Increase their Penetration into Export 
Markets. Business Management Review, 
23(1): 9–102. https://bmr.udsm.ac.tz/index.
php/bmr/article/view/120

Mohamed, Y. & Mnguu, Y.O. (2014). Fiscal and 
monetary policies: Challenges for small and 
medium enterprises (SMEs) development 
in Tanzania. International Journal of Social 
Sciences and Entrepreneurship, 1(10): 305-
320.

Mori, N., & Munisi, G. (2012). The Role of 
the Internet in Overcoming Information 
Barriers: Implications for Exporting 
SMEs of the East African Community. 
Journal of Entrepreneurship, Management 
and Innovation, 8(2): 60–77. https://doi.
org/10.7341/2012824

Mpunga, S.H. (2016). Examining the factors 
affecting export performance for small and 
medium  enterprises in Tanzania, 
School of Economics, Shanghai University, 
China.

Mubarik, M.S., Devadason, E.S., & 
Govindaraju, C. (2020). Human capital and 
export performance of small and medium 
enterprises in Pakistan. International 
Journal of Social Economics.

Ndesaulwa, A.P., & Kikula, J. (2016). The impact 
of innovation on performance of small and 
medium enterprises (SMEs) in Tanzania: A 
review of empirical evidence. Journal of 
Business and Management Sciences, 4(1): 
1-6.

Njoroge, C.W. & Gathungu, J.M. (2013). The 
effect of entrepreneurial education and 
training on development of small and 
medium size enterprises in githunguri 
district, International Journal of Education 
and Research 1(8). School of Business, 
University of Nairobi, Nairobi, Kenya.

Nkwabi, J., & Mboya, L. (2019). A review of 
factors affecting the growth of small and 
medium  enterprises (SMEs) in 

Luge et al.

JLMES

79



Tanzania. European Journal of Business 
and Management, 11(33): 1-8.

OECD (2000), “Small and Medium Sized 
Enterprises: Local Strength, Global Reach”, 
OECD Observer: Policy Brief, June 2000.

OECD (2018). OECD Science, Technology and 
Innovation Outlook 2018. Paris: OECD  
Publishing.

Piercy, N.F., Kaleka, A., & Katsikeas, C.S. 
(1998). Sources of competitive advantage 
in high performing exporting companies. 
Journal of World Business, 33(4): 378-393.

Puffer, S.M., McCarthy, D.J., & Boisot, M. 
(2010). Entrepreneurship in Russia and 
China: The impact of formal institutional 
voids. Entrepreneurship theory and 
practice, 34(3): 441-467.

Ramezani, M., Bashiri, M., & Tavakkoli-
Moghaddam, R. (2013). A new multi-
objective  stochastic model for a 
forward/reverse logistic network design 
with responsiveness and quality level. 
Applied mathematical modelling, 37(1-2), 
328-344.

Reid, T. (1994). Giving small business a fighting 
chance. Canadian Business Review, 21(1): 
16–19.

Ross, D.G., & Whalen, M.P. (1999). The 
importance of practical export skills: some 
evidence from Canadian agribusiness. 
The International Food and Agribusiness 

Management Review, 2(1), 9-27.
Safari, A. & Saleh, A.S. (2020). “Key 

determinants of SMEs’ export performance: 
a resource-based view and contingency 
theory approach using potential mediators”, 
Journal of Business & Industrial Marketing,  
35(4): pp. 635-654

Sitorus, D. (2017). Improving access to finance 
for SMEs in Tanzania: Learning from 
Malaysia’s  experience. The world Bank.

Ting, Z., Guijun, L., & Bojun, L. (2010). 
Important export skills comparison in 
different export stage: An empirical study 
of Chinese firms. Journal of Chinese 
Economic and Foreign Trade Studies.

URT (2013). Tanzania SMEs Policy Review- 
2013. 

Valos, M., & Baker, M. (1996). Developing 
an Australian model of export marketing 
performance determinants. Marketing 
Intelligence and Planning, 14(3): 11–20.

Welch, L.S., & Wiedersheim-Paul, F. (1980). 
Initial exports–a marketing failure? Journal 
of management studies, 17(3): 333-344.

Yahaya, M & Mutarubukwa, P. (2015). 
Capacity of Tanzania micro, small and 
medium enterprises in tapping the business 
opportunities in the East Africa Community, 
Journal of Economics and Sustainable 
Development, College of Business 
Education, Dar es Salaam.

Journal of Logistics, Management and Engineering Sciences (2021) Vol. 03 Issue 2, 72-80

The Influence of Marketing Skills Training on Small and Medium Enterprises Export 80


