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Abstract 
 

Brand management is a contemporary topic in the marketing literature. A proof of this are the scarce published 

investigations that analyze and discuss this key construct and there are even fewer published researches that link brand 

management with the growth of small businesses since both constructs have usually been analyzed and discussed in big 
enterprises by investigators, scholars and professionals in the field of marketing even when small companies represent 

more than 90% of all enterprises in any country of the world. The main objective of this empirical research is the 

analysis and discussion of the existing link between brand management and the level of growth of small enterprises. 
For this, a sample of 300 small businesses was used and a model of structural equations was used in order to know 

more deeply the current connection between brand management and the level of growth of small businesses. The 
results obtained show that brand management have a positive and significant effect in the level of growth of small 

businesses. 
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1. Introduction  
 

The analysis and discussion of brand management is relatively new topic in the marketing literature and it is normally 

considered not only as a key factor of the success of enterprises (de Chernatony & McDonald, 2003), but also as an 

essential element that creates a higher level of growth in small businesses (Eggers et al., 2013). Moreover, brand 

management is considered by different investigators, scholars and professionals as a basic resource for organizations, 

especially for small enterprises, when the different products or services that they offer in the marker satisfy the needs of 

clients and consumers, and they fulfill the promises established in the media and advertising (Fisher-Buttinger & 

Vallaster, 2008). 
 

Accordingly, a high percentage of the papers published in the current marketing literature, has focused mostly in the 

analysis and discussion of brand management in big enterprises and international brands (Berthon et al., 2008). Only a 

few research papers have paid attention to small businesses (Jones et al., 2005; Abimbola & Kocak, 2007; Potter, 

2010), even when small enterprises provide employment to more than 71 million people and represent around 99.8% of 

the enterprises established in the European Union (Stawinska, 2011). In the case of Mexico, this type of companies 

employs slightly over 71.2% of all workers in the country (21’576,350), and this represents 99.8% of all the economic 

units established (4’230,745) (INEGI, 2015). 
 

For these reasons, it is difficult to understand why the current marketing literature has few published researches about 

brand management in small enterprises, and even more when the investigations by Napoli (2006) as well as Wong and 

Merrilees (2008), analyzed with great detail the brand management in small businesses and considered that the number 

of academic papers should be increased in this area. Furthermore, in the context of small enterprises there is a 

classification of brand management based on the typology of this important kind of company (Wong & Merrilees, 

2005), which suggests that small businesses have the possibility of creating their own brand management and improve 

the reputation level of the brand of their products or services with their available resources at any time (Abimbola & 

Vallester, 2007).  
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Moreover, the growth of enterprises has usually been considered in the current marketing literature as an essential 

measurement of business performance and success (Carton & Hofer, 2006). Basically, the growth of small companies 

is still one of the least analyzed and discussed elements by researchers, scholars and professionals of marketing in 

investigation papers about brand management (Davidsson et al., 2005). For this reason, it is important that researchers, 

scholars and professionals of marketing explore brand management as one of the essential elements that enable the 

growth of small businesses (Eggers et al., 2013), especially considering the close link between the brand and the 

company sales (Inskip, 2004). 
 

In this regard, brand management not only provides several benefits to consumers but it also guarantees a financial 

performance and a growth of small enterprises (Grace & O’Cass, 2002). Moreover, there are few investigations that 

analyze the connection between brand management and business growth. Thus, the main contribution of this empirical 

research is the analysis and discussion of the effects of brand management in the growth of small enterprises, just as it 

is recommended by Napoli (2006), Wong and Merrilees (2008), Abimbola and Vallester (2007), as well as Eggers et al. 

(2013), especially in a country with an emerging economy, which is the case of Mexico. 
 

2. Literature Review 
 

The importance of the brand as an essential activity of enterprises has been analyzed and discussed scarcely in the 

current marketing literature (Reijonen et al., 2012), even when this concept refers practically to the essence of 

marketing strategies and activities carried out by enterprises to stand out from their competitors (Wong & Merrilees, 

2005). Therefore, the brand is usually created and managed by enterprises, particularly small firms, as an integral part 

of the processes of the organization that is constantly interacting with clients and consumers (Urde, 1999), which can 

create sustainable, competitive advantages, as well as a significant incremental in the level of growth and profitability 

(Urde, 1994; Wong & Merrilees, 2005). 
 

In this regard, brand management is considered as one of the few elements that play a fundamental role in the growth of 

enterprises, especially in small businesses (Wong & Merrilees, 2005). However, there are relatively few investigations 

developed by researchers, scholars and professionals of marketing that link both constructs, and some of the published 

investigations about brand management suggest that this has an indirect influence in the financial development and, 

consequently, in their level of growth (Wong & Merrilees, 2008). Similarly, within the context of nonprofit 

organizations, some recently published investigations found a positive and strongly significant link, between brand 

management and business performance as well as with the growth of enterprises (Napoli, 2006). 
 

Additionally, Dobbs and Hamilton (2007) identified in the marketing and business sciences literature, six different 

approaches for the study and analysis of growth in small enterprises: stochastic, descriptive, evolutional, based on 

resources, learning and deterministic. Likewise, in most of the scarce empirical researches that have been published, 

the growth of small businesses can be explained by factors that are closely related to the management of business 

strategies (i.e. growth goals, staff recruiting and improvement, development of new products, financial resources, 

business internationalization, collaboration, and flexibility), characteristics of managers (motivation, education, and 

experience), specific factors of environment/industry (demand and supply variations), and characteristics of the 

enterprise (size and years in business) (Dobbs and Hamilton, 2007). 
 

Accordingly, in the context of small enterprises, managers and/or owners of businesses usually play a key role in the 

growth (or lack of growth) of their companies, because depending on the skills, motivation and goals they have 

regarding their organization they will have crucial effects about decision-making, so small enterprises can give the 

qualitative jump and become big companies or simply decide to stay where they are (Walker & Brown, 2004). As a 

result of this, there are some empirical papers that indicate that managers and/or owners of small businesses, generally 

have different goals and some of them are not directly related to the growth of the company and most managers and/or 

owners, do not have as a main objective to achieve a type of growth in their organization (Greenbank, 2001). 
 

On the other hand, the same investigations establish that a high percentage of managers and/or owners of small 

enterprises, are too happy with the size of their companies and they have not considered to carry out any business 

activities in a short term that can make them a big enterprise (Walker & Brown, 2004). However, there is also empirical 

evidence in the current marketing literature that some of the managers and/or owners of small businesses, actually have 

in their business goals to achieve a higher level of growth for their small companies. This is why some managers and/or 

owners try to take advantage of the different opportunities they have to reach the goals and objectives, they established 

which may be to attain a significant growth for their small businesses (Reijonen et al., 2012). 
 

In this context, it is very important that small enterprises achieve better levels of growth because they are the most 

important sector, not only in the creation of jobs but also in the advancement of economic growth and the improvement 

of life conditions of society in general (Reijonen et al., 2012).  
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Therefore, managers and/or owners of small businesses will have to control more efficiently the brand of their products 

or services, as well as to carry out innovations in their brand (Reijonen et al., 2012), because the growth of small 

enterprises is normally evaluated through the changes in the size of companies. As long as small companies improve 

their level of market participation, they will have a higher level of growth. 
 

Furthermore, the measurement of growth of small enterprises usually includes the changes in the volumes of business, 

goods, number of employees, participation of the market, the market value of the enterprise, sales of products and/or 

services, as well as different measurements of the profits or earnings of companies (Murphy et al., 1996; Dobbs & 

Hamilton, 2007). Consequently, it is possible to use only one growth measurement for small businesses or combine 

them although some researchers, scholars and professionals of marketing consider that it is much better the use of a 

combination of different measurement scales of growth, as this decision is based primarily on the intention of getting a 

better understanding of the level of growth that small enterprises can attain (Reijonen et al., 2012). 
 

In this set of ideas, the different growth measurements of small enterprises represent different aspects of their growth, 

regarding the different objectives and goals that managers and/or owners have. For example, Komppula (2004) as well 

as Reijonen and Komppula (2007), concluded in their papers that the growth in sales is one of the best growth 

measurements of small businesses, and it is the measurement that most managers and/or owners of small enterprises, 

consider whereas the increase in the number of employees is not usually considered as a good measurement of small 

companies, mostly for different key reasons including (and probably the most important one) the high costs of workers 

and their quality (Reijonen et al., 2012). 
 

On the other hand, brand management is not usually considered as a business strategy in most small enterprises (Inskip, 

2004), since almost all managers and/or owners of small businesses traditionally consider that these activities 

correspond only to big companies (Eggers et al., 2013). Similarly, the significant increase of the level of 

competitiveness demanded by market along with the consolidation, shown by the industry and the increase of the 

sophistication of products and services demanded by consumers, are constantly exerting pressure on several small 

enterprises to incorporate brand management activities as a business strategy, that allow their products and/or services 

to have a better level of positioning and acceptance in the markets where they participate (Eggers et al., 2013). 
 

However, the limitation of resources and the inadequate knowledge that enterprises have regarding the construction of 

the brand and the brand management, is causing that small enterprises do not have the required levels of sales and 

profit in order to implement all the activities related to brand management (Calabro, 2005). Moreover, some 

researchers, scholars and professionals in the field of marketing have stated that small businesses do not necessarily 

need a big budget to build up and manage adequately the brand of their products or services (Krake, 2005; Wong & 

Merrilees, 2005), but they often can be more efficient in the brand management of the organization which can produce 

a significant increase in their level of business growth (Inskip, 2004). 
 

Thus, the impact of efficiency in brand management could be a significant decrease in the costs of sales in small 

enterprises and, with this, a decline in the price to obtain products or services from their clients and consumers and, 

consequently, boost not only the margin of profit but also the opportunities of growth of small businesses (Calabro, 

2005). Therefore, the growth of small enterprises could be achieved if this type of companies focus their marketing 

activities to improve their market position, develop new markets, promote their products or services, cut the price of 

their products or services, differentiate their products or services from their main competitors and distribute their 

products or services more efficiently (Wind & Robertson, 1983; Carson & McCartan-Quinn, 1995; Pearce & Michael, 

1996; Carter & Tzokas, 1999). 
 

Finally, the ability of managers and/or owners of small enterprises to manage the level of growth adequately will be 

strongly influenced for the compatibility of the brand management practices of their products and services, as well as 

the practices of entrepreneurial behavior that managers and/or owners have (Hatch & Schultz, 2008). Consequently, 

brand management is becoming an essential element that can reinforce without difficulties the growth of small 

enterprises (Arthur W. Page Society, 2007; Eggers et al., 2013). Therefore, considering the information mentioned 

above, it is possible to establish the third research hypothesis: 
 

H1: The higher level of brand management, the higher level of business growth 
 

3. Methodology  
 

In order to answer the research hypotheses established in this investigation about small and medium-sized enterprises in 
Aguascalientes State (Mexico), it was considered relevant to use the 2017 business directory of the Sistema de 

Información Empresarial Mexicano (System of Mexican Business Information), which had 1,427 registered enterprises, 

each one containing from 5 to 250 workers on January 31, 2017.  
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Moreover, an instrument of data collection (i.e. a survey) to retrieve information was designed to be answered 

specifically by managers and/or owners of small enterprises. It was carried out as a personal interview with a sample of 

300 small enterprises, selected through a random sampling with a maximum error of ± 5% and a level of reliability of 

95%, which represents slightly over 21% of the enterprises registered in Aguascalientes. The interviews took place 

between February and April of 2017. 
 

Moreover, a scale developed by Baumgarth (2010) was used for the measurement of brand management in small 

enterprises. The researcher considered that brand management can be measured through four dimensions: Value, which 

was measured through a five-item scale; Norms, which were measured through a six-item scale; Artifacts, which were 

measured through a four-item scale; and Behaviors, which were measured through a four-item scale. All the items of 

the four dimensions used were measured through a Likert-type scale of five positions from “1 = completely disagree” 

to “5 = completely agree” as limits. Regarding growth, it was measured through the sales made by small enterprises in 

2017 (Autio & Lumme, 1998; Ballow et al., 2004; Salojärvi et al., 2005; Linder, 2006; Carneiro, 2007; Kruger & 

Johnson, 2009), because in order to estimate the potential of growth it is common to consider a qualitative evaluation of 

managers and sales are the main indicator (Autio & Lumme, 1998). 
 

Likewise, a Second-Order Confirmatory Factor Analysis (SOCFA) was carried out to evaluate the reliability and 

validity of the scale of brand management, by using the method of maximum likelihood with the software EQS 6.2 

(Bentler, 2005; Brown, 2006; Byrne, 2006). Thus, the reliability was measured with Cronbach’s alpha as well as the 

Composite Reliability Index (CRI) (Bagozzi & Yi, 1988). The results obtained are shown in Table 1 and they indicate 

that the theoretical model analyzed has a good adjustment of data (S-BX
2
 = 843.698; df = 142; p = 0.000; NFI = 0.895; 

NNFI = 0.898; CFI = 0.913; RMSEA = 0.079). Likewise, the values of Cronbach’s alpha and the CRI are higher than 

0.7, which indicates presence of the reliability on the scale of brand management (Nunally & Bernstein, 1994; Hair et 
al., 2010). 
 

Accordingly, the results obtained from the SOFCA indicate that all the items of the factors related are significant (p < 

0.01). The value of all the standardized factorial loads is higher than 0.6 (Bagozzi & Yi, 1988), and the Extracted 

Variance Index (EVI) of each pair of constructs of the theoretical model of brand management and small business 

growth has a value over 0.5 (Fornell & Larcker, 1981). These values indicate that the theoretical model has a good 

adjustment of data and provide evidence of the presence of convergent validity. 
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Table 1. Internal consistency and convergent validity of the theoretical model  

Variable Indicator 
Factorial 

Loading 

Robust t-

Value  

Cronbach’s 

Alpha 
CRI EVI 

Value 

(F1) 

VM1 0.968*** 1.000
a
 

0.978 0.979 0.902 

VM2 0.971*** 47.493 

VM3 0.959*** 43.412 

VM4 0.940*** 38.274 

VM5 0.909*** 32.360 

Norms 

(F2) 

NM1 0.881*** 1.000
a
 

0.928 0.929 0.686 

NM2 0.855*** 20.283 

NM3 0.867*** 20.847 

NM4 0.836*** 19.399 

NM5 0.776*** 16.986 

NM6 0.745*** 15.878 

Artifacts 

(F3) 

AM1 0.966*** 1.000
a
 

0.984 0.985 0.944 
AM2 0.974*** 48.076 

AM3 0.979*** 50.033 

AM4 0.968*** 45.663 

Behaviors    (F4) 

CM1 0.953*** 1.000
a
 

0.942 0.943 0.807 
CM2 0.930*** 32.223 

CM3 0.891*** 27.567 

CM4 0.812*** 21.307 

Brand Management 

F1 0.640*** 5.546 

0.885 0.886 0.665 
F2 0.772*** 9.651 

F3 0.854*** 13.492 

F4 0.961*** 16.381 

S-BX
2
 (df = 142) = 843.698; p < 0.000; NFI = 0.895; NNFI = 0.898; CFI = 0.913; RMSEA = 0.079 

a
 = Constrained parameters to such value in the identification process 

*** = p < 0.01 
 

4. Results 
 

In order to answer the hypothesis established in this empirical investigation, a structural equations model was applied 

with software EQS 6.2 (Bentler, 2005; Byrne, 2006; Brown, 2006). Regarding the nomological validity of the 

theoretical model of brand management and small business growth, it was examined through the Chi-square test, which 

compared the results obtained between the theoretical model and the measurement model. Such results indicate that the 

differences between both models are not significant, which can offer an explanation of the relations observed among 

the latent constructs (Anderson & Gerbing, 1988; Hatcher, 1994). Table 2 shows the results in a more detailed way the 

implementation of the model of structural equations. 
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Table 2. Results of the structural equation model of second order  

Hypothesis Structural Relationship 
Standardized 

Coefficient 

Robust t-

Value  

H1: The higher level of brand 

management, higher level of 

small business growth. 

Brand M.   →    Growth 0.614*** 30.847 

S-BX
2
 (df = 135) = 817.664; p < 0.000; NFI = 0.893; NNFI = 0.901; CFI = 0.915; RMSEA = 0.079 

          *** = P < 0.01 

Table 2 shows the results of the confirmation of the research hypothesis H1 (β = 0.614, p < 0.01). The results indicate 

that brand management has positive significant effects in the small business growth. Therefore, it is possible to 

conclude that the different brand management activities that small enterprises adopt and implement, will affect their 

level of business growth in a positive way. 
 

5. Conclusions And Discussion 
 

The results obtained in this empirical research allow us to conclude in two main aspects. On one hand, the brand 

management of products or services manufactured by small enterprises is essential so companies have more 

possibilities to obtain better results. Therefore, it can be concluded that brand management in small businesses should 

not be considered only as another business strategy, but rather as part of the everyday activities that small companies 

have to carry out as this will facilitate the attainment of better business results, as well as a better market position, more 

and better competitive advantages, a better level of business performance and a significant increase in their level of 

growth which could facilitate the creation of a scale economy. On the other hand, considering that a high percentage of 

small enterprises do not have as a main objective or as an essential goal to obtain a higher level of business growth, it 

will be necessary that managers and/or owners of this important business sector change their paradigm and incorporate 

in their objectives and goals to achieve a sustained growth. Therefore, it is possible to conclude that the level of growth 

of small enterprises will be not only a basic conditions to achieve a scale economy, but also for small enterprises to be 

able to continue in the market where they participate. Otherwise, if small enterprises cannot have a significant growth, 

it will be very difficult that they survive. 
 

Additionally, the results obtained in this empirical research also have a series of implications that are necessary to 

establish. One of the first implications is that most small enterprises, not only in Mexico, but in any other developing 

country in the world, do not usually have a patent registration of their products or services. That is why, as a first step, 

managers and/or owners of small enterprises have to carry out the necessary actions for the registration of the brand of 

their products or services and, secondly, adopt and implement all the activities related to the efficiency and 

effectiveness of brand management because this will allow them not only to obtain more and better competitive 

advantages but also to increase their level of business growth. 

A second implication derived of these results is that managers and/or owners of small enterprises will have to 

implement brand management activities in all the organization as a whole with the employees and workers of small 

enterprises as the first ones to be convinced of the different advantages that the organization has with the adoption of 

this type of activities. Otherwise, it will be very complicated to improve the efficiency in the brand management of 

their products or services. Consequently, in order to achieve an efficiency and effectiveness in brand management it 

will be necessary that managers and/or owners include all the departments or functional areas of the company in these 

activities allowing with this type of actions that small enterprises can achieve a significant increase of their level of 

growth. 
 

A third implication of the results obtained is that managers and/or owners of small enterprises have to look for courses 

or training workshops for their workers and employees regarding brand management or take advantage of the courses 

or training workshops offered by government branches and business associations about brand management. This will 

allow managers and/or owners as well as employees and workers of the organization to be the main advocates of 

efficiency and effectiveness of the brand management of their products or services of small enterprises which will help 
small enterprises not only to have a higher level of business return but also a significant increase in their level of 

growth. 
 

Finally, a fourth implication of the results obtained is that managers and/or owners of small enterprises have to create 

the necessary working conditions so employees and workers can carry out the activities related to the brand 
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management of their products or services of the organization. The aim of this is to phase out the negative attitudes that 

workers and employees may have or convince the reluctant staff about the different virtues that brand management has 

for all the workforce of the organization because if managers and/or owners of small enterprises do not have the ability 

to convince all the staff of the organization about the importance of brand management activities then the growth of 

small enterprises will be at risk as well as the very survival of the organization. 
 

Accordingly, this empirical research has some limitations that are necessary to establish at this point. The first one is 

about the sample used as only small businesses that had between five and 250 workers were considered. That is why 

future investigations will have to consider small enterprises with less than five workers in order to confirm the results 

obtained. The second limitation is that the questionnaire applied to collect the data only considered small enterprises in 

the state of Aguascalientes (Mexico) so further researches will need to apply the same questionnaire to other small 

enterprises established of all the country and even other Latin American countries in order to verify if the results are 

similar or not to the ones obtained in this investigation. 
 

A third limitation are the scales used for the measurement of both brand management and the growth of small 

enterprises as it was used a scale of only four factors and 19 items for the measurement of brand management and only 

one item for the measurement of growth. Following investigations might ponder the use of a different scale to measure 

both constructs and confirm the results obtained. A fourth limitation is that only qualitative variables were considered 

for the measurement of brand management and growth so in future investigations it will be necessary to consider 

quantitative scales or hard data to have the opportunity to prove or disprove the presence of statistically significant 

differences in the results obtained in small enterprises. 
 

A fifth limitation is that the instrument applied to collect data only considered managers and/or owners of the small 

enterprises that were selected. This created the assumption that they have a deep understanding about brand 

management activities and the growth of the organization. Future research papers will need to apply the same 

questionnaire to workers, employees and co-workers of the organization in order to confirm the results obtained. 

Finally, the last limitation is that several small enterprises considered that the information requested was confidential so 

the results obtained do not necessarily reflect the reality of brand management and business growth. 
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