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Abstract

Cooperative societies implement diversified marketing cooperative strategies (MCS), and it is
believed that practicing entrepreneurial orientation (EO) plays a wide-ranging role in the success of
cooperative firms' endeavors. From this perspective, the study intended to analyze the effects of MCS
on the EO of agricultural marketing cooperative (AMC) unions in Western Oromia. To achieve the
study objective, the data were collected from sample AMC unions by using semi-structured
questionnaires, in-depth interviews, and discussion. The collected data were analyzed using
descriptive data analysis methods, mainly the relative importance index (RII) to rank the MCS
implemented and EO practiced by the AMC unions of the study and ordinal logistic regression
(OLR) to explain and explore the effect of predictor variables on the response variable of the study.
The descriptive results of the study reveal that transaction cost reduction and diversification market
strategies are the top two ranked marketing strategies implemented by AMC unions in Western
Oromia. It is also found that autonomy, managerial entrepreneurial competence, and risk-taking are
the top three EO dimensions practiced by the AMC unions. From OLR analysis, the Nagelkerke
pseudo-R-square result (0.804) indicated that 80.4% of the EO practiced by the AMC of the case is
explained by the predictor variable used in the study. The parameter estimates from OLR analysis
reveal that all the explanatory variables included in the model have a statistically significant effect
on the EO of the AMC union. Regarding this, there is no evidence to support rejecting the
hypothesized association of marketing cooperative strategy dimensions with EO. Hence, the study
concluded that marketing strategies implemented have significant and positive effects on the
entrepreneurial orientation of AMC unions.

Keywords: cooperatives, agricultural cooperatives, cooperative unions, marketing strategies,
entrepreneurial orientation.
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1. Introduction

Cooperative societies are business firms established by compatible people to satisfy the particular
economic needs of member-owners and are characterized by cooperation, democratic decision-
making, and education and training to enlighten members and leaders, for which EO plays a diverse
role (Ojiagu and Ezemba, 2021; Soares and Perin, 2020). EO is the approach and action deeds of
firms that lead to business achievement and have an enthusiastic effect on firm business through
their dimensions (Alam et al., 2022; Khan et al., 2021; Setyawati et al., 2020; Gupta et al., 2019;
Wales et al., 2019; Kosa et al., 2018).

Encouragement and committed EO by business firms have considerable potential for creating
innovative businesses in a dynamic marketing situation (Maina et al., 2018; Maina, 2019; Daneluz
et al., 2021). This is supplemented by Wales et al. (2019); Boabeng and Li (2018); Kosa et al.
(2018); and Wales (2016), as EO contributes to the success of cooperative firms' endeavors from
various perspectives. More specifically, EO influences the marketing cooperative through the
application of its dimensions of innovativeness, proactiveness, risk-taking, autonomy, and
entrepreneurial managerial competency (Guzman et al., 2020; Sofoluwe, 2020; Tehseen et al.,
2020; Situma, 2021; Kaluarachchige et al., 2021).

Empirical evidence indicated that firms, including AMCs, practice EO, consequently taking risks in
business and sharing risks in investment (Daneluz et al., 2021; Guzman et al., 2020). Besides,
focusing on EO contributes to minimizing risk through market control and market evaluation,
which help the business keep the project on track and ensure sustainability (Ojiagu and Ezemba,
2021; Soares and Perin, 2020; Sutrisno, 2019).

Likewise, AMC is concerned with EO in building entrepreneurial managerial competency from
which the cooperatives retain their autonomy (Sofoluwe, 2020; Simamba, 2018; Wales et al.,
2019). It is certain that building and retaining autonomy through giving attention to EO strengthens
the leadership and administrative competency of the cooperative, helping to develop network and
technology competencies for exploring and seizing marketing opportunities (Kaluarachchige et al.,
2021; Ojiagu and Ezemba, 2021; Tehseen et al., 2020; Simamba, 2018).

On the other hand, the marketing strategies of the cooperative affect the cooperative enterprises’
success. In cooperatives, the member-centered organization strives to attain a common goal through
the implementation of diversified marketing cooperative strategies (Henry, 2018; Ashenafi, 2016;
Karthikeyan, 2013). These effects of marketing strategies on the success of cooperative societies are
also influenced by EO practices in cooperatives (Shakouri and Shakouri, 2020; Liang and Wang,
2019).

With this regard, AMC implements a cooperative member returns strategy for running business
operations and satisfying members’ needs (Faysse and Onsamrar, 2018; Gashaw, 2014). This
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member-based marketing strategy implemented by cooperatives is explained by its dimensions of
fair costs, member demand-based, and member-promising marketing strategies, as well as
community service marketing strategies (Liang and Wang, 2019; Assibey-Mensah, 2015).
According to Liang and Wang (2019) and Faysse and Onsamrar (2018), AMC is implementing risk
management marketing strategies to ensure member benefits expected from the cooperative. This
marketing strategy comprises direct marketing, predictable marketing investment, mutual
marketing, and so forth (Shakouri and Shakouri, 2020; Akwar et al., 2019).

Besides AMC, marketing strategies are used to reduce transaction costs, for instance, by eliminating
intermediaries, marketing integration, and maintaining market information flows to improve
business outcomes (Anwar, 2021; Sofoluwe, 2020; Sarma et al., 2019). Furthermore, AMC
implements diversification marketing strategies for serving members by sustaining the business in
the agricultural market (Pingali et al., 2019; Grashuis, 2018; Siddique, 2015), which ensures the
service-oriented business of the cooperative and hence contributes to the sustainability of the
cooperative society.

The above-mentioned reviews portray the background of the cooperative and the importance of the
EO and MCS for the success of the cooperative, including AMC. Yet none of the reviewed
evidence indicated the effects of the MCS used by AMC on its EO practices. Therefore, it is
pointed out that there is no significant study that precisely indicates the effects of MCS on EO
practiced by AMC, which is considered a gap in the study. Therefore, the current study is designed
to analyze the effects of marketing cooperative strategies on the EO of agricultural marketing
cooperative unions in Western Oromia, Ethiopia.

2. Empirical Literature Review

EO is a pioneering business practice among firms that influences the operation and then the success
of the business. With this regard, study findings portray that adopting and then dedicating EO
contributes to a company’s sustainability by differently attaining its desired operation (Alam et al.,
2022; Kosa et al., 2018; Lajevardi and Faez, 2015). These implementations of EO drivers such as
innovativeness, pro-activeness, autonomy, and risk-taking and ensuring managerial competence for
skimming market opportunities have foreseen the uncertainty in the marketing environment
changing (llesanmi et al., 2022; Guzman et al., 2020; Setyawati et al., 2020; Gupta et al., 2019;
Wales et al., 2019). In a similar manner, EO is essentially practiced by agricultural marketing
cooperatives to ensure a constructive business operation (Khan et al., 2021; Khan et al., 2020;
Junior et al., 2016). This is due to the fact that the cooperative is required to entrepreneurially
interact with its members on the one hand and customers on the other (Anwar, 2021; Guzman et al.,
2020; Lajevardi and Faez, 2015). Indeed, EO is focused on cooperative societies for improving
their creativity, managerial capability, autonomy, and risk-taking in investment and business
operations, consequently enhancing their sustainability in the market (Daneluz et al., 2021; Situma,
2021; Sofoluwe, 2020).
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Empirical studies concluded that practicing EO by marketing cooperatives is affected specifically
by marketing strategies (Shakouri and Shakouri, 2020; Hakala, 2015; Lechner and Gudmundsson,
2014). This is indeed aligning marketing and entrepreneurial orientation, which are considered
among the main characteristics of strategic thinking in business organizations (Kaluarachchige et
al., 2021; Lajevardi and Faez, 2015). Based on these empirical points of view, the following
hypothesis is formulated:

Hi:: There is a positive and significant association between the member return marketing
strategy and the EO of AMC.

This assumption of the relationship between marketing strategy and EO was formulated based on
the different empirical study conclusions. The views of scholars revealed that member-oriented
strategies of AMCs have direct influence on the EO through different marketing cooperative
strategy dimensions (Kaluarachchige et al., 2021; Sofoluwe, 2020). According to Anwar (2021),
Sofoluwe (2020), Soares, and Perin (2020), the strategy applied by the business firm influences EO
in facilitating the firm to explore and exploit business opportunities in the emerging market for the
benefit of cooperative members.

Empirical studies ensured that the implementation of marketing strategies provided an effective
vehicle for achieving entrepreneurial direction within the cooperative (Situma, 2021; llesanmi et al.,
2022). Likewise, operationalizing risk management marketing strategies by AMC is the home for
facilitating the entrepreneurial process (Tehseen et al., 2020; Ojiagu and Ezemba, 2021).
Accordingly, the following relationship between marketing strategy and EO is hypothesized:

H,: There is a positive and significant relationship between RMMS and the EO of AMC.

This hypothesis is postulated due to the empirical evidence that risk management-related marketing
strategies such as direct marketing, promotion, and customer-promising strategies as dimensions of
RMMS affect the EO (Situma, 2021; Kaluarachchige et al., 2021). Essentially, this marketing
strategy enhances creativity and pro-activeness in marketing while also developing business
competitiveness (Okwara et al., 2019; Sarma et al., 2019).

AMC is applying TCRMS to regain a cost-benefit advantage to allocate resources for creativity in
marketing as part of EO (Anwar, 2021; Shakouri and Shakouri, 2020; Liang and Wang, 2019).
Hence, the following relationship between MCS and EO is assumed:

Hs;: There is a positive and significant effect of TCRMS on the EO of AMC.

In this perspective, AMC applied TCRMS to serve members’ needs, thereby acquiring EO (Anwar,
2021; Pingali et al., 2019). Besides, the implementation of TCRMS is enhancing EO, mainly as
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concluded by Situma (2021); Shakouri and Shakouri (2020); and Soares and Perin (2020), which
contributes to entrepreneurial competence and enhances the competitiveness of AMC.

According to Pingali et al. (2019) and Grashuis (2018), AMC is required to concern itself with
marketing diversification strategies for sustaining the business in the agricultural market. This is for
ensuring risk-taking and enhancing managerial competency in marketing operations, as well as
practicing EO. Based on this, the following relationship between MCS and the EO of AMC is
assumed:

Hjs: The market diversification strategy is positively and significantly influencing the EO of
AMC.

This relationship is hypothesized for the reason that AMCs applying diverse marketing strategies
can discover, create, analyze, and use entrepreneurial orientation (Liang and Wang, 2019; Faysse
and Onsamrar, 2018; Henry, 2018). Indeed, according to study findings by Sofoluwe (2020);
Tehseen et al. (2020), market diversification strategies affect marketing competency, proactiveness,
and risk-taking dimensions of EO by AMC.

Based on these empirical reviews and the postulated hypotheses, which indicated the relationship
between marketing strategies and the EO of AMC, the following conceptual framework was
developed:
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Orientation of AMC
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Transaction cost reduction
marketing strategy (MRMS)

Market diversification
strategy (MDS)

Source: Researcher own sketch (2022) based on the empirical literature

3. Research Methodology

This section of the article presents the research methods used in the study. These data analysis
methods include research design, sampling design, data collection, and analysis methods. These
methods help to come up with the findings of the study and track them to a conclusion.

3.1. Research design

Using a fitting research design is a vital issue in research, for it is the procedure and guidelines
within which the research is conducted (Akhtar, 2016; Sekaran and Bougie, 2016; Eastham, 2012;
Kothari, 2004). Descriptive, exploratory, and explanatory research designs are used in research.
These research designs are used when the study is intended to describe the phenomena of study
variables by exploring and building insights and explaining the relationship between variables
(Eastham, 2012; Krishnaswamy et al., 2012; Kothari, 2004). Hence, this study used descriptive,
exploratory, and explanatory research designs to describe the study variables, gain new insight into
the practices of EO by AMC, and explain the effects of MCS on the EO of AMC unions. Besides,
the study used a mixed quantitative and qualitative research approach; indeed, the collected data
were quantified by Likert scale responses and qualitative from interviews and discussions.

3.2.  Sampling design

The study was conducted in western Oromia, which encompasses four zones from which six AMC
unions were selected for the study. The general assembly meeting members of the sample AMC
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unions, which account for 926, are the target population of the study. Certainly, these groups of the
target population are more informed about their respective AMC unions.

Next to establishing the target population of the study, the main issue of the research is determining
the sample size. In determining the sample size, according to Sekaran and Bougie (2016), the
research scholars required to take the representativeness of the sample size into consideration to
ensure the credibility and validity of the results to generalize to the study population. Consequently,
the study used the following sample size determination formula by Kothari (2004):

N*p*q*zz
“e2(N—1)+p*q*z?

n

Where:

n is the sample size for the study.

N is the target population of the study (N = 926).

e is an acceptable error term (0.05 for the 95% confidence interval),

z is the standard variate for the normal curve (1.96 for the 95% confidence interval),

p is the proportion to be included in the sample. The study has given equal opportunity for the study
population to be selected. Hence, p = 0.5.

q is the proportion not to be included in the sample (1-p = 0.5).

Based on this sample size determination formula, the sample size of the study could be

_ 926 % 0.5 % 0.5 * 1.962 _930.8416  804.8152
T 0.052(926 —1) +0.5%0.5%1.962 23125+ 0.9604  3.2729

n = 284.408 = 284

This illustrates that the sample size of the study was 284 respondents. Once the sample size of the
study is determined, the next concern is indicating the sampling method. The study used the
purposive sampling method to select six AMC unions, namely Gibe Didessa, Chaffe Bulluk, Jorgo
Birbir, Dilla Alaltu, Malka Gudina, and Torban Anfillo, from the study area, western Oromia,
Ethiopia. This study area and also the AMC union were selected because there was no in-depth study
on the farmers’ cooperative union, yet they are engaging in a wide range of agriculture marketing
operations and serving a wider group of farmer members.

From the sample AMC unions, respondents were sampled using systematic and proportionate
sampling methods due to the fact that there is a formal list of the study population from each sample
cooperative union. As a result, the study determined the sampling interval using the following

formula. I =X Where" 1" is the sampling interval, N is the target population, and n is the sample

n
size of the study. Hence, the 1™ respondents were selected from the sample of AMC unions
proportionally.
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The chairperson of the board of directors, the manager, and the senior expert of the sample AMC
union were sampled for in-depth interviews. The board of directors and management members were
sampled for focus group discussion by using the judgment sampling method. This sampling method
was used to include those who are well-informed about their cooperative union. Accordingly, 18 key
informants (KI), three from each AMC union, were sampled, and six focus group discussions (FGD),
one at each AMC union, were administered.

3.3. Data collection methods

The study used primary data to achieve its objective. The data were collected from the respondents,
Kl and FGD, using a questionnaire, in-depth interview, and focus group discussion checklist. The
data that were collected from KI and FGD were used primarily to supplement and triangulate with
the results analyzed from the respondents’ perspectives.

Regarding the questionnaire, a semi-structured questionnaire was used to collect data from sample
respondents. The closed-ended parts of the questionnaire are dichotomous and five-point Likert scale
questions. The open-ended questions were posed to respondents to supplement the results that were
analyzed from closed-ended questionnaires. The in-depth and face-to-face interview and discussion
checklists were used for collecting data from Kl and FGD, respectively.

3.4. Data analysis methods

The collected data were sorted, checked, and coded using a data codebook for analysis. Statistical
Package for Social Science (SPSS) version 26 was used because it is convenient for supporting
statistical data analyses such as the descriptive and ordinal logistic regression (OLR) methods used
by the study.

The study used descriptive data analysis regarding the perceptions of respondents regarding the
study variables. Particularly, frequencies of Likert scale responses were used to compute the
Relative Important Index (RII) for ranking marketing strategies implemented and EO dimensions
practiced by AMC unions in the case.

The RII data analysis method was used to rank the marketing strategies implemented and EO
dimensions practiced by the AMC unions in the cases. The study used RII for the fact that it is used
to rank entities from the pool based on the Likert scale response (Kassem et al., 2020; Davoodi and
Dagh, 2019; Nassar, 2018; Aziz et al., 2016; Gosavi, 2015). The ranking was made based on the RII,
which was analyzed using the formula by Rooshdi et al. (2018); Aziz et al. (2016).

win;
RIL =2 (1)
AxN
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Where:

RII is the relative importance index,

W; weight of each i" total response given by the respondents. In this study, it ranges
from 1to 5.

n; is the total number of responses (frequency) in each category of the Likert scale response.

A is the highest weight in the Likert response categories (A=5).

N is the total number of the samples (N = 284) for the study.

The study also used the OLR data analysis method to analyze the ordinal categorical responses,
which support predicting the effect of MCS on the EO of the AMC unions under study. This is based
on the views of Muluken and Guta, (2021); Sesay et al. (2021); and Frank and Harrell (2015), which
indicated that OLR is an inferential statistic used in survey studies for predicting an ordinal response
variable and determining the factors affecting the response variable.

Model specification

OLR model specification constructed for MCS explanatory variables determining EO as

log [i?o] =B, + ByMRMS + B,RMMS + BsTCRMS + B,DMS ...oooeeeeeeeeeeen. )

Where:

EO is entrepreneurial orientation (the probability occurrence of an outcome variable).
MRMS is a member return marketing strategy.

RMMS is a risk management marketing strategy.

TCRMS is a transactional cost-reduction strategy.

DMS is a diversification marketing strategy,

B, is constant intercept of the outcome variable.

f1, B2, B3, By are coefficients of the predictor variables.

For using OLR in this study, logistic regression assumptions, including measures of dependent and
independent variables and multi-collinearity tests, were made. In addition, model fitting information
and model goodness-of-fit were checked for interpretation of the effect of MCS on the EO of AMC
unions in the case.

4. Result and Discussion

Results and discussion of the study concern the presentation of results from descriptive and OLR
analyses and respective interpretations of the findings. This is for describing and explaining the
findings based on the descriptive and inferential statistical outputs, respectively.
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4.1. Descriptive analysis
A descriptive analysis as the first step for conducting further statistical analyses was used by the
study to describe MCS implemented and EO practiced by AMC unions in the study area. Regarding
this, the frequencies of the responses were used to estimate the relative importance index (RII) for
ranking the MCS implementation and EO dimension practices.

4.1.1. Marketing cooperative strategy implemented

Table 1 presents the responses on the implementation of MCS by sample AMC unions. As per the
views of respondents, MRMS (RIl = 0.7618), RMMS (RII = 0.7904), TCRMS (RIl = 0.8257), and
DMS (RII = 0.8081) are implemented by the AMC union in western Oromia.

Table 1 Relatively important of CMS

Response categories Weighted o po
strongly Disagree Undecided ~ Agree Strongly — total
Disagree Agree
MRMS 7 2 37 216 10 1036 0.7618 4
RMMS 0 2 37 205 28 1075 0.7904 3
TICRMS 7 5 7 180 73 1123 0.8257 1
DMS 0 4 11 227 30 1099 0.8081 2

The result indicated that TCRMS with RII = 0.8257 is the first-ranked marketing strategy
implemented by AMC unions in the study area, followed by DMS with RIl = 0.8081. The third and
fourth-ranked marketing strategies are RMMS (RIl = 0.7904) and MRMS (RIl = 0.7618),
respectively.

This finding of the study is supplemented by the results from the open-ended responses, interviews,
and FGD, which indicate that cooperatives, including AMC unions, are service motives, hence
minimizing the transaction cost for which TCRMS is most important. Furthermore, the views of Kl
and FGD support the result that AMC unions diversify services and products provided based on
member-owner needs so as to ensure member return and manage risks.

From these triangulated results, the study explored the insights that AMC unions in the study area
are implementing MCSs that help the cooperative unions retain their cooperative nature and ensure
sustainability in agricultural marketing to benefit members.

Empirical evidence also supports the findings that cooperatives strive to serve member needs by
using varied strategies, including marketing strategies for reducing transaction costs and
diversification strategies for serving members by sustaining the business in the agricultural market
(Pingali et al., 2019; Grashuis, 2018). Study findings also supplement the findings in that AMC used
marketing strategies to ensure member benefits from the operation (Liang and Wang, 2019; Faysse
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and Onsamrar, 2018). These views of the KI, FGD, and empirical evidence aligned with the
findings, which portray that AMC used different marketing strategies for serving members’ benefits.

4.1.2. Entrepreneurial orientation practices

The EO practiced by the AMC union is analyzed descriptively using RIl to see the relative
importance of the EO dimension as per the perception of respondents. As the result is presented in
Table 2 below, the AMC unions in the case practiced innovativeness (RIl = 0.6875); pro-activeness
(R11'=0.7684), risk-taking (RIl = 0.7904), autonomy (RI1l = 0.8434), and managerial entrepreneurial
competence (R11 = 0.8081).

Table 2 Relatively important of EO practiced

Response categories

Weighted RII Rank
St_rongly Disagree Undecided Agree Strongly total
isagree Agree

Innovativeness 2 4 146 113 7 935 0.6875 5
Pro-activeness 1 2 46 213 10 1045 0.7684 4
Risk Taking 0 2 37 205 28 1075 0.7904 3
Autonomy 1 1 9 188 73 1147 08434 1
Managerial

entrepreneurial 0 4 11 227 30 1099 0.8081 2
competence

The result reveals that autonomy, with RIl = 0.8434, is the first-ranked EO practice, followed by
managerial entrepreneurial competence (R11 = 0.8081). The result also indicated that risk-taking (RII
= 0.7904) and pro-activeness (RIl = 0.7684) are ranked third and fourth in practice by AMC unions
in the study area, respectively. However, innovativeness (RIl = 0.6875) is the least ranked EO
dimension in practice by the AMC of the case.

The analyzed views of the open-ended responses, Kl, and FGD supplement the findings, which
revealed that cooperatives are retaining their autonomy in business operations and ensuring
management competency through training and experience sharing. AMC unions in the study area are
also proactively identifying and taking moderate risks to serve members in agricultural production
and marketing. From these triangulated findings of the study, new insights are explored, including
that AMC unions practiced EO to be entrepreneurial in providing competitive services and products
to members. The study believed that this insight enriches the entrepreneurial knowledge of
cooperative societies.

Furthermore, previous empirical findings are also in harmony with the study findings, which
concluded that AMC unions safeguard a productive business operation by retaining autonomy, risk-
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taking, and managerial capability (llesanmi et al., 2022; Situma, 2021; Guzman et al., 2020).
According to a study by Khan et al. (2021), Setyawati et al. (2020), marketing cooperatives realized
their sustainability in agricultural marketing by applying EO dimensions including pro-activeness,
risk-taking, and managerial competency, which indicated that AMC is practicing EO dimensions
with different degrees of application.

4.2. Effects of marketing cooperative strategies on EO

The study used OLR analysis to examine the association of the categorical explanatory variables
MCS with one response variable, EO, thereby predicting the effects of the explanatory variables on
the response variable. In order to proceed with OLR, testing the OLR assumptions and model fitness
to confirm the reliability of the model is essential.

4.2.1. Testing assumptions of OLR

It is essential to check certain assumptions that need to be met in the fitted OLR model. Accordingly,
the study checked the assumption that the dependent variable is ordered; the independent variables
are continuous, categorical, or ordinal and have no multi-collinearity effects.

The dependent variable of the study, entrepreneurial orientation (EO), and the explanatory variables
were also ordinal and both measured by categorical responses ranging from strongly disagree to
strongly agree on a five-point Likert scale. Hence, the first and second assumptions were met. For
testing the third assumption, collinearity statistics were used, in which variable inflation factors
(VIF) are used as an indicator of the multi-collinearity effects. Table 3 presents collinearity statistics
for which all VIF were between one and ten (1<VIF < 10) indicating that there is no multi-
collinearity effect among the variables. This also reveals that the multi-collinearity assumption for
running OLR analysis is met.

Table 3 Collinearity Statistics

Collinearity Statistics

Model Tolerance VIF
Member return marketing strategies (MRMS) 175 1.291
Risk management marketing strategy (RMMS) 775 1.291
Transaction cost reduction strategy (TCRMS) .708 1.412
Market diversification strategy (MDS) 787 1.270

4.2.2. Testing model fitness

Model fitting information and model goodness-of-fit are used to test whether the fitness model is
consistent with the observed data, respectively. Table 4 displays the model fitting information
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containing the likelihood ratio chi-square test. The test is used to check if the final model with
predictor variables included improves the model as compared to the intercept-only model.

Table 4 Model Fitting Information

Model -2 Log Likelihood Chi-Square df Sig.
Intercept Only 190.735
Final 37.249 153.486 4 .000

Link function: Logit.

The test result presented in Table 4 above is statistically significant. The significant chi-square
(153.486; p < 0.001) indicates that the final model provides a significant improvement over the
baseline model. Hence, the model is fitting very well with the data, and the explanatory variables
included in the model have sufficient power to predict the response variable, EO.

Besides, goodness-of-fit is an essential test for OLR data analysis. Table 5 presents the output of the
goodness-of-fit test containing Pearson’s chi-square test statistics. This statistical test is intended to
test whether the observed data are consistent with the model fit.

Table 5 Goodness-of-Fit

Chi-Square df Sig.
Pearson 135.961 125 237
Deviance 29.225 125 1.000

Link function: Logit.

From the test statistics, Pearson’s Chi-square statistics (135.961; p > 0.05) reveal that it is not
statistically significant. Therefore, the model is a good fit, and the data are reliable with the fitted
model.

Table 6 below presents the pseudo-R-square statistics of the OLR model containing Cox and Snell,
Nagelkerke, and McFadden pseudo-R-squares. These R-squared statistics are used to estimate the
variance explained by the predictor variables considered by the model.

Table 6 Pseudo R-Square

Pseudo R-Square

Cox and Snell 431
Nagelkerke .804
McFadden 734

Link function: Logit.
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From the pseudo-R-square statistics presented in Table 6 above, the Nagelkerke pseudo-R-square is
0.804. This depicts that the predictor variables considered by the model explained a larger proportion
(80.4%) of the variation in EO practice by the AMC union in the study area.

4.2.3. Parameter Estimates and Hypothesis Testing

Table 7 presents the values of the OLR coefficients and intercepts, together with the corresponding
standard errors and their p-values. The coefficient of parameter estimates is used to indicate the
extent of the effects of predictor variables on the response variable and the significant level used to
test the hypotheses of the study.
Table 7 Parameter Estimates

95% Confidence Interval

Estimate Std. Error Wald df Sig. Lower Bound Upper Bound
Threshold [EO=2] 28.184 9.225 9.335 1 .002 10.104 46.264
[EO=3] 40.630 9.993 16.531 1 .000 21.044 60.217
[EOC =4] 59.691 14.548 16.834 1 .000 31177 88.205
Location MRMS 1.454 708 4.212 1 .040 .065 2.843
RMMS 7.041 2.116 11.075 1 .001 2.894 11.187
TCRMS 1.274 .568 5.022 1 .025 .160 2.388
MDS 2.544 .900 7.980 1 .005 779 4.308

Link function: Logit.

The study brought the insight that MRMS, RMMS, TCRMS, and MDS are MCS implemented by
AMC unions and are significantly influencing EO practiced by the AMC unions in the study area.
Moreover, from the result, it can be explained that the marketing strategies included in the model
have positive and statistically significant effects on the EO of the AMC unions. In addition, the
parameter estimates under consideration are statistically significant for the confidence interval
(lower and upper bounds) for all parameter estimates that have not crossed zero (0).

From the OLR significant parameter estimate, the OLR equation is constructed for further
interpretation of the estimates as follows:

log [% = 59.691 + 1.454MRMS + 7.041RMMS + 1.274TCRMS + 2.544DMS
From the parameter estimates, the coefficient of MRMS is 1.454 (p-value < 0.05) implies that, for a
unit increase in MRMS, it is expected that 1.454 times increases in ordered log odds of the practice
of EO by the AMC unions in western Oromia state, given all of the other variables in the model
remain constant. Therefore, it is pertinent that there is no evidence to reject Hi, which was postulated
as MRMS has a significant and positive effect on EO.

The OLR analysis reveals that the coefficient of RMMS is 7.041 (p value < 0.05). This indicates
that, for a unit increase in RMMS, it is anticipated that 7.041 times increases in ordered log odds of
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higher practices of EO by the AMC unions are expected, provided that the other variables in the
model are kept constant. This also illustrates that there is adequate evidence to accept the second
hypothesis (H,), which was assumed as there is a positive and significant relationship between
RMMS and EO in AMC.

For TCRMS, the OLR coefficient of 1.274 (p value < 0.05) implies that, for a unit increase in
TCRMS, it is expected that 1.274 times increases in ordered log odds of practice of EO by the AMC
unions in western Oromia state are expected, given all of the other variables in the model are held
constant. With this regard, it is apparent that there is sufficient evidence not to reject the third
hypothesis (H3) which assumes that there is a positive and significant effect of TCRMS on the EO of
AMC.

Likewise, from the parameter estimate, the coefficient MDS is 2.544 (p value < 0.01). This
demonstrates that, with a unit increase in MDS, it is expected that 2.544 times the increase in
ordered log odds of higher practices of EO by the AMC unions is expected given that the rest of the
variables in the model remain constant. This also demonstrates that it is apparent to accept the fourth
hypothesis (Hs) which was claimed as MDS is positively and significantly influencing the EO of
AMC. Therefore, it is concise, as the study explored how MDS has a positive and significant effect
on the EO of AMC unions.

5. Conclusions and Recommendations

This study was planned to analyze the effect of MCS on the EO of AMC unions in western Oromia,
Ethiopia. Hence, the study collected and analyzed data on these aspects of the cooperative unions,
from which the results were conferred in detail and from which the subsequent conclusions are
drawn.

From the descriptive analysis, the result indicates that AMC unions in Western Oromia implemented
MCS. From this, it is concluded that transaction cost reduction marketing strategies and market
diversification strategies were implemented more as compared to risk management and member
return marketing strategies.

From the study, it was found that AMC unions in Western Oromia practiced dimensions of EO.
Based on the RII, it is concluded that AMC unions in the study area are autonomous, more focused
on managerial entrepreneurial competence, and take risks in running businesses to serve their
members.

The OLR result reveals that all the explanatory variables, such as member return, risk management,
transaction cost reduction, and market diversification marketing cooperative strategies, are
statistically and positively significant in influencing the EO of AMC unions. Hence, it is concluded

https://journals.ju.edu.et/index.php/jbeco June, 2023 Page 131



Horn of Africa Journal of Business and Economics (HAJBE), 2023, 6(1), PP: 117 — 136 ISSN:
2617-0078 (Print), 2617-0086 (Online

that all the marketing strategy dimensions have a significant and positive effect on the EO of AMC
unions in Western Oromia.

From the study findings, the RIls of member return marketing strategy, innovativeness, and pro-
activeness are relatively small. Therefore, the study recommended that AMC unions in the study
area further improve member return marketing strategy implementation and practices of
innovativeness and pro-activeness for further improving agricultural marketing operations for
ensuring sustainability in the market and, consequently, excel in business operations.

References

Akhtar Inaam Md. (2016). Research Design Research in Social Science: Interdisciplinary
Perspectives. https://www.researchgate.net/publication/308915548 accessed on November, 24,
2020.

Alam Shah Syed, Fairuz Salleh Md Mohd, Masukujjaman Mohammad, Emad Al-Shaikh
Mohammed, Makmor Nurkhalida and Makhbul Khan Mohamed Zafir (2022). Relationship
between Entrepreneurial Orientation and Business Performance among Malay-Owned SMEs in
Malaysia: A PLS Analysis. Sustainability 2022, 14, 6308. https://doi.org/10.3390/su1410630

Anwar Muhammad Clauss Thomas Issah Basit Wunnam (2021). Entrepreneurial Orientation and
New Venture Performance in Emerging Markets: The Mediating Role of Opportunity
Recognition. Review of Managerial Science, https://doi.org/10.1007/s11846-021-00457-w

Ashenafi Duguma (2016). The Role of Agricultural Cooperatives in Risk Management and Impact
on Farm Income: Evidence from Southern Ethiopia. Journal of Economics and Sustainable
Development Vol. 7 (21): 89-99

Assibey-Mensah Albert and Gyawali R. Buddhi (2015). A Model Using Farm Cooperative
Strategies to Promote Small Farmlands Capacity for Growth. Southwestern Journal of
Economics. Vol. 11 (1):60-82

Aziz Nazrina, Zain Zakiyah, Mafuzi M. Z. R. Raja, Mustapa Mastura Aini, Najib H. H Nur and Lah
F. N Nik (2016). Relative Importance Index (RII) in Ranking of Procrastination Factors Among
University Students. Proceedings of the International Conference on Applied Science and
Technology 2016 (ICAST’16)

Boabeng Opoku Felix and Li Cai (2018). Entrepreneurial Innovation and Risk Taking on Firm
Performance: Empirical Evidence from Entrepreneurial Enterprises in Ghana. International
Journal of Business and Management Invention; Vol. 7(12): 65-77

Daneluz, M., Canever, M. D., Lima, H. G., Bermudes, R. F., & Menezes, G. R. (2021). Linking
entrepreneurial orientation and managerial capacity to performance in dairy farms. Revista de
Economia e Sociologia Rural, 60(3), €229910. https://doi.org/10.1590/1806-9479.2021.229910

Davoodi Tina and Dagli Ulas Ugur (2019). Exploring the Determinants of Residential Satisfaction in
Historic Urban Quarters: Towards Sustainability of the Walled City Famagusta, North Cyprus.
Sustainability 2019, Vol. 11 (6261):1-25; doi:10.3390/su11226261

https://journals.ju.edu.et/index.php/jbeco June, 2023 Page 132


https://www.researchgate.net/publication/308915548
https://doi.org/10.3390/su1410630
https://doi.org/10.1007/s11846-021-00457-w

Horn of Africa Journal of Business and Economics (HAJBE), 2023, 6(1), PP: 117 — 136 ISSN:
2617-0078 (Print), 2617-0086 (Online

Eastham Francesca Jane (2012). An analysis of the success of UK agricultural marketing
cooperatives: can they effectively redress power imbalances in current market conditions? PhD
Dissertation, University of Birmingham an Open Access Journal Vol. 6 (10), 2012

Faysse Nicolas and Onsamrarn Wattanai (2018). The Differing Strategies of Agricultural
Cooperatives in Thailand: from Managing Market Links to Self-Reliance. Journal of Community
Development Research (Humanities and Social Sciences). VVol.11(3):13-26

Frank E. and Harrell, Jr. (2015). Regression Modeling Strategies: With Applications to Linear
Models, Logistic and Ordinal Regression, and Survival Analysis. Second Edition; Springer
International Publishing Switzerland

Gashaw Tadesse Abate (2014). Impact of Agricultural Cooperatives on Smallholders’ Technical
Efficiency: Empirical Evidence from Ethiopia. Annals of Public and Cooperative Economics Vol
85 (2):1-30

Grashuis Jasper and Su Ye (2018). A Review of the Empirical Literature on Farmer Cooperatives:
Performance, Ownership and Governance, Finance, and Member Attitude. Annals of Public and
Cooperative Economics (2018):1-26

Gosavi Abhijit (2015). Analyzing Responses from Likert Surveys and Risk-Adjusted Ranking: A
Data Analytics Perspective. www.sciencedirect.com Accessed on August 10, 2020

Gupta K. Vishal, Niranjan Suman and Markin Erik (2019). Entrepreneurial Orientation and Firm
Performance: The Mediating Role of Generative and Acquisitive Learning Through Customer
Relationships. Review of Managerial Science (2019), https://doi.org/10.1007/s11846-019-00327-
6

Guzman Carmen, Santos J. Francisco and Barroso de la O. Maria (2020). Analyzing the Links
Between Cooperative Principles, Entrepreneurial Orientation and Performance. Small Business
Economics Vol. 55 (2020):1075-1089; https://doi.org/10.1007/s11187-019-00174-5

Hakala Henri (2015). Entrepreneurial Strategy Orientation. Journal of Economics, Business and
Management, Vol. (2);212-215

Henry Hagen (2018). Cooperation. Concentration. Value Chains. Legal and Implications in Terms of
Cooperative Principles. ICA2018 Research Conference Cooperatives in a rapidly changing
world: innovation in enterprise and community

Ilesanmi Ayodeji Oladele, Onikoyi Adegboyega Idris and Badiru Isola Nafiu (2022). Entrepreneurial
Orientation and Small and Medium Enterprises (SMES) Performance in Lagos State, Nigeria
Journal of Accounting and Management Vol. 12 (1):65-75

Junior Benedito De Oliveira Antonio, Borin Mendes Felipe, Bernardes Carlos Roberto and DE
Mauro Jose Oliveira (2016). Impact of Entrepreneurial Orientation on Strategic Alliances and
The Role of Top Management. http://www.redalyc.org/articulo.0a?id=155146199004 accessed
on April 30, 2021

Kaluarachchige Priyantha Indika, Yajid Shukri Ab Mohd, Khatibi Ali and Azam Ferdous S. M.
(2021). Competencies and Orientation of Entrepreneurs on Dynamic Capabilities towards
Organizational Performance by Considering External Environment: Development of a
Conceptual Model. Global Journal of Management and Business Research: An Administration
and Management. Vol 21 (1):25-28

https://journals.ju.edu.et/index.php/jbeco June, 2023 Page 133


http://www.sciencedirect.com/
https://doi.org/10.1007/s11187-019-00174-5
http://www.redalyc.org/articulo.oa?id=155146199004

Horn of Africa Journal of Business and Economics (HAJBE), 2023, 6(1), PP: 117 — 136 ISSN:
2617-0078 (Print), 2617-0086 (Online

Karthikeyan M. (2013). Social Statement Approach to Cooperative Social Performance Assessment:
A Case of Lume Adama Farmers’ Cooperative Union in Ethiopia. 4th EMES International
Research Conference on Social Enterprise - Liege, 2013

Kassem A. Mukhtar, Khoiry Azry Muhamad and Hamzah Noraini (2020). Using Relative
Importance Index Method for Developing Risk Map in Oil and Gas Construction Projects.
Journal Kejuruteraan Vol,32(3): 85-97. Doi.org/10.17576/jkukm-2020-32(3)-09

Khan Ali Mukaram, Rathore Kashif and Sial Adnan Muhammad (2020). Entrepreneurial Orientation
and Performance of Small and Medium Enterprises: Mediating Effect of Entrepreneurial
Competencies. Pakistan Journal of Commerce and Social Sciences Vol. 14 (2); 508-528

Khaleel Tareq and Nassa Yasser (2018). Identification and analysis of factors affecting labor
productivity in  Irag MATEC Web of Conferences 162, 02032 (2018).
https://doi.org/10.1051/matecconf/201816202032

Khan Ali Mukaram, Zubair Sohaib Syed, Rathore Kashif, ljaz Maryam, Khalil Sumreen and Khalil
Muhammad (2021). Impact of Entrepreneurial Orientation Dimensions on Performance of Small
Enterprises: Do Entrepreneurial Competencies Matter? Cogent Business & Management (2021),
https://doi.org/10.1080/23311975.2021.1943241

Kosa Abdella, Mohammad Idris and Ajibie Dereje (2018). Entrepreneurial orientation and venture
performance in Ethiopia: the moderating role of business sector and enterprise location. Journal
of Global Entrepreneurship Research VVol.8 (25): 1-17; https://doi.org/10.1186/s40497-018-0110-
X

Kothari R.C. (2004). Research Methodology: Methods and Techniques. Second Edition, New Age
International (P) Limited Publisher New Delhi

Krishnaswamy N. K., Sivakumar lyer Appa and Mathirajan M. (2012). Management Research
Methodology: Integration of Principles, Methods and Techniques. Dorling Kindersley (India)
Pvt. Ltd

Lajevardi Masoud and Faez Ali (2015). Marketing and Entrepreneurship: Relationship between
Marketing Strategies, Entrepreneurial Development, Sale Growth and Corporate Profitability.
Journal of Marketing and Consumer Research Vol 17 (2015)

Lechner Christian and Gudmundsson Vidar Sveinn (2014). Entrepreneurial orientation, firm strategy
and small firm performance. International Small Business Journal 2014, Vol. 32(1): 36-60

Liang Qiao and Wang Xinxin (2019). Cooperatives as competitive yardstick in the hog industry? -
Evidence from China. Agribusiness Wiley Periodicals, Inc. DOI: 10.1002/agr.21630

Maina Irungu (2019). Firm Level Performance Factors of Coffee Cooperative Societies in Kenya
and the Mediating Role of Entrepreneurial Orientation. PhD Dissertation, Dedan Kimathi
University of Technology

Maina Irungu, Kiarie David, Mugendi Beatrice and Owaga Eddy (2018). Mediating Role of
Entrepreneurial Orientation on the Relationship Between Key Firm Factors and the Performance
of Coffee Cooperative Societies in Kenya. International Journal of Entrepreneurship and Project
Management. Vol.3 (1):1-20

Muluken Philipos and Guta Bukero (2021). Application of Ordinal Logistic Regression Analysis in
Determining Factors Affecting SIMLESA Technologies Adoption in Southern Ethiopia

https://journals.ju.edu.et/index.php/jbeco June, 2023 Page 134


https://doi.org/10.1080/23311975.2021.1943241

Horn of Africa Journal of Business and Economics (HAJBE), 2023, 6(1), PP: 117 — 136 ISSN:
2617-0078 (Print), 2617-0086 (Online

International Journal of Economic and Business Management Vol. 9(1): 14-20, DOI:
10.14662/1JEBM2020.130

Ojiagu N.C1 and Ezemba N.E (2021). Cooperative Entrepreneurship and Social Empowerment of
Rural Dwellers in Anambra State, Nigeria. International Journal of Management and
Entrepreneurship Research Vol 3 (7):277-287. DOI: 10.51594/ijmer.v3i7.246

Okwara C.C., Uhagiro Lucky Chinedu, Akamere F.A.C., Mbaeri, C. C. and Onyeme Linus N
(2019). The Effect of Marketing Strategies on Entrepreneurial Development in Imo State.
International Journal of Management Sciences Vol. 7 (2): 129 — 139

Pingali Prabhu, Aiyar Anaka Abraham Mathew and Rahman Andaleeb (2019). Linking Farms to
Markets: Reducing Transaction Costs and Enhancing Bargaining Power in Transforming Food
Systems for a Rising India. Palgrave Studies in Agricultural Economics and Food Policy.
https://doi.org/10.1007/978-3-030-14409-8

Rooshdi R. R. M. Raja, Zaimi A. M. Majid, Sahamira S. Rina and Ismaila A. A. Noor (2018).
Relative Importance Index of Sustainable Design and Construction Activities Criteria for Green
Highway. Chemical Engineering  Transactions Vol 68 (2018):151-156; DOI:
10.3303/CET1863026

Sarma, M., Septiani, S. and Nanere, M. (2019). The Role of Entrepreneurial Marketing in the
Indonesian Agro-Based Industry Cluster to Face the ASEAN Economic Community.
Sustainability 2022, 14, 6163. https://doi.org/10.3390/su14106163

Sekaran Uma and Bougie Roger Research Methods for Business: A Skill-Building Approach. 7th
edition. Publisher John Wiley & Sons Ltd. Atrium, United Kingdom

Sesay Baby Regina, Kpangay Mohamed, Seppeh Sheku (2021). An Ordinal Logistic Regression
Model to Identify Factors Influencing Students Academic Performance at Njala University.
International Journal of Research and Scientific Innovation Vol. 8 (1): 91-100.

Setyawati Abrilia Harini, Suroso Agus, Adi Hari Pramono (2020). Examining the Impact of
Entrepreneurial Orientation on Marketing Performance: The Mediating Role of Entrepreneurial
Networking and Innovation Capability. International Journal of Scientific and Technology
Research Vol. 9 (2):1896-1904

Shakouri Aidin and Shakouri Mohammad Zadeh Arash (2020). The Analysis of Market Orientation
and Entrepreneurship Orientation on Company Performance Based on the Supply Chain
Strategy. International Journal of Supply Chain Management Vol. 9 (1): 845-853

Siddiqgue ABM (2015). The Role of Cooperative Society for Marketing Agriculture Produces in
Bangladesh. Global Journal of Management and Business Research Vol. 15(5):57-68

Simamba Habeenzu (2018). Barriers towards Enterprising of Cooperatives in Sesheke District of
Zambia. PhD Dissertation; The University of Zambia-Zimbabwe Open University

Situma Muyoka Khasoa Clare (2021). Entrepreneurial Orientation on Performance of Agricultural
Cooperatives in Uasin Gishu County, Kenya. PhD Dissertation, Jomo Kenyatta University of
Agriculture and Technology

https://journals.ju.edu.et/index.php/jbeco June, 2023 Page 135


https://doi.org/10.1007/978-3-030-14409-8

Horn of Africa Journal of Business and Economics (HAJBE), 2023, 6(1), PP: 117 — 136 ISSN:
2617-0078 (Print), 2617-0086 (Online

Soares do Couto Mauren and Perin Gattermann Marcelo (2020). Entrepreneurial orientation and firm
performance: an updated meta-analysis. RAUSP Manag. J. Vol. 55(2): 143-159 DOI
10.1108/RAUSP-01-2019-0014

Sofoluwe Afolabi Nurudeen (2020). Relevance of Entrepreneurial Orientation Strategy to
Cooperative Business Organizations in Nigeria, lzvestiya Journal of Varna University of
Economics Vol. 64 (4):415-429. DOI: 10.36997/1JUEV2020.64.4.415

Sutrisno F. C. W. Timotius (2019). Relationship Between Entrepreneurial Orientation and Business
Performance. International Journal of Scientific and Technology Research Vol. 8 (11):3030-3035

Tehseen Shehnaz, Qureshi Hassan Zuhaib, Johara Fatema and Ramayah Thurasamy (2020)
Assessing Dimensions of Entrepreneurial Competencies: A Type Il (Reflective-Formative)
Measurement Approach Using Pls-Sem. Journal of Sustainability Science and Management Vol
15 (2): 108-145

Wales John William (2016). Entrepreneurial orientation: A review and synthesis of promising
research directions. International Small Business Journal Vol. 34(1):3-15

Wales William, Gupta K Vishal, Marino Louis and Shirokova Galina (2019). Entrepreneurial
Orientation: International, Global and Cross-Cultural Research. International Small Business
Journal: Researching Entrepreneurship 2019, Vol. 37(2) 95-104

https://journals.ju.edu.et/index.php/jbeco June, 2023 Page 136



