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Small and Medium Enterprises (SMEs) are considered a sector with significant contribution to the 
economical growth of both developed countries and emergent countries. However, SMEs are facing 
challenges for their survival with their limited resources. There is also considerable lack of empirical 
studies focusing on networking between SMEs in developing countries. Promotion of networking 
approaches with other organizations could be a good start to develop and increase competitiveness of 
SMEs. The primary objective of this paper is to identify networking factors that influence the 
competitiveness of SMEs and to develop a hypothesized model that can be tested on SMEs. The 
outcomes of networking factors can help to improve the survival rate of SMEs, and may offer great 
opportunities for business competitiveness, locally and globally. 
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INTRODUCTION 
 
Small and medium-sized enterprises (SMEs) are 
universally acknowledged as effective instruments for 
employment generation and economic growth (Basil, 
2005; Damirchi and Rahimi, 2011; Johan, 2007). In 
Uganda, SMEs play a crucial role in creating job 
opportunities that make the attainment of equitable and 
sustainable growth and development possible (Turyakira, 
2012).  

It is estimated that there are over 1,069,848 SMEs in 
Uganda, providing employment and income generation 
opportunities to low income earners of the economy 
(Hatega, 2007; Uganda Ministry of Finance, Planning and 
Economic Development July, 2011). Despite their 
enormous contributions to economic growth, more than 
half of SMEs in Uganda fail during their first year 
(Harorimana, 2009; Tushabomwe-Kazooba, 2006).  

Hence, their high failure  rate  is  a  cause  for  concern.  

In an era characterized by global competition, techno-
logical advances and innovation, business networking 
plays a vital role in increasing the competitiveness of 
SMEs (Lin and Zhang, 2005). Networking is a useful way 
for SME owner/managers to expand marketing expertise 
and improve their performance (Hakimpoor et al., 2011). 
As such, networking in form of clusters, strategic 
alliances and business collaborations has become 
popular among the SMEs as a competitive tool. 

Although empirical studies have been done on business 
networking in developed countries (Thrikawala, 2011), 
little attention has been given to developing countries. 
Despite the academic interest in business networking and 
its impact on SMEs’ competitiveness, inadequate theo-
retical and empirical studies exist in Africa; particularly in 
Uganda.  

Therefore,  the   purpose   of   this  paper  is  to  identify
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networking factors influencing the competitiveness of 
SMEs and to develop a hypothesized model that can be 
tested on SMEs. The paper is mainly based on a 
literature synthesis of recent studies done on networking, 
both in developed and developing countries. The 
outcomes of networking factors can help a great deal in 
improving the survival rate of SMEs, and may offer great 
opportunities for business competitiveness, locally and 
globally. For the purpose of this paper, small and 
medium-sized enterprises in Uganda are considered as 
businesses which employ more than 5 but fewer than 100 
persons.  
 
 
Nature and potential outcomes of networking factors 
in SMEs 
 
This section describes the nature and potential outcomes 
of networking factors with respect to SMEs, as indicated 
in the subsequent sub-sections. 
 
 
Networking  
 
Business network refers to a free business association, 
capable of creating structures and processes, joint 
decision making and integrating the efforts of members to 
design and produce goods and services, and exchanging 
information and other resources (Trequattrini et al., 
2012). Networking in SMEs refers to the network process 
that is undertaken by SME owner-manager in managing 
the business activities (Hakimpoor et al., 2011). In Niu’s 
study (2010), it is argued that the benefits of networking 
involvement enable trusting relationships among 
businesses. Furthermore, SMEs harvest from individual 
ties in their networks, including suppliers, customers, 
friends and relatives, for various purposes (De Jong and 
Hulsink, 2012). Relationships can be developed on the 
basis of trust (Gibb, 2006).   

In this paper, networking refers to a free association of 
businesses with the aim of sharing information, resources 
and capabilities through clusters, strategic alliances or 
business collaborations. Networking involves communi-
cation and information exchange for mutual benefit 
(Camarinha-Matos and Afsarmanesh, 2006).  

The notion of networking has been especially attractive 
as a means by which SMEs can collaborate in order to 
compete more effectively in the global marketplace. Many 
businesses have placed increasing emphasis on adopting 
strategic alliances as a strategic competitive choice 
(Akoorie and Pavlovich, 2003). Strategic alliances create 
interdependence between autonomous economic units, 
bringing new benefits to the partners in the form of 
intangible assets.  

Businesses also network through collaboration, which 
involves mutual engagement of participants to solve a 
problem   together.   This  implies  mutual  trust  and  thus  

 
 
 
 
takes time, effort, and dedication. A collaborative network 
consists of a variety of entities that are largely autono-
mous, geographically distributed, and heterogeneous in 
terms of their operating environment, culture, social 
capital and goals, that collaborates to better achieve 
common goals (Camarinha-Matos and Afsarmanesh, 
2006). 

Clusters as a component of networking are viewed as 
geographically proximate groups of independent but 
interconnected businesses in a particular field, linked by 
commonalities and complementarities. They are often 
concentrated in a particular national region, and some-
times in a single town, but increasingly ‘cluster of 
clusters’ are emerging across regional and even national 
borders. They may be collaborating or competing; and 
they may be institutionalized or non-institutionalized 
(European Commission, 2002).  

It is argued that in an SME network, businesses that 
trust their partners are more likely to engage in 
networking with them. Businesses that have developed 
trust towards their partners within the SME network are 
more likely to turn to those businesses than try to network 
with organizations outside the SME network. After all, a 
business only possesses a certain amount of resources, 
and networking is resource demanding (Wincent, 2005). 
The success of a business relationship lies in the 
development and the growth of trust and commitment 
amongst partners (Brink and Berndt, 2004). Trust is the 
first element needed in business relationship building and 
it is the first stage in the networking process hence, the 
most important aspect. Trust lays the foundation for a 
common ground, where SMEs can successfully meet 
their expectations (Zaheer and Harris, 2006). 

The commitment of businesses to developing and 
maintaining relationships is essential to cultivate the level 
of trust and interdependency between partners that 
motivates exchange of resources (Carson et al., 2004; 
Clarke, 2006). Relationship commitment is vital as a 
precursor of network development (Johanson and Vahlne, 
2006). Commitment is viewed in terms of the willingness 
and investment of a business in developing and 
maintaining relationships with partners (Tanga, 2011).It is 
empirically supported that businesses involved with 
networks have a relatively higher survival and success 
rate and that the primary variables influencing such 
performance are inherently social in nature (Smith, 2004). 
Previous studies (Cruickshank and Rolland, 2006; Inkpen 
and Tsang, 2005) acknowledge that joining a strategic 
network has a valuable path for SMEs striving to gain a 
sustainable competitive advantage within their business 
environments. It is evident that networking, whatever its 
form, has an impact on a business's survival and success 
(Grandori and Soda, 1995). Networks enable businesses 
to concentrate on core competencies, and to achieve 
economies of scale and scope through their loosely 
integrated form (Smith, 2004).  

According to Kariv et al. (2009), networking enhances a 



 
 
 
 
business’s competitiveness. SMEs rely on their networks 
to support and enhance their business efforts to be 
competitive (De Klerk and Saayman, 2012). A well-
networked business enjoys higher growth rates and 
competitiveness (Hakimpoor et al., 2011). SMEs with 
more open networks and diverse connections have 
greater opportunities to develop successful businesses 
than an individual with many connections within a single 
or closed network (Harris et al., 2012).  

Marketing networks serve as a means of facilitating 
business activity in transition economies, and have been 
widely recognised in the literature as affecting 
businesses’ strategic choices and performance (Batjargal 
and Liu, 2004; Chung-Leung et al., 2008). According to 
Watson (2007), networking appears to be significantly 
positively associated with business’s survival; and both 
formal and informal networks are associated with SME 
survival, but only formal networks are associated with 
growth.  

Although it has been emphasized that SMEs can 
increase their competitiveness when participating in 
strategic networks, it is hard to determine which firm has 
better prospects for building competitiveness compared 
to other firms in the network. Lack of this knowledge may 
cause strategic SME network participants to lose interest 
in the long-run and stop using these networks as a tool 
for competitiveness building (Wincent, 2006). As such, 
attention to factors related to competitiveness develop-
ment within strategic SME networks has been limited. 
Despite the potential to improve their competitiveness 
when participating in an SME network, members face 
external challenges, such as free riding, opportunism, 
and uncertainty of outcomes, when operating with partly 
independent members that can be competitors (Human 
and Provan, 2000). Nevertheless, achieving a competitive 
advantage position and enhancing business performance 
relative to their competitors are the main objectives that 
businesses in particular should strive to attain. The extent 
and the strength of networks constitute a significant 
competitive advantage for SMEs (Johanson and Vahlne, 
2009). For the purpose of this study, competitiveness 
refers to a business’s ability to sustain its long-term 
performance better than its competitors in the market, as 
indicated by profitability, market share, sales and growth 
rate.  

Traditionally, business competitiveness has been 
measured using only financial indicators such as profit, 
market share, sales, and growth rate (Guzmán et al., 
2012; Man et al., 2002; Singh et al., 2008). However, 
many researchers have suggested the use of subjective 
and objective measurements in order to measure perfor-
mance, mainly because, in this context, performance, 
which is relative to its industry or sector, represents an 
indicator of their competitiveness level (Guzmán et al., 
2012). The survey of five owners-managers of SMEs 
established that most SMEs use a hybrid approach in 
measuring   competitiveness   due  to  their  concerns  on  
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meeting the financial as well as non-financial returns. 
Financial measures include profits and sales turnover 
while non-financial measures are the long-term growth 
rate and market share of the business (Chong, 2008). 
The financial performance can also be an effective 
measure of market share (Gorynia, 2005), and is 
generally defined as the return of capital, the return of 
sales and the improved measures for the comparison of 
the performance of businesses (Corsten and Felde, 
2005). Hence, most SMEs use profitability, market share, 
sales and growth rate as measures of competitiveness 
over a period of time. Based on these notions, the 
following hypotheses are presented: 
 
H1a: There is a positive relationship between networking 
and the SMEs’ trust. 
H1b: There is a positive relationship between networking 
and the commitment of SMEs. 
H1c: There is a positive relationship between networking 
and the competitiveness of SMEs.  
 
 
Trust 
 
Trust is an essential trait in networking (Kanagaretnam et 
al., 2010). Reliance on a particular type of trust depends 
on the developmental phase of the venture (Martinez and 
Aldrich, 2011). It is imperative for the SMEs to maximize 
the opportunities for building trust and learning from all of 
the stakeholder relationships (Gibb, 2006). Trust sub-
stitutes the cost of monitoring, decreasing transaction 
costs and increasing the efficiency of the collaboration 
(Casals, 2011) while enhancing competitiveness. The 
networks need to institutionalize the efforts to foster trust 
and commitment rather than treating them to be a natural 
consequence of the quality of interactions or individual 
efforts of the boundary spanners (Yaqub et al., 2010). 

Trust can be conceptualized both as a calculation of 
risks and benefits, but also more socially, toward other 
people as well as toward society as a whole (Liljeblad, 
2005). According to Coote et al. (2003), trust exists when 
one party has confidence in the honesty, reliability, and 
integrity of their partner.  Trust is an aspect that is pro-
actively pursued by all parties concerned and is a long-
term commitment that is achieved through patience and 
endurance (Koot et al., 2003). As such, trust enhances 
cooperation and flexibility, lowers costs and increases the 
potential for businesses to share their expertise and 
knowledge (Nielsen, 2005). For the purpose of this study, 
trust refers to the degree of confidence the individual 
partners have in the reliability, honesty, integrity, 
benevolence and competence of each other. 

According to Sahay (2003), a crucial relationship exists 
between trust and collaboration. Trust has a positive 
influence on commitment, and improves the relationship 
between business partners (Narayandas and Rangan, 
2004). Despite  increased  interest and the acknowledged  
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role of trust in a business’s competitiveness, there have 
not yet been any theoretically and empirically coherent 
attempts to measure trust in an inter-organizational 
context (Seppa¨nen et al., 2007). 

Although the primary objectives of the network activities 
relate to the support of business activities, social 
variables such as trust have been established as the 
primary determinants of the success of such business 
relationships (Smith, 2004). Relationships that are built 
on trust and confidence in each other are very valuable, 
in that it will minimize costs involved and will help to build 
sustainable competitive advantages for SMEs (Wickham, 
2004). Trust also minimizes the levels of social litigation 
needed and it fosters and promotes social arrangements 
and contacts (Koniordos, 2005). Previous studies (Gibb, 
2006) established that the entrepreneur, who had 
subsequently developed the most appropriate contacts 
into acquaintances, built them into transactional relation-
ships and turned into partnerships. The partners were 
then turned into friends, the friends then into “family” and 
the family into networks whom he could trust and 
exchange favours with. Against this background, the 
following hypothesis is developed:  
 
H2: There is a positive relationship between achieving 
trust and the competitiveness of SMEs. 
 
 
Commitment 
 
Commitment has been defined and measured in different 
ways over the years, and its antecedents are based 
mainly on studies of dyadic relationships between 
individuals or businesses (Andrésen et al., 2012). 
Commitment is measured in terms of the frequency of 
communication between an SME owner-manager and 
each network member (Carson et al., 2004). According to 
Andrésen et al. (2012), commitment is defined as the 
allegiance of those representing the participating 
businesses to the network as a unit. For the purpose of 
this study, commitment refers to short-term sacrifices and 
allegiances made by partners to the relationships in order 
to realize long-term benefits.  Positivistic research has led 
to an understanding that the concept of commitment is 
multidimensional and differentiated (McKenna, 2005). It 
comprises affective commitment which reflects an 
employee’s emotional attachment to, identification with, 
and involvement in an organization. 

Normative commitment, on the other hand, reflects the 
view that an employee has a duty or an obligation to stay 
with an organization. According to Da Rocha et al. 
(2012), commitment has three different, but closely 
related, multi-dimensional constructs: market commit-
ment, relationship commitment and commitment to 
internationalization.  

Previous studies (Nolan et al., 2007) reveal that 
commitment is characterized by formal yet interdependent  

 
 
 
 
relationships, encompassing clear business goals with 
collective accountability for delivery to give the business 
a competitive edge. As such, commitment can be 
attitudinal or behavioural (Andrésen et al., 2012). 
Attitudinal commitment concerns the process by which 
businesses come to think about their relationships, while 
behavioral commitment concerns the process by which 
businesses invest in their relationships (Sharma et al., 
2006). In network contexts, it is not a case of a business 
tying itself to someone else in the network but rather of 
psychologically binding oneself by making a commitment 
or efforts to retain the relationship with the network 
(Johanson and Roxenhall, 2009). Based on the anecdotal 
and empirical evidence from the above, the following 
relationship is hypothesized:   
 
H3: There is a positive relationship between the 
commitment of SMEs and their competitiveness. 
 
 
Proposed hypothesized model 
 
The literature study has revealed a number of networking 
variables that influence the competitiveness of SMEs. 
Based on these factors, the following hypothesized model 
is proposed (Figure 1). 

Figure 1 illustrates how the independent variable 
(networking) is influenced by the mediating variables, 
namely trust and commitment. These, in turn, lead to 
increased competitiveness (dependent variable), which is 
measured by profitability, market share, sales, and 
growth rate. The various relationships hypothesized 
between the independent, mediating and dependent 
variables are summarized below: 
 
H1a: There is a positive relationship between networking 
and the SMEs’ trust. 
H1b: There is a positive relationship between networking 
and the commitment of SMEs. 
H1c: There is a positive relationship between networking 
and the competitiveness of SMEs. 
H2: There is a positive relationship between achieving 
trust and the competitiveness of SMEs. 
H3: There is a positive relationship between the 
commitment of SMEs and their competitiveness. 
 
 
METHODOLOGY 
 
This is a conceptual paper that will follow a quantitative 
research paradigm. The hypothesized model could be 
tested using SMEs in Uganda drawn from various 
industrial sectors. Quantitative data could be collected 
using a structured questionnaire and analyzed using 
Statistical Programme for Social Scientists (SPSS) for 
Windows. An exploratory factor analysis could also be 
conducted, and Cronbach-alpha coefficients calculated to 



Turyakira and Mbidde         47 
 
 
  

Independent Variable Mediating Variables       Dependent 

              variable 

  

 

 H 

   H1a H2  

    

     

      

     H1b    H3 
          

  

 

 H1c  

 

Networking 

Trust 

Commitment 

Competitiveness 

 
 
Figure 1. Proposed hypothesized model of networking factors and competitiveness. Source: Researchers’ own 
construction. 

 
 
 
determine the discriminant validity and reliability of the 
measuring instrument. Correlations could be analyzed 
using Structural Equation Modeling (SEM). 
 
 
CONCLUSION, LIMITATIONS AND 
RECOMMENDATIONS 
 
SMEs play a crucial role and are considered to be one of 
the principal driving forces in the socio-economic 
development of modern economies, both developed and 
developing. However, with limited financial resources and 
managerial capabilities, SMEs in the majority of 
developing countries face tremendous difficulties to 
survive. It is acknowledged that networking among SMEs 
is an emerging approach to SME competitiveness in 
developing countries. Building a high-value network that 
makes a considerable contribution to a business' success 
is extremely important in today’s competitive business 
environment. As the market realities change and 
businesses join forces under the umbrella of strategic 
alliances, collaborations and clusters, networking is an 
essential element that can increase the competitiveness 
of SMEs. Successful networking is created on the 
grounds of mutual trust, commitment, shared knowledge 
and valuable relationships that enable businesses to 
grow and survive by  doing  business  directly  with  other 

businesses or by referring one another. Indeed, 
networking can be a business's best marketing strategy, 
especially for SME owners. 

While this study sheds light on the relationship between 
networking and SME competitiveness, it has some 
limitations that must be taken into consideration. For 
example, subjective measures may be used to capture all 
the variables studied, which may contain biased 
responses from respondents. Literature on networking 
and SME competitiveness is also lacking, especially in 
developing countries like Uganda.  

For SMEs to benefit from networking arrangements, 
they need to establish sincere interest to their partners by 
encouraging conversation. The goal of networking is to 
establish long-term mutually beneficial relationships with 
partners in order to boost profitability. SMEs should help 
promote other businesses as well in the context of 
creating mutually beneficial relationships. Governments 
need to provide an enabling environment and design 
policy frameworks that stimulate and accelerate forms of 
inter-business collaboration. Such networking arrange-
ments will help SMEs co-operate and develop strategic 
alliances which can result in mutual benefits.  
 
 

Conflict of Interests 
 
The authors have not declared any conflict of interests. 



48          Afr. J. Bus. Manage. 
 
 
 
REFERENCES 
 
Akoorie M, Pavlovich K (2003). Strategic Alliances and Collaborative 

Partnership, A Case Book, Palmerston North, Dunmore Press. 
Andrésen E, Lundberg HT, Roxenhall (2012) . Designing for 

commitment in regional strategic networks.  Manage. Res. 
Rev.35(6):531-552. 

Basil ANO (2005) . Small and medium enterprises in Nigeria, problems 
and prospects. Unpublished doctoral thesis, St. Clements University, 
Nigeria.  

Batjargal B,  Liu M (2004). Entrepreneurs’ access to private equity in 
China, The role of social capital. Organizat.Sci. 15(2), 159-172. 

Brink A, Berndt  A (2004). Customer relationship management and 
customer service, Lansdowne: Juta & co Ltd. 

Camarinha-Matos LM, Afsarmanesh H (2006). Collaborative networks, 
Value creation in a knowledge society. Conference Proceedings of 
PROLAMAT’06 (Springer) – Shanghai, China.  

Carson D, Gilmore A, Rocks S (2004). SME marketing networking, A 
strategic approach. Strategic Change 13:369-382.  

Casals FE (2011). The SME Co-operation Framework, a Multi-method 
Secondary Research Approach to SME Collaboration. 2010 
International Conference on E-business, Management and 
Economics. IPEDR. 3  Hong Kong. 

Chong HG (2008). Measuring performance of small-and-medium sized 
enterprises, the grounded theory approach. J. Bus. Pub. Affairs 
2(1):1-13. 

Chung-Leung L., Yau OHM, Sin LYM, Tse ACB, Chow RPM,  Lee JSY 
(2008). The effects of social capital and organizational 
innovativeness in different institutional contexts. J. Int. Bus. Stud. 
39(4):589-612. 

Clarke N (2006). The relationships between network commitment, its 
antecedents and network performance. Manage. Decis. 44(9):1183-
1205. 

Coote L, Forrest EJ, Tam TW (2003). An investigation into commitment 
in non-Western industrial marketing relationships. Ind. Market. 
Manage. 32(7):595–604.  

Corsten D, Felde J (2005). Exploring la performance effects of key-
supplier collaboration, an empirical investigation into Swiss buyer-
supplier relationships. Int. J. Phys. Distribut. Logistics Manage. 
35(6):445-461. 

Cruickshank P, Rolland D (2006). Entrepreneurial success through 
networks and social capital, exploratory considerations from GEM 
research in New Zealand. J. Small Bus. Entrepr. 19(1):63–80.  

Damirchi QV,  Rahimi G (2011). Design a conceptual ERP Model for 
small and medium enterprises of Iran. Interdisciplinary J. Contemp. 
Res. Bus. 3(5):850-860.  

Da Rocha A, De Mello RC, Pacheco H, Farias ID (2012). The 
international commitment of late-internationalizing Brazilian 
entrepreneurial firms. Int. Market. Rev. 29(3):228-252. 

De Jong JPJ, Hulsink W (2012). Patterns of innovating networking in 
small firms. Euro. J. Innovat. Manage. 15(3):280-297. 

De Klerk S, Saayman M (2012). Networking as key factor in 
entrepreneurial success. Euro. Bus. Rev.24(5):382-399. 

European Commission (2002). Final report of the expert group on 
enterprise clusters and networks, Brussels.  

Gibb A (2006). Making markets in business development services for 
SMEs: Taking up the Chinese challenge of entrepreneurial 
networking and stakeholder relationship management. J. Small Bus. 
Enterprise Dev.13(2):263-283. 

Gorynia M (2005). Competitiveness of firms from Ziemia Lubuska and 
Poland’s accession to the European Union. J. East Euro. Manage. 
Stud. 10(3):195-217. 

Grandori A, Soda G (1995). Inter-firm networks, Antecedents, 
Mechanisms and Forms. Organ. Stud. 16(2):183-214.  

Guzmán GM, Serna MDM, Ramirez GCL (2012). Competitiveness in 
manufacturing SMEs, A perspective of México. Int. J. Arts Commerce 
1(4):60-75. 

Hakimpoor H, Tat HH, Khani N, Samani MB (2011). Marketing 
Networking Dimensions (Mnds) and Smes’ Performance, A New 
Conceptual Model. Australian J. Basic Appl. Sci. 5(10):1528-1533. 

Harorimana D (2009). The Gatekeepers’ Intervention in Innovation and 
Technological Transfer. Electronic  J. Knowl. Manage. 7(1):63-76.  

 
 
 
 
Harris L, Rae A, Misner I (2012). Punching above their weight, the 

changing role of networking in SMEs. J. Small Bus. Enterprise Dev. 
19(2):335-351. 

Hatega G (2007). SME development in Uganda. Private Sector 
Foundation Uganda. Paper presented at a Local SMEs Conference 
on 14th-March, 2007, Sheraton Kampala.  

Human SE  Provan KG (2000). Legitimacy building in the evolution of 
small-firm multilateral networks: a comparative study of success and 
demise. Adm. Sci. Q. 45:1-33. 

Inkpen AC, Tsang EWK (2005). Social capital, networks and knowledge 
transfer. Acad. Manage. Rev. 30(1):46–165.  

Johanson J, Vahlne JE (2006). Commitment and opportunity 
development in the internationalization process, A note on the 
Uppsala internationalization process model. Manage. Int. Rev. 
46(2):165-178.  

Kanagaretnam K, Mestelman S, Nainar SM , Shehata M (2010). Trust 
and reciprocity with transparency and repeated interactions. J. Bus. 
Res. 63, 241-247. 

Kariv D, Menzies TV, Brenner GA, Filion LJ (2009). Transnational 
networking and business performance, Ethnic entrepreneurs in 
Canada. Entrepr. Regional Dev. 21(3), 239-264. 

Koniordos SM (2005). Networks, Trust and Social Capital – Theoretical 
and Empirical investigations from Europe. Hants, UK: Ashgate Publ. 

Koot W, Leisink P, Verweel P (2003). Organizational relationships in the 
networking age – The dynamics of identity formation and bonding. 
Cheltenham, UK: Edward Elgar. 

Liljeblad AJ (2005). Towards a more comprehensive understanding of 
trust, Exploring the public’s trust in natural resource management. 
Unpublished master’s thesis, University of Montana. 

Lin CY, Zhang J (2005). Changing Structures of SME Networks, 
Lessons from the Publishing Industry in Taiwan. Long Range Plann. 
38:145-162. 

Man TWY, Lau T, Chan KF (2002). The competitiveness of small and 
medium enterprises, A conceptualization with focus on 
entrepreneurial competencies. J. Bus. Ventur. 17(2):123-142. 

Martinez MA, Aldrich HE (2011). Networking strategies for 
entrepreneurs, balancing cohesion and diversity. Int. J. Entrepr. 
Behav. Res.17(1):7-38. 

McKenna S (2005). Organisational commitment in the small 
entrepreneurial business in Singapore.  Cross Cult. Manage. 
12(2):16-37. 

Narayandas D, Rangan VK (2004). Building and Sustaining Buyer–
Seller Relationships in Mature Industrial Markets. J. Market. 68:63-
77. 

Nielsen BB (2005). The role of knowledge embeddedness in the 
creation of synergies in strategic alliances. J. Bus. Res. 58(9):1194-
1204. 

Niu K (2010). Organizational trust and knowledge obtaining in industrial 
clusters. J. Knowl. Manage. 14(1):141-155.  

Nolan T, Brizland,  Macaulay L (2007). Individual trust and development 
of online business communities. Inform. Technol. People 20(1):53-71. 

Sahay BS (2003). Understanding trust in supply chain relationships. Ind. 
Manage. Data Syst. 103(8):553-563. 

Seppanen R, Blomqvist K, Sundqvist S (2007). Measuring 
interorganizational trust, a critical review of the empirical research in 
1990-2003. Ind. Market. Manage. 36(2):249-65. 

Sharma N, Young L, Wilkinson I (2006). The commitment mix, 
dimensions of commitment in international trading relationships in 
India. J. Int. Market. 14(3):64-91. 

Singh RJ, Garg SK,  Deshmukh SG (2008). Strategy development by 
SMEs for competitiveness, a review. Int. J. 15(5):525-547. 

Smith S (2004). The role of trust in SME business network relationships. 
University of Newcastle Callaghan, Australia. 

Tang YK (2011). Influence of networking on the internationalization of 
SMEs, Evidence from internationalized Chinese firms. Int. Small Bus. 
J. 1:1-25. 

Thrikawala SS (2011).  Impact of Strategic Networks for the Success of 
SMEs in Sri Lanka. World J.Social Sci.1(2), 108-119.   

Trequattrini R, Russo G, Lombardi R (2012). Defining Business 
Network. Int. J. Bus. Res.Manage. 3(1):29-34.  

Turyakira P (2012). Corporate social responsibility, A competitive 
strategy   for   small   and   medium-sized    enterprises   in   Uganda.  



 
 
 
 

Unpublished doctoral thesis, Nelson Mandela Metropolitan University, 
South Africa.   

Tushabomwe-Kazooba C (2006). Causes of Small Business Failure in 
Uganda, A Case study from Bushenyi and Mbarara Towns. Afr. Stud. 
Q. 8(4):1-13.  

Uganda Ministry of Finance, Planning and Economic Development July, 
2011. The National Micro, Small and Medium Enterprise (Msme) 
Policy Draft Report.  

Watson J (2007). Modelling the relationship between networking and 
firm performance. J. Bus. Ventur. 22:852-874.  

Wickham PA (2004). Strategic Entrepreneurship. 3rd ed. Essex, UK: 
Pearson Education. 

Wincent J  (2005). Does Size Matter? A study of firm behaviour and 
outcomes in strategic SME Networks. J. Small Bus. Enterprise Dev. 
12(3):437-453.  

 
 

Turyakira and Mbidde         49 
 
 
 
Wincent J  (2006). On Building Competitiveness in Strategic SME 

Networks: Empirical Analysis of 54 Firms in Two Networks. 
Unpublished doctoral thesis, Luleå Univ.Technol. 

Yaqub MZ, Malik A,   Shah H (2010). The Roles of Satisfaction, Trust 
and Commitment in Value-Creation in Strategic Networks. Euro. J. 
Econ., Finance Adm. Sci. 18:133-145. 

Zaheer A, Harris J ( 2006). Interorganizational trust. In: O. Shenkar & J. 
Reuer (Eds.), Handbook of strategic alliances. (pp. 169-199). 
Thousand Oaks, CA: SAGE Publications, Inc. doi: 
http://dx.doi.org/10.4135/9781452231075.n10  

 
 
 
 
 
 

 
 
 
 
 
 
 
 


