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ABSTRACT 

 

Business performance has become a broad important area of study amongst social 
science researchers. Empirical outcomes in the literature suggest various influence 
factors that may stimulate the firm or organization performance. However, in the 
current challenging and uncertain business environment, an auxiliary study is 
beneficial in determining the main success factors, particularly in the context of Small 
and Medium-sized Enterprises (SMEs). The primary concern of this research was to 
investigate the relationship between strategic improvisation, entrepreneurial 
marketing, social capital and business performance. In order to improve the outcome 
of the study, the moderating influence of government support was considered. A 
quantitative research method was used. 13 hypotheses were proposed and the 
framework was investigated using the underpinning theory of the Research Based 
View (RBV). A number of 213 registered Agrobazaar Kedai Rakyat (AKR) 
entrepreneurs were the respondents in this study. Data was collected using a structured 
self-administered questionnaire and the research covered 14 states in Malaysia. SPSS 
version 24 was used to analyse this research model for screening and descriptive data 
analysis. Then, inferential analysis was performed using the Smart Partial Least 
Squares (Smart-PLS 3.0) analysis technique. Strategic improvisation was found to be 
the most important predictor, followed by six (6) dimensions of entrepreneurial 
marketing and social capital. The findings were significant and they were positively 
related to business performance. In addition, 11 hypotheses were confirmed to be 
supported; however, another two hypotheses, and the moderating effect of government 
support, were found to be significant but negatively moderated the relationship of 
strategic improvisation and social capital with business performance. Given the 
importance of strategic improvisation, entrepreneurial marketing, social capital and 
government support in determining business performance. This research framework 
appears to be an original and valuable contribution to the body of knowledge that can 
assist small business entrepreneurs, practitioners, stakeholders, policy-makers, and 
government agencies in responding to market turbulence. 

 
Keywords: business performance, strategic improvisation, entrepreneurial marketing, 

social capital and government support 

 

 

 

 

 

  



ABSTRAK 

 

Prestasi perniagaan kini menjadi antara cabang kajian yang penting dan meluas dalam 
kalangan penyelidik sains sosial. Hasil empirik dalam literatur telah mencadangkan 
pelbagai faktor berpengaruh yang dapat merangsang prestasi sesebuah syarikat atau 
organisasi. Namun,  bagi  mendepani suasana persekitaran perniagaan semasa yang 
kian mencabar dan tidak menentu. kajian lanjut yang lebih konstruktif perlu dijalankan 
bagi mengenal pasti faktor-faktor yang menjadi penyumbang utama kepada kejayaan 
sesebuah perniagaan terutamanya dalam konteks Perusahaan Kecil dan Sederhana 
(PKS). Penyelidikan ini bertujuan untuk meneliti hubung kait antara improvisasi 
strategik, pemasaran keusahawanan, dan modal sosial terhadap prestasi perniagaan. 
Bagi mengukuhkan lagi dapatan kajian, pengaruh penyederhanaan sokongan kerajaan 
turut diselidik. Penyelidikan dijalankan secara kuantitatif dengan melibatkan 13 
hipotesis yang telah dicadangkan dan diuji berdasarkan teori Pandangan Berasaskan 
Sumber (RBV). Responden kajian terdiri daripada 213 pengusaha Agrobazaar Kedai 
Rakyat (AKR) yang berdaftar. Pengumpulan data dilakukan dengan menggunakan set 
borang soal selidik berstruktur yang ditadbir kendiri, yang merangkumi 14 buah negeri 
di seluruh Malaysia. Perisian SPSS versi 24 digunakan untuk proses penyaringan data 
dan analisis secara deskriptif. Sementara itu, teknik analisis melalui perisian Smart-
PLS 3.0 dijalankan bagi analisis inferensi. Dapatan kajian ini membuktikan bahawa 
improvisasi strategik merupakan faktor peramal yang utama, diikuti enam dimensi 
pemasaran keusahawanan, dan modal sosial. Hasil kajian menunjukkan bahawa 
kesemua faktor adalah signifikan serta mempunyai hubungan yang positif terhadap 
prestasi perniagaan. Selain itu, 11 hipotesis terbukti disokong. Manakala,  dua 
hipotesis lain, dan sokongan kerajaan sebagai penyederhana didapati signifikan namun 
menyederhanakan secara negatif  hubungan di antara improvisasi strategik dan modal 
sosial terhadap prestasi perniagaan. Faktor usahawan menunjukkan keprihatinan yang 
serius terhadap pemboleh ubah improvisasi strategik, pemasaran keusahawanan, 
modal sosial serta perlunya sokongan kerajaan dalam menentukan prestasi perniagaan. 
Kerangka kajian ini terbukti menjadi sumbangan yang asli dan berharga dalam 
menambah ilmu pengetahuan serta membimbing pemilik perniagaan, pengamal, 
pemegang taruh, pembuat dasar dan agensi kerajaan dalam mendepani persekitaran 
pasaran yang tidak menentu. 

Kata Kunci: prestasi perniagaan, improvisasi strategik, pemasaran keusahawanan, 
modal sosial, dan sokongan kerajaan 
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1.1 Introduction 

CHAPTER ONE 

INTRODUCTION 

To begin with, this chapter wilt deliberate on the synopsis of the present study in detail, 

starting with the background of the study, followed by relevant issues and problems, 

and subsequently discussing the research questions and objectives to overcome the 

problem addressed earlier. Next, the scope of the study is presented, the potential 

significance of the present study is highlighted, the key tenns are defined, and the 

organisation of the thesis is outlined. 

1.2 Background of the Study 

Business performance has become an important and broad area of study amongst social 

sciences researchers (Adeiza, 2017; Mahmood & Abu Bakar, 2016; Woodside & Ko, 

2015; Xin, Zhang, & Qin, 2014; Santarelli & Tran, 2013). Besides, entrepreneurship 

development is becoming a major concern around the world since many countries' 

statistics show an alarming number of SME venture failures (Amjad, Abdul Rani, & 

Sa'atar, 2020). Realising the importance of economic growth, various initiatives have 

been implemented in many countries in an effo1t to increase the economy of the 

population in an uncertain economic environment (Kozlowski & Matejun, 2016). The 

effects of globalisation have attracted large players to run their businesses in Malaysia, 

which have indirectly resulted in a more competitive business environment and have 

posed challenges to all SMEs to be sustainable in the market (Shamsuddin, 2014). 



The world has recently been affected by the coronavirus disease 2019 (COVID-19), 

which has directly impacted small businesses (Bartik et al., 2020). Due to the outbreak, 

many strategies need to take place during large-scale emergencies to cope with the 

pandemic crisis (Crick & Crick, 2020). Discontinuing the operation of SMEs has a 

negative impact on the whole economy. SME's have been attempting to rebuild 

themselves from the unanticipated consequences by leveraging on innovation, skills, 

and economic resources, with a concentrated effort by enterprises and the government 

(Gaulin, Qamruzzaman, Mehta, Naqvi, & Karim, 2021 ). 

Consequently, the Malaysian government has been implementing various phases of the 

Movement Control Order (MCO) since 18 Mac 2020 in order to deal with the COVID-

19 pandemic that has impacted various countries around the world. For that reason, 

economic activities have recorded negative growth for the first three consecutive 

quarters in the year 2020. The services sector, a major contributor to economic activity, 

has been highly affected by this outbreak and has dropped significantly compared to 

the year 201 9, whereas the unemployment rate recorded 4.5 percent for the year 2020. 

In December 2020, Malaysia's Gross Domestic Product (GDP) contracted 3.4 percent 

compared to negative 2.6 percent in the preceding quarter. This perfonnance has been 

supported by private consumption since customers spend on essential items such as 

food products, as well as from active household online activities. Conclusively, for the 

year 2020, Malaysia's Gross Domestic Product was at 5.6 percent compared to the 

preceding year, at 4.3 percent in 2019 (Department of Statistics, 2021 ). 
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Malaysia's economic progress has been contributed by the expansion of small-medium 

enterprises (SMEs). SMEs can be considered as the foundation of the Malaysian 

economy, and the country's population had increased to 31,949,777 people in 2019, 

according to the World Bank data (2021). In line with that, the government has played 

its role in fostering SME performance by providing various incentives and support 

(Abdul Halim, 2018). Based on the official data from the World Bank, the Gross 

Domestic Product (GDP) in Malaysia was valued at 364.681 billion US dollars in 2019, 

constituting 0.30 percent of GDP in the global economy (The World Bank, 2021). 

Malaysia is a developing country that is moving towards a high-income developed 

nation expected by the year 2020; thus, it needs to be very competitive in many sectors 

(N.Abdullah & Rosli, 2015). In line with this, the effotis and steps tal<en by the 

government to ensure the country's progress are consistent with the improvement in 

people's living standards. As specified in the 11 th Malaysia Plan (Rancangan Malaysia 

Ke-11, 2016), by the year 2020, in becoming a developed country with a per capita 

income ofUSD 15,000, one of the government's main aims is to ensure that citizens 

can enjoy a better quality of life. Statistics showed that GDP per capita (current USD) 

was at USD 9,502.56 in 2016, compared to USD 11 ,183 in 201 4 (The World Bank, 

2021 ). Due to the magnitude of recent changes in economic conditions, more proactive 

actions need to be taken and framed towards achieving national targets by the year 

2020. Based on the recent details from the World Bank Data (2021), Malaysia's GDP 

has been recorded up to the year 2019 as the most recent year; therefore, the researcher 

gathered the data from the Department of Statistics, Malaysia (2021) to be used in 

generating Figure 1.1. 
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Moreover, as reported by SMEs Corporation Malaysia, 2016, the total establishment of 

registered SMEs in Malaysia was recorded at 98.8%. From all registered films, micro

enterprises were 693,670, which constituted 76.5%, followed by small-sized businesses 

at 197,783 (21.2%), and medium-sized businesses at 20,6 12 (2.3%). Considerably, in 

the Eleventh Malaysia Plan (2016-2020), the national income per capita showed an 

increase of more than 25 folds from USO 402 in 1970 to USD 10.796 in 2014. This 

achievement indicates that Malaysia is now on a stable path, aiming to become a 

developed nation that would surpass the minimum income of high-income economies, 

with USD 15,000 by 2020. At the domestic level, Malaysia's younger population has 

increased, with a median age of about 30 years, with those in the working group 

representing 70% of the total population. The advantage of this demographic will 

contribute to an acceleration of economic growth (Economic Planning Unit, 2015). 

Malaysia is now moving forward to address the issues and challenges that can 

strengthen economic resilience. Among the five (5) fundamental problems to be solved 
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by the Government in the 11 th Malaysia Plan are the uncertainty of the world's 

economy, slow productivity growth, limited fiscal policy management space, low 

worker compensation, and gaps in household income. These challenges can make an 

impact on the performance of the national economy and the cornerstone of its growth 

in the future (l Ph Malaysia Plan, 2015). Besides, the World Bank reported that the 

poverty level among Malaysians in 2015 was 7.6%; based on the percentage of the 

population, poverty significantly dropped to 5.6% in 2018. Data was reported based on 

the headcount ratio of the national poverty line (The World Bank, 2021 ). 

The commercial retail sector has contributed considerably to the Gross Domestic 

Product (GDP). In 2017, the Wholesale and Retail Trade sub-sector contributed 29.8% 

to the Gross Domestic Product (GDP) of the Services sector. Precisely, based on 

Principal Statistics of Retail Trade in Malaysia from 20 I 0- 2019, the sales value of the 

retail business had increased from RM239,396,021,000 m 2010 to 

RM537,600,200,000 in the year 2019. The number of workers employed had also 

increased from 909,023 to 1,091,158 workers, respectively (Department of Statistics, 

Malaysia). 

Besides, other countries in Southeast Asia have s hown an increasing number of retai l 

businesses on a full scale, and for some developing areas, small-scale retail businesses 

still exist along with large-scale retailers (Mui, Badarulzaman, & Ahmad, 2003). As 

can be seen over a decade, there had been significant changes with the emergence of 

multinational retailers in Malaysia. Fo1merly, the retail business was more emphasised 

in the form of supe1markets, mini markets, and night markets. However, nowadays 

users have the option of shopping in grocery stores by large retailers like hypermarkets, 

warehouse clubs, and superstores, which are now thriving and have become 
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increasingly popular (Mohd Roslin & Melewar, 2008). Indirectly, this situation has 

affected the business perfonnance of local retailers to some extent. 

In view of the magnitude of SMEs, Saleh, Caputi, and Harvie (2008) highlighted five 

substantial challenges frequently encountered by the majority of Malaysian SMEs: the 

difficulty of procuring funds; competitiveness; the incapability of meeting 

technological and innovative necessities; individual determinants such as the scarcity 

of skilled human capital; and the influence of non-conducive government policies. Even 

though many small firms in developing countries cannot expand their business due to 

the limited number of employees, surprisingly, some businesses show rapid and 

substantial growth (Nichter & Goldmark, 2009). 

In connection with that, the government should provide SMEs with appropriate 

management skills and knowledge to compete, maintain, and be competitive in today's 

challenging business environment (Mui Hung, Abdullah Effendi, Abdul Talib, & Abdul 

Rani, 2011). Hence, to overcome these matters, one of the initiatives taken by the 

government was to design and implement a project called Agrobazaar Kedai Rakyat 

(AKR) on July 20, 2008, by the former Prime Minister, Tun Abdullah Haji Ahmad 

Badawi. The main issue was related to the emergence of rising prices of basic goods 

among the population from the effects of rising oil prices, which had resulted in 

pressures on those with low and middle-income. This project was placed under the 

coordination of the Integrated Coordination Unit (ICU) JPM and Federal Agricultural 

Marketing Authority (FAMA), both of which were directly involved as the 

implementing agencies (Rashid, 2011 ). 
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The applied concept rebranded existing grocery stores into Agrobazaar Kedai Rakyat. 

These AKR outlets would serve to encourage farmers to apply the concept of contract 

farming, by selling their products directly at the Pasar Tani, ABRIM, and AKR outlets 

throughout Malaysia (Federal Agricultural Marketing Authority, 201 7). As reported in 

the news, as of February 2018, 426 units of Agrobazaar Kedai Rakyat (AKR) had been 

opened throughout Malaysia as one of the government's efforts in addressing the rising 

cost of living (BERNAMA, 201 8). 

The Agrobazaar Kedai Rakyat (AKR) project was one of the projects under the ICU -

JPM, created mainly to help and benefit entrepreneurs in retail businesses who sell daily 

basic goods. The new concept of the retail stores displayed more attractive images, 

being neater and more organised. In the meantime, FAMA had been responsible for 

providing essential groceries to the AKR stores at affordable prices. This programme 

offered financial support in tenns of grants and loans, providing various types of storage 

equipment that have been determined by FAMA, as well as related products. The 

programme also offered entrepreneurship courses and supplied promotional materials 

such as banners, plastic bags, racks, and others. 

Based on records, as of December 2018, a total of 368 retail stores were registered 

under AKR projects throughout Malaysia (FAMA, 20 18). Figure 1.2 and Figure 1.3 

below show the number of AKR outlets from 2009 to 2018. 
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Figure 1.2 
Numbers of registered Agrobazaar Kedai Rakyat (AKR) from the year 2009-2018 
Source.· FAMA, 2018 
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Table 1.1 

Distributed location of Agrobaazar Kedai Rakyat (AKR) in Malaysia 

YEAR/ 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 Total 

STATES 

Perlis 5 3 2 2 18 

Kedah 10 3 7 6 4 4 3 4 2 43 

Pulau Plnang 2 2 2 2 2 2 14 

Perak 5 4 6 7 13 6 5 2 49 

Selangor 4 3 3 14 

Wilayah 5 s 
Persekutuan 

Negeri 2 2 3 2 2 14 

Sembilan 

Melaka 2 2 4 3 2 2 2 19 

Johor 2 4 3 8 4 2 2 26 

Pahang 2 2 4 2 7 4 2 3 2 28 

Kelantan 2 2 2 3 4 2 2 20 

Terengganu 8 2 2 4 2 2 23 

Sabah 3 2 8 6 8 3 7 2 2 41 

Sarawak 3 5 3 10 26 6 54 

TOTAL 34 25 36 49 38 54 66 19 32 15 368 

Source: FAMA 2018 

From the table above, there was an extreme increase in the number of AKR for both 

Sabah and Sarawak in 2015 . However, the data shows a decrease in the number of 

outlets in other states in Peninsular Malaysia. Overall, there had been a fluctuating 

number of registered outlets from various places in Malaysia from 2009 to 2018. 

Maintaining the existing number of registered outlets became FAMA's critical concern 

in ensuring that the proj ect could run successfully based on earlier projections to meet 

the objective of its implementation. For that reason, this study aims to explore factors 

associated with the growth of small finns, specifically towards this business entity. 
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1.3 Problem Statement 

In the current economic setting, academic scholars and practice managers consider the 

measurement and evaluation of business performance as a crucial issue, as discussed in 

the literature. Today's businesses must become more profitable and react quickly (Hair 

Jr, Black, Babin, & Anderson, 2019), especially in the highly competitive and fast

paced economic environment (Adeiza, 2017). Accordingly, outcomes from empirical 

studies in the literature suggested various influential factors that may stimulate a firm 

or an organisation's performance. The uncertainty of business perfonnance may lead 

to business premises' inability to survive longer in the market and become less 

profitable as expected (Nichter & Goldmark, 2009), generating low incomes resulting 

from fundamental policy problems, particularly in rural areas (Fuller-Love, Midmore, 

Thomas, & Henley, 2006). Precisely, in the case of AKR businesses in Malaysia, after 

more than a decade of establishment, comprehensive studies are crucial towards 

investigating the perfonnance of ongoing businesses. 

Over the years, the number of AKR outlets seems to have been increasing and moving 

towards achieving the established target, as shown in Table 1.1 earlier. As repo1ted by 

BERNA MA (2018), a total of 426 outlets have been cunently registered throughout 

the country. However, in the latest figure reported by FAMA, as of December 2019, 

only 368 AK.R outlets were still active in the country while the rest was considered 

closed and inactive. The fluctuating number of businesses that are sustained in the 

market might have significantly been a result of several factors. A study conducted by 

S. Abu Bakar (2012), highlighted some of the causes of failures among micro

enterprises in Malaysia, due to a lack of management, poor sales, and insufficient 

marketing skills, and incompetent competitiveness when competing with rivals. 
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Despite being guided by many government agencies, there were certain problems 

associated with micro-enterprises, as they were unskilled and inexperienced 

(Nurulhasanah, Zulnaidi, & Rafisah, 20 14), besides other causes such as the difficulty 

of obtaining financing and the shortage of capital (Basah et al., 2016). 

Many researchers have measured the business performance of firms or SMEs for the 

sake of improving their operation (Prakash, Jha, Prasad, & Singh, 2017; Ryu, Lee, & 

Choi, 2015; Abebe, 2014). According to Annick (2005), performance is about 

achieving organisational objectives; the definition is derived from three different 

descriptions, namely, perfo1mance is a measure of success, performance is a result of 

an action, and perfonnance is the action itself (Maria & Elena-Juliana, 2016). Then, the 

execution of performance measures using consistent and high-quality processes in 

different businesses or sectors is a necessity for enhancing knowledge in this area 

(Bourne et al., 2003). Nevertheless, some areas could be improved to strengthen the 

measurement of business performance assessment in various dimensions (Franco

Santos et al. , 2007). Therefore, further study is necessary to measure business 

performance in the context of small scale. 

According to Hee Hoe et al. (2012), a wide business practice in Malaysia is by relying 

on low technology, with most businesses still using manual labour. The current training 

programme offered to the low-income segment has barTiers such as training content that 

is too general and costly, while the current grant scheme provided by the government 

has fallen into a high cost and charity trap (Omar, Nazri, Aniza, and Wel, 2014) . A 

previous study was conducted on 45 AKR owners who established their businesses in 

2009. Statistically, the findings showed a positive result, where all samples agreed that 

there is an increase in sales after joining the project, while 95.8% of the Agrobazaar 
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Kedai Rakyat (AKR) customers' agreed that this project could be extended to rural 

areas (Rashid, 2011). Regrettably, no further research has been conducted to gauge this 

project's peiformance. 

According to Tabesh and Vera, (2020), in dealing with COVID-19 pandemic and 

economic crises, managers must grasp the value of improvisational decision-malcing 

and the tools accessible to them in order to make speedy and quality decisions. Previous 

study showed the importance of strategic improvisation in the business remains unclear 

and research in this area is still relatively underdeveloped (Arshad et al. 2015), and lack 

of studies tbat employed the improvisation strategy as a determining factor in 

evaluating business performance (Keat, Ooi, & Ahmad, 2012). While only a few have 

identified the sustainability of newly established retail businesses (Reinartz, Dellaert, 

Krafft, Kumar, & Varadarajan, 201 1). Furthermore, Falkheimer and Sandberg (20 18), 

stated that strategic improvisation is a combination of the need for planning and 

structure with creative action, with the ideas to work in an efficient way. Knowing that 

improvement is a critical area of organisational learning, it is still neglected and less 

attention is paid (Crossan & Son-enti, 1997). Improvisation appears mandatory in 

certain circumstances, specifically in high-risk settings that necessitate instant remedial 

activities in an organisation (J ambeker & Pelc, 2007). 

Furthennore, due to the limited resources available in the current business environment, 

SMEs must be embedded with strategic improvisation (H. Abu Bakar, Mamat, & Nik 

Wan, 2018). Companies in an ever-changing environment are regularly forced to adopt 

improvised solutions to unexpected events and, in ce1iain cases, to improvise 

purposefully in order to survive or thrive. The mechanism behind strategic 

improvisation and competitive advantage, on the other hand, is remain unlrnown (S. 
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Yu, Zhang, Yu, Yang, & Mardani, 2021 ). As a result, this research makes sense in terms 

of identifying the elements that can support strategic improvisation in relation to the 

success of the AKR business performance. 

Previous research has shown that various factors, including internal and external 

factors, influence business success (Abdullah & Rosli, 2015; Ahmad, Wilson, & 

Kummerow, 2011). Internal and external factors from such studies are classified as 

determinants into three categories: internal performance, external performance, and 

performance results (Wu, 2009). Individual entrepreneur characteristics, fum 

characteristics, relational factors (i.e., social networks or value chains), and contextual 

factors such as the business setting are the four main determinants of a small firm 's 

business growth (Nichter & Goldmark, 2009). 

Another issue addressed in small finn research was the examination of some factors 

that may also contribute to business perfonnance. The need for long-tenn 

entrepreneurship for job creation has increased significantly in the age of automation 

and artificial intelligence. One of those key skill sets is entrepreneurial marketing (EM), 

which is one of the ITJOSt pressing issues for SME entrepreneurs in terms of business 

survival and growth (Amjad, Abdul Rani, & Sa'atar, 2020). Understanding the 

significance and role of Entrepreneurial Marketing (EM) is important because it enables 

SMEs to develop effective mechanisms for improving performance and gaining a 

competitive advantage. This trend was justified in 2020 by the growing interest in 

entrepreneuri al marketing among academics and organisations. Future research should 

focus on developing a reliable scale to assess EM performance and the true impact of 

EM in the creation and development of businesses (Lopes, Laurett, Antunes, & 

Oliveira, 2021 ). 
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As highlighted by Morrish and Jones (2020), in dealing with post - disaster 

environment, there is a substantial gap in literature with respect to the study of 

entrepreneurial marketing which included entrepreneurial decision-making, 

entrepreneurial action and adoption of EM. Hence, Amjad et al., (2020) proposed 

researchers to investigate the phenomenon of entrepreneurial marketing through 

theoretical development and finally able to fill a knowledge gap. The resource-based 

view (RBV) has become a leading strategic management theory. Despite the fact that 

the theory of resources-based approach has evolved and contributed to the creation and 

evolution of business performance research, there is likely still something that needs to 

be researched and exp lo red. Lopes et al. (2021 ), conducted a study that provided an 

extensive, comprehensive and reliable picture of EM's literature. In EM studies, the 

resources-based view and the capabilities-based view are the most commonly used. 

Hence, this study will further discuss the application of RBV in the context of small

scale business. This research will look into how a shared pool of resources have a 

significant impact on business performance. 

Marketing and entrepreneurship are critical components in improving a firm's 

performance; however, current understanding and perspectives on the theories and 

empirical works used in them are still rather limited (O'Cass & Morrish, 2016). 

Marketing can be technically defined as one of the most essential actions to influence 

the development and sustainability of a business ( Franco, Santos, Ramalho, & Nunes, 

2014). Likewise, Al-Manasra, Al-Zyadat, Al-Awamreh, and Alnsour (2013) 

recommended more quantitative testing requ irements to achieve a comprehensive 

model in learning entrepreneurial marketing links and performance indicators for 

organisations. Nonetheless, to date, a gap still exists due to the absence of a completely 

suitable social science research method that can supply the insight, range, and 
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subtleness of the information required to test the interface of marketing and 

entrepreneurship (Carson & Coviello, 1996). Indeed, many scholars suggested that 

marketing and entrepreneurship go hand in hand. Based on the above issue, abundant 

uncertainty still exists with regard to the relation between entrepreneurial marketing 

and business performance. 

Additionally, Perreault, Brenner, Menzies, Filion, and Ramangalahy (2007) 

highlighted social capital as one of the factors which also could be considered 

worthwhile in measuring business performance, which has proven to be a factor that 

also has a very significant effect. Recently, evidence from studies showed a growing 

interest in social economics and social capital (Mcintosh & Islam, 20 IO; Hsu & 

Sabherwal, 2011 ). Significantly, over the past five years, more than 60 percent of 

articles have been published on social capital. In today's scenario, the extensive 

research study of social capital in various fields includes management, sociology, 

economics, political science, and health sciences. Regrettably, this attention has not 

provided any unanimous agreement on the description and significance of social capital 

(Ak9omak, 2011) especially in gauging small business perfonnances. 

Furthennore, social capital is certified as a prerequisite for the process of organisational 

learning, adaptability, and agi I ity for companies to compete with other firms and to 

contribute to the success of individuals and teams (Valdis, 2008). Embedding Social 

capital in daily business activity will help link a proper relationship with other parties 

involved and enhance access to information and resources (Tata & Prasad, 2015). 

Collective action is linked to social capital. The study demonstrates that a high level of 

social capital has resulted in strong collective action (Jalil, Yesi, Sugiyanto, 

Puspitaloka, & Pumomo, 2021). Social capital was found to have played an important 
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role in business performance amongst Indonesian SMEs ( Pratono & Mahmood, 2014). 

Therefore, there is a need to confirm that these matters exist in Malaysian SMEs. In 

addition, network accessibility was found to have been a significant variable in 

predicting business establishment (Aldrich, Rosen, & Woodward, 1987). However, to 

date, studies there that have investigated social capital linked to business performance, 

especially on a small scale and micro business, are still limited; therefore, there is a gap 

in the study of these relationships. 

Government plays important role in the development of SMEs, which contribute to the 

count1y's GDP and economic growth. Government business support services are critical 

to the success of SMEs and have evolved into a tool for improving their performance 

(Arshad, Ahmad, Ali, Khan, & Arshad, 2020). Furthermore, this present study will 

supplementarily analyse the moderating variables that reinforce the relationship 

between independent and dependent variables. Knowing that AKR is one of the 

government projects, government support will be used as the moderating variable in 

assessing AKR's business performance, as measured by previous studies (Anselah, 

Moeljadi, Sumiati, & Yuniarsa, 2015). Certain governmental functions aid businesses 

by providing the appropriate support at a suitable time, by promoting the development 

of competitive private sector market, by contributing extensive schemes to address any 

gap in market failures or lack of equity (Bailey, Labour, & West, 2013), and also by 

providing funding based on short-term initiatives (Brooksbank, 2008). Moreover, as 

suggested by Hyman (1989), small firms such as SMEs may need assistance either in 

the fonn of tech.nical advice, training, and management. Agencies such as NGOs and 

producer associations should play a part in providing this assistance in the early stage. 

Besides, psychological support has become a need for micro-business operators 
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(Samujh, 2011). According to a recent study, empirical support for the relevance of 

government financial support services in the context of government assistance in the 

entrepreneurship development is still limited (Yusoff et al., 2021). 

Hence, it is important to ensure that the support provided by the government meets the 

business needs, approaches, and better materials required. Although many researches 

have been carried out on business performance, there exists no single study which has 

attempted to investigate the three suggested variables, namely strategic improvisation, 

entrepreneurial marketing, and social capital. The role of the government in supporting 

AKR' s business performance is still a question mark which requires further research. 

The reason for business performance measurement is to help entrepreneurs improve 

their cuJTent performance by pursuing new opportunities and sustaining business 

growth (Eniola & Entebang, 2015). Thus, there is a need to carry out detailed 

investigations on AKR business premises to identify some of the factors which could 

contribute to business perfonnance improvement and vice versa. Consistently, with an 

empirical and theoretical framework, the gaps in the literature can be filled and research 

can be extended to outline how determinants like strategic improvisation, 

entrepreneurial marketing, social capital, and government support may affect the 

business perforrnance of AKRs. Therefore, this present study is crucial for discovering 

A.KR performance over several factors that had been discussed earlier. 

1.4 Research Questions 

After identifying and clarifying the existence of gaps in the knowledge as indicated in 

the above discussion, the researcher has precisely addressed several research questions 
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that require more detailed explanation in the study. The following are the research 

questions to be studied: 

1. Is there any positive relationship between strategic improvisation and business 

performance? 

11. Is there any positive relationship between entreprenemial marketing (proactive 

orientation, opportunity-driven, customer intensity, innovation-focused, risk 

management, and value creation) and business performance? 

111. Is there any positive relationship between social capital and business 

performance? 

1v. What is the relationship between government support and business 

performance? 

v. Does government support influence the relationship between strategic 

improvisation and business performance? 

v1. Does government support influence the relationship between entrepreneurial 

marketing and business performance? 

vu. Does government support influence the relationship between social capital and 

business perfonnance? 

1.5 Research Objectives 

From the research questions, the present study intends to examine the relationship 

among the independent variables, which consist of strategic improvisation, 

entrepreneurial marketing, and social capital, in affecting business pe1formance. 

Subsequently, this research attempts to examine the following specific objectives: -
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1. To investigate the positive relationship between strategic improvisation and the 

business performance of AKR 

11. To investigate the relationship between entrepreneurial marketing (proactive 

orientation, opportunity-driven, customer intensity, innovation-focused, risk 

management, and value creation) and the business performance of AKR. 

111. To investigate the positive relationship between social capital and the business 

performance of AKR 

1v. To investigate the relationship between government support and the business 

performance of AKR 

v. To examine the moderating effect of government support in the relationship 

between strategic improvisation and the business performance of AKR 

v1. To examine the moderating effect of government support in the relationship 

between entrepreneurial marketing and the business performance of AKR 

v11. To examine whether government support will moderate the relationship 

between social capital and the business performance of AKR 

1.6 Scope of Research 

A quantitative research study was carried out to ascertain the link between dependent 

and independent variable within a population. Hence, this descriptive study was only 

focus on a specific sector involving business premises of the Agrobazaar Kedai Rakyat 

(AKR) that are available throughout Malaysia and have been registered under the 

supervision of FAMA. This study employed the individual level, with respondents for 

this study were the owners or entrepreneurs who play a cdtical role in controlling and 

managing the AKR business. Based on the record as of December 2018, 368 AKR 
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outlets were registered with an active status. Hence, all Agrobazaar Kedai Rakyat 

(AKR) owners were personally involved in this research. 

The underpinning theory of Resources Based View (RBV) was used to develop the 

study framework. The dependent variable in this descriptive research was business 

performance., which measure the business growth (Chandler & Hanks, 1993; Mann & 

Kehoe, 1994; Blackburn, Hait, Wainwright, Mon-ison, & Teixeira, 2004), the 

satisfaction of financial perfonnance (Wiklund, 1999), non-financial perfonnance, and 

performance in relation to rivals (Ahmad, Wilson, & Kummerow, 2011). Meanwhile, 

three independent variables, strategic improvisations, entrepreneurial marketing, and 

social capital, were tested as factors that measure AKR performance in Malaysia. 

Furthermore, government support was employed as a moderating variable to determine 

the effectiveness of the association between the dependent and independent variables 

of this study framework. 

1.7 Significance of Research 

This study intends to provide updated infonnation to the literature from a theoretical 

viewpoint and practical application. 

1.7.1 Theoretical Contributions 

This study aims to strengthen the literature significantly by associating strategic 

improvisation, entrepreneurial marketing, and social capital with business performance. 

From an academic point of view, empirical findings are useful since they provide a 

relevant theoretical understanding of factors that contribute to the success of micro

businesses. It is hoped that this empirical study reveals the significant of RBV theory 
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and contribute to the extent of knowledge on the underlying construct of strategic 

improvisation, entrepreneurial marketing, social capital, government support, and 

business perfonnance, as clearJy identified in the literature, and fulfils the research gap 

in the literature concerning all independent variables and the dependent variable. The 

focus will be on business performance as the dependent variable. 

Accordingly, there has been a lack of previous studies which explore the collective 

effects of the independent variable and moderating variables on the dependent variable. 

Thus, this present study highlights the magnitude of government support as the 

moderating variable that assists the relationship among the three independent variables 

in improving business perfonnance. Consequently, this study will help to build a 

growing literature that tries to develop and test the conceptual framework in 

understanding the detenninants of small business performance and underpinning theory 

which is also beneficial in assisting the government in helping SMEs to achieve the 

best business growth rate. Hence, this study may contribute to fill the gaps as 

highlighted by Amjad et al., (2020) due to inadequate theoretical developments in 

entrepreneurial marketing domain and outdated pedagogical choices in the EM 

education. Consequently, the findings of the empirical study contribute to the resource

based view (RBV) theory and business support literature applicable to SMEs in 

Malaysia in particular and other countries in general. 

1.7.2 Practical Contributions 

Besides the theoretical contribution, there are also practical contributions to be made. 

Overall, this present study wil I offer advantages for the four categories of stakeholders, 
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namely academics, the community, government institutions and agencies, policy 

makers, and business owners (entrepreneurs). 

Deliberately, the findings of this research will offer the necessary implications in 

ensuring the survival of businesses, by providing knowledge, information, and resource 

guidelines to help SMEs in Malaysia, particularly to A.KR owners of small businesses 

and micro-enterprises. Perhaps, this study will also help FAMA significantly, as the 

implementing agency, and ICU -PMO, as the project coordinator, to improve business 

performance and increase the competitive advantage of AKR participants who have 

registered their business under the Agrobazaar Kedai Rakyat. 

This study aims to provide a positive input to entreprenew-s to enhance their existing 

business and ensure ongoing business continuity in the cmTent changing business 

environment. The researcher does hope that the findings can provide several guide I ines 

to practitioners and scholars in the area of business perfonnance, specifically for micro

businesses specifically on the RBV theory. Perhaps, this study's findings may be 

valuable not just to enterprises, but also to government agencies, legislators, and 

stakeholders. The research findings will serve as a useful platform for future researchers 

to discover the gaps as highlighted in chapter five. Furthennore, the contribution of 

this study can be seen in Chapter 5, where 5.5.1 discusses theoretical contribution and 

5.5.2 addresses several practical contributions. 

1.8 Definition of Key Terms 

This study applies specific key terms, which are defined as follows: 
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i. Business Performance. The performance measure is a set of multi-dimensional 

measurement which includes both financial and non-financial measures, that 

gauge the performance of internal factors and external factors, and often include 

both to measure current achievement and criteria used to help foresee the future 

(Bourne et al., 2003). 

ii. Strategic Improvisation. an action taken in real-time situations where it 

encompasses a high amount of spontaneity and creativity (Arshad et al., 2015). 

Also defined as "intuition guiding action spontaneously," which is proposed as 

a way of enhancing the quality of action taken at the moment. Besides, it is also 

known as a process of reconciling and managing tensions between exploration 

and exploitation, apart from being known as strategic renewal (Crossan & 

Sorrenti, I 997; Crossan & Hurst, 2006). 

iii. Entrepreneurial Marketing. The usual definition is "the proactive 

identification and exploitation of opportunities to acqu ire and retain profitable 

customers through an innovative approach to risk management, leverage 

resources, and values. This definition combines the elements of 

entrepreneurship, productivity, oppo1tunity, risk-taking_, innovation and 

marketing, customer focus, leverage resources, guerrilla marketing, and value 

creation." (Morris, Schindehutte, & Laforge, 2014). 

1v. Social Capital. Social capital ·is defined as putting trust into the relationship 

with others (stakeholders), and the impulse of goodwill towards others is seen 
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as a valuable resource for the firm and organization (Adler & Kwon, 2002; 

Perreault et al., 2007). 

v. Government support. Government-support programmes for SMEs in 

Malaysia emphasise five extents: financial and credit assistance; technical and 

training; extension and advisory services; marketing and market research; and 

infrastructure supports (Mui Hung et al., 2011). 

vi. Agrobazaar Kedai Rakyat (AKR). Agrobazaar Kedai Rakyat (AK.R) is 

defined as "business premises owned by entrepreneurs who run a retail business 

by selling daily necessities and offering competitive pricing, by displaying 

attractive, systematic, neat, and standardized business images throughout the 

country" (Federal Agricultural Marketing Authority, 20 I 7). 

1.9 Organisation of the Thesis 

This thesis, which comprises five chapters, is organised as follows. Chapter J elaborates 

on the introduction, the study's background, the problem statement, the research 

questions, the research objectives, the significance of the research, definitions of terms, 

and organisation of the thesis. Chapter 2 discusses the literature review, beginning with 

the definition of SMEs and the development of SMEs in Malaysia. It also includes 

discussion of the dependent variable, independence variables, and the moderating 

variable. Subsequently, the entire framework and developed hypotheses are presented. 

In Chapter 3, the discussion focuses on the research methodology, inclusive of the 
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research design, the population of the study, the sample size, the sampling techniques, 

the sampling procedure, data collection methods and procedures, and specific data 

analysis processes and procedures. Chapter 4 presents the result from the data analysis 

and findings using SPSS and PLS-SEM. Finally, further discussions and the conclusion 

are presented in Chapter 5. 

25 



CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter will deliberate on the business perfonnance context, Small Medium 

Enterprises (SMEs), and their relationship with the independent variables, i .e., strategic 

improvisation, entrepreneurial marketing, and social capital. Subsequently, it discusses 

the influence of government support in its interaction wjth independent variables and 

the dependent variable. Finally, this chapter will specify the entire hypotheses based on 

the proposed theoretical framework. 

2.2 Definjtion of Small Medium Enterprises (SMEs) from different continents 

jn the world 

Small and medium-sized businesses (SMEs) are becoming a critical element for 

sustainability economic development (Arshad et al., 2020). Over the past century, there 

has been a dramatic increase in the Small and Medium-sized Enterprises (SMEs) sector 

(Mab.mood & Hanafi, 2013), and has become the engine of growth and economy in 

many countries (Lingesiya, 2012). Therefore, it is important to define it accurately due 

to various definitions from country to country. The most commonly used defini tion for 

a small and medium enterprise (SME) refers to the number of workers in which 

businesses have less than 250 workers. In the United Kingdom (UK), there were 5.2 

million SMEs, and 5.0 million micro-business recorded in the year 2014, which 
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constituted 99% and 96%, respectively of all businesses. Micro-business represent 

companies which employ 0-9 employees (Ward & Rhodes, 20 14). 

At the moment, there is no universal definition of SMEs, with different countries having 

their own definitions. In the United States (US), the SBA Advocacy Office (SBA 

advocacy) uses a clear and sh·aightforward definition, where SMEs are defined as all 

companies which have less than 500 employees. Census uses this definition to describe 

data with the size of firms in all sectors of the US economic system (using the NAICS 

category), which includes both manufacturing, inspection, and repair companies 

(Hammer, Jabara, Bloodgood, and Groossman, 20 I 0). Meanwhile, in EU countries, in 

identifyi ng SME business categories, the number of employees is mandatory (Zaridis 

& Mousiolis, 2014). SME is defined based on quantitative upper limits: i.e., less than 

250 employees, an annual turnover of at least 40 million Euros, and the max imum 

yearly balance-sheet of 27 million Euros (Loecher, 2000). 

Thus, this situation simultaneously refl ects the "small" and "medium" classification, 

which was used for different fitms in fabrication, agriculture, and services. In 

acknowledgment of these conflicts, the two basic classification criteria have been 

applied, namely the number of employees and the annual taxable income of the firm 

(Hammer et al., 2010) . Meanwhile, for the case SMEs in Dubai, currently 95% of the 

total enterprises are accounted for the SMEs group. SMEs are defined as 

microbusinesses trading with a specific number of employees (< 9) and turnover(< 

AED 9mn). Small businesses are classified based on the number of employees(< 35), 

and turnover(< AED 50mo) (Mohammed, 2010). 
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According to Saleh et al. (2008), the National SME Development Council is a body that 

issues the definition of an SME in Malaysia. As referred to Bank Negara Malaysia 

(BNM), in general, SMEs are classified in two: 

1. First, SMEs involve manufacturing, manufacturing-related services, and agro

based industries. In this categorisation, SMEs are defined as companies with 

full-time employees of 150 or less, or based on an annual sales turnover of 

RM25 million or less. 

11. Second, SMEs involve the services sector, information and communication 

technology (ICT), and primary agriculture. In this categorisation, SMEs are 

defined as companies with 50 full-time employees or less, or based on an annual 

sales turnover of RMS million or less. 

2.2.1 Definition of Small and Micro Businesses from various perspectives 

Many of the definitions used by researchers in measuring small and micro enterprises 

refer to the number of full-time employees (Loecber, 2000; Saleh, Caputi, & Harvie, 

2008; Zaridis & Mousiolis, 2014), besides other factors such as capital investment, sales 

volume, product or service turnover, range of mar.kets, net worth, or the type and 

amount of energy used in the production process (Hunt, 1983 ). Neve1theless, the 

general criteria used are based on the number of employees in the company or 

organisation (Hyman, 1989). 

In the mid- l 980s, small and micro businesses gained more consideration from the 

government and donors in tenns of merging equity with the efficiency of long-tenn 

business sustainability (Hyman, 1989; Lingesiya, 2012; McPherson, I 996). 

Furthermore, another study by Boomgard (1989), as cited by Hyman (1989), managed 
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to identify several characteristics that differentiate between micro-enterprises and 

small-enterprises. Some of the variables involved are the number of workers/ 

workforces, the source of financing, management of technology, competition, product 

markets, and earnings. Table 2.1 comprehensively elaborates on those above matters. 

Table 2.1 

Distinguishing characteristics of small- and micro-enterprises 

Characteristic Micro-enterprise Small-enterprise 

l. 

ii. 

iii. 

IV. 

Number 

workers/ 

Workforce 

Financial 

resources 

of 

Management 

Technology 

Products 

Markets 

Number of full-time workers Number of full-time workers 

(10 employees or less) (between 10 - 50 employees) 

The workforce comprises 

primarily of family labour. 

Initial capital is usually 

financed by family savings. 

Financially depends entirely 

The workforce consists of hired 

workers. 

Access to formal financial 

markets is somewhat limited, 

and typically, relies on informal 

on cash transactions, supplier financial markets, supported by 

credit, and informal credit credit suppliers and revenues. 

markets. 

Does not have management 

specialisation, or little, if any. 

Business is traditionally 

based solely on existing 

labour skills, existing 

technical know-hows, and 

existing raw material 

supplies. 

Products and services are 

usually unsophisticated and 

straightforward; prices are · 

kept low; fulfils the basic 

needs of consumers, 

especially of those with low 

incomes; location often 
serves a very local market by 

using natural marketing. 

channel. 
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Has certain specialisations in 

management functions. 

Business is less tradi tional ; the 

transformation process adopts 

some forms of innovation. 

Products and services range 

from simple to more complex; 
has a wide range of consumer 

types. The marketing patterns 

are seen to be quite 

complicated, reflecting 

innovations in raw material 

obtainment or sales 

productivity. 



V. Competition 
The competition is fierce due 

to easy entry and is only 

poised to the local market 

area. 

Competition is less fierce 

because of obstacles prior to 

entry. 

vi. Earnings Has significantly low returns. Has high returns, reliant on 

larger variations and 1isks. 

Source: Boomgard, (1989) 

Based on the country's economic situation, such as price inflation, changes in business 

trends, and changes in business structures, the reviewed definition of SMEs was 

implemented in 2013. The updated SME definition was recognised at the 141hNSDC 

Meeting in July 2013. It includes all business sectors, such as services, manufacturing, 

agriculture, construction, mining, and quarrying. The definition of SMEs is gauged 

according to two criteria: sales turnover and full-time employees. Specifically, total 

revenue including other incomes was used to represent sales turnover. As such, full-

time employees refer to all paid workforce, working for at least 6 hours per day and 20 

days per month; in short, the minimum monthly working duration are 120 hours. The 

description is detailed according to micro-enterprises, small businesses, or medium 

businesses, as follows: 

Table 2.2 

Description of Small Medium Enterprises (SMEs) 

Business 
Size 

MICRO 

SMALL 

Manufacturing Services and other Sectors 

Sales turnover: < RM300,000 
OR 

Number of Employees: < 5 

Sales turnover: 
RM300,000 < RM 15 million, 

OR 
Number of Employees: 5 < 75 

30 

Sales turnover: 
RM300,000 < RM3 mil, 

OR 
Number ofEmployees:5 < 30 



MEDIUM 
Sales turnover : 

RM15 mil< RM50 mil, 
OR 

Number of Employees: 75 < 200 

Source: SME Corporation Malaysia, (2015). 

Sales turnover: 
RM3 Mil <RM20 mil, 

OR 
Number of Employees: 30 < 75 

According to the official website of SME Corp Malaysia, if a business manages to ful fi I 

one of the two criteria, either sales turnover or the number of employees, the smaller 

size is applicable. For instance, if a sales turnover is small and the number of workers 

is small, the business will be deemed a micro-enterprise. With regard to the 

aforementioned definition by the SME Corporation, the Agrobazaar Kedai Rakyat 

(AKR) business can be categorised as a micro-enterprise if its sales figure or turnover 

is less than RMJ00,000 with five (5) full-time employees or less. However, the actual 

sales turnover and the number of employees has been thoroughly discussed based on 

the survey feedback, as reported in Chapter 4. 

2.2.2 SMEs Development in Malaysia 

Since the early 1970s, the Malaysian Government has shown a high level of concern 

and commitment to SME development. It was evidenced by the New Economic Policy 

introduced in 197 l , aimed at improving the welfare of the people and restructuring the 

economic imbalances among ethnics in the country (Saleh & Ndubisi, 2006). 

The Small and Mediwn Industries Development Corporation (SMIDEC) was founded 

in May 1996 as a specific agency accountable for developing small and medium 

enterprises (SMEs) in Malaysia through various types of aid to SMEs, such as advisory 
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services, financial support, market access, infrastructural facilities, and other 

supporting programmes. On 2 October 2009, SMID EC was tasked with taking over the 

role and formal transformation of the Malaysian Small and Medium Enterprise 

Corporation (SMEs Corp Malaysia) (Jan Khan & Khalique, 2016). 

In 2004, the National SME Development Council (NSDC) was instituted to signal the 

significance of SMEs to the economy of Malaysia (Y. Chin & Lim, 2018). Previously, 

most small businesses were managed and owned by male entrepreneurs, but now the 

situation has changed, as women are also involved in the industry. Evidence can be 

seen by the growing number of women as small business owners in various fields such 

as fashion, clothing and textiles, cosmetics, halal food processing, souvenirs, 

information communication technology, jewellery, consulting, restaurants, health care, 

and retailing. The Ministry for Women, Family, and Community Development, the 

Department of Community Development (KEMAS), and the Ministry of Rural and 

Regional Development are among the government agencies that support the 

development of women entrepreneurs (Hee Hoe et al., 2012). 

Small Medium Enterprises (SMEs) have gained a prominent position in the economic 

development agenda and have become a significant source of employment and income 

(Navickas & Malakauskaite, 2009). Consistent with this issue, the government, along 

with several agencies and bodies, aggressively provides strong monetary support for 

microfinance programmes (Saleh et al., 2008). According to Abd Rani and Hashim 

(2017), from January 2013 to June 2014, under the cooperation of agencies like the 

Ministry of Women, Family, and Community Development, and Amanah Ikhtiar 

Malaysia (AIM), the country has successfully managed to produce 1645 women 
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entrepreneurs. Various agencies, either financial institutions or non-financial 

institutions, NGOs, government agencies, and credit unions are committed to providing 

sufficient funds for micro-businesses (Nawai & Shariff, 2011 ). Entrepreneurship is seen 

as a critical way to sustain the vitality in the context of small-sized populations, 

dependence, and limited resources (Fuller-Love et al., 2006). 

2.3 Business Performance 

From the past century, studies that investigated business perfonnance have dramatically 

increased; as a matter of fact, recently, a rising number of studies has been conducted 

to gauge the business performance of firms or SMEs (Prakash et al., 2017; Ryu et al., 

2015; Abebe, 2014). The primary purpose of a business is to generate profit and to be 

successful in the market area. The success of a business is affected by various 

contributing factors, both internal and external. Initially, identify such factors are vitally 

important to ensure that the company or fitm is on the right track in achieving goals. 

Business performance has proven to be important in measunng how well an 

organisation or an enterprise is able to accomplish its objectives (Prakash et al., 2017). 

Furthennore, the study by G. N. Chandler and Hanks (1993) showed in the past how 

research in this area, which identifies the dimensions of performance most relevant to 

the emerging dynamic performance, may result in better management practices 

amongst emerging companies. Substantial financial commitments are fundamental in 

the early stages of a business (start-up/ introductory stage), or in the renewal of an old 

business or an existing business (Brunninge & Nordqvist, 2004). 
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2.3.1 Definition of Business Performance 

The reviewed literature exhibits the multiplicity of the subject area and the lack of 

agreement on a definition. The literature discovers numerous definitions of business 

performance in various disciplines. While each given definition has a different 

perspective on the concept, it is quite challenging to have two defmitions that agree on 

similar characteristics (Franco-Santos et al., 2007). Presently, in the literature, various 

definitions are associated with the concept of perfonnance due to its subjective nature 

and close relation with environmental factors (Maria & Elena-Iuliana, 2016). 

Based on different performance measurements for djfferent disciplines, a balanced 

scorecard is commonly used, constructed with four different determinants containing 

financial elements, internal factors, customer, and learning and growth (Kaplan & 

David, 1992), whereas non-financial performance is generally suitable to be used for 

measuring performance involving marketing (Andy, 2004). 

Organisational performance for enterprise management can be defined as "how well 

the organisation is managed and the value of the organisation delivered to customers 

and other stakeholders" (Moullin, 2007 p.181 ). Moreover, in reference to the definition 

by Bourne et al. (2003), the performance measure is a set of multi-dimensional 

measurement which includes both financial and non-financial measures, gauging the 

performance based on internal factors and external factors, and often includes both that 

measure the current achievements and criteria used to help foresee the future. 
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More specifically, Kaplan and Norton (1996) presented the theoretical fundamentals 

for the Balanced Scorecard, by applying four dissimilar measurement perspectives in 

assessing organisational performance, which involve the aspects of finance, customer 

knowledge, internal business process, and learning and growth; this created a proper 

framework for interpreting business strategies into more precise operating terms. 

However, Lebas (1995) provided a slightly different definition of performance, which 

is "the potential for future successful implementation of actions to reach the 

organisational objectives and targets." 

Alternatively, business performance measurement system may refer to the use of a 

multidimensional set of perfonnance measures in the planning and managing processes 

in a business (Bourne et al., 2003). Moreover, other studies defined business 

performance as a systematic process that facilitates enterprises in planning, measuring, 

and controlling performance, and is applied to certify that all organisational operations 

such as sales and marketing, business decisions, information technology, and employee 

activities are consistent with the business strategy, resultant of attaining the targeted 

business objectives and appreciating shareholders (Franco-Santos et al., 2007). 

Commonly used in the literature, based on the definition by Neely and other authors, 

performance can be expressed qualitatively and quantitatively that closely relates to the 

efficiency and effectiveness of actions (Neely, Adams, & Kennerley, 2002). 

2.3.2 Measurement of Business Performance 

The diversity in recognising the factors used to measure business performance has 

resulted in exciting answers, but made it a bit difficult and cha!!enging for researchers 
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to build their work within a rapidly evolving area. A book on business performance 

measure was published by Andy (2004), which explicitly discussed the different points 

of view. As stated in the book, Prof David Otley described performance from an 

accounting perspective, while Professor Bruce Clark explained a comprehensive 

measure of marketing performance applied throughout the ages, whereas Andy and Rob 

Austin provided a future discussion from the perspective of operations management. 

The dimensions of venture performance, which are usually brought up by the founders, 

are based on self-reported measures (Hung, Yeh, & Chen, 2016; Brettel, Strese, & 

Flatten, 2012; Matthews, Mark T., Matthew W., & Sherrie E., 2009), and are also 

measured in terms of business growth and business volume (G. N. Chandler & Hanks, 

1993). The results assert that the business growth and volume measures being carried 

out have good accessibility and internal consistency. Furthermore, not many SMEs can 

conduct performance measurement systematically due to the comparatively 

straightforward managerial strncture, because most SMEs do not need a rigorous 

process in supporting business operations (Wu, 2009). In Canada, a study showed that 

the level of sales for small firms or past successes are used to indicate a positive impact 

on business performance (Gill & Biger, 2012). 

Furthermore, Mann and Kehoe (1994) highlighted that among the variables used to 

measure business performance include profitability, return on capital, business growth, 

market share, changes in customer base, social obligation, and environmental control. 

Besides, Blackburn et al. (2004) perceived and stated differences in organisational 

performance over variables of profitability and job growth. In tbis regard, the number 

of workers in a company, the number of years in business, and the business turnover 
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rate are three suitable variables selected to isolate and ascertain business performance 

(Perreault et al. , 2007). 

A study indicated that business performance is a situation where there are changes in 

employment, profitability, and financial turnover (Blackbum et al., 2004). Meanwhile, 

Ahmad et al. (2011) explained four factors that include business growth, satisfaction 

(financial performance and non-financial performance), and perfonnance related 

competitors, as things to look at in measuring the success of a business. Supported by 

Nichter and Goldmark (2009), strong business growth is seen as an increase in the 

number of employees from time to time. 

More focus is given on the number of resources held (controllers) and the size of the 

line of work that can be measured, which emphasise features mostly based on the 

employment volume, expenses, and net income (Kozlowski & Matejun, 20 16). To 

identify the key contributing factors towards the success of local SMEs in Malaysia, 

quantitative research was conducted, and the study revealed six main factors which are 

product, customer, supportive management, network, ability to focus on the market, 

and leadership (Mui Hung et al., 20 11). Relatively, a study by Abdullah and Rosli 

(20 15) examined the determining factors of SME perfonnance in the service sectors in 

Malaysia, and found that the decisive difference has successfully been established as 

factors affecting j ob performance, which are market orientation (MO) and human 

resource management (HRM), both of which have been proven to show positive 

relationships and meaningful influence on the performance of SMEs. 
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A firm's growth rate is likely to depend on experience, where both positive experiences 

(increases in productivity, learning-by-doing) and negative experiences (productivity 

decline, crisis) occur throughout the lifespan of the business (Nichter & Goldmark, 

2009). However, Atalay (2013) specified that innovation processes and products are 

among other factors that also affect a company's performance. 

Meanwhile, according to Wu (2009), based on a surveyed result of SMEs' 

performance, specifically focusing on the ICT industries, four common areas are 

frequently used by most companies. The result was based on 45 companies that 

participated in the survey, comprising 41 service companies, 2 ICT retailers, 1 

manufacturer, and 1 research and development (RandD) company). The four typical 

areas are financial perfotmance measurement, human resource performance 

measurement (personal performance appraise), customer satisfaction measurement, 

quality management measures and others. The survey result showed that the most 

popular and frequently used measurement by the majority of SMEs in ICT industries 

are financial performance and customer satisfaction. Findings showed that the most 

popular indicators for SME performance are financial ind icators, wh ich were evaluated 

based on company revenue, profits, and cash flows. Besides that, o ther key perfonnance 

indicators are product quality, market shares and growth, and staff satisfaction. The 

success of a business can be measured based on various variables, including profit, 

turnover, and employment level (Phillips, Moos, & Nieman, 2014). Other measurement 

indicators are based on dimensions of organisational perfonnance, including 

effectiveness, efficiency, productivity, quality, and innovation (Chamanifard, Nikpour, 

& Chamanifard, 2015). 
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Many previous studies measured organisational performance according to the selected 

field or area. For example, Abebe (2014) measured the dependent variable, i.e., SME 

perfonnance, using a self-reported annual sales growth rate. The data was collected 

from the sales growth of the respondents' company for the ongoing fiscal year. 

Meanwhile, the study by Al-Manasra et al., (2013) found a significant relationship 

from measuring performance indicators based on the four elements of competition, cost 

reduction, customer satisfaction, and service quality. Moreover, Calantone, Cavusgil, 

and Zhao (2002), measured business performance using four commonly used items 

which include the return on asset (ROA), the return on investment (ROI), the return on 

sales (ROS) based on objective, and profitability of the company; performance was a 

subjectively measured at a value of (a.=.85). 

However, there is no similar agreement among researchers in the absolute and 

appropriate standards of business operation. Nonetheless, most previous works agreed 

that financial perfo1mance and business development are substantial extents in gauging 

a business (Wiklund, 1999), and performance measures are commonly acknowledged 

as being more objective and suitable than any subjective valuation of performance 

(Mahmood & Hanafi, 2013). Likewise, Lingesiya (2012) approved and contended that 

financial measures are more objective, more straightforward, and easier to be 

understood and estimated; however, in most cases, obtaining historical or not readily 

available information from the public domain is complicated. Moreover, Fuller-Love 

et al. (2006) ascertained some factors which limit rural firms' growth, including limited 

local demand and poor access to penetrate external market, low-density area, difficulty 

in acquiring capital, and the consequent lack of opportunity for networking, as well as 

unfamiliar and inadequate access to technology. 
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Besides, Wiklund and Shepherd (2005) classified business performance into two 

different perspectives: the growth of financial indexes (e.g., sales and net profit); and 

the growth of profitability (e.g., market share and number of employees). Hence, this 

view is supported by Zhang and Cao's (2007) study, which did not rely much on 

external financial growth data, and focused more on potential future profitability. E

business entrepreneur performance was measured using four types of business growth, 

specifically sales, market share, employees, and company profit. 

In line with that, Blackbum, Hart, and Wainwright (2013) conducted a survey and 

measured business perfonnance in three ways: turnover; employment growth; and 

profits. Generally, profitability is the most difficult element in measuring business 

perfonnance. For the study, business owners were asked to examine their sales 

significantly over the past year by responding either "grown consistently; been patchy 

but grown overall; stayed about the same; been patchy but declined overall; declined 

consistent! y; or cannot say/in business less than three years" (p.18). It is known that 

measuring business perfonnance is complicated; thus, proving that in trying to 

understand the perfo1mance of a company, company size and age are significantly 

important. 

Meanwhile, the study by D. Li, Wang, and Qian (2012) focused on four items: profit; 

revenue; sales; and customer satisfaction, for the subjective measurement of comparing 

firms with their major competitors. The Cronbach 's alpha for the items was 0.870, 

indicating an adequate level of reliability. Besides, another study by R. Ismail arid 

Othman (2014) used four self-reported measures to determine business growth via a 
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questionnaire: sales or revenue growth; expansion of customers or clients; setting up 

new locations or sites; and staff increase. 

Moreover, as described by Lingesiya (2012), a broader perspective was adopted to 

indicate the performance of small-scale industries in Sri Lanka. Results revealed five 

(5) factors with a high-reliability value: growth in profitability; customer satisfaction 

with change management; growth in the number of employees; turnover; and growth at 

business and income level. Interestingly, most SME owners are regularly hesitant to 

disclose their actual financial performance to the public; thus, using subjective 

measures are more appropriate instead of using objective measures (Zulkiffli & Perera, 

2012). 

Hence, from the above discussion, Table 2.3 differentiates between objective and 

subjective measures by several scholars that may detennine business performance. 

Table 2.3 

Measuring Business/Business perfonnance 

No. Authors Items Used 

I. 

2. 

3. 

4. 

Maru1 and 
(1994) 

Kehoe • Profitability 
• Growth 
• Social duty 
• Return on capital 
• Market share 
• Environmental control 
• Changes in the customer base 

Calantone, Cavusgil, • Return on investment (ROI) 
and Zhao (2002) • Return on asset (ROA) 

• Return on sales (ROS) 
• Company profit 

Blackbum, Hart, and • Turnover 
Wainwright (2004) • Employment growth 

• Profits 
Pen-eault, Brenner, • Number of years in business 
Menzies, Filion, and • Number of employees 
Ramangalahy (2007) • Business turnover 
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Type of 
Measurement 

Objective 
and subjective 

Objective 
and subjective 

Objective 

Objective 



5. Zhang and Cao (2007) The growth of: Objective 

• Sales 

• Market share 

• Employees 

• Company profit 
6. Wu (2009) Financial growth: Objective 

• Profitability and subjective 

• Cash Flow 
Non-Financial: 

• Employee satisfaction 

• Customer satisfaction 

• T earn building 

7. Li, Wang, and Qian Compared to the competitor: Subjective 

(2012) • The sales volume 

• The revenue 

• The net profits 

• Customer satisfaction 

8. Lingesiya, (2012) • Customer satisfaction with 

change management Subj ective 

• Growth in profitability 

• Growth in business and income 

level 

• Growth in no. of employees 

• Growth in turnover 

9. Al-Manasra, Al- • Service quality Objective 

Zyadat, AI-Awamreh, • competition and subjective 

and Alnsour (2013) . costs reduction 

• customer satisfaction 

Source: Literature Search 

42 



2.4 Strategic Improvisation 

Nowadays, businesses require appropriate strategic p lans to be executed and applied as 

a guideline for daily routine management in order to be more competitive. Such 

planning does not only apply to large companies or organisations, but also SMEs. 

Originally, the study by Covin & Slevin (1989) deliberated on the significance of 

strategic management in small firms, specifically in aggressive and nonthreatening 

settings. The strategic management process can improve the development and 

prosperity of small firms substantially, albeit conducted inf01mally or by a single 

owner. Strategic management can be defined as "the a1t and science of formulating, 

implementing, and evaluating cross-functional decisions that enable an organisation to 

achieve its objective" (David, 2013 p.35). Hence, the implementation of effective 

choice strategies puts a foundation on the firm's ability to create organisational value 

(Banick, Thurgood, Smith, & Cou1iright, 2015). 

2.4.1 Definition of Strategic Improvisation 

In a world where information, time, and resources are scarce, improvisation has gained 

prominence as an impo1iant process for adapting, innovating, and learning in 

organisations (Tabesh & Vera, 2020) . Strategic improvisation is a normative view of 

bow to operate in an effective manner that blends the need for preparation and 

organisation with creative behaviour (Falkheimer & Sandberg, 2018). Hence, firms 

and organisations need to be more proactive in the current business environment which 

strategic improvisation has become an increasingly significant field of investigation, 
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and it is regarded as a critical component in the achievement of an establishment. It is 

necessary to organise and accommodate with the demands that are discrepant from the 

position of the current time, to learn, and to conform to the pressures of time for 

supporting people and groups (Crossan, E Cunha, Vera, & Cunha, 2005). Improvisation 

is desirable in reaction to abrupt changes of the external setting, as a means to inspire 

leaming processes in making strategic modifications toward emergent business 

prospects (Jambeker & Pelc, 2007). 

According to Crossan and Sorrenti (1997, p.156), improvisation can be defined as 

"intuition guiding action spontaneously," which is proposed as a way of enhancing the 

quality of action taken at the moment. Moreover, improvisation is also known as a 

process to reconcile and manage tensions between exploration and exploitation apart 

from being known as strategic renewal (Crossan & Hurst, 2006). Moreover, 

improvisation is also defined as "the simultaneous invention and performance of new 

work under the constraints ofuser-specified directions" (Jambeker & Pelc, 2007 p.260). 

Consistently, strategic improvisation has been additionally defined as an action taken 

in real-time circumstances, which necessitates a high level of extemporaneity and 

ingenuity (Arshad, Razalli, Julienti, Ahmad, & Mahmood, 2015). 

2.4.2 The importance of Strategic Improvisation 

The concept of strategic improvisation is a new field of management science that is 

closely linked to providing solutions on how an organisation can adapt to today's 

environmental dynamism. The strategies used by Malaysian SMEs are essential to 

become more competitive in the global marketplace (Jan Khan & Khalique, 2016). 
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Many studies revealed that not many owners formally planned for their business, except 

when necessary, such as when applying for funds from a financial institution. From an 

analysis of 360 SMEs in the UK, a study discovered that more than 67.8% owners 

claimed to have a business plan, though 31.4 % stated this as unofficial, while 36.4 % 

responded that they have strategized a plan. It can be concluded that SME planning is 

crucial, especially to manage resources during the growth stage (Blackbum et al., 

2013). Employees must constantly update their skills and knowledge to understand the 

functions of their work available anywhere, especially for those involved in the formal 

organisational strncture (Jambeker & Pelc, 2007). 

Furthermore, Ahmad, Arshad, and Marchalina (2015) examined strategic improvisation 

on the performance of GLCs in Malaysia. The overall mean score of 7 questions on SI 

was 3.8607. Subsequently, the final construct of items for this variable was adapted 

from Ahmad et al. (2015), which had been initially adapted from a study by Jambeker 

and Pelc (2007) that scrutinized the improvisational practices in a manufacturing 

environment. 

Strategic improvisation is one of the best ways to reduce stress in the system due to the 

many challenges that arise in the cunentjob environment. Nevertheless, the importance 

of strategic improvisation for business is still unclear and low in the country, as 

supported by research in this area (D. Arshad, Razalli, et al., 2015). Strategic 

improvisation comprising spontaneity, creativity, and intuition, is required for any 

condition which necessitates instant rectification. Substantially, improvisation may 

raise the flex ibility and adaptability of the SMEs iu such conditions (Mahmood & Abu 

Bakar, 2016). 
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Moreover, Crossan (1998) succeeded in explaining the six (6) key points that link 

improvisation to a firm's management practices, consisting of individual skills 

development, strategy development, team spirit and leadership, organisational culture, 

and environmental care points. Improvisation is often expected to offer insights on 

management operations. 

Most small businesses cannot afford to have a systematic business plan, though it is 

crucial to minimise the risk of loss, especially in the initial stages of setting up a 

business. The smallest business is also no exception in tenns of planning, as it is 

exposed to changes that affect the supply or demand of larger firms. Small-scale 

entrepreneurs who have intuitive business planning succeed in their business (Hyman, 

1989). Similarly, a study by Zaridis and Mousiolis (2014) confirmed that planning is 

the most decisive factor in influencing the success of a finn. The probability of failure 

is high if SMEs do not pay attention to creating a solid and careful business plan. 

Furthermore, Jambeker and Pelc (2007) discovered two major types of improvisation, 

namely proactive improvisation, which is either short-term oriented or long-tenn 

oriented, and reactive improvisation, which is regarded as problem-oriented or 

opportunity-based. Proactive improvisations are widely used by companies to gain new 

knowledge and experience, as well as to test the manager, employees, and customers' 

behaviour. Nurulhasanah et al., (20 14) stated that the definition of "success" is derived 

from two conventional criteria: profit and growth, as well as other possible causative 

dete1minants such as business experience, qualification level, and business plan. 

Consequently, Calantone et al. (2002) propositioned learning orientation as a 
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compulsory precursor of firm innovativeness, which will subsequently influence the 

firm's performance. Four rudiments of learning orientation are the commitment to 

learning, shared vision, open-mindedness, and intra-organisational knowledge sharing. 

2.4.3 The relationship between Strategic Improvisation and Business 

Performance 

Companies in an ever-changing environment are regularly forced to adopt improvised 

solutions to unexpected events and, in certain cases, to improvise purposefully in order 

to survive or thrive. The mechanism behind strategic improvisation and competitive 

advantage, on the other band, is remain unknown (S. Yu, Zhang, Yu, Yang, & Mardani, 

2021). Previous study by Blackbum et al. (2004) discovered that business owners, who 

have a high level of education, show good business practices, extend network contacts, 

and are more likely to grow businesses through cooperative and collaborative methods. 

Therefore, cutTent organisations need to improvise and look for some fonns of approach 

that can be entirely adapted to the rapid changes in meeting customer and market needs, 

identifying technical changes, and being able to respond to competitive industry 

(Arsbad, Marchallina, & Ahmad, 2015). 

Moreover, Bingham (2009) carried out a study to ascertain the relationship between 

improvisation and business performance. The survey demonstrated that an increase or 

decrease in improvisation of opportunity for perfo1mance may influence the 

oppo1tunity for selection and the oppmtunity for execution. Taking the fundamental 

theories of resources (resource-based theory) into consideration, leaders with 
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improvising capabilities are unique and have a source of competitive advantage in the 

present environment (Najafi Auwalu, Rosli, & Muhammad Shukri, 2018). As proven 

by a previous study, H. Abu Bakar et al. (2018) discovered that strategic improvisation 

used to be an important factor for the successful performance of SMEs in Malaysia. A 

study on Government Link Corporations (GLCs) in Malaysia revealed a comparable 

result and established a positive substantial association between SI and GLCs 

performance (D. Arshad, Marchallina, et al., 2015). The findings are parallel to a study 

that measured strategic improvisation on the performance of SMEs in Malaysia, which 

involved 131 owners/managers. The study's outcome revealed a noteworthy 

relationship between strategic improvisation and SMEs' performance (Bakar, 

Mahmood, & Ismail, 2015). 

Accordingly, the subsequent hypothesis is presented: 

Hl: There is a positive relationship between strategic improvisation and business 

perfo1mance. 

2.5 Entrepreneurial Marketing (EM) 

For the past three decades, the entrepreneurial marketing concept has been researched. 

It is critical for businesses and academics to expand the interface of entrepreneurship 

and marketing (Lopes et al., 202 1 ). Recently, many scholars have researched the field 

by combining entrepreneurship and marketing, repackaging them into entrepreneurial 

marketing (Westerlund & Leminen, 2018; Miles, Gilmore, Harrigan, Lewis, & Sethna, 

2015; Gross, Carson, & Jones, 2014; Al-Manasra et al., 2013; Hacioglu, Eren, Eren, & 

Celikkan, 2012; Peltier & Scovotti, 2010). Marketing is known to serve as an essential 

function in determining the success of an organisation. In the literature, marketing has 
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many definitions which vary from one another. The most renowned figures in the world 

of marketing, Kotler and Gary Armstrong (2006), defined marketing as "the process by 

which companies create value for customers and build strong customer relationships to 

capture value from customers in return" (p.5). Meanwhile, the simplest definition of 

marketing to the common people is managing profitable customer relationships. 

Managers and certain corporate stakeholders have a crncial responsibility in assessing 

their firm ' s marketing performance. However, the process of measuring a company's 

marketing performance is quite challenging to implement in contrast to considering its 

internal function alone, because evaluating marketing performance relies heavi ly on 

external uncontrollable factors, such as customers and competitors (N. Andy, 2004). 

2.5.1 Definition of Entrepreneurial Marketing 

Entrepreneurial Marketing (EM) can be described as the spirit, the orientation, and the 

process of avidly pursuing opportunities, by launching and growing endeavours tbat 

establish perceived customer value through relationships, as well as through 

innovativeness, creativity, sales, market immersion, networking, and flexibility (Hills, 

Hultman, & Miles). Meanwhile, Morris, Schindehutte, and Laforge (20 14) defined 

entrepreneurial marketing as the practical recogniti on and utilisation of opportuni ties 

for obtaining and maintaining money-making customers through inventive methods of 

managing risk, leveraging resources, and creating value. Researchers acknowledge that 

business owners who practice strategic orientation and market orientation are likely to 

be more competitive with their rivals. 

49 



Furthermore, EM relates to fum marketing activities with few and limited resources, 

which use simple marketing methods that are more focused on personal networks. 

Indirectly, this term is also associated with any unplanned marketing action done by an 

entrepreneur (Morris et al., 2014). 

2.5.2 The Interface of Entrepreneurship and Marketing 

Based on the current trends in marketing and entrepreneurship, researchers are advised 

to produce a study that combines these two elements (Carson & Coviello, 1996; 

Hacioglu et al., 2012). Entrepreneurial marketing is seen as a new perspective for smal I 

films looking for new and more innovative product marketing methods which can 

deliver high values to customers (Fiore, Niehm, Hurst, Son, and Sadachar, 2013) . In 

addition, entrepreneurial marketing and orientation will influence sustainable growth 

in the present setting of an aggressive market (Jones, Suoranta, & Rowley, 20 I 3). 

As supported by Al-Manasra et al. (2013), results from their study indicated that 

entrepreneurial marketing is a good practice which can improve perfonnance indicators 

based on four factors, namely improving customer satisfaction, improving service 

quality, reducing cost, and managing competition. The outcomes are also consistent 

with Morris et al. (2002) and Mort et al. (2012), which discovered entrepreneurial 

marketing as a factor that contributes to superior market perfonnance whereas 

productivity and innovation are considered to be closely linked to the increasing 

national and international competitive levels (Navickas & Malakauskaite, 2009). 
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Besides, engaging in regional and international development cooperation is becoming 

increasingly important that will create opportunities for expanding knowledge and 

innovation. Knowledge related to the marketing aspects of identifying customer needs, 

knowledge of production processes, and market intelligence provide customers with 

better value through brand differentiation (Thomas, Painbeni, & Barton, 2013). 

Especially in small businesses, the proper configuration between market orientation and 

entrepreneurial marketing is compulsory in determining business performance (Sikke, 

2012). 

In determining the marketing perfonnance of international entrepreneurial marketing, 

a conceptual model was proposed based on the external environmental condition, 

market orientation, and global growth, as a determining factor that focuses on an 

international new venture (INV). The analysis indicated that during prima1y stages, 

more pioneering marketing strategies are used by all firms, as exhibited in all creative 

marketing components. However, there is still a lack of research in identifying how 

entrepreneurial marketing can influence the speed of international new venture growth 

and sustain entrepreneurial marketing capabilities (Hallback & Gabrielsson, 20 13 ). 

Meanwhile, Andy (2004) indicated that managers often use the paradigm of customer 

satisfaction in their evaluation. Comparability of the expected results showed that 

solutions exceed expectations and are seen as a more satisfying and safer function. 

Jones and Rowley (2011) explained that marketing in small business enterprises is 

closely linked to the activities and behaviours of running small business enterprises, 

thus, it is crucial to comprehend marketing in SMEs, particularly with regard to 

innovation, customer engagement, and entrepreneurial marketing. According to Mario 
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Franco, de Fatima Santos, Ramalho, and Nunes (2014), marketing is a critical activity 

in determining the growth and continuity of a business; however, it is also considered 

as one of the most noteworthy complications encountered by small and medium 

enterprises (SMEs). Marketing activities for SMEs are far different from larger firms, 

where they are not well-planned and do not have the correct or formal structure, due to 

factors such as staff shortages and financial constraints; decisions depend on founders 

and are based on limited communication strategies. Moreover, Gross et al. (2014) 

reported that perspectives on entrepreneurial marketing can be classified into three 

categories, as have been investigated by many researchers in various studies. Table 2.4 

shows the different perspectives. 

Table 2.4 

Entrepreneurial Marketing Perspectives 

EM Perspective Researcher fY ear 

I. 

11. 

Ill. 

Market process perspective 

Marketing perspective 

Entrepreneurial firm 
perspective 

Source: Literature Search 

• Trondsen (2001) 

• Beverland and Lockshin (2006) 

• Miles and Dan-och (2006) 

• Atuahene-Gima and Ko (200 I) 

• Bjerke and Hultman (2002) 

• Hills et al. (2008; 20 I 0) 

• Jones and Rowley (2009; 201 1) 

• Miles and Darroch (2006) 

• Monis et al. (2002) 

• MoJTish and Deacon (2009) 

• Mo1Tish et al. (2010) 

Many have concluded that success also depends on the marketing activities done by 

government agencies. Although marketing has proven to be a major success factor in 

developing a business, entrepreneurial characteristics appear incongruous with 

marketing, which normally emphasises 4Ps (product, price, place, promotion) or 7Ps. 
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Entrepreneurial marketing involves limited marketing expertise, but relies on a limited 

client base which continuously changes, and unplanned efforts (Stokes, 2000). 

A marketing approach is regarded as the need for a relationship between entrepreneurs 

and customers. Such a relationship must become the driving force of the organisation 

that exists in the organisation's present setting, inclusive of marketing techniques 

combined with an asso1iment of modem marketing strategies (Mo1Tish, Miles, & 

Deacon, 2010). Market information is based on two components: promotion and 

location, to ensure a beneficial impact on business performance. Meanwhile, 

entrepreneurship also serves a vital function toward learning and using market 

information, and also provides a straightforward impact on work performance. The 

study also showed that it partly pursues the relationship between entrepreneurial 

orientation and business performance (Keh, Nguyen, & Ng, 2007). 

2.5.3 Comparison of Traditional Marketing and Entrepreneurial Marketing 

Past researchers have acknowledged the differences between traditional marketing and 

entrepreneurial marketing. Stokes (2000) highlighted four primary marketing principles 

to examine common entrepreneurial behaviour and activities, namely concept, strategy, 

methods, and market intelligence. Marketing comparisons can then be provided, as 

stated in standard textbooks such as Kotler's ( 1997); hence, different marketing 

techniques are usually employed by entrepreneurs or business owners. 
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Table 2.5 
Differences between traditional marketing and entrepreneurial marketing 

Marketing Traditional Marketing Entrepreneurial Marketing 
Principles 

i. Concept 

ii. Strategy 

ll/. Methods 

Customer-oriented: 

• Market-driven 

• Product or service 
development 

Top-down 

segmentation, targeting, and 

positioning 

Marketing mix 

4Ps or 7Ps 

iv. Market Formalised research and 
Intelligence intelligence systems 

Source: Stokes (2000). 

Innovation-oriented: 

• Idea-based 

assessment 

• Intuitive-market 

needs 
Bottom-up 
targeting customers and other 

influential groups 
Interactive marketing 

methods: 
word-of-mouth marketing 
(WOM) 
Informal networking and 

information gathering 

From table above, the notion of entrepreneurial marketing is improved to focus more 

on the innovation and development of ideas which are consistent with the intuitive 

understanding of what the current market desires and demands; however, traditional 

marketing only reflects on the general valuation of customer requirements instead of 

focusing on product or service development. Meanwhile, the differences in marketing 

strategies are noticeable when entrepreneurs target customers via the bottom-up 

approach to the market segment, but not the downstream segment (top-down), which 

had been previously been employed to segmented, target, and position the market. 

Entrepreneurial marketing prioritises interactive marketing techniques by creating close 

relationships with existing customers, and . by relying on word-of-mouth 

communication to acquire new customers; contrastingly, traditional marketing focuses 

on mix-marketing methods. Although entrepreneurship and marketing are 

acknowledged as the key components in improving and determining business 
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performance, theories are still limited, and only few empirical works have been 

implemented (O'Cass & Morrish, 2016). 

2.5.4 The Dimension of Entrepreneurial Marketing 

Previous researchers Becherer et al., 2008 and Morris et al., 2008 have conducted 

studies to evaluate entrepreneurial marketing through 7 dimensions: proactiveness; 

customer intensity; resource utilisation; emphasis on opportunities; value creation; 

calculated risk-taking; and innovativeness. This is in line with Kurgun, Bagiran, 

Ozeren, and Marat's (2011), where the qualitative research had used the interview 

method to inspect seven (7) entrepreneurial marketing dimensions: opportunity 

emphasis; resource leveraging; proactiveness; innovativeness; customer intensity; risk

taking; and value creation. Findings from a boutique hotel showed that the seven 

dimensions of entreprenew-ial marketing have been incorporated and utilised 

effectually in marketing activities. 

Nevertheless, in certain cases, previous studies did find various EM dimensions. For 

instance, Hacioglu et al. (2012) showed that only 4 out of 7 entrepreneurial marketing 

dimensions provide a noteworthy impact on innovative performance, namely resource 

leveraging, proactiveness, customer intensity, and innovativeness. The study also 

proposed customer perfonnance and financial performance as additional performance 

indicators that can strengthen their relationship with entrepreneurial marketing. This is 

parallel to a study by Schmid (2012) that initially used seven EM dimensions, but in 

the final scale, the innovation-focused dimension was found to be insignificant in their 

study setting. Moreover, Kocak (2004) pointed out that the EM scale only included 5 
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dimensions, namely innovativeness, proactiveness, opportunity emphasis, value 

creation, and customer orientation. The remaining 2 dimensions of risk-taking and 

resource leveraging were not included in the final scale. 

Tentatively, Morris et al. (2014) acknowledged seven (7) dimensions of entrepreneurial 

core marketing and suggested using the theory of resource advantages as the underlying 

theory. Meanwhile, from the perspective of entrepreneurial orientation (EO), Lumpkin 

and Dess (1996) explained that a firm's entrepreneurial orientation refers to five (5) 

factors, namely innovativeness, acting autonomously, risk-taking, competitive 

aggressiveness, and proactive action (i.e., always being ahead of others). Hence, the 

dimensions of entrepreneurial orientation are often regarded as having a positive 

relationship with performance under all circumstances, though some cases did not show 

successful results (Lumpkin & Dess, 2001 ). Meanwhile, in determine the performance 

of fast-food restaurants, the dimensions of proactiveness, innovativeness, and 

opportunity recognition were used to measure entrepreneurial marketing. Results 

showed that entrepreneurial marketing provides a significant positive impact on 

performance in the cmTent competitive setting (Edward & A.P, 2016). 

According to a study by Gross et al. (2014), findings showed that the entrepreneurship 

marketing process can be strategically applied in a free and open market to provide 

better value to customers and firm owners. Furthermore, Sikke (20 12) also measured 

entrepreneurial marketing as a determining factor of firm financial/non-financial 

performance. Since one of the study's objectives was to recognise the positive 

association between entrepreneurial marketing and business performance, the findings 

offered some suggestions, as proposed: 
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i. The firm that uses entrepreneurial marketing will outperform its competitors on 

a non-financial term. 

11. Firms should engage in entrepreneurial marketing activities regardless of 

customer and technology uncertainty. 

111. Market orientation and entrepreneurship also have influence on the 

entrepreneurial marketing activities of a firm. 

As can be seen in the framework, measuring entrepreneurial marketing (EM) is a 

determinant to a firm 's financial (non) performance (Sikke, 2012), market orientation 

(MO) framework (Deng & Dart, 1994), and entrepreneurial orientation (EO) 

framework (Lumpkin & Dess, 1996). Detailed structure of the framework can be seen 

in Figures 2.1, 2.2, and 2.3. 

Market Orientation 

~ Entrepreneurial 

Entrepreneurial V Marketing 

Orientation 

Figure 2.1 
Firm's (Non) Financial Pe,formance Framework 
Source: Sikke Hempenius (20 12) 

Customer Service 

.__Q_u_a_li_ty_P_r_o_du_c_t _ ____,1-

Customer Value 

Figure 2.2 
Market Orientation Framework 

Customer 

Orientation 

57 

Firm's (non) 

Financial 

Performance 

Market Orientation 

(MO) 



Source: Deng and Dart, (1994) 

Competitive 

aggressiveness 

Proactiveness I 
"----=-========~----- ~ ~-~ ~ ------=:: Entrepreneurial 

~ ---Ri_·_sk_T_ak_in_g_~ ► ~ _ Orientation (EO) 

Autonomy 

Innovativeness 

Figure 2.3 
Entrepreneurial Orientation framework 
Sources: Lumpkin and Dess ( 1996). 

Fiore et al. (201 3) proposed 6 dimensions of EM drawn from previous li terature in 

marketing and entrepreneurship, adopted from Morris et al. (2002). From the original 

7 dimensions of EM, it was reduced to 6 dimensions, namely proactive orientation 

(Edward & A.P, 2016; Fiore et al., 2013; Thomas, Painbeni, & Barton, 2013); 

Oppo11unity-driven (Al-Manasra et al., 2013; Hallback & Gabrielsson, 2013; Cooney, 

Manning, Arisha, & Smyth, 2011); Customer Intensity (Fiore et al., 2013; Hacioglu et 

al. , 2012; M. P. Miles & Darroch, 2006); Risk management (Thomas et al., 2013; 

Hacioglu et al., 2012); Innovation focus (Thomas et al., 201 3; Carson & Coviello, 

1996); and Value Creation (Hallback & Gabrielsson, 2013; Thomas et al., 2013; 

Hacioglu et al., 2012). 
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2.5.4.1 Proactive orientation 

Proactive orientation can be described as the inclination of a business operator in 

demonstrating leadership by taking actions that may influence change (i.e., altering, 

shaping) in marketing practices (Edward & A.P, 2016; Fiore et al., 2013; Thomas et al., 

2013). Moreover, proactiveness can be defined as "an opportunity-seeking, fo1ward

looking perspective involving introducing new products or services ahead of the 

competition and acting in anticipation of future demand to create change and shape the 

environment" (Lumpkin & Dess, 2001, p.431). Likewise, Edward and A.P (2016) 

addressed proactiveness as the process of identifying and meeting customer needs, not 

only for obtaining information about customers and competitors, but also for relying on 

entrepreneurial readiness to act proactively and aggressively in overcoming 

competitors. 

In the case of the Laroche candy company, one of the biggest manufacturers of 

chocolate in Europe, a proactive approach was adopted and implemented by the present 

leadership by which a more innovative marketing planning strategies are applied to beat 

the increasing number of competitors in the global marketplace. As a result of that 

proactive strategy, the company managed to produced more products and their market 

increased successfully with more than 250 Laroche Candy items being marketed 

internationally (Sekaran & Bougie, 2016). Meanwhile, the hospitality industry also 

requires proactiveness for building and establishing a good relationship with customers, 

since this indust1y depends on customer experience as one of the factors of success. 

Therefore, service providers should be more proactive in designing marketing strategies 

besides focusing on personality as one of the impo1iant factors that influence consumer 
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behaviour, since employees work closely with customers in service delivery (Chen, 

Raab, & Tanford, 2015). 

2.5.4.2 OpportunHy-driven 

The second dimension of entrepreneurial marketing is opportunity-driven. 

Opportunity-driven is related to the situation where enh·epreneurs have the tendency of 

recognising sources of sustainable competitive advantage and unmet market needs (Al

Manasra et al., 2013; Hallback & Gabrielsson, 2013; Cooney et al., 2011 ). Opportunity 

recognition is also known as the process of identifying market opportunities for gaining 

customers by identifying innovative and competitive solutions. For success, focus is on 

acquiring excellent and accurate opportunities (Edward & A.P, 2016). Meanwhile, 

Morris et al. (200 I) discussed entrepreneurship as an opportunity-driven business 

behaviour. 

Opportunity focus is one of the critical marketing actions towards SMEs' success, 

which is related to the situation of recognition and pursuit of oppo11Unity. The study 

revealed that opportunity-driven is stronger for entrepreneurs who started their own 

business compared to those who purchased or inherited a business (Becherer, Haynes, 

& Helms, 2008) A study of international business and UK SM Es have shown evidence 

that the opportunity for growth and oppo11Unity to expand within the organisation's 

capabilities are significantly influenced by the international expansion of industry, 

organisation, or institutions (Boocock & Anderson, 2003). 

In the context of the manufacturing environment, the business oppo1tunity is also 

important in improvisation-based mindsets in creating a novel solution. Oppo11Unity is 
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based on several factors as highlighted in the study, such as the ability to identify high 

potential market attractiveness to cope with recent customer needs, preferences, 

expectations, and the adoption of the latest technology for cost-saving projects 

(Jambeker & Pelc, 2007). 

2.5.4.3 Customer Intensity 

Third, focus on the customer signifies customer intensity. This dimension is related to 

the tendency of businesses to establish marketing relationships that specifically focus 

on identifying individual or customer needs, preferences, and desires on a more 

personal level (Fiore et al., 2013; Hacioglu et al., 20 I 2; Miles & Darroch, 2006). 

Compared to larger firms, SMEs have more benefits from close contact with customers 

and are more responsive to change when necessary (Mario Franco et al., 20 l 4). 

Supported by Becherer et al. (2008), the study revealed that business owners/operators 

exhibit a greater emphasis on customer intensity. The study highlighted that one of the 

entrepreneurial ventures is characterised based on the personal relationships between 

customers and employees. In Turkey, over 560 SMEs in the manufacturing industry 

responded in the study to identify the impacts of entrepreneurial marketing on £inns' 

innovative performance, where customer intensity was demonstrated as one of the 

crucial dimensions (Hacioglu et al., 2012). 

Among the components in knowing the level of customer intensity are the solid 

relationship with customers, continuous efforts of getting to know customers, and 

active reflection to the needs and wants of customers (Fiore et al., 2013). Hence, in 

gaining a competitive advantage, most retailers have to face challenges in creating 
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customer value (Tlapana, 2009). If the entrepreneurs acquire knowledge about their 

firm, having an external cooperation with customers, suppliers, and other firms is 

necessary (Chung, 2008). Moreover, from the perspective of international business in 

the UK, to build and enhance lasting relationships, successful exporters must have 

frequent communication with their customers, agents, etc. (Boocock & Anderson, 

2003). 

2.5.4.4 Risk management 

The fourth dimension of entrepreneurial marketing is risk management. Knowledge of 

risk management seems to be an important component that focuses on business 

operations that reflect profit and sustainability. It purely relates to the entrepreneur's 

action of demonstrating a creative approach in adjusting risks for taking new bold 

actions (Thomas et al., 2013; Hacioglu et al., 2012). 

One previous study highlighted four characteristics that significantly influence the 

success of women entrepreneur: risk-taking; needs for achievement; innovation; and 

self-confidence (Abd Rani & Hashim, 2017). Hence, one of the most important issues 

faced by micro-business entrepreneurs in Malaysia while managing their business is 

closely associated with credit risk management (Basah et al. , 20 I 6). Increasing 

organisational efficiency, safety, risk, or crisis management is viewed as a specialised 

function that requires the trust and commitment of managers (Webb & Chevreau, 

2006). 
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Factors related to risk management were discovered to have an impact on the critical 

factors for the performance of SMEs in information and communication technology 

industries (ICT) (Wu, 2009). Furthermore, in a manufacturing environment, the 

element of improvisation is crucial in several high-risk situations which require 

immediate corrective actions (Jambeker and Pelc, 2007). Suggestively, an organisation 

that is unable to take 1isk or to be innovative in coping with currents demands will be 

on the verge of collapsing (Najafi Auwalu, 2017). According to Chung, (2008) who 

examined the inter-relationship of the entrepreneurial orientation dimension, risk

taking was found to be small, but had significant positive relationship with business 

performance. 

2.5.4.5 Innovation focus 

The next important component in entrepreneurial marketing is innovation focus. 

Generally, it is related to "business operator's tendency to seek new marketing ideas 

from both within the firm and through external firm activities" (Fiore et al., 2013 p. 71 ) . 

Innovativeness refers to the situation where entrepreneurs try to reinforce new ideas to 

identify new targets market, renewals of products, or processes. Innovative attitudes 

will bring about innovation such as creative behaviour of creating new products for 

customers and organisations (Edward & A.P, 2016). 

In starting a new venture, a study revealed that two-thirds (2/3) of entrepreneurs are 

embedded with experience in innovation management and technology, besides 

entrepreneurship experiences (Madsen, Neergaard, & Ulb0i, 2008). In making sure that 

Saudi Arabia is competitive in the global economy, sta1ting in 2010, the Kingdom of 
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Saudi Arabia strategized a proper 10-year focus on entrepreneurship and innovation 

(Obaji & Olugu, 2014). Meanwhile, a study in China on 114 firms presented an 

empirical outcome which revealed that innovativeness serves a crucial function in 

defining the organisational capability in the dynamic setting of Asia's emerging 

economies (Yu, Dong, Shen, Khalifa, & Hao, 2013). Contrastingly, a different outcome 

was discovered, in which product and business innovations have a negative 

relationship, because of the high cost of entrepreneurial initiatives and delayed returns 

(Chung, 2008). 

2.5.4.6 Value Creation 

Value creation has been widely used in management accounting, which describes a 

simple and strategically relevant concept that actively contributes to customers and 

shareholders' value perspective (Annick, 2005). Value creation signifies a business 

operator's inclination toward using marketing effol1s and resources in discovering and 

delivering available sources of value for the customer (Hallback & Gabrielsson, 2013; 

Thomas et al., 2013; Hacioglu et al., 2012). 

Value creation proved to be necessary in allowing the finn to design proper service 

experience and benefits in terms of customers' turnover intention. A study discovered 

that firms which have been able to maintain customers on a lifelong basis are capable 

of increasing company profitability (Revilla-Camacho, Vega-Vazquez, and Cossio

Silva, 2015). However, in the case of social entrepreneurship in South Africa, profit 

and customer satisfaction were not the measurement of value creation, but social impact 

was the concern (Urban, 2008). 
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In the case of service business, value creation is a joint process of the interaction 

between customers and the service provider, and the customer becomes a collaborative 

partner with the firm to build a relationship based on mandatory customer participation 

(Chen et al., 2015). Moreover, in retail sectors, business model innovations seem to be 

necessary for retailers to enhance value creation in contrast to the traditional retailing 

practices (Sorescu, Frambach, Singh, Rangaswamy, & Bridges, 20 I l ). Meanwhile, past 

studies highlighted that the vital success of the corporate business is closely linked to 

perceived value, customer satisfaction, and enhancement of service quality. Customer 

repurchase intention will increase as a result of delivering higher value to customers 

(Kuo, Wu, & Deng, 2009). 

2.5.5 The re]ationship of Entrepreneurial Marketing and Business Performance 

1n the current situation, marketing practitioners are under pressure to demonstrate their 

contribution toward improving business performance. Entrepreneurial ability alone 

may not be enough to achieve positive business performance. Then, EM became an 

efficient factor in tenns of market value creati on, with innovation serving as the tool 

for developing strategies, processes, and products (Lopes et al., 2021 ). According to an 

empidcal examination of 3,097 entrepreneur-led enterprises in Finland, entrepreneurial 

interpretation of changes in a fi rm's business environment is linked to marketing efforts. 

Entrepreneurial decision-making in small businesses is heavily reliant on the ability of 

the entrepreneur to understand signals from the business environment (Westerlund & 

Leminen, 2018). Significantly, SM Es need to take advantage of running a business on 

a small scale by adopting a relationship marketing strategy . The relatively small number 
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of customers is very much appropriate for them to establish long-term relationships 

with customers. This can benefit SMEs since they can build and increase customer 

loyalty, and indirectly reduce operating costs (Jan Khan & Khalique, 2016). 

Empirical findings from pnmary and secondary data prove that the capability of 

measuring marketing performance has a substantial impact on business performance, 

marketing position in finns, stock returns, and profits (O 'Sullivan & Abela, 2007). 

Recent research in marketing has been focusing more on acknowledging the impact of 

marketing ft.m.ctions on business performance. Consequently, in evaluating the 

relationship with business performance capabilities, results showed that marketing 

capabilities have a more significant impact on business performance than operational 

capabilities and research and development capabilities (Krasnikov & Jayachandran, 

2008). 

Consequently, the following hypotheses are offered: 

H2: There is a positive relationship between entrepreneurial marketing and business 

performance. 

H2a: There is a positive relationship between proactive orientation and business 

performance. 

H2b: There is a positive relationship between opportunity-driven and business 

performance. 

H2c: There is a positive relationship between customer intensity and business 

performance. 

H2d: There is a positive relationship between risk management and business 

performance. 
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H2e: There is a positive relationship between innovation focus and business 

performance. 

H2f: There is a positive relationship between value creation and business performance. 

2.6 Social Capital 

Social capital has shown tremendous improvements and is increasingly renowned in 

literary theoretical social sciences application over the last decade (Grootaert, Narayan, 

Nyhan Jones, & Woolcock, 2004). Capital in social relations refers to their value in 

ensuring the improvement of the outcome, either from a company or an individual 

(Ofori & Sackey, 20 IO; Coleman, I 998). It is well known that the existence of social 

capital is significant, especially in helping entrepreneurship to emerge by offering 

facilities such as the right way to obtain valuable resources needed for business 

(Mueller, 2006). Lately, interest in social capital theory has been increasing, which can 

be proven by its implementation in multiple discipli_nes & fields of study. The existing 

strain of literature dates back to the 1980s and flows mainly from the works of Piene 

Bourdieu in 1983, James Coleman in 1988, and Robert Putnam in 1993 (Andriani, 

2013). 

2.6.1 Definition of Social Capital 

Social capital is defined in numerous ways since it has emerged in the literature 

(Claridge, 2004). The emergence of social capital in the field of business is increasingly 

becoming a concern among researchers since technological advancement and 
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innovation can create global market competition (Fandino et al., 2015). Therefore, 

social capital has been defined as the "trust put into a relationship with other agents and 

is derived from the goodwill that exists in every individual or group" whose source lies 

in the social relationships of the practitioner (Adler and Kwon, 2002 p.22). 

Meaningfully, it is related "from the intuition that the goodwill that others have towards 

us is a valuable resource" (Perreault et al., 2007, p.2). 

Social capita] may have a different structure and varies in different countries due to 

different interactions among people (Kritsotakis, Koutis, Alegakis, & Philalithis, 2008). 

Among the famous definitions of social capital states that it is "defined by its function. 

It is not a single entity, but a variety of different entities having two characteristics in 

common: they all consist of some aspects of social structure, and they facilitate certain 

actions of individuals who are within the structure" (Coleman 1990, p. 302), as cited in 

(Adler & Kwon, 2002). 

According to Mcintosh and Islam (2010), social capital exists based on the no1ms of 

life, everyday practices, and relationships in the structure of a pariicular conununity 

group translated into individual behaviour, while Sander and Phoey Lee (2014) 

concluded social capital as an intrapersonal process attribute. Hence, it has become a 

source of transcendental business, which permits access to other resources, and 

encourages the participation of all persons who earn within the organisation (Jimenez 

& Pina Zambrano, 2011). ln general, social capital is thought as the inherent 

relationship which provides more benefit to easily access the various sources of 

material and relevant info1mation related to the financial and non-financial aspects 

(Tata & Prasad, 2015). 
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2.6.2 Concept of Social Capital 

It is impossible to discuss the relationship of social capitals without discussing the 

concept. Recent studies have shown that social capital can be measured by three (3) 

essential elements, which are trust, norms, and networks (Nuryani et al., 2018), while 

the study by AH Pratono, Saputra, and Pudjibudojo (2016) analysed the element of 

social capital based on network, trust, and cognitive. Grootaert et al. (2004) explained 

social capital from six (6) dimensions: social cohesion and inclusion; trust and 

solidarity; information and communication; groups and networks; collective action and 

cooperation; and empowerment and political action. In other words, social capital is 

known as the relationships between people and the access to resources or information, 

and only exists when people share their resources and information (Sander & Phoey 

Lee, 2014). 

Besides, a study in Greece assessed the dimensions of social capital from eight original 

factors that were based on the Social Capital Questionnaire (SCQ) previously 

developed and tested in Australia. These factors consist of "participation in local 

communities; tolerance to diversity; feelings of trust and safety; neighbourhood 

connections; the value of life; work connections; social agency; and connection with 

family and friends" (Kritsotakis, Antoniadou, Koutra, Koutis, & Philalithis, 2010 

p.274). Thus, it is clear that high social capital within an organisation will provide a 

good impression from the point of understanding, trustworthiness, and sense of 

workers' ability to generate high returns on organisational performance (Ofo1i & 

Sackey, 2010). 
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Menzies et al. (2003) stated that although there are some studies oo social capital and 

ethnic group entrepreneurs, few have successfully offered appropriate frameworks for 

use in certain jobs. Profitable ethnic entrepreneurship is ascertained on the basis of 

social capital and human capital concepts; personal and business attributes; and network 

participation for business performance improvements (Sahin, Nijkamp, & Stough, 

2011 ). 

Meanwhile, Saha and Banerjee (2015) confirmed that in general, formal or informal 

network connections can help small firms generate social capital by creating trust and 

sharing visibility with all parties. More benefits can be made such as support, up-to

date infonnation, and new knowledge that goes beyond their consciousness. 

Correspondingly, Perreault et al., (2007) performed a study on social capital by 

measuring a number of variables such as sales, number of employees, startup funding, 

purchases, current funding, organisational membership, weekly hours spent for 

networking. The study revealed that employees with backgrounds from self-ernployed 

parent tend to have the intent of running their own business. As a result, social capital 

is found to have a positive relationship with emerging entrepreneurship. Self-employed 

household members also become the cause for a person to become an entrepreneur 

(Mueller, 2006). The process of starting a business is complicated, challenging, and 

requires the help of others to succeed. Therefore, at the beginning of a business, social 

networks become a necessity, and are proven to be significant. Through social capital, 

personal network connections can benefit entrepreneurs, such as getting any relative 

information, to allow recognising and capturing entrepreneurial opportunities (Zhang 

& Cao, 2007) . 
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Therefore, Chamanifard et al. (2015) discovered a consistency in their research with 

the findings of other past studies (Leana & Pil, 2006; Wambugu et al. 2009; Ofori & 

Sackey 2010; Bakiev & Kapucu, 2012) and demonstrated that social capital has a 

positive effect and significant relationship to organisational performance, as well as in 

the case of agriculture organisation. Therefore, strncture, cognitive, and communication 

are dimensions used in measuring social capital. The conceptual model can be seen in 

Figure 2.4. 

Structural 

Cognitive 

Communication 

Figure 2.4 

Social Capital 

Employee 's job 

satisfaction 

Social Capital and Organization Pe,formance Framework 
Source: Chamanifard et al., (2015) 

Organizational 

Performance 

As highlighted by Kozlowski and Matejun (2016), amongst the causes of weaknesses 

in project management in SMEs are mainly due to lack of organisational support, not 

using IT advancement, and the limited use of collaboration among organisations, which 

result in barriers to investment-free. 
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Furthermore, according to a study by Barrick et al., (2015), the result suggested that 

the involvement of collective organisations would create value for the firm for some 

reasons. First, employees' interaction with each other may produce transmission effects 

in which useful, motivational, and collective elements among employees can be 

improved. Second, through social comparison process, employees will compare their 

work-related inputs to others in the firm and adapt their contributions accordingly. 

Lastly, leaders have the ability to enhance the level of employee connection, which in 

tum, inspires them to reserve their interests in achieving organisational aims. Similar 

to empirical research involving rnicrobusiness operators conducted in New Zealand, 

with a sample of 19 respondents through in-depth interviews and 91 respondents who 

completed survey questions. The outcome demonstrated that they required assistance 

from a community-based network in order to be stable and sustainable in a global 

setting (Samujh, 20 I I). 

2.6.3 The relationship between Social Capital and Business Performance 

Although some studies on social capital have been implemented, few empirical 

investiga6ons exist on the perfo1mance of a firm or organisation. More social capital 

will be harnessed for the enhancement of business performance when an entrepreneurial 

team is in a condition of high cohesiveness and communicates well (Tsai & Li, 2020). 

Research in Malang City, Indonesia found that social capital had a considerable impact 

on the business perfo1mance of micro, small, and medium enterprises (Prakasa, 2019). 

According to Zhang and Cao (2007), this hypothesis proved that ties with suppliers and 

customers are effective in improving entrepreneur perfonnance to a large degree. The 
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study's findings indicated a positive relationship between social capital on business 

performance with the value of W=0.287, p<0.01). 

A factor considered crucial to success in business is the construction of social 

relationships or social networks (Singh Sandhu, Fahrni Sidique, & Riaz, 2011). Social 

capital represents significantly one of the characteristics leading to sociability and 

confidence among members involved in the family business (Jimenez and Pina 

Zambrano, 2011 ). A study on the Pakistani sports industry ofrevealed that social capital 

provides a higher influence on the firm international performance (Rana, 2017). 

Furthermore, Mui Hung et al., (2011) discovered that the success of Malaysian SMEs 

relies on the ability to create and establish networks and relationships. However, this 

contradicted a study in Bahrain involving 180 female entrepreneurs, which identified 

various socioeconomic factors in determining the decision to select a career as an 

entrepreneur; the results showed that social capital has no impact on the decision to be 

involved in a non-traditional business (Mcintosh & Islam, 20 l 0). Recently, Nuryani et 

al. (20 l 8) discovered the impact of social capital towards the financial performance of 

the Buleleng Regency, where components of trust, nonns, and networks proved to be 

significantly influential to financial performance. It indicated that the higher value of 

social capital reflects a higher value of financial perfonnance with a coefficient value 

of0.194 and at-value of2.667. 

Additionally, a study in Vietnam by Santarelli and Tran (2013), wh,ich involved 1,398 

new Vietnam-born firms, investigated the influence of human capital and social capital 

on business performance. As a result, these two factors showed a statistically positive 
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effect on a new firm's performance. In contrast, another study assessed SMEs in 

Malaysia and Indonesia to ascertain the influence of innovation success as a mediator 

on the relationship between human capital, entrepreneurial orientation, social capital, 

and business performance. Nonetheless, findings showed no positive relationship 

between human capital and social capital toward business performance (A. Praton.o, 

Chee Wee, Hida Syahchari, TyazNugraha, & Nik Mat, 2013). The inconsistency of the 

relationship as previously discussed boosts researchers' spirit to see the relationship of 

social capital within this study context. Thus, AK.R business owners can engage in 

social capital through the nature of the relationship and gain benefits of obtaining 

valuable resources and information. Therefore, the following hypothesis is suggested: 

H3: There is a positive relationship between social capital and business performance. 

2.7 Moderating Role of Government support and Business Performance 

It is known that the use of a moderator in a research framework is due to the inconsistent 

result of the relationship between the independent variable and dependent variable. 

Therefore, a moderator exists for the sake of trying to moderate the relationship. Baron 

and Kenny (1986) defined moderators as 'qualitative or quantitative variables that 

influence the direction and/or strength of the relationship between independent or 

predictor variables and the dependent or criterion variable'. The moderating variable 

influences the strength of the relationship between two other variables, and an 

intermediate variable describes the relationship between the two different variables. As 

elaborated by Baron and Kenny (1986), moderator variables are normally introduced 

when there is an unpredictably weak or unreliable relationship between a predictor and 

a ctiterion variable. Moderator can also be recognised as "the strength and/or direction 
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of the main effect varies between different values of a third variable"(Hair Jr, Black, 

Babin, & Anderson, 2019, p. 374). In this present study, researchers will use 

government support as a moderator to investigate the interaction effect in the model. 

The moderation effect can be illustrated in figure 2.5 below. 

Figure 2.5 
Moderation Effect 

2.7.1 Government support 

P2 

Pl 

From the literature, several studies were found to have used government support as a 

determinant factor of business performance, either in terms of financial and non

financial assistance to ensure business survival (M. F. A. Bakar, Talukder, Quazi, & 

Khan, 2020; Hung, Yeh, & Chen, 2016; Jan Khan and K.halique, 2016; Sambajee & 

Dhomun, 2015; Selamat, Razak, Gapor, & Sanusi, 201 1). Moreover, Smallbone and 

Welter (2001) demonstrated that many companies are growing due to the individual's 

ability of mobilising resources credibly and flexibly, adapting to the external 

environment, and also depending on the role of the government. However, the number 

of companies is still low, and the contribution to economic growth is also quite limited. 
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Highlighting this issue, the government should create an embedded framework for the 

development of sustainable SMEs. 

2.7.2 The Role of Government support in enhancing the performance of SMEs 

To ensure the sustainability of SMEs, the government also has a role in paying attention 

to the funds and SME development plans (Das, Hui, & Sha, 2018; Loader, 2005). To 

become more competitive in a global business environment, most SMEs need help and 

support from the government (Jan Khan & Khalique, 2016). One of the keys to business 

challenges facing Malaysian SMEs is government policies. The proposed government 

agencies support SMEs in terms of the best business strategies to reduce operational 

costs, improve the financial situation, and develop business, by offering more grants 

and incentives (Saleh et al., 2008). The government also can give suppo1t by 

undertaking policies to encourage the firm to move the business in urban and 

commercial areas, like providing rental subsidies and cooperative marketing 

arrangements (McPherson, 1996). 

The government has provided some fonns of assistance and incentive programmes 

known as government support programmes (GSP) which benefit SMEs. Among the 

types of support supplied to SMEs are finance and credit, technical assistance, training, 

advisory services, infrastructure development support, marketing, and market research 

activities (Mui Hung et al., 2011). Similarly, Hyman (1989) enlightened the non

financial assistance as dete1minant factors for the success of the formation and 

transformation of each enterprise. Besides that, Selamat, Razak, Gapor, and Sanusi 

(2011) discovered several crucial success detenninants for micro-enterprises in Penang, 
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and the findings revealed that the critical role of government agencies is to support 

women micro-entrepreneurs, especially dming the initial stage of their business 

operation. A recent study emphasised the involvement of government as a vital 

component since a government has both the capacity and resources to play a crucial 

role in the adoption of sustainable technology by Malaysian small and medium 

companies (SMEs) (M. F. Abu Bakar et al., 2020) 

In Taiwan, government support was presently crucial in the design of business sta1t

ups. In general, governmental promotion supports these industries by providing venture 

and counselling grants that encourage more entrepreneurs to be involved in this sector. 

The study found that in the first year of the business, 75% of the income were derived 

from design service fees, whereby over half of this income was generated through 

government-related projects or quasi-governmental corporations, which enabled new 

businesses to have higher and stable profits (Hung, Yeh, & Chen, 2016). Similar to the 

case in Kuwait, in enhancing business performance to capitalize on their economic 

contlibution, government agencies recently been established to support the SME (Aber 

Sawaean & Mohd Ali, 2021). 

A study by Sambajee and Dhomun (2015) identified the role of government support to 

SMEs in the tourism sector of the Maldives and Mauritius. The findings revealed that 

the Mauritius Government is more proactive in suppo1ting SMEs compared to the 

Maldives Government. Despite operating in a better business environment, SMEs in 

Mauritius was found to be involved in the same situation due to the lack of confidence 

in the initiatives offered by the government. The government needs to support the 

development of SMEs as they have a bright future, besides the potential for long-tetm 
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economic growth, job creation, and the ability to be globally competitive. Varieties of 

support to entrepreneurs are in terms of knowledge and skills, funding, resources, and 

markets (Mohammed, 20 I 0). Hence, the government also has the opportunity to 

support SMEs directly through its purchasing policies (Loader, 2005). 

Moreover, Olutunla and Obamuyi (2008) suggested some approaches that governments 

can take in assisting SMEs, by giving formal and infonnal education in improving 

managerial capabilities, accounting skills, and helping them obtain more credit facilities 

or loans from commercial ban.ks. Thus, the study proved that bank loan is positively 

correlated to a firm's profitability; the higher the nwnber of loans, the more profits can 

be generated by SMEs. 

From a study by Keat et al. (20 l2), government support is deemed necessary and 

needed by an entrepreneur in the contexts of providing training and development 

programmes, guidance, and expertise, and financial assistance. In contrast, the findings 

by Zhang and Cao (2007) found that for e-business companies, the relationship with 

customers and suppliers significantly affects the fum's perfo1mance, but not the 

relationship with the government. Based on three fonns of GSPs which are financial 

assistance, training assistance, and marketing assistance used to measure business 

growth, marketing assistance is the most critical element (R. Ismail & Othman, 2014). 

Studies in Western Canada focusing on small business owners found that the lack of 

funding, market challenges, and some regulatory issues are among the factors that 

negatively affect business performance (Gill & Biger, 2012). Moreover, Braxton (2006) 

conducted a study to identify baniers to small business growth in Michigan, through a 
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survey on 300 small business owners who are members of the Michigan Minority 

Business Council; the findings showed several programmes are available to help small 

businesses, but those who apply for the fund experience complicated problems with 

funding requirements that determine eligibility for small companies. Micro companies 

may benefit from government support through effective integration of policies and 

practices in the design and implementation of public/private partnership programmes 

(Quinn, Dunn, McAdam, McKitterick, & Patterson, 2014). 

A study done to assesses the role of the government in promoting small businesses in 

Kogi State, Nigeria, involved forty small business owners who were randomly selected. 

This survey suggested that the role of government is crucial in helping small business 

owners to access credit facilities from financial institutions. All forms of infrastructure 

provided by the government have also contributed to small-scale business growth. 

Research also proved that infrastructure development by the government also has a 

positive and significant impact on small businesses (Adeusi & Aluko, 2014). 

Similar to a study conducted on SMEs in the agribusiness sector in Ghana, 

governmental and other institutional supports are used to measure performance. The 

results show a strong relationship between government support and SME performance, 

with a relationship coefficient value of 0.744 at the 0.01 (2-tailed) level. This 

relationship positively indicated that improvements in the government and other 

government support will result in higher productivity for SMEs (Ntiamoah, Li, & 

Kwamega, 2016). 
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2. 7.3 The relationship between the role of government support and Business 

Performance 

Different outcomes are obtained when evaluating the role of government in assisting 

SMEs. According to Shamsuddin (20 14 ), government business support service 

positively influences SME performance, and there is an interaction of absorptive 

capacity as a moderator on GBSS and the perfo1mance of SMEs in Malaysia. However, 

surprisingly, the institutional/government support factor did not contribute to 

entrepreneurial success for the case of 500 Malay entrepreneurs in Langkawi Island 

(Ishak, Khairunnisa, Zaimah, & Mohd Shukri, 2011 ). 

Moreover, a study on SMEs in Korea demonstrated empirical evidence of government 

support and commercialisation policies, and the fo1mulation of commercialisation 

policy affecting firms. The findings of the study showed that government support and 

firm size determine the factors affecting the commercialisation of firms (Kang, Gwon, 

Kim, & Cho, 20 I 3). The results of the study by Doh and Kim (2014) revealed vital 

government financial aid and support policies for regional industries SMEs in Korea. 

Brooksbank (2008) highlighted that from the econo1nic point of view, business support 

addresses market failure, but so much help is funded solely based on short-term 

initiatives whose impact assessment is often based on measures not related to business 

performance. 

In Dubai, the government focused on assisting and encouraging the development of 

entrepreneurs and the establishment of SMEs. The findings were significantly 

impactful since the many achievements gained cover various groups of entrepreneurs 
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and sectors in Dubai, as reported ... "(l) 9,000 entrepreneurs assisted through 

Development Advisory Services, (2) 650 SMEs facilitated to obtain licensing and 

registration services, (3) AED 728 million worth of Government Contracts facil itated 

through GPP, (4) 250 Start-Ups Incubated, (5) 50 Projects funded through a network of 

8 Banks (Credit Guarantee Scheme), (6) 40 Service Providers co-opted into our Service 

Providers Network, (7) 2,000 students with 550 projects organized over 5 cycles of 

'Young Entrepreneur Competition,' (8) 50 Arab entrepreneurs awarded the Young 

Business Leaders Award in the last 5 years" (Mohammed, 2010). 

Recent study by Gao, Lin, and Zhou, (2020), also used the moderating effect of 

government support and market competition in examining the effect of the innovative 

climate on sales and manufacturing department innovation. The findings from a survey 

of 482 companies has di scovered that government support was able to strengthens the 

positive effect of an innovative climate on department innovations, meanwhile market 

competition also enhances the positive moderating effect of government support on this 

relationship. The ease of access to financial services has considerably influenced the 

prospects and growth of SMEs all over the world (Gani in et al., 2021 ). As a result, 

vigorous government support is extremely beneficial in ensuring that SMEs remain 

viable in the face of a crisis. 

Consequently, the following hypotheses are offered : 

H4: There is a positive relationship between government support and business 

performance. 

HS: The positive relationship between strategic improvisation and business 

perfo1mance will be stronger when government support is high. 
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H6: The positive relationship between entrepreneurial marketing and business 

performance will be stronger when government support is high. 

H7: The positive relationship between social capital and business performance will 

be stronger when government support is high. 

2.8 Underpinning Theories 

It is essential to provide a theoretical foundation of the proposed framework for 

detennining various variables to business performance. Generally, some basic theo1ies 

need to be explained in the context of business perfo1mance. The Resources-Based 

View (RBV) by Wemerfelt (1984), as well as its extension, the Dynamic Capabilities 

View (DCV) by Chandler, (1992) is used as the supporting theory. Perhaps this theory 

is possible to assess and investigate the proposed theoretical framework of this study. 

2.8.l Resource-Based View (RBV) Theory 

A decade ago, there was an increase of 500% in the use of resource-based theory (RBT) 

for marketing research. This proves the importance of this theory as a framework for 

evaluating performance and predicting competitive advantage in business (Kozlenkova, 

Samaha, & Palmatier, 2014). In the literature, most previous studies have used the RBV 

theory in conducting research related to the performance of a business, company, 

organisation, or firm (Rana, 2017; Najafi Auwalu, 2017; Eniola & Entebang, 2015; 

Mario Franco et al., 2014; Kozlenkova et al., 2014; Aluisius Hery Pratono & Mahmood, 
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2014). This theory is mostly thought of in the area of strategic management and is 

commonly used in analysing the performance of SMEs in many countries (Shamsuddin, 

2014). 

Barney (1991) emphasised three types of resources in the RBV theory, namely physical 

resources, human resources, and organisational resources, all of which are vital in 

clarifying an organisation (Pankaj, 2014), as can be seen in Table 2.6 below. Moreover, 

Camis6n et al., (2015) indicated that the Resource-Based View (RBV) theory refers to 

a fum's ability on the basis of resources and capabilities, and assumes significant 

differences for business and organisation since it is also affected by other factors. 

'Resource' refers to something that can be 'rented' and can be ' bought' at a certain cost 

obtained from the outside, while 'capability' is something that needs to be developed 

independently in a firm. This element of capabilities requires a long period and can be 

enhanced and developed through the process of learning, training, innovation 

management, and competitiveness (Wu, 2009). Besides, 'resources' can be expressed 

as inputs that enable the organisation to perform activities (Pankaj, 2014). Perfo1mance 

relies on the capabilities of the entreprenem or organisation to combine tangible and 

intangible resources (Najafi Auwa.lu, 201 7). 

Wemerfelt (1984) stated that the resource-based view (RBV) is a theory to ascertain 

the strategic resources available to a firm. The essential principle of the RBV is that the 

basis for a competitive advantage of a firm depends mainly on the application of the 

bundle of valuable resources at the finn's disposal. "Resources are defined as tangibles 

and intangible assets that are tied semi-permanently to the firm" (p. 172). Meaningfully, 

to maintain the ability to become more competitive, every resource in the business plays 
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an important role (Camis6n et al., 2015). In parallel, Morris et al. (2014) acknowledged 

seven core dimensions of entrepreneurial marketing and recommended a theoretical 

groundwork based on RBV. The RBV theory tests the international performance of a 

firm and confirms the positive influence of intangible resources (Rana, 2017). 

Furthermore, Yu et al., (2021) applied the RBV theory in their study of organisational 

identity strength between strategic improvisation and organisational memory and their 

implications on competitive advantage. Competitive advantages are associated with a 

company that is capable of producing more value with less resources. Resources include 

the firm's business strategy and client base, reputational resources such as trust and 

brand image and external social capital such as co1laborations. Meanwhile, external 

finance availability, stable market interest rates, inexpensive tax rates, and decreased 

transaction costs are examples of government support that may provide a favourable 

climate for supporting SMEs (Gani in et al., 2021 ). The resource-based view (RBV) 

theory was discovered to be employed in a study concerning the role of government 

financial suppott programs, self- confidence and risk-taking propensity on propensity 

in business ventures (Yusoff et al., 202 I). Similarly, this study investigates government 

suppo11 as one of the determinants of small business performance. sjgnificantly, this 

RBV theory was appropri~te for the investigation of the study framework. 

In categorising sources, several researchers have acknowledged specific types of 

resources that can aid firms in applying appropriate business strategies. Barney (199 I) 

and Brumagim (1994) have structured resources according to the types and levels of 

the organisation. From the viewpoint of strategic management research, the notion of 

social capital can also be used with RBV (Priem and Butler, 200 l; Pen eault et al., 
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2007). Meanwhile, from the marketing viewpoint, Morris et al. (2014) acknowledged 

seven core dimensions of entrepreneurial marketing and proposed a theoretical 

foundation based on resource advantage theory. Accordingly, Table 2. 7. l differentiates 

the type of resources and the hierarchy of resources. 

Table 2.6 
Type and Level/ Hierarchy of Resources 

Barney . Physical capital resources 
(1991) 

(Type of 
Resources) Human capital resources 

Organisational capital 
resources 

Brumagim (1994) Strategic vision resources 

(Hierarchy of 
Resources) 

. Organisational learning 
resources 

. Administrative resources 

. Production/maintenance 
resources 

Source: Adapted from Pankaj ( 2014 ). 

physical, 
technological, 
Plant 
equipment 
training 
experience 
insights 
formal structure 

most advanced/highest 
level 

the most basic/lowest 
level 

Additionally, the Dynamic Capacity Based View (DCBV) is also proposed as a 

complement to the RBV theory that has been used previously (Camis6n et al. , 2015) . 

The development of dynamic capability is essential to ensure that firms can reacl 

actively in a competitive environment (Kozlowski & Matejun, 2016). Amit and 

Schoemaker (1993) stated that resources are assets belonging to the firm , while 

capability refers to the firm's capability of exploiting & incorporating resources to 

attain the desired business targets. Firms assets are categorised into two groups, namely 

tangible and intangible assets (Camis6n et al. , 2015; Nichter & Gold.mark, 2009; Wu, 

2009). 
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As discussed earlier, capabilities can be developed over the proper process of learning, 

training, innovation management, and competitiveness (Wu, 2009). Thus, in this study, 

government support delivers numerous benefits to an entrepreneur in terms of 

enhancing their strategic improvisation in connection to their capacity to explore and 

use the existing resources in their finn. Those benefits will immediately assist 

enterprises in increasing profits, improving perfonnance, and gaining a long-term 

competitive advantage. 

Conclusively, RBV theory has been found to be meaningfully important and practical 

to apply in this area of the research study. Based on detailed descriptions and discussion 

in measuring the performance of a small business, the theoretical framework is designed 

and proposed to look at the significant relationships with some other variables as 

referred to in Figure 2.8. Consequently, 13 hypotheses have been proposed for this 

research. 
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2.9 Development of Theoretical Framework 

Strategic Improvisation 

(SI) 

Entrepreneurial 
Marketing 

(EM) 

• Proactive Orientation 

• Opportunity-Driven 

• Customer Intensity 

• Risk Management 
• Innovation focus 
• Value Creation 

Sochtl Capihll 

(SC) 

Independ1:nt Variables 
(IVs) 

Figure 2.6 

H3 

Ht 

Government 
Support 

Moderating Variable 
(MoV) 

The schematic diagram for the proposed theoretical .framework 
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2.10 Research Hypotheses 

Based on the above framework, the researcher has identified 13 hypotheses to be tested 

and investigated. 

H 1: There is a positive relationship between strategic improvisation and business 

performance. 

H2: There is a positive relationship between entrepreneurial marketing and business 

performance. 

H2a: There is a positive relationship between proactive orientation and business 

performance. 

H2b: There is a positive relationship between opportunity-driven and business 

perfotmance. 

H2c: There is a positive relationship between customer intensity and business 

performance. 

H2d: There is a positive relationship between risk management and business 

performance. 

H2e: There is a positive relationship between innovation focus and business 

performance. 

H2f: There is a positive relationship between value creation and business 

performance. 

H3: There 1s a positive relationship between social capital and business 

performance. 

H4: There is a positive relationship between government support and business 

performance. 
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H5: The positive relationship between strategic improvisation and business 

performance will be stronger when government support is high. 

H6: The positive relationship between entrepreneurial marketing and business 

performance will be stronger when government support is high. 

H7: The positive relationship between social capital and business performance will 

be stronger when government support is high. 

2.11 Summary 

This chapter has deliberately discussed and provided a clear explanation and a broad 

definition of SMEs from the local and global perspectives; and presented the literature 

and debates on the topic in terms of business performance, strategic improvisation, 

entrepreneurial marketing, social capital, and the role of government support. As for 

the theoretical approach, the underpinning theory has been addressed, and the 

theoretical framework has also been drawn up and proposed. The next chapter will 

discuss the research methodology. 
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3.1 Introduction 

CHAPTER THREE 

RESEARCH METHODOLOGY 

This chapter highlights the comprehensive research methods and procedures that are to 

be conducted in this research. It discusses the basic elements of research design, 

identifies the population of the study, determines the sample size, sampling techniques, 

sampling procedure, data collection methods and procedures, selection and access, and 

also measures the variables. In the end, the specifics data analysis process and 

procedure are explained and presented accordingly. 

3.2 Research Design 

The impo11ant part of research methodology is to detennine the research design. 

According to Cooper and Schindler (200 I) research design has numerous definitions. 

Generally, the research design is "an activity related to the time-based plan, guides the 

selection of sources and type of information based on research, also known as a 

framework for specifying the relationships among the study's variables," and 

commonly known as an outline procedure for every research (p. 134). Thus, Table 3.1 

shows the research design used in this study. 
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A descriptive study is known for describing the characteristic of persons, events, or 

situations. As far as such as study is concerned, a quantitative and qualitative study can 

be used in doing descriptive research (Sekaran & Bougie, 2013). Moreover, Zikrnund 

(2003) detailed that the descriptive study is designed to "describe characteristics of a 

population or phenomenon in the direction of determining the answer of what, when, 

where, how and who questions ..... . which often helps segment and target market" 

(p.55). Meanwhile, Cooper and Schindler (2001) viewed the descriptive study as a 

fo1mal study, structured with clearly stated hypotheses or investigate the question. For 

the sake of this study, the researcher used quantitative data to describe bow independent 

variables can influence the performance of Agrobazaar Kedai Rakyat (AKR) 

businesses. 

Moreover, the researcher is interested in the association between the variables of the 

study by investigating the relationship between strategic improvisation, entrepreneurial 

marketing, and social capital towards business performance. Therefore, relationship 

research should describe the relationships between variables (Sekaran & Bougie, 2013). 

This study employs a cross-sectional time horizon since data is to be collected at a 

s ingle point in time or once; it may perhaps take several months to conduct a survey. 

The relationship among variables may be investigated by using cross-tabulation 

analysis (Zikmund, 2003). The unit of analysis is the individual, and the study setting 

for this research will proceed in a non-contrived setting or called field study because it 

will be done in a natural environment as to how relationships studies are conducted. 
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Table 3.1 
Basic Research Design 

Study purpose 

Investigation type 

Time horizon 

Unit of analysis 

Study setting 

Descriptive study and hypothesis testing 

Relationship 

Cross-sectional 

Individual (owner) 

Fieldwork (non-contrived setting) 

3.3 Popu]ation and Sampling Design 

3.3.1 Population 

The population refers to as all groups of people, things, or events that researchers intend 

to study; ultimately, conclusions can be drawn from the sample statistics obtained 

(Sekaran & Bougie, 2013). As this study concerns the business perfo1mance of the 

micro business, the total population involves all Agrobazaar Kedai Rakyat (A.KR) 

outlets availab le throughout Malaysia. Significantly, for this case, the participants 

comprised of all AKR owners from the population of this research. Presently, as of 

December 2018, there are 368 units of registered AKR in Peninsular Malaysia, Sabah, 

and Sarawak. Hence, Table 3 .2 below explains in detail the number of AKRs in each 

state. 
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Table 3.2 

Number of Agrobazaar Kedai Rakyat in Malaysia 

State/ Year 2009 2010 201} 2012 2013 2014 2015 _ 2016 2~1i7 ... 2018 J:ptal 

Perlis 1 1 1 s 3 2 1 1 2 1 18 

Kedah 10 3 7 6 0 4 4 3 4 2 43 

Pulau Pinang 2 1 2 2 1 l 0 0 2 2 14 

Per~k s 1 4 6 7 13 6 s 2 0 49 

Selangor 4 3 1 1 0 3 1 0 1 0 14 

Wilayah Persekutuan 0 0 0 0 0 0 s 0 0 0 5 

Negeri sembilan 1 1 1 2 2 0 3 0 2 2 14 

Melaka 2 0 1 2 4 3 1 2 2 2 19 

Johor 2 4 3 8 4 2 0 0 2 1 26 

Pahang 2 0 2 4 2 7 4 2 3 2 28 

Kelantan 2 1 2 1 2 3 4 2 2 1 20 

Terengganu 0 8 1 l 2 2 4 2 2 1 23 

Sabah 3 2 8 6 8 3 7 2 2 0 41 

Sarawak 0 0 3 s 3 10 26 0 6 1 54 
34 25 36' 49 38 54 66 19 32 15 368 

Source: FAMA, 201 8 ( as of December 2018) 

3.3.2 Sample Size 

Once the population of the study has been detennined, research may proceed to identify 

sample size. According to Sekaran and Bougie (2013), Zikrnund (2003), and Cooper 

and Schindler (2001 ), the sample is a subset of the population, comprising a fraction of 

several items on behalf of the actual population of a study. A sample should be large 

enough, or it will not represent the total population. With sampling, the researcher is 

able to conclude and generalise the entire population. The reasons for using a sample 

instead of the entire population are self-evident. It seems to be impossible to collect 

data from all AKR outlets all over Malaysia due to some constraints in terms of cost, 

time, and others like human resources (field workers). 
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Furthermore, there are many rules of the thumb towards dete1mining the appropriate 

sample size for each research study. As can be seen in Table 3 .3, several techniques 

have been proposed by various researchers. 

Table 3.3 

Rules of Thumb for Sample Size 

No. Name ( Year) 
1. Cohen (1988) 

Rules of Thumb/ technique 
- effect s ize of sample size 

0.20 = small, 

0.50 =medium, 

0.80 = large. 

30 participants/ cell may lead to 80% power 

2. Krejcie and Morgan The sample size for the given population size. 

3. 

(1970) (N: Number of the population; S: Sample size) 

Roscoe (1975) 

N = 10; S= 10 ....... . 

N = 360; S = 196 

N = 380; S = 205 

N=400; S=210 

N=420; S=217 .... 

N = 1000; S = 269 

Refer to: page 268, Uma Sekaran, 2013. 

> 30 and< 500 is a sufficient sample for most 

research. 

30 sample sizes for each category are necessary if 

samples are broken into subsamples 

Source: researchers search on literature 

A wide variety of methods can possibly be used in sampling. However, to further 

determine the appropriate size of the sample for this study, the researcher planned to 

use the sampling size as suggested by Krejci and Morgan (1970) cited in Sekaran and 

Bougie (20 13). Based on that formula, since the total number of AKR outlets is 368 

units, the researcher has to empirically test the relevant sample size to represent this 

study, consisting of approximately 205 respondents (AKR owner), or constituting 56% 
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of the population all over Malaysia (Peninsular Malaysia, Sabah, and Sarawak). This 

method was used by another study (Mokhlis & Yaakop, 2012). Consequently, this 

figure is also supported by one of the principles tbat influence sample size, highlighting 

that "if the sample size exceeds 5% of the population, the sample size may be reduced 

without sacrificing precision" (Cooper & Schindler, 2001, pg.172). Nevertheless, Jr. 

Hair, Black, Babin, and Anderson (2014) stated that researchers, in general, should not 

analyse samples that are less than 50 observations, since the best sample size should be 

100 or greater. The rule is to have at least five ( 5) times the nwnber of observed 

variables to be analysed, and the more acceptable sample size will have a ratio of 10: 1. 

However, some researchers recommended using at least 20 cases for each variable in 

the study. 

Moreover, Cohen ( 1988) emphasised that a sufficient sample size is important, since a 

low sample may result in umeliable answers while if it is too high, it may be restricted 

and require more time and resources. However, larger sample sizes can be beneficial 

since power is significantly increased, and indirectly, estimation error can be reduced 

(Vanvoorhis & Morgan, 2007). As can be seen in Figure 3.1, the total sample size 

requ ired for this study was 153, based on the effect size(/) of 0.15, which represents a 

medium level of sufficient sample. Hence, the researcher planned to collect data based 

on the proposed required number or slightly more than that. Recently, the use of the 

statistical power analysis of Cohen (1988) is a more important and acceptable formula 

in determining the sample size as compared to the formula recommended by Krejcie 

and Morgan ( 1970); there may be differences between the measurement methods set by 

Cohen, 1988 and Krej cie and Morgan, 1970 (Chua, 2006). 
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Consequently, most researchers prefer to use Cohen's ( 1988) as a guide in determining 

the required sample size (Najafi Auwalu, Rosli, & Muhammad Shukri, 2018; Chua, 

2006). However, since this study focuses on SMEs which have small numbers from the 

population, for that reason, as suggested by some researchers and Ph.D. holders, a 

census was found to be more applicable than sampling. To be more specific, during the 

presentation of progress PhD for the purpose of applying study leaves from UiTM, a 

group of panels comprised of the Dean, three Deputy Deans, and other faculty members 

advised that census be utilised instead of sampling due to the small population. 

Furthennore, at the SMART-PLS Training session at ILD, UiTM in December 2019, 

the researcher confirmed with Professor T. Ramayah about this issue, and the response 

was similar. Instead of sampling, census is preferable for my study, because of the small 

number of respondents. Thus, the researcher had to carry out the data collection process 

(fieldwork) by reaching all of the target respondents located in peninsular Malaysia as 

well as Sabah and Sarawak. 
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3.3.3 Sampling Technique/ Design 

To accomplish the research objectives, the researcher will select one suitable sampling 

I 

technique to gain the heterogeneous sample for the study. A commonly known 

sampling design can be classified into two groups, either probability sampling or non

probability sampling (Sekaran & Bougie, 2013; Cooper & Schindler, 2001; and 

Zikmund, 2003). 

Even though the researcher conducted a census instead of sampling, somehow, or 

rather, this sampling method and procedures were used as a guideline to support the 

study in getting at least usable, valid, and sufficient amount of data. Considering the 

risk in the data collection process, there were challenges and obstacles in many aspects, 

especially when dealing with respondents from a very remote area and difficult to be 

reached due to the lack of accessibility. Tab.le 3.4 shows the data collection involving 

all 14 states in Malaysia. 

Since the data collection process was done at the end of the year, some constraints like 

the flood in certain areas also affected the process of fieldwork as anticipated. Some 

businesses could not operate during this time, and it was difficult for the field worker 

to reach the respondents as well. 
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Table 3.4 
Numbers of AKR outlets by States 

No. State 
1 Perlis 
2 Kedah 
3 Pulau Pinang 
4 Perak 
5 Selangor 

6 Wilayah Persekutuan 
7 Negeri Sembilan 

8 Melaka 

9 Johor 
10 Pahang 
11 Kelantan 
12 Terengganu 
13 Sabah 
14 Sarawak 

Total 

Source: FAMA, 2018 (as ofDecember2018) 

Figure 3.2 

Numbers of AKR outlets by States 

99 

Number of Outlets 
18 
43 
14 
49 
14 

5 
14 
19 
26 
28 
20 
23 
41 
54 
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3.4 Data Collection Methods 

A variety of methods were used by previous researchers to assess business performance. 

Each method probably has its advantages and drawbacks. Consequently, survey 

research is one of the more practical ways commonly used and is popular amongst 

business researchers because it helps the researcher to collect quantitative and 

qualitative data from many types of research questions. The three main data collection 

methods are administering, interviewing, and observation. Since this is quantitative 

research, questionnaires are the best method to collect a large amount of quantitative 

data ; it has been proven that as the cheapest technique for collecting data compared to 

interviews and observation. It can be conducted through a self-administered 

questionnaire, mail questionnaires, or electronic questionnaires (Uma Sakaran, 2013). 

For this present study, a questionnaire was used to answer the research questions and 

to determine the responses to the study objectives. Hence, a reliable and valid survey 

instrument was used for data gathering from AKR owners or managers. The researcher 

proceeded with a structured self-administered questionnaire and electronic 

questionnaire as an instrument. 
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3.4.1 Self-Administered Questionnaires 

This technique is one of the ways to collect data from the respective respondents, and 

many researchers have chosen to use this instrument (Ismail et al., 2015; Shamsuddin, 

2014; Keat, Ooi, & Ahmad, 2012; Mokhlis & Yaakop, 2012; Singh Sandhu et al., 

2011). By using this method, the researcher can easily monitor responses during the 

survey process and immediately respond if respondents need some clarification or any 

about the subject matters. Indirectly, researchers are able to encourage and motivate 

respondents to give good feedback for the study; this provides a chance to increase the 

response rate and reduce non-responses by respondents. 

At the first stage, permission was requested from the FAMA office to collect the data 

from the listed AKR entrepreneurs. Initially, the researcher expected this data collection 

process to take place within four months period and possibly required more time. 

Unnecessary situations that may interface were considered, probably influenced by 

several factors such as remote location, time constraints, availability of AKR owners to 

provide feedback, and so on. Finally, the actual process of data colJection was canied 

out for six months, starting from September 2019 to February 2021. 

However, there were some limitations and constraints with self-administered 

questionnaires, particularly in conducting fieldwork activities, due to the geographic 

factors, especially in Sabah and Sarawak and some remote areas in Peninsu lar 

Malaysia, which required more cost and effort to make it more effective. To overcome 

this issue, the researcher planned a backup using electronic questionnaires. 
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3.4.2 Electronic Questionnaires 

To maximise the response rate and accuracy, the researcher planned to use electronic 

questionnaires to support the self-administered questionnaires. This technique is 

appropriate for this research because it might cover a wide geographical area and more 

effective in the current situation. This method has been widely used by others (Abebe, 

2013; Oliveira, 2013; Calantone, Cavusgil, & Zhao, 2002; and Chandler & Hanks, 

1993 ). The same questionnaire, as prepared in the self-administered questionnaire, was 

transformed into an electronic questionnaire and the link was sent to the respondents 

using the WhatsApp application. All respondents' details, including contact numbers, 

were given by FAMA, which helped this study. A structured questionnaire and a cover 

letter that clarifies the purpose of the study were attached in the link to persuade 

respondents to provide their attention and cooperation. 

As an advantage, respondents can give responses at their own time, which is more 

convenient to them, especially those who are difficult to access and those located in 

remote areas. Feedback can easily be received when respondents have completed the 

survey by clicking the submit button. This method seems to have effectively increased 

the response rate and provided significant benefits to this study. After sending it to 

target respondents, the researcher personally made a phone call to every respondent to 

encourage them to provide feedback in the time given. Most probably they had ample 

time to react and respond. 
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Regrettably, at the beginning of the year 2020, our country was affected by the Covid-

19 pandemic that fast hit China which then spread to other countries around the world. 

Because of the pandemic, fieldwork activities for Sabah and Sarawak states were not 

possible to be implemented. At the time, the researcher concluded that an on line survey 

could be one of the best options for replacing fieldwork activities to avoid the spread 

of the Covid-19. 

Subsequently, starting in January 2020, the researcher increased efforts to obtain as 

much feedback as possible from the respondents. At first, respondents from Sabah and 

Sarawak were sent a link https:// fonns.gle/7PKD\VzziTL2rYWn46 through 

WhatsApp, for them to fill out the questionnaire. Unfortunately, the feedback was not 

satisfactory, as the initial responses were too low with less than 10 feedbacks received 

within two weeks. Then, the researcher reacted immediately and took initiative to call 

each of them (41 respondents from Sabah and 54 respondents from Sarawak) and 

managed to convince each respondent to participate in this survey. Respondents were 

informed that the closing date to accept their responses was February 28, 2020. The 

phone call activities took place within a week. Surprisingly some of them positively 

reacted and responded to this study and their effort was highly appreciated. 

3.4.3 Data Collection Procedure 

The process of data collection began with the self-administered questionnaire 

(fieldwork). The researcher allocated 4 months for fieldwork activities in Peninsular 

Malaysia and another 2 months in Sabah and Sarawak. Fieldwork activities were to be 

commenced in September 2019, beginning with the northern region area. The detailed 

data collection process can be seen in Table 3.5 below. 
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Table 3.5 
Data Collection Process (lieldwork2 in Peninsular Malay__sia 

STATES 
Area / District I No.of Total No. of Days Total 

Month 
Parliament AKR AKR (Fieldwork) Days 

Arau 4 I 

PERLIS Kangar 3 17 l s 
Padang Besar 10 3 

Baling I 
KualaMuda/ 
Merbok 3 

Yan 3 

Kodiang 
Alor Star/ Kuala 3 

Kedah 9 

KEDAH 
Kulirn 

37 13 
Langkawi 4 2 Sept 

Padang Terap s 2019 
2 

Pendang I 

Sik 6 2 

Sg Petani 

Guar Cempedak 

Kuala Nerang 

Barat Daya 3 

S. Prai Utara 3 
PULAU S. Prai Selatan/ 12 4 
PTNANG Nibong Tebal 4 

S. Prai Tengah / 
2 

Pem1atang Pauh 2 

Hulu Perak / Gri.k 3 

!-lulu Perak/ Lenggong 2 
2 

Kuala Kangsar 3 

Kerian/ Bagan Serai 3 
Lanlland Malang/ 
Bukit Ganlang 3 

Larut/ Selama 5 
Bagan Tiang/ Parit 2 

Bu111ar 

PERAK 
Manjwig/ Lumut/ 

46 18 
October 

Pantai Remis 3 2019 

Perak Tengah/ Parit 3 

Pasir Salak 12 4 

Bagan Datoh 2 

lpoh 

Kin1a/ Manjoi 2 

Teluk lntan 

Tanjung Malim 

Ta ah 2 
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Table 3.5 
Data Collection Process (fieldwork2 in Peninsular Malay__sia (continued2 

STATES 
Area / District No. of Total No. of Days 

Total Days Month 
/ Parliament AKR AKR (Fieldwork} 

Bentong 4 l 

Bera J4 3 

Jerantut 3 

Temerloh 3 

PAHANG Kuantan 2 31 9 

Maran 

Pekan 2 2 

Raub I 

Rompin l 

Jeli 3 

Tanah Merah 

Machang 2 

Kota Bharu 7 
Nov-19 

Kuala Krai 4 
K.ELA.J~TAN 31 8 

Pasir Mas 6 

Pasir Puteh 2 2 

Tumpat 5 

Back 

Gua Musang 

Jertih 

Kuala Besut 2 

Kuala 
6 2 

TERENGGANU 
Terengganu 20 5 
Setiu 
Hulu 

5 
Tereugganu 
Dungun 5 

105 



t 

Table 3.5 
Data Collection Process (fieldwork) in Peninsular Malaysia (continued) 

Area /District/ No. of Total 
No. of Days 

Total 
STATES Parliament AKR AKR 

(Fieldwork 
Days 

Month 

Kuala Lumpur 7 2 

Kuala Langat 4 

SELANGOR/ Kuala Selangor 6 2 
23 7 

W.PKL Petaling/ Shah Alam 2 

Petaling/ Puchong 

Sepang 3 

Jelebu 3 

Jempol 1 

Kuala Pilah 2 
NEGERI Rembau 3 14 2 5 

SEMBILAN 
Seremban 

Tampin I 

Port Dickson 3 

Alor Gajah 6 2 

Melaka Tengab/ 
Dec-1 9 

3 2 
MELAKA Bukit Kalil 

15 6 Melaka 
Tengah/Tangga Batu 

Jasin 5 2 

Batu Pahat 8 2 

Johar Baluu 2 2 

Kota Tinggi 2 

Segamat 3 

Ledang 3 
JOHOR 29 9 

Mersing 2 2 

Muar 2 

Pasir Gudang 

Kluang 3 

Pontian 3 
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3.5 Operationalization and Measurement of Variables 

In this research, three independent variables (IV), consisting of entrepreneurial 

marketing, social capital, and strategic improvisation, are used to measure business 

performance, which is the dependent variable (DV). The self-administered 

questionnaires were distributed to all respondents as discusses earlier. There are six 

sections in the questionnaire: general information; business performance; strategic 

improvisation; entrepreneurial marketing; social capital; and government support. 

The ordinal scale was chosen for measuring item values in Sections B, C, D, and E. The 

listed variables can be compared against 'greater than' or 'less than' relationships. The 

figures used in this scale, however, are entirely non-quantitative, as they only show 

relative positions in the ordered series. However, the ordinal scale does not give actual 

or magnitude measurements in absolute tenns, but only sequence values . Therefore, the 

researcher may recognise the order, but would find it difficult to know the difference 

between the values (Jr. Hair et al., 2014). 

Hence, for this study, researcher measured the performance of the Agrobazaar Kedai 

Rakyat (AK.R) business by looking at the growth factors. The questions were then 

formulated using closed-ended questions on a 7-point Likert Scale, where I= "strongly 

disagree" (SD), and 7 = "strongly agree" (SA), accordingly. Construction of items 

developed was based on a questionnaire adapted from a past study (Lingesiya, 2012), 

which initially used a modified instrument that had been developed another study (Dess 

& Robinson, 1984). 
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3.5.1 Section A: General Information 

This section is designed to know the details of the respondents ' profile, which includes 

age, gender, race, state, income level, business features, and entrepreneurial experience. 

In reference to a study in t?e EU (Cowling, 2016), it confirmed that there were 

significant differences across countries in terms of self-employment preference. In 

general, age, gender, and educational background were confinned to be essential 

variables, besides marital status and family size (Masuda, 2006). Generally, basic 

information about the respondents was to be tested including gender, age group, marital 

status, academic qualification, race, state, and also the general background of the 

business, such as the number of years in AK.R, the number of employees, and monthly 

sales. 

3.5.2 Section B: Business Performance 

Wiklund (1999) recommended that performance measures should cover both growth 

perfonnance and financial performance. Moreover, public info1mation is undependable 

since most SMEs are privately owned and are not bound by any legal duty to divulge 

details of their businesses. Some respondents may be unwilling to share actual financial 

data (Tse et al. 2004). Thus, in this study, the researcher focused on the use of 

subjective, self-repo1ted measures of business pe1formance including growth 

performance and financial perfonnance. Most managers are reluctant to give 

info1mation due to privacy issues (Abdullah & Rosli, 2015) and are reluctant to disclose 

actual financial data (Chung, 2008). Therefore, subjective approaches are possible, such 
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as non-financial measures which can still accurately reflect an objective measure 

(Lumpkin & Dess, 2001; Covin & Slevin, 1989). 

Consequently, this study used subjective measures of non-financial measures to 

determine the performance of a business, upon recognising the issues of owners' 

reluctance in providing exact information about their current business (Abdullah & 

Rosli, 2015). A business performance scale was developed for this research based on 

recommendations from past studies. The subjective measure would specify business 

perfonnance, which includes the growth in profitability, growth in turnover, and growth 

in the number of employees and customer satisfaction. The reliability coefficient of all 

dimensions of industrial perfonnance was 0.843. However, out of 18 items used in 

previous studies, 4 items were excluded based on the significant results which were 

proven to be reliable. Then, only 13 items were used to proceed for further investigation 

in this research study. 

Business performance is an indicator that measures the achievement of an organisation. 

Due to the increasing complexity of the business environment, more criteria are 

included in the performance tenn (Prakash et al., 2017). Financial measures are 

objective, comprehensible, and easily computed in most cases; they are historical and 

are unavailable in the public domain (Lingesiya, 2012). According to G. N. Chandler 

and Hanks (1993 ), growth and business volumes are the most common dimensions of 

performance and are most often referred to by the founders when researchers are 

required to use self-reported measures of business performance. Furthermore, 

Blackburn, Hart, and Wainwright (2004) explained that business performance depends 

on several factors, such as changes in employment, company profit, and turnover. Then, 
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surveys conducted by measuring business performance are based on the elements of 

turnover, employment growth, and company profits. 

Meanwhile, Zhang and Cao (2007) studied the entrepreneur performance measure 

based on 4 elements adapted from Wiklund (2003), which measured the growth of sales, 

company's profit, market share, and employees. The Cronbach's alpha value of these 

items was 0.870, indicating an adequate level of reliability. Likewise, Lingesiya, (2012) 

examined the performance of the small-scale industry in Sri Lanka, and found that the 

reliability coefficient of all dimensions was 0.843, specifying the questionnaire as an 

acceptable administrable inst:rnment. Meanwhile, in another study, business 

performance was measured as a uni-dimension comprising 4 financial aspects and 2 

non-financial aspects, resulting in a Cronbach's alpha of 0.92 (Patel, Pieper, & Hair, 

2012). 

Return on Assets (ROA) (F. Li and Srinivasan, 2011; Eniola and Entebang, 2015; D. 

Li et al., 2012) and Return on Investment (ROT) (Calantone et al., 2002; Andy Neely, 

2004; Tlapana, 2009; & Sidik, 2012) are two common useful ratios in measuring 

company profitability besides net profit. In other words, Return on Assets (ROA) shows 

the percentage of the company's efficiency in generating revenue from invested assets 

or economic resources. The higher value in(%) indicates the more efficient a company 

or firm in making the profits. Return on Assets (ROA) is regarded as the best indicator 

of business performance in the indust1y (BaiTick et al., 2015) due to its usefulness in 

ascertaining a firm/organisation's profitability and efficiency. 

110 



The Return on Assets (ROA) formula is: 

ROA Net Income 
Average Total Assets 

Additionally, Return on Investment (ROI) is also used for measuring the performance 

of a company or an organisation (Sidik, 2012), by detennining the "gain or loss 

generated on an investment based on the amount of money invested in the company". 

ROI is also shown in percentage(%) and is characteristically used to determine personal 

financial decisions, to compare a company's profitability, or to compare the efficiency 

of different investments (Lingesiya, 2012). 

The return on investment (ROI) fo1mula is: 

ROI Net Profit X 100 
Cost of Investment 

In addition to ROA and ROI, the control variable can also be adapted based on its 

potential effect on business performance, such as finn size (i.e., number of full-time 

employees) (Barrick et al., 2015; Hambrick, 1994). However, since the sample size 

covers micro-businesses or small-scale businesses, it is difficult to obtain feedback on 

ROA and ROT. To overcome this issue, the researcher took initiative to explain when 

the question arises from the respondent about measuring their business ROA and ROI. 

Based on the literature, as has been suggested by many researchers, the respondents in 

this study were asked to state their business performance for the pa~t three consecutive 

years. Next, to construct dependent variables, a set of questions was utilised, 

comprising four sub-elements of customer satisfaction, growth in profitability, growth 

in turnover, and the number of employees; respondents were asked for their feedback 
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on these. Consequently, the following items were used to measure business 

performance: 

Table 3.6 
The scale of items for Business Performance 

No. 

1. 

2. 

3. 

Adopted/adapted items 
Customer satisfaction with managing change 
The level of customer satisfaction is effectively associated with my 
business activities. 
Surveys are conducted to measure customer satisfaction and to implement 
necessary changes. 
The number of customers has increased from the start of the business. 

4. Facing environmental challenges and fierce competition is a business 
growth achievement. 

5. New products and services are delivered based on changes in the market. 

Growth in profitability: 
6. Net profit earnings have grown from the business over the past three years. 

7. Return on Investment (ROI) from the business has seen improvements. 
8. Return on Assets (ROA) from the business has seen improvements. 

Growth in Turnover: 
9. The business has seen improvements in saving capacity and accumulation 

of resources. 
10. The business has experienced growth in sales over the past three years. 
11. The business has experienced growth in turnover in comparison with 

competitors over the past three years. 

Growth in Number of Employees: 
12. The number of employees has increasing from the start of the business. 
13. The business has been able to take care of its best and most talented 

employees. 
Source. Adapted from Lingesiya, (2012) and Gliner and Morgan (2003) . 

3.5.3 Section C: Strategic Improvisation 

The following construct of the questionnaire in Section C is the strategic improvisation, 

which was assessed using a measurement adapted from Vera and Crossan, (2005). This 

measurement was initially adapted from Tierney et al. ( 1999) on an employee-creativity 
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scale, a measure of spontaneity (Unger & Kernan, 1983), and (Moorman & Miner, 

1998) measure of improvisation; findings confirmed a Cronbach' s a value at 0.91. With 

the highest reliability value, the researcher then adapted the items to be used for this 

study. 

Originally, Vera and Crossan (2005, p.222) created a 9-item questionnaire on the 

improvisation variable; (1) "The team frequently introduces new product/service 

innovations", (2) "The team is fast in introducing new product/service innovations". 

(3) "The team deals with unanticipated events on the spot". (4) "Team members think 

on their feet when carrying out actions". (5) "The team responds in the moment to 

unexpected problems". (6) "The team tries new approaches to problems". (7) "The 

team identifies opportunities for new work processes". (8) "The team takes risks in 

terms of producing new ideas in doing its job". (9) "The team demonstrates originality 

in its work". Then, only eight questions were examined for this study framework and 

the word "team" has been substituted with "l." The items are on a seven-point Likert 

scale, with the anchors of "strongly disagree" and "strongly agree" as used by a 

previous study (Vera & Crossan, 2005). Furthennore, H. Ahmad, Arshad, and 

Marchalina (2015) employed the seventh (7) items in defining the relationship of 

strategic improvisation towards performance of Government Link Cooperation (GLC) 

in Malaysia, which was measured on a five-point scale with the overall mean at 3.8607. 

The word "top management" has been replaced with "I." Hence, based on these two 

sets of questionnaires, the researcher went on to alter and adopt items that were useful 

in the setting of small businesses. Conclusively, this study gives preliminary evidence 

concerning the AK.R owner's potential to acquire improvisational skills as well as their 

spontaneity and creativity in adapting and adopting any changes in the business 

environment. 
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Table 3.7 

The scale of items for Strategic Improvisation 

NO Strategic Improvisation 

1. I have the ability to act on any problem that anses rn the business 
immediately. 

2. I am talented at identifying opportunities for new work processes. 

3. I am trying to figure out a new approach to problem-solving. 

4. I take the risks in producing new ideas for my business. 

5. I demonstrate uniqueness in running a business. 

6. I always create multiple courses of action during planning. 
7. I am capable of maintaining business productivity in challenging 

circumstances. 
8. I am able to adapt the company's strategy adequately to the changes in the 

business environment. 

Source: Adapted from H. Ahmad et al., (2015) and Vera & Crossan (2005). 
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3.5.4 Section D: Entrepreneurial Marketing 

The concept of entrepreneurial marketing has been around since 30 years ago, as 

discussed by many researchers (Carson & Coviello, 1996; Hacioglu et al., 2012; 

Wallnofer & Hacklin, 2013; Mario Franco et al., 2014; O'Cass & Morrish, 2016), and 

the composition of entrepreneurial marketing in the small film (Fiore et al., 2013) has 

also been discussed. 

The constructs in the study were developed based on measurement scales adapted from 

previous studies. All constructs use a 7-point Likert scale ranging from I= "strongly 

disagree" to 7 = "strongly agree". Items for measuring Entrepreneurial Marketing were 

adapted from Fiore et al. (2013), referring to the 7 dimensions of the EM framework 

formerly developed by Moris et al. (2002). In the beginning, 72 items were constructed, 

with 12 items in each dimension of entrepreneurial marketing. However, after the 

content validity assessment, 54 items were excluded. Finally, the remaining 18 items 

were used. Findings confirmed an acceptable Cronbach's a value, and CFA 

demonstrated that all items exceeded .50 ranging from .67 to .85 (Fiore et al. , 2013 ). 

Hence, this study was carried out by adapting six dimensions of EM as proposed by 

Fiore et al.(2013), encompassing proactive orientation (3 items), opportunity-driven (3 

items), customer intensity (3 items), innovation focus (3 items), risk management (3 

items), and value creation (3 items). However, to support the questionnaire with more 

items of each dimension, the researcher also combined the survey items by Becherer et 

al. (2008). Additionally, I 7 items were added: proactiveness (2 items), opportunity

driven (2 items), customer intensity (3 items), innovativeness (3 items), risk 
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management (3 items), and value creation ( 4 items), where alpha reliability coefficients 

range from 0.55 to 0.70. 

Table 3.8 
The scale of items for Entrepreneurial Marketing 

No Entrepreneurial Marketing 
Proactive orientation: 

1. I am continuously committed to change the patterns of products and services 
marketed in my business. 

2. My business is frequently one of the first to change its marketing techniques 
compared to other companies. 

3. I am very consistent in monitoring and improving marketing techniques for 
my business. 

4. I tend to talk about opportunities rather than problems. 
5. I believe that changes in the current market create positive opportunities for 

my business. 

Opportunity-driven: 

6. I am always looking for untapped market opportunities, regardless of budget 
or staff shortage. 

7. I will act quickly upon realising new market opportunities. 
8. My business is excellent at identifying marketing opportunities. 
9. For more business opportunities, I use the management approach that extends 

beyond my current customers and markets. 
10. I am very good at identifying and pursuing opportunities for my business. 

Customer-intensity: 

11. My business builds strong relationships with customers through marketing 
efforts. 

12. I spend substantial resources to learn more about my every customer. 
13. The knowledge of what my customers want from my product/service is a 

reflection of my business marketing efforts. 
14. I expect all employees to acknowledge the significance of satisfying 

customers. 
15. I constantly inspire my employees to endeavour innovative approaches to 

establish better relationships with customers. 
16. We have provided good service to customers but they do not seem to have 

any special relationship with our business. 

Source: Fiore et al., (2013) and Becherer, Haynes, and Helms, (2008). 
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Table 3.8 

The scale of items for Entrepreneurial Marketing (continued) 

No Entrepreneurial Marketing 

Innovation-focused 

17. I can identify innovation opportunities by communicating with customers. 
18. Innovation is important in my business to achieve a competitive advantage. 
19. My employees also contribute many innovative ideas to my business. 
20. The innovative strategy is the management style I use in running my business. 
21. I value creative new solutions in problem-solving than solutions of 

conventional wisdom. 
22. I believe innovation is critical to my business success. 

Risk management 

23. When I want to try out new marketing techniques, I gradually take steps to 
reduce the risks involved. 

24. I constantly ensure that my marketing efforts have low risk for my business. 
25. My business frequently uses creative and inexpensive new marketing 

techniques to minimise risk. 
26. I will only prepare the plan if I know it will work. 
27. The risk-reducing management process 1s more impo1tant than usmg 

leadership initiatives for change. 

Value creation 

28. I expect every employee to work together to find a way to create more value 
for customers. 

29. In my business, employees also offer ideas for creating value for customers. 
30. My business constantly attempts to discover new ways to create value for 

customers 
31. I believe that the main value offers to our customers are through our products 

and services. 
32. I am sure that my business pricing structure reflects the value created for 

customers. 
33. I will ensure that my business performs an excellent job of creating value for 

customers. 

Source: Fiore et al., (2013) and Becherer, Haynes, and Helms, (2008). 
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3.5.5 Section E: Social Capital 

Social capital has long been discussed among researchers, starting with Bourdieu 

(1983), Coleman (1988), and Putnam (1993). As clearly mentioned in the previous 

chapter, social capital is related to the elements of trust, relationship, networking, value, 

and other aspects that provide impact on the performance of the business (Nuryani et 

al., 2018; Dorantes, Hallam, & Zanella, 2017; Fandino et al., 2015; Nahapiet & 

Ghoshal, 1998). According to Kritsotakis et al. (2010), there is a need to develop a 

specific cultural meaning of each term used in social capital outlook and techniques 

from both cognitive and psychometric paradigms. Thus, social capital measurement 

tools should be perceptively validated in each culture or nationality where they are 

applied. Therefore, the data collection process for social capital is complicated and 

needs creativity (Sander & Phoey Lee, 2014). 

Hence, this section focuses on describing the patterns and determinants of using social 

capital within organisations to explore how social capital will contribute to business 

perfonnance, as previous studies proved that firms with high social capital enjoy 

performance improvement (Ofori & Sackey, 201 O; Fandino et al., 2015). Therefore, the 

social capital variable was adapted from a study by Fandino et al., (2015) based on the 

social capi tal model suggested by Nahapiet and Ghoshal ( 1998). Initially, 48 items were 

sent for content validity, and only 25 items proceeded for analysis. The results of the 

one-factor model showed that social capital is a uni-dimensional construct. 

Accordingly, 16 valid and reliable items were then adapted for this study. However, 

after the content validity process had been done, 4 items were removed and the 

remaining 12 items were finally used and tested. 
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Table 3.9 
The scale of items for Social Capital 

NO. Social Capital 

1. In my business, a stable partnerships network is encouraged. 

2. My work relationship helps in the acquisition of valuable information. 

3. I am personally accessing the source of information. 

4. My business structure also stimulates interaction between me and 
employees by encouraging the exchange of information. 

5. In my business, the problem-solving process is carried out together with 
my employees. 

6. lnformation exchange is highly encouraged, intended to support each other 
in a difficult situation. 

7. Teamwork is highly encouraged in my business. 

8. Employees are encouraged to make their decision-making and initiative 
efforts. 

9. Important infom1ation to my business is provided by my work contacts 
(e.g., supplier, distributors, producer, manufacturer). 

10. Good personal relationships with all stakeholders in the business create a 
trustworthy work environment. 

11. I believe that my professional relationship is a competitive advantage for 
my business. 

12. My business communication policy promotes values that are clearly 
understood by all involved. 

Source: Adapted from Fandino et al., (2015) 

3.5.6 Section F: Government support 

The last section is to develop items for the moderating variable. Saleh, Caputi, and 

Harvie, (2008) specified several items as a determinant of government policies, which 

comprise high bureaucracy level, handling of incentives/grants by a multitude of 

agencies which creates confusion, unpredictable policy changes, the Bumiputra policy, 

and inadequate government support. Meanwhile, Hanel et al. (2003) highlighted that 

besides Rand.D tax credits, suppo1t for training is also the most important type of 
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support from the government in helping innovation amongst Canadian manufacturing 

firms. Specifically, a study in Malaysia by Mui Hung, Abdullah Effendi, Abdul Talib, 

and Abdul Rani, (2011) focused on the effectiveness of government support, either by 

government agencies or bodies in tenns of assisting SMEs. This study then proceeded 

with ten items as proposed by them. 

Table 3.10 
The scale of items for Government support 

No. Government support 

Government bodies or agencies: 

1. provide consultation to my business through an infonnal network; 

2. provides economic development policies that benefit entrepreneurs; 

3. Share info1mation on economic development opportunities in my local 
area; 

4. provide channels that help me to handle the problems and issues in business 
(such as advisory bodies) ; 

5. provide consultation to my business through a formal network; 

6. specifically, FAMA, have flexible policies and regulations; 

7. provides resources to promoting economic development (Economic 
Planning Unit); 

8. assist my business by providing marketing consultancy services; 

9. Provide financial support and credit assistance that help my business 

10. Offer relevant information/ knowledge that benefits my business (such as 
seminars, courses, conferences) 

Source: adapted from Mui Hung, Abdullah Effendi, Abdul Talib, and Abdul Rani, (2011 ). 

The questionnaire was prepared in the Malay language and English. Nominal, interval 

and ratio scales were used for this study. A 7-point Likert scale, indicating "( l ) = 

strongly disagree, (2) = disagree, (3) = Agree Somewhat, (4) = Neither Agree nor 
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Disagree, (5) = Somewhat Agree, (6) = Agree, (7) = Strongly Agree" was used to 

measure independent, dependent, and moderating va1iables. 

Table 3.11 
The Description of all items in the questionnaires 

Variables No. of Source of Items Response 
items Format 

Demographic 9 

Business 13 Lingesiya, (2012) and Gliner 7-point 

Performance and Morgan (2003) Likert Scale 

(DV) 
Strategic 8 Vera and Crossan,(2005) 7-point 

Improvisation adapted from Tierney et al. Likert Scale 

(1999) 

Entrepreneurial 33 Fiore, Niehm, Hurst, Son, and 7-point 

Marketing Sadachar, (2013) and Becherer, Like1t Scale 

Haynes, and Helms, (2008). 

Social Capital 12 Fandino et al., (2015) adapted 7-point 

from Nahapiet and Ghoshal, Likert Scale 

(1998) 

Government 10 (Mui Hung et al., 2011) 7-point 

support (MoV) Likert Scale 
Source: Adapted and adopted from the previous study 

From the table above, the questions in Sections B, C, D, E, and F were developed into 

76 items. The segregation of questions is as follows: business performance (13 items); 

strategic improvisation (8 items); entrepreneurial marketing (33 items); social capital 

(12 items); and government support (10 items). The survey would assess the 

relationship between strategic improvisation, entrepreneurial marketing, and social 

capital, as a dete1minant of business peifonnance which is moderated by government 

support. 
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Several steps have been taken to address the measurement error issue. All of the items 

in this questionnaire were adapted from a previous study that bad a reliability score 

greater than 0. 70. A step-by-step procedure was followed, with feedback from a small 

number of respondents to clarify the level of the questionnaire, how easy or difficult it 

was. A proper translation process was carried out in order to avoid any errors caused 

by different versions of the questionnaire ( content validity). Using multiple measures 

of the same construct is one of the best ways to deal with measurement errors, especially 

systematic errors. Furthermore, PLS-SEM was employed to solve a measurement error 

problem that needed several analyses. 

3.6 Translation and Content Validity 

The questionnaire was prepared in English and the Malay language to ensure excellent 

feedback since respondents have various educational backgrounds. The back

translation process had been done before the set of questionnaires was distributed to the 

target respondents. The questionnaire was designed in both English and Malay 

versions. Since this study concentrates on SME businesses and is conducted in 

Malaysia, both languages might be necessary to help respondents understand the 

questions well, avoid misunderstanding issues, and encourage positive feedback 

(Brislin, 1970). 

At first, the questionnaire was prepared in English, then sent to experts for the purpose 

of checking content validity and proofreading. Several parties were involved in the 

content validation process, including the Deputy Director of FAMA Kedah, supervisor, 

English language lecturer, Malay language lecturer, PhD holders, PhD candidates at the 
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faculty and three representatives of AKR entrepreneurs. After corrections had been 

made, the questionnaire was then translated into the Malay language. Subsequently, a 

new version of the questionnaire was later sent to an expert in the Malay language for 

a thorough checking process. As a result, some wordings were replaced and adjusted 

by the expert for an accurate translation that retains the same meaning as in the English 

version. The process took place i.n June 2019 for approximately five weeks for the 

checking process of both languages. Once the proofreading process had been done, the 

next step was to send a new version of the completed set of questionnaires in the Malay 

and English versions to an expert in this area of study for checking and obtaining their 

feedback. This process involved a panel of the PhD scholars, the Assistant Director of 

FAMA, the A.KR person in charge, and this research supervisor to critique the 

questionnaire for consistencies in language and correct business terminologies involved 

in the final process of content validity. As recommended by the experts, again, some 

items were then reworded and replaced with simpler words to avoid jargon, double

barrelled items, and ambiguous statements. Conclusively, the researcher spent almost 

two months on the translation process and content validity process, from June to July 

2019. As a result, the content validity for the formation of the items was done 

effectively. 

3.7 Pre-Test and Pilot Study 

Generally, a pilot study is required before the actual process of data collection takes 

place (Atalay, 2013; Calantone et al., 2002). Pretesting is important to refine the 

measurement instrument before the final test takes place. By using suggestions or 

feedback from some respondents, the researcher could refine, change, and improve 
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some questions, instruments, or procedures (Cooper & Schindler, 2001). The amount 

of the selected sample is based on a previous study that had used a certain amount to 

view the questionnaire that was formed before carrying out the fieldwork. According 

to Cooper and Schindler (2001 ), the number of pilot groups depends on the examination 

method and ranges between 25 to 100 subjects. However, Atalay (2013) conducted a 

pilot study on only 20 automotive supplier companies operating in Konya; likewise, 

Tlapana (2009) conducted a pre-test of a sample of 20 respondents, under field 

conditions. Meanwhile, Fiore et al. (2013) involved 30 full-time MBA students who 

have at least two years of working experience as pilot test subjects. Hence, this 

indicated that 30 AKR outlets are considered sufficient to be implemented in the pilot 

study. 

Consequently, in the beginning, this study aimed to achieve at least 30 sets of useable 

questionnaires from the respective owners. Then, the study was to be carried out on 30 

randomly chosen AKRs in the northern region area. Based on the store list provided by 

FAMA, the researcher had planned to conduct a pilot study on the first 30 units of AKR 

comprising 15 in Perlis and 15 in Kedah. In earlier planning, the pilot study was to be 

conducted on 30 units of AKR, and analysis was to be performed once the data had 

been obtained. The implementation of this pilot study was expected to be done in 

August 2019. Then, the data was to be processed through the SPSS, mainly to find out 

the reliability value (r2) and validity of the survey questions for instrument revision 

before proceedi ng to the next step which would involve the data collection process, 

fieldwork, and details of the analysis. 
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The researcher had a proper discussion with several experts and panels in this research 

area. Due to the small number of the total population, the researcher finally decided to 

proceed with census instead of sampling. As discussed earlier, only 368 respondents 

are available throughout the country. Unfortunately, for that reason, all respondents 

were considered to be involved in this study. A pilot study, therefore, was not 

conducted, since the total number of respondents is quite small. Undoubtedly, if the 

researcher still proceeded with the pilot test, the number of valid samples for analysis 

would have been reduced and the result might not be substantial as it ought to be. 

Therefore, the content validity and reliability of survey items must be confirmed at the 

highest score and acceptable level. As highlighted by Bassey (1999), using a well-tested 

and consistent instrument will result in increased confidence in the data that may be 

obtained. 

3.8 The Technique of Data Analysis 

The analysis process begins once the data has been collected. Deliberately for this 

study, data management and analysis were executed via two software applications: the 

Statistical Package for the Social Sciences (SPSS 22.0), generally to code and analyse 

the demographic profiles of the respondents; and the Partial Least Squares-Structural 

Equation Modelling (PLS-SEM), which was used in investigating and testing the 

underlying the determining factors of independent variables and the moderating 

variable (IVs and MoV) that affect the business pelfonnance. Data processing is a step

by-step process that required proper administration by research to avoid any problem 

which could affect the final result of the study. 
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3.8.1 Data Entry Errors 

In the beginning, the researcher had carefully executed the data entry process. Data 

entry is commonly known as the process of converting information from primary 

sources (questionnaires) into a statistical form. First, for this study, a keyboard entry 

was used by the researcher to create a data file. To have more useable infonnation and 

to speed up the process, several stages of data entry were followed. After the editing 

process of information had been done, fieldwork editing, as well as in-house editing, 

was done, to ensure respondents had answered all questions; this was to avoid missing 

value or nonresponses. Thorough checking was necessary to ensure the rest of the 

analysis process would run smoothly. 

The second was the coding process, whereby all items in the questionnaire were 

assigned with numerical symbols to help in the data transfer into the computer. For 

example, in the case of the respondents' profile, gender was coded ' male' as I and 

'female' as 2. Third, the data entry process was done carefully in an organized way to 

avoid any enor or any mistake while entering the coded data into SPSS. The process 

was handled carefully and error checking was done to ensure that all cases had been 

recorded conectly with an accurate number as coded. The error checking and 

verification process were conducted as suggested by Cooper and Chindler, and 

Zikmund (2003). 
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3.8.2 Missing Value 

A missing data could occur due to the respondents themselves, in the case of reluctance 

to respond for certain items, and did not want to reveal certain information or maybe 

they were not able to answer. For these reasons, one customary approach in handling 

missing data is to replace every missing value with an overall mean score for that exact 

variable (Hair Jr et al. 2019). Undoubtedly, substituting missing values with the mean 

score is preferable in a situation where there is only a small number of missing values 

from a large sample; this may not lead to any severe effect on the outcome (Andy 2018). 

This technique is effective in overcoming the issue of missing value and a high response 

rate can be maintained for the rest of the analysis. 

3.8.3 Treatment of Outliers 

Normal data is highly crucial in addressing the problem of generating excessive 

generalisation or conclusion from the sample population. Thus, outliers in the 

distribution of the scores must be recognised (Robert Ho, 2006). According to Pallant 

(2016), normal data can be described based on a symmetrical, bell-shaped curve, where 

it can be seen with the largest score frequency at the centre with a smaller frequency 

towards the extreme. Skewness and kurtosis values are used to measure nomiality. 

Many statistical techniques can be used to check outliers (Hair et al., 20 l 0; Pallant, 

2013). One of them is by running a test of the multiple regression programme and 

measure the output by inspecting the Mahalanobis Distance values. 
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Thus, the critical chi-square value of data was calculated based on the four (4) 

independent variables, which included all independent variables and moderating 

variables, entered as the degree of freedom (df). Based on the table in Pallant (2013, p. 

166); and adapted from Tabachnic and Fidell (2013); which originated from Pearson, 

E.S. and Hartley H.O ( eds.) (1958), the critical value (X2) for the study was indicated 

at 18.47 with an alpha level of .001. 

3.8.4 Test of Multicollineadty 

A multicollinearity test was performed to asce1iain the relationship among the study's 

independent variables. The simplest way of checking multicollinearity is by conducting 

a relationship test. This test is important to reduce the problem that may arise if the 

independent variables are highly correlated. It can be found when the result of 

relationships is up around (r = .80) or (r =.90) and above (Pallant, 2013; Hair et al. 

2010). 

3.8.5 Descriptive and Inferential Statistics 

Once the data screening process is successfully run and tested, and free from mistakes 

and errors, then descriptive analysis takes place. First and foremost, frequency analysis 

is necessary to provide descriptive information of raw data. No1mally, the frequency 

and percentage values are the tabled data. In addition to the frequency and percentage 

analysis, the clarification of the relationship coefficient of the proposed hypotheses is 

derived from the descriptive analysis (Thokchom, 2011). At the same time, measures 

of central tendency include "the mean, median, and mode, while measures of variability 
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include the standard deviation, variance, the minimum, and maximum variables, and 

the kurtosis and skewness" (Landau & Everitt, 2004). 

3.8.6 Frequency distribution 

Statistically, a frequency table or distribution shows "a list, table or graph that displays 

the frequency of various outcomes in a sample" (Landau & Everitt, 2004). Generally, 

researchers used this frequency data analysis for dete1mining the sample characteristics 

or the respondents' profile (Saleh, Caputi, & Harvie, 2008; Ibrahim, Harun, & Isa, 

2009; Keat et al., 2012; Chen, Raab, & Tanford, 2015). This data is necessary to help 

researchers to understand the most basic information about the result of the feedback 

that would perhaps provide useful information for further analysis. Data can be 

generated by computer (software) or manually, and it is important to present the 

infonnation of percentage, cumulative percentage, and frequency distribution 

(Zikmund, 2003). 

3.8. 7 Cross-tabulation 

Next, an analysis of the cross-tabulation is perhaps required to further analyse the 

information of the sample's subgroup. Cross-tabulation analyses the relationship 

between multiple variables in a quantitative manner. Sometimes called contingency 

tables or crosstabs, cross-tabulation categorises variables to recognise the relationship 

between different vaiiables (Landau & Everitt, 2004). The number of cross-tabulation 

analyses required for this study was dependent on the stated objective and mainly 
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conduct for comparison purposes. Statistically, the Chi-square (X2
) test is run to 

ascertain the statistical significance of the analysis (Zikmund, 2003). This information 

possibly extends the foundation infonnation of an earlier analysis. Subsequently, the 

researcher carried on the analysis for inferential statistics with partial least squares 

structural equation modelling (PLS-SEM). 

3.9 Partial Least Square (PLS) 

Previously, social science researchers used essential tools for statistical analysis to 

understand data and relationships that rely on univariate and bivariate analysis. 

Furthennore, first-generation techniques were developed and widely applied to test 

statistical methods associated with multivariate data analysis. However, due to certain 

limitations and weaknesses of the first-generation's method in analysing multivariate 

data, many researchers started using second-generation techniques involving structural 

equation modelling (Hair, Hult, Ringe, & Sarstedt, 2016). 

Consequently, for the rest of the analysis, Partial Least Square 3.0 software was applied 

to perform and analyse more sophisticated multivariate data. Several steps had to be 

followed consistently to measure and find the result of this study accurately. ln general, 

the systematic evaluation of the PLS-SEM outcome encompasses evaluation processes 

of the measurement model ( outer model) and of the structural model (inner model). 

130 



3.9.1 Measurement Model (Outer Model) 

The initial step was to assess the measurement model, i.e., the outer model. Internal 

consistency, construct validity, and reliabil ity were analysed in the measurement 

model. Both convergent validity and discriminant validity are presented. Specifically, 

the convergent validity analysed cross or factor loadings, average variance extracted 

(A VE), and composite reliability (CR). Last but not least, discriminant validity was also 

tested (Ringle, Wende, & Will, 2005). 

3.9.1.1 Composite Reliability (Internal Consistency) 

First, the researcher evaluated and measured the reliability of each scale. 

Conventionally, this reliability is evaluated through Cronbach's alpha Coefficient. 

Internal consistency coefficients are used to examine the scale of reliability (Hacioglu 

et al., 2012). Because of Cronbach's alpha limitations, composite reliability is more 

suitable to assess internal consistency. However, the result of composite reliability is 

interpreted similarly to Cronbach's alpha, where a higher value represents a high

reliability level between 0 -1 (Hair et a!., 2016). 

According to Sekaran and Bougie (2013), a reliability value of0.60 and above indicates 

reliable items have been used in the questionnaire, consistent with Hair et al. ( 1995), 

that low internal consistency appears when the coefficient value is less than 0.6. The 

value of the scale, if items are deleted, would improve the reliability value of items 

before continuing to the next data analysis procedure. Nonnally, most researchers will 
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use the reliable Cronbach Alpha analysis to examine the internal consistency with a 

value that more than 0.7 (Price, 1999). Because the variables were categorised using 

principal analysis, every variable co-efficiency was higher than 0.7, showing that the 

questionnaire design was scientific and items were positively correlated. 

Convincingly, in reference to Sekaran (2003), the higher internal consistency shown by 

the Cronbach Alpha was closer to l. The composite reliability values ranged from O to 

1. Values below 0.60 show a lack of internal consistency. As addressed by Nunally 

(1978), the value of0.7 is 'acceptable' if the scale is newly developed; however, in the 

case of the scale that has been tested, the values of 0.8 and 0.9 are considered as 

'acceptable'. Nonetheless, in an exploratory research, values from 0.6 to 0.7 are deemed 

acceptable. In an advance research, values from 0.70 to 0.9 are satisfactory, and values 

over 0.9 or(> 0.95) are not desirable, indicating an invalid measme of the construct 

(Nunally & Bernstein) 1994). Similar to Hair et al. (2017)) if the composite reliability 

value is 0.95 and above, items are considered highly correlated, and not acceptable. 

3.9.1.2 Convergent Validity 

Next, construct validity was measured, which included convergent and discriminant 

evidence. The convergent validity of the measurement models used outer loading 

indicators and average variance extracted (A VE). The result of higher outer loading 

indicates the association indicator with the rules of thumb of 0. 708 or higher based on 

the number squared (0.7082
) that equals 0.50. Therefore, 0.70 is considered a sufficient 

acceptable level (Hair et al., 2016). The variance amount captured by the construct is 
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associated with the variance amount of measurement errors (Fornell & Larcker, 1981), 

as cited in (Fandino et al., 2015). Besides, convergent validity can be analysed by 

looking at each item's CFA loading and projected dimension, which should exceed the 

recommended threshold of .50, while t-values should show statistical significance at p< 

.001 (Fiore et al., 2013). 

3.9.1.3 Discriminant Validity 

Cross loading is an indicator in assessing discriminant validity. Besides the 

determination of AVE, the Fomell-Larcker criterion is also applied in assessmg 

discriminant validity. This conservative approach commonly comes after A VE. 

Statistically, the A VE construct's square root ought to indicate a value above its highest 

relationship with any other construct (Hair Jr. et al. 2014). In other words, the researcher 

can refer to the result table; if no value appears in red, the data is good enough. Hence, 

if the criteria are not met, a researcher might remove a single indicator as a way to 

improve the reliability or discriminant validity. Unfortunately, it might decrease the 

content validity (Hair et al., 2016). 

3.9.2 Structural Model (Inner Model) 

The further analysis concentrates on the evaluation of the structural model. This 

assessment requires estimating the model fit by evaluating the inner model. Next, 

several analyses would be done to identify the coefficient of determination (R2 value) 
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and effect sizes (/), while the blindfolding procedure would assess the predictive 

relevance (Q2). 

3.9.2.1 Coefficient of Determination (R2 Value) 

The R2 value is measured to know to what extent exogenous variables can explain the 

endogenous variable. As formally known, that the R2 value should be between (0 - 1) 

whereby a greater value will indicate a higher level of accuracy. The result of the R2 

values of the endogenous latent variable may differ depending on the particular model 

and research discipline, but the primary objective will certainly show higher R2 values. 

R2 values for the endogenous construct can be read as substantial (0.75), moderate 

(0.50), and weak (0.25) (Hair et al., 2014). 

3.9.2.2 Effect Sizes/ 

The effect size must be performed to know the strength of association, which assesses 

the importance of findings (Pallant 2013). Investigating f2 effect size is necessary for 

determining exogenous constructs in contributing to the R2 value. The result of f2 is 

then interpreted as the level of acceptance, with 0.35 indicating (large) effect size, 0.15 

indicating (medium) effect size, and 0.02 indicating (small) effect size (Hair et al. 2014, 

pg.186; Cohen, 1988). Meanwhile, in another guideline ofthe f2• as proposed by Kenny 

(2016), the value should be 0.005 (small), 0.01 (medium), and 0.025 (large). This value 

of f2 is derived from the equation of t2 = (R2 included - R2 excluded) /l-R2 included. 
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This f value can be found automatically in the Smart PLS 3.0 once the bootstrapping 

procedure has been done. 

3.9.2.3 Blindfolding and Predictive Relevance (Q2
) 

Blindfolding acquires the cross-validated redundancy measures for each endogenous 

construct. It's also called cross-validated redundancy. Toe acceptance level of Stone

Geisser's (Q2
) predictive relevance when the value of Q2 is more than O shows that 

exogenous constructs have predictive relevance for endogenous constructs. This 

predictive relevance measure indicates either the construct has a small value of 0.02, a 

medium value of 0.15, or a large value of 0.35 (T. Ramayah et al., 2018; Hair et.al, 

2017; Stone, 1974; Geisser, 1974) 

3.9.3 Structural Model Path Coefficients/ Relationship 

This study required hierarchical component models (I-ICM), which involved 

summarising the first (lower) order components (LOCs) that test all six dimensions 

prior to transforming them into a single multidimensional of second (higher) order 

construct (HOC) of entrepreneurial marketing. In this case, only two layers of the 

process were involved, even though the process could be extended to multiple layers 

(Hair Jr. et al. 2014). 
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3.9.4 Moderating Analysis 

In analysing the moderating variable, some tests need to be executed and employed for 

a respectable result. The moderator or moderating variable can be either a qualitative 

or quantitative variable. Moderators can influence the strength or orientation of a 

relationship between exogenous and endogenous variables (Baron & Kenny, 1986). 

Accordingly, Cohen, West, and Aiken (2003) stated that the effect of the moderator is 

called an interaction. Besides, Hair et al. (2010) posited that the initial stage in defining 

the moderating effect is to acknowledge the presence of a significant interaction 

between the proposed moderator and other variables. Next, if a moderation effect exists, 

it means that the moderator changes the relationship between the two related variables. 

Therefore, in this study, the researcher hypothesized that government support would 

moderate the effect of strategic improvisation, entrepreneurial marketing, and social 

capital towards improving business performance. Purposefully, the moderating variable 

was used to expense the joint influence of the exogenous construct to see the impact on 

the level of the dependent variable. 

In the PLS path model, a direct relationship is needed from the moderator to the 

endogenous construct as an arrow pointing in P2. Figure 3.2 illustrates a simple 

diagram that describes the function of moderators in the model. The main effect model 

is linked directly from the independent variable to the dependent variable, and P 1 

indicates a direct effect or 'main effect' when the moderator is not included. 

Meanwhile, in the situation where the moderator is included, Pl is called the 'simple 

effect'(Ramayah, Jackey, Francis, Hiram, & Mumtaz Ali, 2018). 
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The presence of the moderating variable (Mo V), as PJ interacts in the direction of P1, 

signifies the relationship between exogenous and endogenous latent variables, i.e., the 

simple effect of PI since the strength of variable Y 1 to Y 2 has been moderated by M 

(Hair Jr., Hult, Ringe, & Sarstedt, 2014). 

Figure 3.3 

Simple Moderator diagram 
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Figure 3.4 

Path Coefficient (without moderator) 
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Figure 3.5 

Path Coefficient (with moderator) 

Figure 3.4 shows the construct before including the moderator, and Figure 3.5 shows 

the moderating effect construct. Hence, the analysis is performed to ascertain the 

interaction effect of government support (MoV) with the three variables: strategic 

improvisation (exogenous variable) and business pe1fonnance (endogenous variable); 

entrepreneurial marketing ( exogenous variable) and business performance; and social 

capital (exogenous variable) and business performance. 

As suggested by Chin, Marcolin, and Newsted (2003) and Hair et al., (2014), the 

product-indicator technique was used to create the interaction effect. Figure 3.4 shows 

139 



three interaction terms which are SI*GS, EM*GS, and SC*GS. The interaction term of 

SI* GS consists of 80 product indicators, followed by EM*GM which consists of 330 

product indicators, and lastly, the interaction between SC*GS which consists of 120 

product indicators. For example, the interaction term is SIJ *GSl , SI2*GS 1, SB*GS 1, 

Sl4*GS1 , SI5*GS1, SI6*GS1, S17*GS1, SI8*GS1 , SI9*GS1 , SII0*GSI , Sll*GS2, 

Sl2*GS2, SI3*GS2, SI4*GS2, SI5*GS2, SI6*GS2, SI7*GS2, SI8*GS2, SI9*GS2, 

SI10*GS2, Sil *GS3, SI2*GS3, SI4*GS3, SI5*GS3, SI6*GS3, SI7*GS3, ......... . 

SI8*GS 10 (80 product indicators). This is followed by 330 indicators of entrepreneurial 

marketing and government support, EMl *GSl , EM2*GSI, EM3*GS1, 

EM4*GS1 .. ...... EM33*GSI , EMl*GS2, EM2*GS2, EM3*GS2, . ..... ... EM33*GS2, 

EMJ *GS3, EM2*GS3, EM3*GS3, EM4*GS3, .. . . . .. . .. EM33*GS3, EM! *GS4 

............. EM33*GS4, ...... . . .... EM33*GS10. This is followed by an example of 120 

interactions between social capital and government suppo1i, SCl *GS I, SC2*GS 1, 

SC3*GSI, SC4*GS1, . ...... .......... SC12*GS1, SCI *GS2, SC2*GS2, SC3*GS2, 

SC4*GS2,SCS*GS2 .. ..... . ....... ... SC12*GS10 and the same goes for the rest of the 

interaction. All those interactions were tested to identify the presence and significance 

of the moderator in the model. According to Dawson (2014), if the result displays a 

significant interaction, it is necessary to show the interaction plot that can discover the 

nature and size of the moderating effect. 
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3.10 Summary 

To conclude, this chapter has discussed how the study plan was conducted and how the 

data collection process took place, as well as the finding process. In this chapter, the 

research design, sources of data, population, sample and sample size, data collection 

methods, and construct measurements have been elaborated in detail. SPSS and PLS 

are 2 software that was chosen for running the data analysis. Next, the data screening 

and cleaning analysis, the respondents' demographic profile, the assessment of the 

measurement model ( outer model), and the assessment of the structural model (inner 

model) have been elaborated. Last but not least, the structural model path 

coefficients/relationships would be used for hypothesis testing, which would include 

testing the direct relationships and the moderating effect. Details of findings and data 

analysis are further deliberated in the next chapter. 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

4.1 Introduction 

This chapter discusses the evidence of the results based on the data analysis. In 

discussing the findings, SPSS version 23 and Smart PLS-SEM 3 .0 were used in 

analysing descriptive and inferential statistics. After the data collection, a descriptive 

statistical analysis was performed in a sequential process. This chapter begins with the 

discussion on data preparation and initial findings from the data analyses, followed by 

the discussion on the survey response, including response rate and non-response bias. 

Next, the data screening and cleaning process was done, the demographic profile of 

respondents was presented, the measurement model (outer model) was evaluated, and 

the structural model (inner model) was examined. Last but not least, the structural 

model path coefficients/relationships were used for hypothesis testing, which included 

direct relationships and also moderating effect as proposed in the previous chapter was 

tested. 

4.2 Analysis of Survey Response 

Initially, the researcher would need to quantify the frequency of responses to graph 

them, before calculating the measures of central tendency (means, median, and mode), 

the dispersion of the scores (variances and standard deviations), and the identification 

of outliers in the score distribution. These steps make up the descriptive statistics since 

they intend to describe primary data. Inferential statistics, in contrast, is not concerned 
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with just describing the obtained data, but addresses the problem of wider 

generalisations or inferences from sample data of the population. This part of statistical 

analysis is more complex, so this chapter focuses on the role that inferential statistics 

plays in statistical analysis. 

4.2.1 Response Rate 

Before the data were analysed by the researcher, the response rate must be essentially 

checked. Hence, the first analysis was done to identify the respondents' feedback. The 

total number of respondents in this study was 368 (as recorded by FAMA in January 

20 I 9). A self-administered questionnaire was used in this study; the researcher was 

involved in the fieldwork to ensure that the survey set was distributed directly to the 

target respondents throughout Malaysia. The data collection process was catTied out 

between October 2009 and February 2021, approximately for six months, involving 14 

states across the country. Eventually, 213 respondents were able to respond directly 

(returned questionnaires) to this study. With that figure, all respondents managed to 

complete the survey and a ll useable questionnaires were obtained via a thorough 

inspection procedure that had been carried out during the fieldwork. 

Consequently, the response rate for this study constituted 57.88%. The obtained 

response rate is slightly similar to the sample size suggested by Krejci and Morgan 

(1970); see (Sekaran & Bougie, 2013); whereby 205 respondents (56%) a.re considered 

the relevant sample for that number of populations. This number was also supported by 

G-Power analysis and Cohen's statistical power analysis (1988), based on the effect 

size (f2) of 0.15, which represented a medium level of sufficient sample, with the total 
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sample size of 153 responses for this study. Significantly, this specifies that the amount 

obtained was sufficient enough for the researcher to proceed with data analysis and to 

carry out the next process. 

Table4.l 

Number of responses 

No States 

1. Perlis 
2. Kedah 
3. Pulau Pinang 
4. Perak 
5. Selangor 
6. Wilayah 

Persekutuan 
7. Negeri Sembilan 
8. Melaka 
9. Johor 

IO. Pahang 
11. Kelantan 
12. Terengganu 
13. Sabah 
14. Sarawak 

No of AKR 
Outlets 

18 
43 
14 
49 
14 
5 

14 
19 
26 
28 
20 
23 
41 
54 

368 

Actual no of Actual no of 
Completed and Completed and 

Usable Usable 
Questionnaire Questionnaire 
(Frequency) (Valid percent) 

% 
15 7.0 
31 14.6 
9 4.2 

40 18.8 
10 4.7 
1 .5 

6 2.8 
15 7.0 
18 8.5 
14 6.6 
18 8.5 
9 4.2 
16 7.5 
11 5.2 

213 100 

As can be seen in Table 4. l, the highest score of the completed and useable 

questionnaire was taken from entrepreneurs in Perak (18.8%), followed by Kedah 

(1 4.6%), Johor {8.5%), and Kelantan (8.5%). Meanwhile, 7.5% were received from 

Sabah, whereas Perlis and Melaka both have the same portion (7.0%) each. 

Respondents from Johor contributed 6.6%, Sarawak (5.2%), Selangor (4.7%), followed 

by Terengganu and Pulau Pinang, both sharing a similar response rate (4.2%), and lastly 

Wilayah Persekutuan contributed a 0.5% response rate. 
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4.2.2 Test of Non-Respondent Bias 

Next, the researcher proceeded with the process of inspecting the respondent bias. To 

manage the non-respondent bias issue, a test of non-respondent bias was run to 

detennine if there were significant differences between those who responded and those 

who did not respond to the questionnaire; this is to avoid any non-response error 

(Zikmund, 2003). Test of early and late responses (respondents and non-respondents) 

is a comparable characteristic in determining non-response bias (Armstrong and 

Overton, 1977). 

For the sake of this test, respondents were split into two groups, which are early 

response and late response. A total of 95 respondents who were able to access the first 

month represented the early response; meanwhile, the remaining 118 respondents were 

considered as a late response or used as a proxy for non-respondents that would have 

been collected in another three months. To inspect this non-response bias, Levene's 

test was used to highlight the differences. Moreover, Table 4.2 shows the result of the 

analysis and revealed no significant difference between early and late response, since 

the p-values for all main variables were greater than 0.05. 

Table 4.2 

Non-Response Bias Test between Early and Late Responses 

Test of Homogeneity of Variances 
Variables 
Business Performance 
Strategic Improvisation 
Entrepreneurial Marketing 
Social Capital 
Government support 

Levene Statistic 
.001 
.176 
.831 
.083 
.01 L 
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Sig. 
.978 
.676 
.363 
.773 
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Finns that responded later were theoretically more similar to the non- respondents 

(Armstrong & Overton, 1977). It has been argued that late respondents would not have 

probably responded other than having been given a follow-up approach extensively. To 

rule out non-response bias as a critical concern for this study, a non-response bias test 

was carried out with the late respondents being used as a proxy for non-respondents. 

Results in Table 4.2 indicates no statistically significant difference at 0.05 for any of 

the characteristics of the two groups, i.e., early respondents and late respondents. The 

highest significant value was the business performance at 0.978 while the lowest 

significant value was entrepreneurial marketing at 0.363. Therefore, the researcher 

assumed that non-response bias is not a critical concern for this study since there were 

non-significant differences between the groups of response and non-response. 

4.3 Data Screening and Cleaning Analysis 

The data screening and cleaning process is an in itial step in ensuring that the data sets 

to be used for further analysis are clean, i. e., free from any enors so that the data is 

reliable and valid. In other words, the researcher needed to ensure that the data sets are 

solid enough with no mistakes because some analyses are quite sensitive to outliers. 

Even though this process required a certain time to look into, it is meaningful for the 

next analysis process (Pallant, 2016). The screening process included identifying data 

entry errors, missing values, outliers, and multicollinearity. For that purpose, some 

cleaning processes would take place if necessary. 
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4.3.1 Data Entry Errors 

First and foremost, the screening process began with assessing data entry errors on the 

data sets. While entering data into SPSS, indirectly, possible and potential mistakes or 

errors could occur along the process. Even though this process required some time to 

be spent, but it was better to proceed with the analysis with eITor data sets. For this 

analysis, all entries were checked to ensure they have entered the right scores. Hence, 

these errors must be corrected before the analysis, as any out-of-range score would mess 

up the statistical analysis (Pallant, 2016; Zikmund 2003). 

Checking for errors began with each item in the demographic profile. For example, 

gender was coded as 1 or 2, age group was ranged from 1 to 5, marital status was 

specified from 1 to 4, academic qualification was ranged from 1 to 6, race 1 to 4, states 

were from I to 14, and so on. Meanwhile, all items in sections B, C, D, E, and F, used 

a Likert scale fonnat that ranges from I to 7. Data entry details for the demographic 

profile are shown in Table 4.3 , while Table 4.4 displays the items in sections B, C, D, 

E, and F. Al I variables needed to appear in the possible range of scores, as specified in 

the questionnaire. 
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Table 4.3 
Data Entry for Demographic Profiles 

N 
Valid Missing Minimum Maximum 

Gender 213 0 1 2 

Age Group 213 0 2 5 

Marital status 213 0 4 

Academic qualification 213 0 5 

Race 213 0 1 4 

States 213 0 14 

Number of years in Agrobazaar 213 0 2 6 
Kedai Rakyat business 

Number of employee(s) 213 0 6 

Monthly sales 213 0 1 5 

Table 4.4 
Data Entr'J_l fjr Section B, C, D, E, and F (selected items2 

N 
Selected I terns Valid Missing Minimum Maximum 
BPl 213 0 I 7 
BPI0 212 l I 7 
BP13 213 0 I 7 
Sll 213 0 3 7 
S14 212 I 3 7 
S18 213 0 2 7 
EMPOl 213 0 3 7 
EMPO4 213 0 2 7 
EMOD6 213 0 I 7 
EMRL37 209 4 l 7 
SC2 212 1 3 7 
SC3 21 1 2 4 7 
SC4 212 I 3 7 
SCIO 212 l 3 7 
SCll 212 1 3 7 
GS7 213 0 2 7 

Note: Seven-points scale: 1 =strongly disagree; ?=strongly agree 
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4.3.2 Treatment of Missing Data 

In reference to the missing values from the table above, it was necessary to resolve them 

before the next process could be executed. A missing data possibly occurs due to the 

respondents' reluctance in responding to certain items or maybe they are not able to 

answer because of secretive issues. This problem can be solved appropriately. One of 

the customary approaches in addressing missing data is to substitute each missing value 

with an overall mean score for specific variables (Hair Jr et al., 2019). In addition, 

substituting the missing value with the mean score is preferable in a condition where 

there is just a small number of missing values for a large sample, since this may not 

cause any serious impact on the results (F. Andy, 2018). 

Table 4.5 illustrates the missing data set from the survey response. The table shows that 

this data set contains 7 cases with 8 missing values, which were items BP IO (I missing 

value), SI4 (1 missing value), SC2 (1 missing value), SC3 (2 m issing values), SC4 (1 

missing value), SCIO (1 missing value), and SC 11 (l missing value). Consequently, to 

overcome this issue, the researcher applied a common widely used method of mean 

substitution. This method is to be done by substituting the missing value with a mean 

value calculated from all valid responses of the indicated variables, as explained by 

Hair et al. (2014) . 
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Table 4.5 
Missing Value Analysis 

Items Mean 

BP10 
S14 
SC2 
SC3 
SC4 

SClO 
SCll 

5.7736 
5.8019 
5.8066 
5.8389 
6.0000 
5.8208 
5.8255 

Standard 
Deviation 

1.07554 
0.98250 
0.87371 
0.89048 
0.92096 
0.91638 
0.82192 

Note: BP, Business perfonnance; SC, Social capital. 

4.3.3 Treatment of Outliers 

Count 
1 
1 
1 
2 
1 
1 
1 

Missing 
Percent(%) 

0.5 
0.5 
0.5 
0.9 
0.5 
0.5 
0.5 

Once missing data had been solved, the next step was to analyse the outliers. To have 

normal data, outliers are the procedure for removing any uninfluential data. The 

analysis process would begin with identifying respondents' data which may vary to 

have no1mal data for further steps. As highlighted by Tabachnick and Fidell (2013), 

there are generally four reasons for outliers, which may result from inconect data entry 

process, failure to detect missing value in the data set, failure to target the respondents 

of the study, and the extreme value for the variables in the population. 

Normal data is particularly important in addressing this problem, to make wider 

generalisations or conclusions on the sample of the population. Hence, outliers in the 

distribution of the scores need to be identified accurately (Robert Ho, 2006). According 

to Pallant (2016), no1mal data can be described based on a symmetrical, bell-shaped 

curve, where it can be seen with the largest score frequency at the center with a smaller 

frequency towards the extreme. Skewness and kurtosis values are used to measure 

normality. 
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Moreover, the literature also underlined that many statistical techniques can be used to 

check for outliers (Hair et al., 2010; Pallant, 2013). One of them is by running a test of 

multiple regression programme and by measuring the output through inspecting the 

Mahalanobis Distance values. Next, the critical chi-square value of this data is 

measured based on four (4) variables, including all independent variables and 

moderating variables that are entered as the degree of freedom (df). By referring from 

a table in Pallant's (2013, p. I 66), adapted from Tabachnic and Fidell (2013), which 

originated from Pearson, E.S. and Hartley, H.O (eds.)(1958), the critical value (X1
) for 

the study was specified at 18.47 with an alpha level of .001. Moreover, Table 4 .6 

demonstrates the result that shows two cases where ID numbers of 70 and 33 were 

considered to be outliers, with Mahalanobis Distance values of 45.73 and 37.551, 

respectively. Meaningfully, both cases need to be removed from the data set because of 

the larger value in the data file which exceeded the critical value proposed. Finally, 

only 211 cases would then proceed for fu1ther and comprehensive analysis. 

Table 4.6 
Mahalanobis Distance vs. Critical Value 

ID NO. Mahalanobis Distance 

70 
33 
5 

138 
150 

45.73921 
37.55129 
17.38664 
13.5167 

11.78283 
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Critical Value 

18.47 
18.47 
18.47 
18.47 
18.47 



4.3.4 Test of Multicollinearity 

A multicollinearity test was perfo1med to ascertain the relationship among the 

independent variab1es of the study. The simplest way of checking multicollinearity is 

to run a relationship test. This test is important to reduce such problems if the 

independent variables are highly correlated, as was found when the result of 

relationships was up around (r == .80) or (r =.90) and above (Pallant, 2013; Hair et al. 

20 l 0). Based on the result from Table 4.7, the relationship value of both subscale scores 

for all variables was demonstrated to be below 0.90. Therefore, this proved that 

multicollinearity issues did not exist in this study and none of the independent variables 

were strongly correlated, and there was no need to remove them. 

Table 4.7 
Relationships among Variables 

BP SI EM SC GS 
Business Performance 1.000 .616 .630 .566 .556 

Strategic Improvisation .616 1.000 .736 .601 .586 

Entreprenemial Marketing .630 .736 I.ODO .772 .673 

Social Capital .566 .601 .772 1.000 .708 

Government support .556 .586 .673 .708 1.000 

Besides considering the relationship value, multicollinearity can also be measured 

based on collinearity statistics. Tolerance levels and VIF values can be used to check 

for inter-relationships among predictor (independent) variables (Pallant, 2013). The 

result was calculated based on (Hair et al., 2014), so multicollinearity is deemed present 

should the tolerance level is lower than 0.20, and the VIF values are greater tlrnn 0.50. 
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The table above shows that none of the variables needed to be removed or combined 

since all tolerance levels were above 0.20 and the VIF values of all variables were below 

0.50. Variables are highly correlated if the tolerance value is very low (less than .1 ). As 

can be seen in the relationship table, the overall result was satisfactory; therefore, data 

could proceed for the next analysis based on the remaining data set of 211 responses. 

Table 4.8 

Tolerance Level and VIF Value 

Model l 

(Constant) 

Social Capital 

Strategic 
Improvisation 

Entrepreneurial 
Marketing 

Social Capital 

Unstandardized 
Coefficients 

B 

.658 

.291 

.285 

.109 

. 157 

Std. 
Error 

.369 

.076 

. I 17 

.096 

.074 

Standardized t- Sig. CoIJinearity 
Coefficients value Statistics 

Beta Tolerance VIF 

.292 

.233 

.098 

.159 

1.780 .076 

3.834 .000 

2.435 .016 

1.129 .260 

2.103 .037 

.443 

.281 

.340 

.447 

2.256 

3.554 

2.944 

2.236 

Note: Dependent Variable: Business Perfonnance 
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4.4 Demographic Profile 

Detailed respondents' profiles are demonstrated in Table 4.9 while the mean scores for 

all variables and dimensions are tabulated in Table 4.10 below. 

Table 4.9 
Demographics Profiles 

Demographics 

Gender 

Age Group 

Matital Status 

Academic Qualification 

Race 

States 

Indicates 

Male 
Female 
Total 
20-29 
30-39 
40-49 
50 and above 
Total 
Single 
Married 
Divorced 
Others (please specify) 
Total 
PMR/LCE or below 
SPM/MCE 
Certificate/ Diploma 
Degree/ Professional 
Certificate 
Postgraduate 
Total 
Malay 
Others (please specify) 
Total 
Perlis 
Kedah 
Pulau Pinang 
Perak 
Selangor 
Wilayah Persekutuan 
Melaka 
Johor 
Negeri Sembilan 
Pahang 
Terengganu 
Kelantan 
Sabah 
Sarawak 
Total 
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Frequency Percent(%) 

122 57.8 
89 42.2 

211 100.0 
15 7.1 
51 24.2 
62 29.4 
83 39.3 

211 100.0 
15 7.1 

190 90.0 
4 1.9 
2 .9 

211 100.0 
64 30.3 
113 53 .6 
19 9.0 
13 6.2 

2 .9 
211 100.0 
l99 94.3 
12 5.7 

211 100.0 
15 7.1 
30 14.2 
9 4.3 

39 18.5 
10 4.7 
I .5 

15 7.l 
18 8.5 
7 3.3 
10 4.7 
13 6.2 
17 8.1 
16 7.6 
11 5.2 

211 100.0 



T able 4.9 

Demographics Profiles (Continued) 

Demographics Indicates Frequency Percent(%) 

Number of years in Agro bazaar 1 year-3 years 25 11.8 
Kedai Rakyat business 3 years- 6 years 62 29.4 

More than 6 years 124 58.8 
Total 211 100.0 

Number of employee(s) 1-2 124 58.8 
3--4 69 32.7 
5 18 8.5 
Total 211 100.0 

Monthly sales RM30,00 and below 102 48.3 
RM30,00 l-RM60,000 66 31.3 
RM60,00 l-RM90,000 19 9.0 
RM90,001-RM120,000 17 8. 1 
RM 120,00 I and more 7 3.3 
Total 211 100.0 

Descriptive statistic was run to identify respondents' profile in detail. Two respondents 

were excluded from this analysis since botb cases were considered outliers. From actual 

respondents of 2 13, the analysis proceeded with 2 11 cases. As shown in Table 4 .9, it 

can be seen that most respondents are male 122 (57.8%), whi le there are 89 (42.2%) 

female respondents. In this retail sector, the ma le owners are slightly more than female 

owners of AKR businesses. As for age group categories, the maj ority of respondents 

are from the age group above 50 years old, with 83 respondents (39.3%), followed by 

62 respondents (29.4%) from the group of 40 - 49 years old. This was followed by 30-

39 years old 51 (24.2%), and lastly, the lowest group is 7 .1 % ranging between 20-29 

years old. 
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Moreover, in the context of marital status, results showed that the majority of 

respondents are married ( 190 = 90% ), while 15 respondents (7. 1 %) are still single. The 

remaining respondents were under 2 categories; 1.9% of them are divorced, while the 

remaining 2 were under others (widows or widowers). 

Based on the statistics, the data revealed the education level of the respondents. It was 

found that the majority of the respondents' education level is SPM/MCE (113 = 53.6%), 

and 30.3% have a minimum education level PMR/LCE. The remaining respondents 

have higher education levels with certificate/diploma, degree/professional certificate 

holder, which contributed (9.0%) and (6.2%) respectively, and surprisingly two of them 

have postgrnduate qualifications. 

The majority of the respondents of this study are Malay which amounted to 199 

respondents (94.3%). Besides, the remaining 12 respondents were categorised as 

'others,' since they were from different ethnic groups of Sabah and Sarawak. 

The study covered all states in Malaysia, both Peninsular Malaysia and East Malaysia, 

i.e., Sabah and Sarawak. The findings revealed the majority who participated in this 

study are from Perak (n=39) and Kedah (n= 30). This was followed by Johor, Kelantan, 

and Sabah (n=l8, n=l 7, and n=l6). A similar number of respondents are from Perlis 

and Melaka (n=l5), and Terengganu (n=l3), Sarawak (n=ll). Next, another 10 

respondents are from Selangor, a similar number of those from Pahang. The rest of the 

respondents (n= 17) are from Pulau Pinang, Negeri Sembilan, and Wilayab 

Persekutuan. 
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The study was also interested in identifying the years that respondents have been 

involved in tunning the Agro bazaar Kedai Rakyat. Most of them (58.8%) have already 

been involved for more than 6 years with this business, meanwhile (29.4%) declared 

their experience to be within the range of 3-6 years, and the remaining 11.8% have run 

their businesses for less than 3 years, which means they were still new in this A.KR 

project. 
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For Small Medium Enterprises (SMEs), the number of employees was necessary for 

detennining their business categories. As can be seen from the table above, most of the 

business owners (58.8%) currently hire 1-2 permanent employees to support their daily 

activities. 32.7% employ 3-4 employees, and only 8.5% are capable of hiring 5 

employees. None of these 211 respondents (owners) are able to hire 6 or more 

permanent employees. 

Besides the number of employees, sales were also important in classifying business 

categories. Luckily, most of the respondents were willing to reveal their monthly 

income even though this information is quite sensitive and may not be willingly shared 

with certain people. From the frequency table, it was noticed that 102 respondents 

declared their monthly earning to range up to RM30, 000. Meanwhile, 66 of them have 

an income ranging from >RM30, 000 - RM60, 000 a month. 19 of them fall under the 

range of >RM60, 000 - RM90, 000 or on average RM3, 000 a day. Moreover, 17 

responded monthly sales of above RM90, 000 and only 7 earn RM 120, 00 I and more, 

showing that their businesses currently manage to collect approximately more than 

RM4, 000 of daily sales. 

4.4.1 Level of Business Performance 

The next analysis is to ascertain the mean score for a ll variables, as shown in Table 

4.10. The overall mean score for the latent variables ranged between 5.504 and 5.887. 

In particular, the result displayed that government support denotes a high mean score 

and standard deviation compared to other variables with the mean and standard 
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deviation of about 5.780 and 0.766, respectively. Second, strategic improvisation 

showed a mean value of 5.774 with a standard deviation of 0.754. 

Further, the result showed a mean score of 5. 768 for entrepreneurial marketing, slightly 

similar to the mean score for social capital (5.762). Lastly, the business performance 

showed the lowest mean score of 5.504 with a standard deviation of 0.753. To sum up, 

all variables presented a mean score above score 5.0, demonstrating that respondents 

tended to have a high level of business performance, strategic improvisation, 

entrepreneurial marketing, social capital, and government support. Similar to all 

dimensions of entrepreneurial marketing, value creation indicated the highest score 

among other dimensions while the lowest mean score was customer intensity (5.691 ). 

Table 4.10 
Mean Scores.for All Variables/Dimension 

Variable/ Dimension Mean Std. Dev. N Min Max 

Business Performance (BP) 5.5046 .75358 21 1 7 

Strategic Improvisation (SI) 5.7743 .75460 211 7 

Social Capital (SC) 5.7627 .67955 2ll 7 

Government support (GS) 5.780] .76692 21 1 7 

EM: Proactive orientation 5.7829 .76699 211 7 

EM: Opportunity-driven 5.7014 .80885 21 1 7 

EM: Customer intensity 5.69 19 .69666 21 1 7 

EM: Innovation-focused 5.8397 .74746 21 l 7 

EM: Risk management 5.6853 .79446 211 7 

EM: Value creation 5.8878 .728 16 211 7 

Seven-points scale: I :::strongly disagree; ?=strongly agree 
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In checking the reliability of a scale, the researcher first proceeded with SPSS in 

determining the internal consistency. Even later, the analysis would then be processed 

with SEM-PLS. Cronbach's alpha coefficient was used as an indicator. For the output, 

any value above 0.7 is considered acceptable, and values above 0.8 are desirable 

(Pallant, 2013). 

Table 4.11 

Reliability Statistic IBM SPSS 

Scale 

Business Performance 

Strategic Improvisation 

EM: Proactive orientation 

EM: Opportunity-driven 

EM: Customer intensity 

EM: Innovation-focused 
EM: Risk management 

EM: Value creation 

Social Capital 
Government support 

Overall Cronbach's Alpha 

Reliability Statistics 

Cronbach's Alpha 

0.914 

0.917 

0.873 
0 867 
0.666 
0.879 
0.876 
0.883 
0.909 

0.919 

0.975 

No. of Items 

13 

8 

5 

5 

6 
6 
5 

6 
12 
10 
76 

As can be seen from the table above which summarises the reliability of each variable 

and dimension, all four variables showed a very good internal consistency, since all 

scores were above 0.9. Government support showed the highest score at a= 0.919, 

followed by strategic improvisation a= 0.917, business performance a= 0.914, and 

social capital at a= 0.909. Entreprenemial marketing was split into six dimensions, and 

all Cronbach's alpha values were above 0.8, which are preferable, except for customer 

intensity that resulted below 0.7. Considering the scale if items were deleted, later when 

the researcher deleted question CI6, the value of Cronbach's alpha would automatically 

increase to a= 0.852 for customer intensity. 
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4.5 Evaluation of Measurement Model (Outer Model) 

For the remainder of the analysis, Smart PLS 3 .0 software was used to examine the 

inferential statistics. To evaluate partial least squares-structural equation modelling 

(PLS-SEM) results, several steps are to be followed. First, the researcher needs to 

inspect the measurement model result based on pertinent criteria. If the result fulfils the 

prerequisite of the measurement model, further analysis of the structural model can then 

proceed (Hair, Risher, Sarstedt, & Ringle, 2019). The first step was to estimate the 

measurement model, i.e., the outer model. In the measurement model, the analyses on 

internal consistency, construct validity, and reliability were conducted. In this analysis, 

both convergent and discriminant validities were presented. In the convergent validity, 

three types of analysis were explored, including cross or factor loadings, average 

variance extracted (A VE), and composite reliability (CR). Next, discriminant validity 

was deliberated from the test (Ringle, Wende, & Will, 2005). 

Figure 4.1 exhibits the original study model in PLS, which comprises five (5) variables 

with 76 reflective measurement indicators. The five variables are business perfonnance 

as the dependent variable; the three independent variables, namely strategic 

improvisation, entrepreneurial marketing, and social capital; while government support 

is the moderator. The original study model constructed into the PLS-SEM is shown in 

Figure 4.1 and Figure 4.2 . Then, based on the application of PLS-SEM, the assessment 

of the reflective measurement model was based on the rules of thumb, as clearly stated 

in Table 4.12, as a guideline for evaluating and interpreting the research result. Also, 

as emphasised by Hair et al. (2019), the relevant criteria might vary between reflective 
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constructs and formative constructs. Typically, for consumer research and behavioural

based research, reflective indicators, or construct are often used (Ramayah et al., 2018). 

Table4.12 
Rules of Thumb (Reflective Measurement Model) 

Main Rules of Thumb 
Assessment 

Criteria 
Internal a (Cronbach 's Alpha) Values more than(> 0.60) are considered 
Consistency acceptable (exploratory research). 

Values between 0.60 to 0.70 are satisfactory. 
Values more than (>0.90) are not desirable. 

Pc Composite Upper boundary to reliability 
Reliability 
PA (Dijkstra- Value of 0.70 or above shows adequate 
Heoseler's rho) convergence or internal consistency. 

Convergent Factor Loadings Loadings Values: 
Validity Average Variance Equal to 0.4 or greater than 0.4 are acceptable if 

Extracted (A VE) the score contributes to A VE scores of more than 
0.5 (Bulland, 1999) 
Equal to 0.5 or greater than 0.5 are acceptable if 
the score contributes to A VE scores of more than 
0.5 (Bryne, 2016) 
Equal to 0.6 or greater than 0.6 are acceptable if 
the score contributes to A VE scores of more than 
0.6 (Bryne, 2016) 
Equal to 0.7 or greater than 0.7 (Hair et al., 
2010) 
To sum up, each constmct should account for 
(A VE:::: 0.50). 

Discriminant Fornell and Larcker The A VE of a latent variable should be higher than 
Validity Criterion the squared relationship. 

The shared variance for all model constrncts 
should not be larger than their A VEs. 

Cross Loadings Not be less than 0.1 
Heterotrait-Monotrait HTMT value above 0.90 signifies that 
Ratio of discriminant validity is not present. 
Relationships 
(HTMT) 

Sources: (Hair et al., 2019), Joseph F. Hair et al. (2014) and Ramayah et.al (2018) 
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4.5.1 Assessment of Measurement Model 

Both validity and reliability analyses were performed to assess the measurement model. 

Validity is an analysis that "is associated with the term accuracy. A construct measures 

what it is supposed to measure" (Hair et al., 2007, p. 426). In contrast, reliability is an 

assessment to predict whether the questionnaire mirrors the variable being measured 

(Field, 2013). To evaluate the reflective measurement models, Hair et al. (2011) 

recommended an inspection of the internal consistency (composite reliability), 

indicator reliability, convergent validity (A VE), and discriminant validity. 

4.5.1.1 Internal Consistency (Composite Reliability) 

The first step to assess the reflective measurement model was performed by probing 

the value of indicator loading. Cronbach 's alpha is generally applied to gauge internal 

consistency, which will estimate the inter-relationship of the observed indicator 

construct. Nevertheless, because of ce1tain limitations with Cronbach 's alpha which is 

sensitive to the number of items in a scale, PLS-SEM composite reliability (P cl is more 

appropriate compared to using a conventional measure (Hair et al., 2011 ). The 

composite reliability values are 0 to 1. Any value below 0.60 is deemed to be lacking 

internal consistency. 

Nonetheless, in exploratory research, values from 0.6 to 0.7 are regarded as adequate, 

whereas advance research requires values from 0. 70 to 0.9 to be deemed satisfactory 

(Nunally & Bernstein, 1994). Moreover, any value above 0.9 or (> 0.95) is not 

desirable, indicating an invalid measure of the construct. Specifically, the result of 

165 



loadings 0.708 and above are recommended, since they provide acceptable item 

reliability (Hair et al., 2019). Table 4.13 below displays the values of the outer loading 

of each item in the construct. Any item which does not achieve the threshold value in 

the construct will be deleted because the reliability of such items can reflect the internal 

consistency of the indicators which measure a given factor. 

Table 4.13 
Loadings before deletion 
Variable/Dimension Items Loading 

Business Performance BPI 0.493 
BPlO 0.779 
BPJ I 0.8 I 6 
BP12 0.588 
BP13 0.716 
BP2 0.702 
BP3 0.677 
BP4 0.619 
BPS 0.750 
BP6 0.769 
BP7 0.754 
BP8 0.777 
BP9 0.770 

Strategic Improvisation SIi 0.811 
Sl2 0.760 
SI3 0.787 
SI4 0.853 
Sl5 0.820 
SI6 0.852 
S17 0.731 
S18 0.749 

Social Capital SC I 0.558 
SCIO 0.8 l I 
SCI I 0.779 
SC12 0.732 
SC2 0.770 
SC3 0.782 
SC4 0.814 
SC5 0.804 
SC6 0.813 
SC7 0.720 
SC8 0.487 

Table 4.1 3 

Loadings before deletion (Continued) 
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Variable/Dimension 

Government support 

Table 4. 13 
(continued) 
Variable/Dimension 

Customer Intensity 

Innovation-focused 

Table 4.13 
(continued) 

Items 

CII 
en 
CI2 
Cl2 
CB 
CB 
Cl4 
CI4 
crs 
CI5 
CI6 
CI6 

IFI 
Ifl 
lF2 
IF2 
I.F3 
TF3 
IF4 
JF4 
TFS 
IFS 
IF6 
IF6 

Items Loading 

SC9 0.611 

GS ! 0.646 
GSl0 0.815 
GS2 0.719 
GS3 0.807 
GS4 0.811 
GS5 0.826 
GS6 0.757 
GS7 0.765 
GS8 0.811 
GS9 0.708 

Loadings pt Latent Variable (EM) 
Order 

0.853 
0.702 

0.812 
0.665 

0.820 
0.735 

0.791 
0.662 

0.665 
0.523 

-0.007 
-0.012 

0.759 
0.677 

0.828 
0.703 

0 .646 
0.546 

0.857 
0.746 

0.857 
0.775 

0.801 
0.739 
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Variable/Dimension Items Loading's r1 Latent Variable (EM) 
order 

Opportunity-driven ODl 
0.663 

ODI 0.453 
OD2 0.833 
OD2 0.698 
OD3 0.866 
OD3 0.718 
OD4 0.877 
OD4 0.713 
OD5 0.827 
OD5 0.709 

Proactive Orientation POI 0.805 
POI 0.645 
PO2 0.722 
PO2 0.635 
PO3 0.875 
PO3 0.744 
PO4 0.863 
PO4 0.734 
PO5 0.822 
PO5 0.684 

Risk Management RMI 0.732 
RMI 0.623 
RM2 0.853 
RM2 0.618 
RM3 0.848 
RM3 0.753 
RM4 0.806 
RM4 0.660 
RMS 0.814 
RM5 0.681 

Value Creation VCI 0.737 
VCL 0.711 
VC2 0.777 
VC2 0.674 
VC3 0.838 
VC3 0.739 
VC4 0.855 
VC4 0.711 
VC5 0.792 
VC5 0.664 
VC6 0.771 
VC6 0.632 
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Outer loading relevance testing is important to identify whether there is a need to delete 

the indicators or to retain them in the construct. This process is related to the assessment 

of discriminant validity using the Fornell-Larker criterion, whereby such assessments 

build on the A VE values. Generally, all outer loadings with values >O. 70 will remain 

in the construct, and outer loadings below 0.4 must be deleted. Meanwhile, for outer 

loadings ranging from >0.40 to< 0.7, the decision to delete or to retain must consider 

the impact of deletion on A VE and composite reliability results. Deletion seems to be 

necessary when the impact increases the measures above the threshold and vice versa 

(Hair Jr. et al., 2014). 

The second step was to assess internal consistency reliability. Table 4.13 shows the 

loadings of all items in each construct used in this study, which include: strategic 

improvisation, entrepreneurial marketing dimension (proactive orientation, 

oppo1tunity-driven, customer intensity, innovation-focused, risk management, and 

value creation), social capital, government support, and business perfonnance. 

However, the entrepreneurial marketing dimension required I 51 order and 2nd order, to 

see the value of each item in the construct. Starting with business perfonnance, which 

has I 3 items in the construct, only one item had a loading above 0.8, 8 items had 

loadings >0.7, 2 items had loadings >0.6, and the remaining 3 items had loadings < 

0.6. For strategic improvisation, al I items indicated a good score with half of them have 

resulted above 0.7, and another half, above 0.8. Social capital, which had 12 indicators, 

4 were indicated above 0.8, another 5 items were grouped at >0.7, and the remaining 3 

items below 0.7. In terms of the moderating variable, i.e., government support, 10 

indicators were used at the beginning. All 9 indicators were found to have loadings 

above 0.7, but only GSl had a lower score of 0.646. 
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When evaluating entrepreneurial marketing, the researcher had to see the outer loadings 

of both values from the 1st order and 2nd order. One of the items from customer intensity 

(CI 6) showed the lowest score (-0.007; -0.012). As seen in the table above, all outer 

loading values show a slightly lower score compared to the 1st loading result. For the 

next dimension, i.e., innovation-focused, all indicators were considered acceptable, but 

in second-order value, IF3 resulted in 0.546. The same was trne for opportunity-driven, 

as only one indicator had a low outer loading value, OD I (0.453). Proactive orientation, 

risk management, and values creation presented acceptable values with all above 0. 7. 

Somehow or rather, some indicators may later be deleted if necessary, because values 

at the 2nd order construct were slightly lower. 

4.5.1.2 Convergent Validity 

The third step of the reflective measurement model was to assess the convergent 

validity of each construct measure, to explain the variance of its item. Convergent 

validity analysis is intended to evaluate the relationship between measurements of 

similar constrnct factors (Hair et al., 2014). To measure the convergent validity (a.k.a. 

construct validity), observing the outer loading of every indicator is proposed. The 

average variance extracted (A VE) is the met1ic used for assessing a construct. An 

acceptable A VE result is 0.50 and higher, which will indicate that the construct explains 

50% of the variance of its items (Hair et al. , 2019). 
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Table 4.14 
Convergent Validity Analysis 

Cronbach's rho_A Composite Average 
Alpha Reliability Variance 

Extracted 
AVE 

Business Performance 0.918 0.924 0.930 0.5 10 

Customer Intensity 0.766 0.859 0.843 0.521 

Government support 0.922 0.925 0.935 0.591 

Innovation-focused 0.881 0.890 0.911 0.632 

Entrepreneurial 0.959 0.964 0.963 0.449 
Marketing 
Opportunity-driven 0.874 0.890 0.909 0.667 

Proactive Orientation 0.876 0.881 0.91 0 0.671 

Risk Management 0.870 0.874 0.906 0.659 

Social Capital 0.918 0.926 0.931 0.535 

Strategic 0.917 0.920 0.933 0.634 
Improvisation 
Value Creation 0.884 0.885 0.912 0.634 

Theoretically, the Average Variance Extracted (A VE) values should be 0.50 or higher 

(Hair et al. , 20 11 ; Valerie, 2012). An AVE value of0.50 or higher specifies that the 

factor describes "more than half of the variance of its indicators" (Hair et al., 2014, 

p.103 ). As discovered in this study, all A VEs results were above 0.50 and were within 

the suggested value. As illustrated in the table above, business performance showed 

0.510, social capital was 0.535, strategic improvisation was 0.634, and government 

support AVE value was 0.591, while only one variable had an A VE value of below 

0.50, wh ich was entrepreneurial marketing (0.449), even though all dimension showed 

a good AVE score. According to Hair et al. (2014), some of the items may need to be 

removed when indicators of outer loadings are between 0.40 and 0.70, since this will 

increase the value of composite reliability and A VE to meet the suggested threshold 

value. Specifically, some of the items in entrepreneurial marketing would then be 
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deleted, to ensure that the A VE value would be above 0.50 to proceed with further 

analysis. 

4.5.1.3 Discriminant Va1idity/Fornell-Larcker Criterion Result 

The fourth step of the reflective measurement model was assessing discriminant 

validity. Besides the determination of A VE, the Fomell-Larcker criterion was also 

applied to assess discriminant validity. This conservative approach commonly comes 

after A VE. Statistically, the square root of every constrnct A VE should indicate a 

greater value than its highest relationship with any other construct (Hair Jr. et al. , 2014 ). 

The details of the Fornell-Larcker criterion are presented in Table 4.15, discriminant 

validity (before deletion), and Table 4 .16, discriminant validity (after deletion). 

The final results showed that business performance had a value of 0.758 for the square 

root of its A VE; thus, it should be compared with all relationship values in the BP 

column. Meanwhile, for the constructs of CI, GS, IF, OD, PO, R.1\11, SC, SI, and VC, 

values needed to be considered fro m both sides of rows or columns. 

Next, to ascertain discriminant validity, the value of diagonal elements should be 

greater than that of the off-diagonal elements (Yeap, Ramayah, & Soto-Acosta, 20 16). 

To sum up, all the reflective constmcts of the square roots of the average variance 

extracted (AVE) represented in balded value (diagonal) were higher than the 

relationships in the path model (off-diagonal), as indicated by CI (0.83 1), GS (0.768), 
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IF (0.829), OD (0.860), PO (0.819), RM (0.888), SC (0.793), SI (0.796) and lastly VC 

(0.808) as demonstrated in Table 4.16. 

Table 4.15 

Discriminant Validity of Measurement Model (before deletion) 

BP CI GS IF EM OD PO RM SC Sl vc 

BP 0.714 

Cl 0.528 0.722 

GS 0.570 0.518 0.768 

IF 0.537 0.683 0.575 0.795 

EM 0.626 0.837 0.658 0.884 0.670 

OD 0.536 0.720 0.610 0.617 0.8 17 0.817 

PO 0.528 0.660 0.577 0.649 0.842 0.754 0.819 

RM 0.526 0.577 0.452 0.720 0.826 0.539 0.606 0.812 

SC 0.579 0.598 0.695 0.654 0.743 0.598 0.589 0.611 0.731 

SI 0.632 0.618 0.587 0.624 0.744 0.647 0.692 0.592 0.607 0.796 

vc 0.520 0.648 0.595 0.768 0.867 0.562 0.632 0.745 0.706 0.615 0.796 

Note: BP, Business perfonnance; EM, Entrepreneurial marketing; SC, Social capital; SI, 
Strategic Improvisation; PO, Proactive orientation; OD, Opportunity-driven; Cl, Customer 
intensity; IF, Innovation-focused; RM, Rjsk management; VC, Value creation. 
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Table 4.16 
Discriminant Validity o[Measurement Model (after deletion) 

BP CI EM GS IF OD PO RM SC SI VC 

BP 0.758 

CI 0.545 0.831 

EM 0.628 0.846 0.709 

GS 0.565 0.53 0.668 0.768 

IF 0.533 0.66 0.875 0.571 0.829 

OD 0.541 0.743 0.847 0.611 0.633 0.86 

PO 0.524 0.672 0.861 0,.578 0.652 0.755 0.819 

RM 0.5 1 I 0.572 0.783 0.463 0.683 0.582 0.6 13 0.888 

SC 0.554 0.595 0.735 0.662 0.652 0.596 0.579 0.654 0.793 

SI 0.636 0.619 0.747 0.587 0.63 1 0.651 0.692 0.583 0.607 0.796 

vc 0.537 0.645 0.854 0.595 0.766 0.573 0.629 0.709 0.683 0.605 0.808 

Notes: BP, Business performance; EM, Entrepreneurial marketing; SC, Social capital; ST, 
Strategic Improvisation; PO, Proactive orientation; OD, Opportunity-driven; CI, Customer 
intensi ty; IF, Innovation-focused; RM, Risk management; VC, Value creation. 

Table 4.17 
Variance Inflation Factor (VIF): Construct Collinearity 

Constructs 

PO 

OD 

CI 

IF 

RM 

VC 

First Set Second Set 

VIF 

2.698 

3.228 

2 .6 '.?.6 

3.191 

Constructs 

Entrepreneurial 
Marketing 

Government support 

Social Capital 

Strategic Improvisation 

VIF 

3.299 

2.17 1 

2 684 

Notes: PO, Proactive orientation; OD, Opportunity-driven; CI, Customer intensity; IF, 
Innovation-focused; RM, Risk management; VC, Value creation. 
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Table 4.17 displays the outcome of the construct tolerance (VIF) which had examined 

each set of predictors in the structural model. Based on the rules of thumb, the VIF 

value should be greater than 0.20 or below the threshold of 5 (Hair et al. 2014). As can 

see be observed from the table above, all the inner VIF values for all the independent 

variables, i.e., entrepreneurial marketing, strategic improvisation, social capital, and 

government support, were below 5 (range from 2.171 to 3 .299). Any construct with a 

VIF greater than 5 or 10 would specify a colhnearity problem. Nonetheless, no 

collinearity problem existed; therefore, there was no need for the researcher to 

eliminate, merge predictors, or create higher-order constructs. 
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Figure 4.3 shows the new PLS study model after ensuring that all the reliability and 

validjty met the requirement; thus, few indicator variables were removed. For that 

reason, a total of 14 indicators were deleted (18.42%). Hence, the remaining 62 items 

were left in the construct after (BPI, BP4, BP12, SCI, SC8, SC9, CI5, Cl6, ODl, IF3, 

RMI, RM2, RM4, and VC6) were deleted, which consisted of poor loadings as per 

aforesaid criteria. No more items were deleted as per the guideline by Hair et al., (2017), 

strongly advising not to delete more than 20% of the total indicators in the model. 

Considerably, the deletion quantity in the construct was slightly consistent with the 

advice. 

Table 4.18 
Discriminant Validity (after deletion), A VE 

BP 
Cl 
EM 
GS 
IF 
OD 
PO 
RM 
SC 
SI 
vc 

Cronbach's 
Alpha 
0.9 18 
0.850 
0.959 
0.922 
0 .886 
0.882 
0.876 
0.733 
0.926 
0.917 
0.867 

rho A 

0.919 
0.853 
0.959 
0.925 
0.888 
0.882 
0.880 
0.739 
0.927 
0.920 
0.869 

Composite 
Reliability 

0.931 
0.899 
0.962 
0.935 
0.916 
0.919 
0.910 
0.882 
0.938 
0.933 
0.904 

Average Variance 
Extracted (A VE) 

0.575 
0.691 
0.502 
0.591 
0.687 
0.739 
0.671 
0.789 
0.629 
0.634 
0 .654 

Notes: BP, Business performance; EM , Entrepreneurial marketing; SC, Social capital; SI, 
Strategic Improvisation; PO, Proactive orientation; OD, Opportunity-driven; CI, Customer 
intensity; IF, Innovation-focused; RM, Risk management; VC, Value creation. 

After the deletion of several items, Table 4.18 presents the new average variance 

extracted (A VE) for each constrnct, with all exceeding 0.50. The highest AVE score 

was risk management (0.789), followed by opportunity-driven (0.739), and the lowest 

was entrepreneurial marketing (0.502), which consisted of 6 dimensions. This signifies 

that the hypothesised items captured more variations in the underlying construct than 

the ones attributable to measurement error. 
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Table 4.19 
Cross Loadings of the Items 

BP Cl EM GS IF OD PO RM SC SI vc 

BPl0 0.783 0.398 0.442 0.425 0.364 0.425 0.344 0.380 0.374 0.416 0.356 

BPll 0.820 0.387 0.438 0.458 0.339 0.446 0.388 0.360 0.404 0.475 0.316 

BP13 0.727 0.429 0.506 0.493 0.442 0.401 0.418 0.392 0.472 0.571 0.475 

BP2 0.700 0.435 0.513 0.471 0.439 0.408 0.445 0.360 0.489 0.465 0.486 

BP3 0.678 0.357 0.409 0.337 0.320 0.364 0.352 0.381 0.378 0.388 0335 

BPS 0.753 0.396 0.468 0.452 0.442 0.354 0.377 0.355 0.449 0.498 0.432 

BP6 0.771 0.441 0.470 0.377 0.429 0.395 0.393 0.419 0.425 0.515 0.336 

BP7 0.765 0.427 0.466 0.361 0.399 0.434 0.354 0.393 0.319 0.419 0.379 

BPS 0.797 0.412 0.479 0.409 0.401 0.391 0.412 0.431 0.387 0.461 0.408 

BP9 0.777 0.434 0.534 0.456 0.430 0.471 0.460 0.399 0.460 0.557 0.501 

CIJ 0.422 0.862 0.714 0.394 0.566 0.617 0.572 0.452 0.461 0.576 0.538 

Cit 0.422 0.862 0.714 0.394 0.566 0.617 0.572 0.452 0.461 0.576 0.538 

CI2 0.461 0.821 0.676 0.397 0.549 0.594 0.535 0.440 0.441 0.535 0.479 

CI2 0.461 0.821 0.676 0.397 0.549 0.594 0.535 0.440 0.441 0.535 0.479 

Cl3 0.515 0.851 0.751 0.532 0 567 0.690 0.628 0.515 0.561 0.540 0.557 

CI3 0.515 0.851 0.75) 0.532 0.567 0.690 0.628 0.515 0.561 0.540 0.557 

CI4 0.412 0.789 0.669 0.431 0.509 0.562 0.491 0.492 0.511 0.401 0.569 

CI4 0.412 0.789 0.669 0.431 0.509 0.562 0.491 0.492 0.511 0.401 0.569 

GSl 0.373 0.263 0.39! 0.646 0.336 0.392 0.359 0.227 0.416 0.361 0.355 

GSl0 0.496 0.482 0.551 0.815 0.456 0.501 0.490 0.383 0.528 0.467 0.458 

GS2 0.451 0.471 0.575 0.719 0.491 0.495 0.514 0.401 0.558 0.443 0.511 

GS3 0.468 0.419 0.563 0.807 0.490 0.507 0.470 0.410 0.519 0.459 0.532 

GS4 0.452 0.479 0.559 0.812 0.460 0.534 0.504 0.333 0.526 0.467 0.468 

GSS 0.405 0.375 0.512 0.825 0.453 0.497 0.444 0.367 0.466 0.389 0.433 

GS6 0.452 0.401 0.493 0.756 0.418 0.450 0.437 0.304 0.534 0.453 0.443 

GS7 0.394 0.324 0.434 0.764 0.385 0.408 0.335 0.347 0.514 0.470 0.402 

GSS 0.433 0.416 0.538 0.811 0.459 0.479 0.461 0.419 0.519 0.516 0.486 

GS9 0.389 0.397 0.481 0.710 0.415 0.407 0.392 0.345 0.491 0.479 0.462 

IF! 0.374 0.578 0.683 0.371 0.775 0.512 0.539 0.489 0.476 0.499 0.527 

IFJ 0.374 0.578 0.683 0.371 0.775 0.512 0.539 0.489 0.476 0.499 0.527 

IF2 0.443 0.540 0.705 0.416 0.825 0.525 0.518 0.496 0.535 0.493 0.608 

IF2 0.443 0.540 0.705 0.416 0.825 0.525 0.518 0.496 0.535 0.493 0.608 

IF4 0.480 0.527 0.739 0.529 0.859 0.530 0.563 0.562 0.530 0.551 0.656 

IF4 0.480 0.527 0.739 0.529 0.859 0.530 0.563 0.562 0.530 0.551 0.656 

IFS 0.475 0.578 0.768 0 .526 0.860 0.541 0.563 0.633 0 593 0.516 0.702 

IFS 0.475 0.578 0.768 0.526 0.860 0.541 0.563 0.633 0.593 0.516 0.702 

lF6 0.430 0.512 0.727 0 .514 0.823 0.516 0.518 0.643 0 .563 0.554 0.675 

IF6 0.430 0.512 0.727 0 .514 0.823 0.516 0.518 0.643 0 .563 0.554 0.675 

Notes: BP, Business performance; CI, Customer intensity; IF, Innovation-focused; GS, Govt. 
Support 
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Table 4.19 
Cross Loadings of the Items (continued) 

Variable/ BP CI EM GS IF OD PO RM SC SI vc 
Dimension 
OD2 0.426 0.610 0.711 0.489 0.535 0.830 0.672 0.525 0.451 0.509 0.443 

OD2 0.426 0.610 0.711 0.489 0.535 0.830 0.672 0.525 0.451 0.509 0.443 

OD3 0.483 0.638 0.739 0.5H 0.546 0.880 0.626 0.537 0.521 0.554 0.525 

OD3 0.483 0.638 0.739 0.533 0.546 0.880 0.626 0.537 0.521 0.554 0.525 

OD4 0.472 0.660 0.732 0.546 0.519 0.894 0.644 0.496 0.559 0.579 0.494 

OD4 0.472 0 660 0.732 0.546 0.519 0.894 0.644 0.496 0.559 0.579 0.494 

ODS 0.477 0.645 0.729 0.531 0.576 0.831 0.652 0.442 0.514 0.595 0.506 

ODS 0.477 0.645 0.729 0.531 0.576 0.831 0.652 0.442 0.5 14 0.595 0.506 

POl 0.357 0.484 0657 0 384 0.514 0.559 0.805 0.460 0.463 0.6)8 0.468 

PO! 0.357 0.484 0 657 0.384 0.514 0.559 0.805 0.460 0.463 0.618 0.468 

PO2 0.449 0558 0 659 0.51 8 0.469 0.61 I 0.724 0.474 0.45 1 0.508 0.482 

PO2 0.449 0.558 0.659 0.518 0.469 0.61 l 0.724 0.474 0.451 0.508 0.482 

PO3 0.485 0.573 0 754 0.551 0.574 0.649 0.875 0.524 0.525 0.580 0.578 

P03 0.485 0.573 0.754 0.551 0.574 0.649 0.875 0.524 0.525 0.580 0.578 

PO4 0.421 0.588 0.748 0.44 1 0.586 0.633 0.863 0.554 0.465 0.559 0.541 

P04 0.42 1 0.588 0.748 0.441 0.586 0.633 0.863 0.554 0.465 0.559 0.541 

POS 0.433 0.544 0.699 0.471 0.518 0.636 0.821 0.495 0.465 0.571 0.499 

POS 0.433 0.544 0.699 0.471 0.518 0.636 0.821 0.495 0.465 0.571 0.499 

RMJ 0.461 0.561 0.731 0.419 0.642 0.515 0.597 0.901 0.549 0.525 0.652 

RM3 0.461 0.561 0.731 0.419 0.642 0.515 0.597 0.901 0.549 0.525 0.652 

Ri'\115 0.447 0.449 0.657 0.404 0.568 0.520 0.488 0.876 0.618 0.512 0.607 

RMS 0.447 0.449 0.657 0.404 0.568 0.520 0.488 0.876 0.618 0.5 12 0.607 

SCIO 0.424 0.473 0.625 0.563 0.562 0.499 0.532 0.561 0.814 0.544 0.568 

SCll 0.398 0.482 0.589 0.534 0.564 0.472 0.415 0.503 0.789 0.458 0.566 

SC12 0.426 0.454 0.557 0.473 0.492 0.441 0.438 0.487 0.754 0.552 0.535 

SC2 0.478 0.516 0.559 0.533 0.472 0.480 0.41 l 0.475 0.800 0.450 0.508 

SC3 0.408 0.455 0.611 0.539 0.576 0.490 0.524 0.503 0.795 0.475 0.544 

SC4 0.457 0.529 0.634 0.5 I 5 0.506 0.546 0.554 0.553 0.829 0.534 0.558 

scs 0.467 0.444 0.581 0.575 0.529 0.5 I 0 0.426 0.495 0.792 0.436 0.554 

SC6 0.461 0.425 0.559 0.508 0.506 0.425 0.435 0.542 0.841 0.472 0.542 

SC7 0.421 0.466 0.532 0.487 0.458 0.384 0.400 0.553 0.718 0.414 0.506 

Sil 0.554 0.539 0.587 0.422 0.506 0.482 0.497 0.465 0.465 0.810 0.495 

SI2 0.532 0.524 0.576 0.459 0.479 0.450 0.506 0.431 0.535 0.759 0.521 

$13 0.470 0.395 0.530 0.467 0.481 0.452 0.440 0.440 0.444 0.788 0.482 

Sl4 0.5 12 0.485 0.609 0.478 0.524 0.517 0.550 0.525 0.505 0.853 0.505 

SIS 0.539 0.525 0.647 0.525 0.544 0.587 0.593 0.500 0.489 0.821 0.525 

S16 0.535 0.545 0.650 0.531 0 563 0.572 0.6 10 0.508 0.534 0.853 0.496 

SI7 0.447 0.397 0.527 0.408 0.443 0.517 0.537 0.395 0.412 0.731 0.369 

SIS 0.441 0.517 0.624 0.446 0.466 0.584 0.689 0.440 0.470 0.748 0.444 

Notes: SC, Social capital; SI, Strategic Improvisation; PO, Proactive orientation; OD, 
Opportunity-driven; RM, Risk management; 
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Table 4.19 
Cross Loadings o[_the Items (continued) 

Variable/ BP Cl EM GS IF OD PO RM SC SJ VC 
Dimension 
VCl 0.43 0.601 0.696 0.452 0.609 0.495 0.482 0.581 0.540 0.485 0.774 

8 
VC2 0.47 0.472 0.667 0.459 0.614 0.398 0.508 0.573 0.505 0.473 0.807 

8 
VC3 0.42 0.544 0.730 0.484 0.675 0.470 0.552 0.582 0.564 0.494 0.857 

4 
VC4 0.44 0.491 0.701 0.51 I 0.606 0.475 0.552 0.575 0.596 0.502 0.842 

0 
VC5 0.39 0.495 0.653 0.500 0.591 0.477 0.442 0.555 0.555 0.493 0.758 

2 

Notes: VC, Value creation. 

Table 4.19 shows the cross-loading of the items after the deletion of 14 items in the 
construct. 
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Table 4.20 
Result summary of Measurement Model 

Construct Indicators Loadings of AVE Composit Cronbach's Number 
retained e Alpha of items 
items Reliability deleted 

Business BPlO 0.783 0.575 0.931 0.918 3 
Performance BPll 0.820 

BP13 0.727 

BP2 0.700 

BP3 0.678 

BPS 0.753 

BP6 0.771 

BP7 0.765 

BP8 0.797 

Strategic SI I 0.810 0.634 0.933 0.917 None 
Improvisation S12 0.759 

S13 0.788 

SI4 0.853 

sr5 0.821 

SI6 0.853 

Sf7 0.731 

Sl8 0.748 

Social Capital SCIO 0 814 0.629 0.938 0.926 3 

SCI I 0.789 

SCl2 0.754 

SC2 0.800 

SC3 0.795 

SC4 0.829 

SC5 0.792 

SC6 084) 

SC7 0 718 

Government GSl 0.646 0.591 0 935 0.922 None 
support GSIO 0.815 

GS2 0.719 

GS3 0.807 

GS4 0.812 

GS5 0.825 

GS6 0.756 

GS7 0.764 

GS8 0.81 I 

GS9 0.710 
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Table 4.20 
Measurement Model (continued) 

Composite Cronbacb's 
Number 

Construct Indicators Loadings AVE of items 
Reliability Alpha 

deleted 
Entrepreneurial 

0.959 
8 

Marketing 
ALL ITEMS 0.502 0.962 

EM! 0.805 0.671 0.910 0.876 None 

Proactive EM2 0.724 

Orientation EM3 0.875 
(PO) 

EM4 0.863 

EM5 0.822 

EMJ0 0.831 0.739 0.919 0.882 
Opportunity-

driven 
EM7 0.830 

(OD) EM8 0.880 

EM9 0.894 

EMIi 0.862 0.691 0.899 0.850 2 

Customer EM12 0.821 
Intensity 

0.851 (CI) EM13 

EM14 0.789 

EM17 0.775 0.687 0.916 0.886 

Innovation- EM18 0.825 

focused EM20 0.858 
(IF) 

EM21 0.860 

EM22 0.823 

Risk EM25 0.901 0.789 0.882 0.733 3 
Management 

0.876 (RM) EM27 

EM28 0.774 0.654 0.904 0.867 

EM29 0.807 
Value Creation 

EM30 0.857 
(VC) 

EM31 0.842 

EM32 0.758 

As shown in Table 4.16, this prerequisite w as also fulfilled entirely, wbere the AVE 

values of all items ranged between 0.502 and 0.789. As such, the results indicated that 

their convergent validity existed. In summary, all model evaluation criteria met the 

requirements, indicating that this study supported both measures of reliability and 

validity. 
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4.6 Evaluation of Structural Model (Inner Mode)) 

After all model evaluation criteria had fulfilled the requirements in the evaluation of 

the measmement model (outer model), tbe subsequent step was to proceed with the 

systematic evaluation of PLS-SEM results by assessing the structural model. Further 

analysis was required to estimate the model fit by evaluating the inner model. 

Therefore, several analyses were done to identify the Coefficient of Detennination (R 2 

value), effect sizes (f)' and Blindfolding and Predictive relevance (Q2
) . 

4.6.1 Coefficient of Determination (R2 Value) 

The R2 value is measured to ascertain the extent of how exogenous variables can explain 

the endogenous variable. In simple words, the R2 statistics is used to determine the 

model's predictive power. The R2 value should be between (0-1 ), whereby a greater 

value will indicate a higher level of result accuracy and a greater explanatory power. 

The R2 values of the endogenous latent variable may differ, depending on the particular 

model and research discipJine, but the major objective should certainly produce higher 

R2 values. R2 values for the endogenous construct can be read as substantial (0.75), 

moderate (0.50), and weak (0.25) (Hair et al., 2019; Hair et al., 2014). 

Moreover, for this study model, the R2 = 0.484 and R square adjusted at 0.4 77, which 

indicated a coefficient of determination value can be desc1;bed as a moderate level of 

predictive accuracy based on the acceptance level by Hair et al. (2017), and can also be 
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considered as a 'moderate' level (W. Chin, 1998). In other words, 48.4% of the business 

performance variance could be explained by the variable of strategic improvisation (SI), 

entrepreneurial marketing (EM), social capital (SC), and the moderator, i.e., 

government support (GS). The R2 value was deemed 'substantial' in accordance with 

Cohen's, (1988) guideline, as it had been suggested that R2 values above 0.26 are 

substantial, 0.13-0.25 are moderate and 0.02-0.12 are weak. Consequently, this 

construed that all variables were proven to have drawn a considerable impact on the 

improvement of business performance. 

Table 4.21 

R1 Values of Endogenous Latent Variables 

Standard Error t- value P value Variance explained 

BP 0.484 0.051 9.507 0.000 Substantial 

4.6.2 Effect sizes j2 

The effect size was run to determine the strength of association, which assessed the 

impo1tance of findings (Pallant, 2013). Investigating the/ effect size is necessary for 

determining exogenous constructs, contributing to the R 2 value of an endogenous. The 

result off is then interpreted as the level of acceptance: 0.35 indicates a large effect 

size; 0.15 indicates a medium effect size; and 0.02 shows a small effect size (Hair et al. 

2014, pg.186; Cohen, 1988). Meanwhile, in another guideline of the fas proposed by 

Kenny (2016), the values are 0.005 (small), 0.01 (medium), and 0.025 (large). This 

value off is derived from the equation/= (R2 included -R2 excluded)/1-R2 included. 

This f value can be found automatically in the Smart PLS 3 .0 once the bootstrapping 

procedure has been done. 
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From Table 4.21, it can be seen that 3 variables had an effect size of above 0.02, which 

were considered as a small effect: strategic improvisation (0.085); of government 

support (0.026); and entrepreneurial marketing (0.020). Unfortunately, social capital 

had no effect (0.012). However, based on the guidelines by Kenny (2016), the effect 

size was read differently, with two variables under the medium effect category and 

another two variables under the large effect category. 

Table 4.22 
Effect Size (f) Rating 

Business Performance 0.484 

Strategic Improvisation 

Entrepreneurial 
Marketing 

Social Capital 

Government support 

J2 Effect Size Rating 
(Hair et al. 2014) (Kenny2016) 

0.085 Small effect 

0.020 Small effect 

0.012 No effect 

0.026 small effect 

Large effect 

Medium effect 

Medium effect 

Large effect 

4.6.3 Blindfolding and Predictive Relevance (Q2) 

Blindfolding was performed to acquire cross-validated redundancy measures for every 

endogenous construct. The level of acceptance of Stone-Geisser's (Q2) predictive 

relevance occurs when the value of Q2 is more than 0, indicating that exogenous 

constructs have predictive relevance for endogenous constructs. This predictive 

relevance measure indicates either the construct has a small value (0.00), medium value 

(0.25), or large value (0.50) (Ramayah et al., 2018; Hair et al., 2019; Stone, 1974; 
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Geisser, 1974). To summarise, from Table 4.23, the predictive relevance Q2 of business 

perfonnance showed the value of 0.254, indicating that an exogenous construct has a 

'medium' predictive relevance for the endogenous constrnct in the model. Meanwhile, 

Q2 values of entrepreneurial marketing showed a 'large' predictive accuracy for an 

endogenous construct. 

Table 4.23 
Predictive Relevance (Q2) 

sso SSE Q2 (=1-SSE/SSO) 

Business Performance 2321 I 731.700 0.254 

PO 1055 1055.000 

OD 844 844.000 

CI 844 844.000 

IF 1055 1055.000 

RM 422 422.000 

vc 1055 1055.000 

Entrepreneurial Marketing 5275 2667.197 0.494 

Government support 2110 2110.000 

Social Capital 1899 1899.000 

Strategic Improvisation 1688 1688.000 

Notes: PO, Proactive orientation; OD, Opportunity-driven; CI, Customer intensity; IF, 
Innovation-focused; RM, Risk management; VC, Value creation. 

4.7 Structural Model Path Coefficients/Relationships 

In the evaluation of the measurement model, both validity and reliability were fulfilled. 

First, the PLS algorithm was run to generate tbe path coefficients. For the next analysis, 

bootstrapping was required and was run to test for statistical significance. The two

tailed test was used and showed a significant level of 0.10. As depicted in Figure 4.4, 
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bootstrapping was done with 500 bootstrap samples. Since it was bigger than the actual 

sample size of this study, the condition suggested by Hair et al. (2013) was fulfilled in 

testing all hypothesised relationships, which included the direct variables and the 

moderating effect. In this test, the PLS algorithm and bootstrapping commands were 

selected and calculated. The analyses on the direct relationships were considered from 

the hypothesis testing. In reference to the research framework in Chapter 3, the 

researcher had identified 13 hypotheses to be tested and investigated 10 direct 

hypotheses and 3 hypotheses on the moderating effect. 

4.7.1 Direct Relationship between Exogenous (IV) and Endogenous (DV) 
Analysis 

This study intended to examine the relationship among independent variables, namely 

strategic improvisation, entrepreneurial marketing, and social capital, towards 

improving business performance. This study also expected to test six dimensions of 

entrepreneurial marketing (proactive orientation, opportunity-driven, customer 

intensity, innovation-focused, risk management, and value creation) . 

Hierarchical component model (HCM) was required in this study; this involved 

summatising the first (lower) order components (LOCs), testing all six dimensions, and 

then transforming them into a single multidimensional second (higher) order construct 

(HOC) of entrepreneurial marketing. In this case, only two layers of the process were 

involved, even though the process could be extended to multiple layers (Hair Jr. et al., 

2014). Apparently, in total, four main hypotheses (Hl, H2, H3, and H4), were split into 

six more hypotheses to be tested, as shown in Table 4.25. 
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HI: There is a positive relationship between strategic improvisation and business 
performance. 

H2: There is a positive relationship between entrepreneurial marketing and business 
performance. 

H2a: There is a positive relationship between proactive orientation and business 
performance. 

H2b: There is a positive relationship between oppo1tunity-driven and business 
performance. 

H2c: There is a positive relationship between customer intensity and business 
performance. 

H2ct: There is a positive relationship between risk management and business 
performance. 

H2e: There is a positive relationship between innovation focus and business 
perfo1mance. 

H2r: There is a positive relationship between value creation and business 
performance. 

H3: There is a positive relationship between social capital and business 
performance. 

H4: There is a positive relationship between government support and business 
performance. 

Table 4.24 
!-values and p-values for 1 and 2 tailed hypotheses 

t-value 
1-tailed 

1.280 

1.645 

1.960 

Source: Hair et al., (20 14) 

2-tailed 
1.645 

1.960 

2.575 

p-values 

10% (a= 0.10) 

5% (o. = 0.05) 

1% (a= 0.01) 

Table 4.24 shows the t-values and p-values for I -tailed and 2-tailed hypotheses. The 

researcher referred to the three levels of P-Values to detennine the relationship between 

results and proposed hypotheses. Hence, the rest of the analysis results were rated as 
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***Significant at 0.01 (***p< 0.01), **significant at 0.05 (**p< 0.05), *significant at 

0.1 (*p< 0.1) (Samuel and Ramayah, 2016; Hair et al., (2014). 

Table 4.25 
Summary of the Indirect Effect Results from the Bootstrapping Procedure 
Hypothesis Relationship Beta Standard T- P-Value Decision 

Error Value 

H2a PO-> EM-> BP 0.044 0.023 1.884** 0.030 Supported 

H2b OD-> EM-> BP 0.039 0.021 1.870** 0.031 Supported 

H2c CI-> EM-> BP 0.036 0.020 1.8 I 9** 0.035 Supported 

82d RM->EM-> BP 0.019 0.011 l.818** 0.035 Supported 

H2e lF ->EM-> BP 0.046 0.024 1.870** 0.031 Supported 

H2f VC -> EM-> BP 0.043 0.023 1.829** 0.034 Supported 

Note: ***Significant at 0.0 I (] -tailed), **significant at 0.05 ( 1-tailed), *significant at 0.1 (l -tai led). 

Table 4.26 
Path Coefficient and Hypotheses Testing of the Direct Relationship 

Hypotheses Relationship Beta Standard t- Value P- Decision/ 
Error Value Findings 

Hl SI-> BP 0.329 0.085 3.869*** 0.000 Supported 

H2 EM-> BP 0.192 0.104 1.858** 0.032 Supported 

H2a PO-> EM 0.228 0.012 18.529*** 0.000 Supported 

H2b OD-> EM 0.201 0.008 24.027*** 0.000 Supported 

H2c CI-> EM 0.187 0.01 2 16.1 68*** 0.000 Supported 

H2d RJ\11 -> EM 0.099 0. 007 13.453*** 0.000 Supported 

H2e IF-> EM 0.237 0.009 25.613*** 0.000 Suppo1ted 

H2f VC-> EM 0.223 0.011 20.487*** 0.000 Supported 

H3 SC-> BP 0.093 0.07] 1.300* 0.097 Supported 

H4 GS-> BP 0.1 82 0.065 2.774** 0.003 Supported 

Note: ***Significant at 0.0 I (I-tailed), "*significant at 0.05 (I -tailed), *significant at 0. l ( I-tailed). 
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Based on the comparative significance of the exogenous constructs in estimating the 

dependent construct (i.e., business performance), hypothesis 1 (Hl) which emphasised 

a positive relationship between strategic improvisation and business performance was 

supported since a significant relationship was discovered between these two variables. 

The test proved that strategic improvisation is the most impo11ant of all predictors (f3 = 

0.329; t value= 3.869 and p value= 0.000). 

Meanwhile, entrepreneurial marketing was considered as the second important 

predictor in the construct, with the valueof(/3 = 0.192; t= 1.858 andp= 0.032), whereas 

the third important predictor was government support (/3 =0.182; t value =2.774 and p

value = 0.003), and finally, social capital (13 = 0.093; t value= 1.300 and p value= 0.097) 

which were significant at p<0. I. The structural model for direct relationship 

demonstrated that all ten hypotheses (Hl, H2, H2a, H2b, H2c, H2d, H2e, H2f, H3, and 

H4) showed significant effects, so the hypotheses were supported. In terms of indirect 

relationships, the structural model assessment revealed that all six indirect relationships 

were tested and the result was significant. 

Irrefutably, the result showed that the effects of entrepreneurial marketing dimensions 

(i.e., proactive orientation, opportunity-driven, customer intensity, innovation-focused, 

risk management, and value creation) were proven to have a direct and indirect 

relationship with business performance. Thus, hypotheses H2a, H2b, H2c, H2d, H2e, 

and H2f were supported. All the above analyses were discussed in the absence of a 

moderator. Accordingly, further analysis may clarify the interaction of a third variable 
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(moderator), which might modify the outcome of the relationship between exogenous 

and endogenous variables. 

4.7.2 Moderating Analysis 

Moderating variables were used to expense the joint influence of the exogenous 

construct to see the impact on the level of the dependent variable. From Figure 4.7, 

which illustrates the moderation analysis, there was an increase from R2 =0.484 to R2= 

0.499. The R2 value changed by 0.015, indicating that with the additional interaction of 

(GS*EM, GS*SI, and GS*SC), the R2 changed by about 1.5%. Thus, the result 

specified a small effect size as designated by Cohen (1988), whereby 0.35 (large), 0.15 

(medium), 0.02 (small), and 0 (no effect). Additionally, according to Wynne Chin, 

Marcelin, and Newsted (2003), the result of low effect size does not simply signify that 

the underlying moderating effect is insignificant because "even a small interaction 

effect can be meaningful under extreme moderating conditions, if the resulting beta 

changes are meaningful, then it is impotiant to take these conditions into account" (Chin 

et al., 2003p. 211,). 

Table 4.27 
Effect Size 

R-squared 

Included 

0.499 

Excluded f-squared Effect size 

0.484 0.0299 Small 

Since the value above showed a small effect based on the guideline of/ by Cohen 

(1988), the researcher then proceeded to the guideline of/ as proposed by Kenny 

(2016), with values 0.005 (small), 0.01 (medium), and 0.025 (large). Based on the effect 

size result of (f) value at 0.0299, a large effect size was surprisingly indicated. 
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Furthermore, to see whether the Beta (13) was statistically significant or otherwise, the 

researcher then proceeded to the bootstrap procedure to test the interaction effects to 

determine the t-value. 

Next, the impacts of government support as the moderator between strategic 

improvisation, entrepreneurial marketing, and social capital were tested. Additionally, 

another 3 hypotheses on the moderating effect were tested to get the result of these 

interactions. 

HS: The positive relationship between strategic improvisation and business 

performance will be stronger when government support is high. 

H6: The positive relationship between entrepreneurial marketing and business 

performance will be stronger when government support is high. 

H7: The positive relationship between social capital and business performance will 

be stronger when government support is high. 

Table 4.28 
Moderation Effect 

Hypotheses Relationship Beta Standard T- Value P-Value Decision 
Error 

HS GS*Sl -> BP -0.149 0.111 1.342* 0.090 Not Supported 

H6 GS*EM-> 0.243 0.100 2.432*** 0.008 Suppo11ed 
BP 

H7 GS*SC -> -0.136 0.104 1.313* 0.095 Not Suppo11ed 
BP 

Note: ***Significant at 0.01 ( !-tailed), **significant at 0.05 ( I-tailed), *significant at 0.1 (!
tailed). 

In hypothesis five (HS), specifying a moderating influence of government support on 

the relationship bet\veen strategic improvisation and business perfonnance (GS*Sl), 

results showed that the hypothesis was not supported since it indicated a negative 
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significant relationship (.B = -0.149; t value= 1.342 and p= 0.090) as significant value 

at 0.1. 

The next hypothesis (H6) demonstrated good results as predicted, and the interaction 

of the moderator was highly supported in the study. As can be observed in Table 4.26, 

government support moderately reinforced the relationship between entrepreneurial 

marketing and business performance (B= 0.234; t value= 2.432, and p= 0.008) at a 

significant value of 0.01. Hence, it can be said that positive relationship between 

Entrepreneurial Marketing (EM) and Business Perfonnance (BP) will be stronger when 

Government support (GS) is higher. Figure 4.4 shows the graph plot result of the 

interaction effect of strategic improvisation (SI) and government support (GS) on 

business performance (BP). 

Finally, hypothesis seven (H7) proposed that a positive relationship between social 

capital and business perfonnance will be stronger when government support is higher; 

the results indicated that government support was seen to have moderated the 

relationship between social capital and business performance significantly (13= -0.136; 

t value= 1.3 13, and p= 0.095). To sum up, out of the three hypotheses (HS, H6, and 

H7), only H6 had a positive significant effect and was suppo11ed. Meanwhile, HS and 

H7 had a negative significant effect with the p-value at 0.01, and 0.10, respectively; 

yet, only H6 was supported, while HS and H7 were not supported. Figure 4.5 

demonstrates the graph plot result of the interaction effect between entrepreneurial 

marketing (EM) and government support (GS) on business performance (BP). Figure 
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4.6 demonstrates the graph plot result of the interaction effect between social capital 

(SC) and government support (GS) on business petformance (BP). 

As suggested by Dawson (2014), the researcher needed to follow up the significant 

interaction by proceeding to the interaction plot using a template and software available 

at www.icrernvdmvson.eo.uk/slopcs.1hm. This software was really useful and was able 

to demonstrate and chart the interaction appropriately. The types of moderation 

interaction are either an exponential interaction or an antagonistic interaction. Based on 

the graph, when lines are shown in the same direction, but one of them is steeper than 

the other, no interaction occurs, i.e., exponential interaction. Meanwhile, when the 

graph shows crossover lines or a distinctive direction, this is called antagonistic 

interaction. The moderation can be evaluated based on 3 types: 

1. Positive effect - as the line shows an increase in IV, causing an increase in 

DV. 

ii. Negative effect - an increase in IV, but a decrease in DV. 

111. Null effect - no effect whatsoever. 

In order to execute this continuous moderator variable, researcher had to transform it 

into a categorical variable, before this variable was divided into two categories of 'high' 

and 'low' (Hair Jr. et al., 2014). In this study, the moderator value was divided into high 

government support and low government support. 

As can be seen in Table 4.26, based on the result of moderator analysis, the GS*EM 

showed the most significant interaction result, and the interaction was positive, while 

the interaction between GS*SI and GS*SC showed significance but at a negative beta. 
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Figures 4.4, 4.5, and 4.6 demonstrate a simple slope analysis result that visualises the 

two-way interaction effect. Consequently, only one out of the three hypotheses were 

supported as has been hypothesised earlier. Meanwhile, two hypotheses were found to 

be not supported, since the result conelated negatively. 

5 

4.5 

4 

3.5 " 

3 

2.5 

2 

1.5 

1 

Figure 4.5 

Low SI 

Moderator 

-+-· Low GS - High GS 

High SI 

Graphing Plot Result of Interaction Effect of strategic improvisation (SI) and 
government support (GS) on business performance (BP). 

The proposed hypothesis (H5) suggested that the positive relationship between strategic 

improvisation and business performance will be stronger when government suppo11 is 

high. As can be seen from the graph above, lines do not show a crossover interaction 

between strategic improvisation and business perfonnance (GS*Sl). Besides, both 

interactions appear to be in a negative relationship, indicating that the relationship 

between strategic improvisation and business performance does not rely much on 

government support. Therefore, hypothesis five (HS) was not supported as was posited 

earlier. 
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Figure 4.6 
Graphing Plot Result of Interaction effect of entrepreneurial marketing (EM) and 
government support (GS) on business performance (BP). 

The proposed hypothesis (H6) suggested that the positive relationship between 

entrepreneurial marketing and business performance will be stronger when government 

support is high. From the figure above, the graph falls under antagonisti c interaction 

(moderation) as lines show crossover interaction or indifferent direction . As can be 

seen, the effect of EM (X) on business pedormance (Y) is different at a different value 

of GS (Z). This confitmed that the relationship between EM and BP depends on 

government support. The graph also confinned that the positive relationship between 

strategic improvisation and business performance will be stronger when government 

support is higher. 
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Figure 4.7 
Graphing Plot Result of Interaction Effect of social capital (SC) and government 
support (GS) on business performance (BP). 

The proposed hypothesis (H7) suggested that tbe positive relationship between social 

capital and business perfo1mance will be stronger when government support is high. 

The graph above displays the interaction effect of social capital and government support 

(SC*GS) on business perfonnance. Unfortunately, the interaction was found to be 

negative. Thus, the findings obviously showed that when government support 

mcreases, the relationship between socia l capital and business performance will 

decrease slightly. Conclusively, the findings confirmed that the relationship between 

social capital and business performance is not influenced by government support. 
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4. 7 .3 Summary of Findings 

Subsequent to the presentation of all results of the 13 hypotheses, inclusive of the core 

effects and moderating effects in earlier sections, Table 4.29 summarises the results of 

all the tested hypotheses. 

Table 4.29 
Summary of Hypotheses Testing 

Hypothesis Statement of Hypotheses 

HI : There is a positive relationship between strategic 
improvisation and business perfmmance. 

Finding 

Supported 

H2: There 1s a positive relationship between Supported 
entrepreneurial marketing and business 
perfonnance 

H2a: There is a positive relationship between Supported 
proactive orientation and business performance. 

H2b: There 1s a positive relationship between Supported 
opportunity-driven and business performance. 

H2c: There 1s a positive relationship between Supported 
customer intensity and business pe1fo1mance. 

H2d: There is a positive relationship between risk Supported 
management and business perfmmance. 

H2e: There 1s a positive relationship between Supported 
innovation focus and business performance. 

H2f: There is a positive relationship between value Supported 
creation and business perfonnance. 

H3: There is a positive relationship between social Supported 
capital and business performance. 

H4: There is a positive relationship between Supported 
government support and business perfonnance. 

H5: The positive relationship between strategic 
improvisation and business performance will be 
stronger when government support is high. 

Not 
Supported 

H6: The positive relationship between 
entrepreneurial marketing and business 
performance will be stronger when government 
support is high. 

H7: The positive relationship between social capital 
and business performance will be stronger when 
government support is high. 

Source: The Researcher 
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Suppo1ted 

Not 
Supported 

Significant 
level 
(1- tailed) 

0.01 

0.05 

0.05 

0.05 

0.05 

0.05 

0.05 

0.05 

0.10 

0.01 

0.10 

0.01 

0.10 



4.8 Summary 

For the whole chapter, two statistical software applications were used for data analysis, 

starting with SPSS, followed by PLS-SEM to evaluate the measurement model and the 

structural model. From the analysis, the study revealed that overall, 13 hypotheses were 

tested; the results showed a significant relationship, whereby HI , H4, and H6 were 

highly suppo1ted at a significance level of 0.01. Meanwhile, the remaining 7 hypotheses 

(H2, H2a, H2b, H2c, H2d, H2e, and H2f) were significant at 0.05, and three hypotheses 

showed a significant value above 0.05, but they were still supported based on the 

guideline by Hair et al., (2014). Furthennore, the next chapter will provide a 

comprehensive discussion of the findings that had been obtained. 
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5.1 Introduction 

CHAPTER FIVE 

DISCUSSION AND CONCLUSION 

In general, this chapter merely discusses the thorough basis of the main research 

findings by relating them to the research framework and previous studies associated 

with business performance. This topic comprises recapitulating the study findings, 

discussion on the direct relationship, and the moderating effect analysis. This section 

additionally offers fwther discussion on the findings in the light of underpinning 

theories and previous studies. In the following section, the theoretical, methodological, 

and practical imphcations of the study are also elaborated. The study's limitations are 

also addressed while some recommendations for future research in similar areas are 

propositioned. Last but not least, the conclusive surnmaiy of the study is drawn. 

5.2 Recapitulation of the study 

This section recapitulates the research study's findings. As a quantitative study, it seeks 

to examine the relationship between strategic improvisation, entrepreneurial marketing, 

and social capital towards business performance, especially in terms of the Agrobazaar 

Kedai Rakyat in Malaysia, with government support as the moderating variable. The 

study's theoretical framework is based on the underlying theory of the resource-based 

view (RBV) and is reinforced by the dynamic capabilities view (DCV). 
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This study's primary objective was to examme the relationship between strategic 

improvisation, entrepreneurial marketing, and social capital on business performance. 

Specifically, the three independent variables were predicted to show significant positive 

relationships with business performance. In enhancing the study's outcome, the 

moderating variable of government support was taken into consideration. Thus, the 

study inspected the moderating effect of government support on the relationship 

between strategic improvisation, entrepreneurial marketing, and social capital towards 

business perfonnance amongst AK.Rs in Malaysia. 

Generally, this study has effectively fostered the present comprehension of the key 

factors of business perfo1mance and additional comprehensive clarifications by 

contributing answers to the six (6) research questions as follows: 

1. Is there any positive relationship between strategic improvisation and business 

performance? 

11. Is there any positive relationship between entrepreneurial marketing (proactive 

orientation, oppo1tunity-driven, customer intensity, innovation-focused, risk 

management, and value creation) and business performance? 

111. Is there any positive relationship between social capital and business 

perfo1mance? 

1v. What is the relationship between government support and business 

perfonnance? 
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v. Does government suppo1t influence the relationship between strategic 

improvisation and business performance? 

vi. Does government support influence the relationship between entrepreneurial 

marketing and business performance? 

vn. Does government support influence the relationship between social capital and 

business performance? 

This study's findings were based on the empirical result of the Partial Least Squares 

Structural Equation Modelling (PLS-SEM), in which the path model revealed the direct 

relationship between the exogenous (IV) and the endogenous (DV); the outcome was 

positively conelated and supported. Based on the four main hypotheses (Hl, H2, H3, 

and H4), H2 was broken down into six more sub-hypotheses (H2a, H2b, H2c, H2d, 

H2e, H2f), which were also statistically tested; all hypotheses were supported. It was 

found that all variables were significantly and positively related to business 

performance. 

Furthermore, using government support as a moderator in the relationship between the 

exogenous and endogenous latent variables, 3 hypotheses on the moderating effect were 

tested, and the outcome contributed an empirical support. Findings showed that 

government support moderated the relationship between entrepreneurial marketing and 

business performance; regrettably, the findings showed that government support did 

not moderate a positive relationship between strategic improvisation and social capital 

towards business performance. 
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5.3 Discussions 

This section discusses the present study's findings in terms of the related theories and 

previous research outcomes. The subheadings of this discussion section are stmctured 

and presented based on the research questions, study objectives, and hypotheses testing. 

5.3.1 Strategic Improvisation (SI) toward Business Performance (BP) 

The initial objective of this study is to evaluate the relationship between strategic 

improvisation and AKR business performance in Malaysia. Accordingly, the first 

hypothesis (Hl) offered a positive relationship between strategic improvisation and 

business performance. The findings were evidently analysed in chapter four, indicating 

that the hypothesis was discovered to be significantly supported; this demonstrated a 

positive relationship between strategic improvisation and business performance of 

Agrobazaar Kedai Rakyat. In management theory, improvisation is considered 

advanced since it involves the process of elements between exploration and exploitation 

(Crossan & Hurst, 2006). This is reflective of the initial definition of improvisation, 

which is a "useful metaphor that provides insight into managing and organizing 

process", (Crossan, 1998). 

Therefore, in the context of small-scale businesses or micro-businesses, several factors 

can be seen to have supported improvisation in firms. The study's outcome indicated 

that owners or entrepreneurs who were able to identify occasions for new work 
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processes constantly make various courses of action throughout planning. Also, they 

were discovered to be adequately capable of maintaining business productivity in 

challenging conditions and adopting their company strategy to shifts in the business 

setting. As a result of improvisation action, the entrepreneurs would sustain their 

business and considerably able to improve their business performance. 

The results appear to be in line with previous studies, which confirmed that the element 

of strategic improvisation has a positive and significant relationship with the 

performance of non-profit organisations. The behaviour of strategic improvisation is 

necessary to provide greater products and services (up-to-date) that lead to business 

performance (Najafi Auwalu, 2017). Meanwhile, another study that focused on 

Government-Linked Companies' or GLCs in Malaysia also found similar outcomes 

which supp01ted their hypotheses (H. Ahmad et al., 2015). The finding was similar to 

the study in the context of SMEs in Malaysia by H. Abu Bakar (20 15), that discovered 

strategic improvisation has an impact and positively c01Telates w ith perfonn ance, so 

the claimed hypothesis was supported. 

With regard to the RBV theo1y from the literature, findings suggested that including 

strategic improvisation is regarded an essential component for small businesses or 

firms. Further discussion will be based on the frequency data as presented in the 

Appendix C. In detail, findings revealed that about 95 .2% of entrepreneurs were able 

to try and figure out a new approach to problem-solving that occurs in daily business 

activities. This study also clarified that (n= 194) or equivalent to 91 .6% of the 

entrepreneurs, emphasised the importance of improvisation in determining their 
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business performance, since they were capable of maintaining business productivity in 

challenging circumstances. Besides, the result showed that they always created multiple 

courses of action during the planning as a backup in any uncertain economic 

environment. 

Significantly, entrepreneurs demonstrated strategic improvisation m runmng a 

business. As can be seen in the ability of the owners to react directly to any problem 

arising in their business, most entrepreneurs proved that they could demonstrate 

uniqueness in managing their business, and always adopted a new strategy to cope with 

the changes that may result in the direction of increasing their business performance. 

Besides, in tem1s of spontaneous action, 88% of entrepreneurs agreed that they were 

able to take the risks in producing new ideas for their business. 

Based on a previous study, Jung and Andrew (2014) found that small and medium 

enterprises (SMEs), instead of joining R&D activities in building new products and 

sharing product innovation, could simply adopt an absorption strategy in the market or 

freely tide on competitors' technology spillover. On the contrary, about 10.9% of the 

entrepreneurs declared that they were not talented enough to identify opportunities for 

their new work process. This means that to improvise the work process, an entrepreneur 

needs to embed cunent knowledge of the best management practices which could lead 

to improving one's business performance. Besides, proper training programmes are 

necessary to improve the level of improvisation skills (Jambeker & Pelc, 2007). 

Eventually, if specific prerequisites exist, improvisation can affect team innovation 

positively (Vera & Crossan, 2005). 
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Currently, the world is experiencing the COVID-19 pandemic, and this situation has 

impacted many countries. Due to this health crisis, many business sectors and the retail 

industry have been affected. In 2019 and 2020 the growth of retail sales had dropped 

due to the lockdown and temporary closures to non-necessity stores imposed by the 

government. Nevertheless, sales of consumer goods showed increasing growth, 

especially amongst heavily affected countries such as the United States, United 

. Kingdom, Italy, and Germany. This situation is because customers have been stocking 

up on goods and supplies since grocery stores have remained open during the lockdown 

period (Statista research, 2020). Owing to this, consumers' spending behaviour is 

changing to cope with the effects of the COVID-19 outbreak. Therefore, entrepreneurs 

have to react immediately by offering services to cater to the recent needs of customers. 

Beside normal business activities through off-line transactions, now certain activities 

are improvised as "online transactions," so the delivery service has become an 

alternative. 

lnefutably, the establishment of improvisation elements in this study is comparable to 

that of a past study by Crossan ( 1998), which highlighted six key areas that link 

improvisation and management practices, including assessing organisational culture, 

crafting strategy, interpreting the environment, fostering teamwork, cultivating 

leadership, and developing individual skills. The findings were in line with the study 

by Vera and Crossan (2005), which hypothesised tba1 greater teamwork quality (e.g., 

cooperation and trust) shows more positive relationship between collective 

improvisation and innovation. Significantly, the result of this study indicated the 
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importance of strategic improvisation elements to the small-scale businesses and 

entrepreneurs, specifically in the context of AKR businesses in Malaysia, ultimately in 

assisting them to improve business growth and performance. Explicitly, this study 

confinned that strategic improvisation is also crucial in determining the performance 

of micro-enterprises and small-scale businesses. 

5.3.2 Entrepreneurial Marketing (proactive orientation, opportunity-driven, 

customer intensity, innovation-focused, risk management, and value creation) 

towards Business Performance. 

The second research question was to ascertain any positive relationship between 

entrepreneurial marketing (proactive orientation, oppo1tunity-driven, customer 

intensity, innovation-focused, risk management, and value creation) and business 

perfonnance. Morris et al. (2002) and other studies (Hacioglu et al. 2012; Sikke 2012; 

Becherer, Haynes, and Helms 2008) deliberated that entrepreneurial marketing is a 

multi-dimensional construct. Hence, seven hypotheses (H2, H2a, H2b, H2c, H2d, H2e, 

and H2f) were developed and proposed, which were then detailed discussed in sub

headings. 

The second hypothesis (H2) posited that entrepreneurial marketing has a positive 

relationship with business performance. The entrepreneurial marketing variable 

comprises six dimensions as stated in the literature. Consequently, the findings in 

chapter four revealed a positive relationship between entrepreneurial marketing and 

business perfo1mance. Therefore, H2 was significantly supported. It had influenced 
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business performance, as proven by other scholars in the case of Malaysian small and 

medium enterprises (H. Abu Bakar, 2015; Sahid, Abdul Hamid, & Md Latip, 2014), 

and in a study of women-owned SMEs in Malaysia (Mahmood & Hanafi, 2013). 

Similar results exhibited a strong positive relationship between entrepreneurial 

marketing & business performance in Jordan's hotel industry (Al-Manasra et al., 2013), 

in Turkey's manufacturing industry (Hacioglu et al., 2012), and in the Netherlands' 

SMEs (Sikke, 2012). The results were in Jine with the literature, proving that 

entrepreneurial marketing practices improve perfo1mance, as evident in indicators such 

as the quality of services, competition level, cost reduction, and customer satisfaction 

(Al-Manasra et al., 2013). 

It can be claimed that entrepreneurial marketing generally does bear great importance 

to the entrepreneurs in improving their business performance or to become sustainable 

in the market. H2a through H26 predicted the positive relationship between 

entrepreneurial marketing dimensions and business perfonnance. Tbis study's findings 

proved to be somewhat dissimilar to those of previous studies; the six EM elements in 

this study were effectively organised based on priority, from the most important to the 

least important as follows: proactive orientation (PO), opportunity-driven (OD), 

innovation-focused (IF), value creation (VC), customer intensity (CI), and risk 

management (RM). Further discussion of these 6 dimensions of entrepreneurial 

marketing can be seen in 5.3.2.1 to 5.3 .2.6. 
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5.3.2.1 Proactive Orientation and Business Performance 

The third hypothesis (H2a) proposed that proactive orientation has a positive 

relationship with business perfonnance. Results proved a significant relationship 

between proactive orientation and business performance of Agrobazaar Kedai Rakyat 

(AKR) in Malaysia, supported by the value of (r = 0.044, < 0.05). The results were in 

line with those of previous studies, stating that proactiveness is significantly and 

positively correlated with performance (Edward & A.P, 2016; S. Ahmad & Ghani, 

2013; Chung, 2008; Lumpkin & Dess, 2001). 

Based on the definition of proactiveness by Lumpkin and Dess (2001) as an 

"opportunity-seeking forward-looking perspective involving new products or services 

ahead of the competition and acting in anticipation of future demand to create change 

and shape the environment," this study indicated the significance of proactiveness; 

findings confirmed H2a, that there is a relationship between proactive orientation and 

business performance. Moreover, proactiveness was also revealed to be one of the EM 

elements linked positively to innovative perfonnance (Hacioglu et al., 20 I 2). 

Additionally, the same findings were found in a study of fast-food restaurants, where 

proactiveness also significantly displayed a positive influence on greater performance 

along with other factors such innovation and opportunity recognition in a competitive 

marketing environment (Edward & A.P, 2016). Consequently, this outcome was 

parallel to other studies, underlining that proactiveness action would significantly 

benefit the performance of businesses, organisations, firms, or institution (Chen et al., 
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2015; Eniola & Entebang, 2015; Schindehutte, Morris, & Kocak, 2008; and Urban, 

2008). 

As reported in the frequency analysis, AKR entrepreneurs confirmed that they are 

continuously committed in changing the patterns of products and services being 

marketed in their business, with a mean score of 5.9005, representing 94% of the total 

respondents. Such service could improve proactive action by observing success stories 

from other similar businesses, as discussed in the literature in the case of Laroche Candy 

Company in Europe. Besides, the elements of proactive orientation were found in AKR 

businesses, as entrepreneurs were consistent in monitoring and improving marketing 

techniques. As detailed in the frequency analysis, about 90% of the respondents 

revealed that they prefer to talk about opportunities rather than problems, and believe 

that changes in the current market create positive opportunities for their business. In 

general, it can be said that AKR entrepreneurs continuously seek and act on unexploited 

opportunities. 

However, this study also revealed that nearly I 5% of AKR entrepreneurs claimed that 

their business is not ahead of competitors in changing marketing methods. A possible 

reason for this could be a lack of self-confidence. High self-confidence is indeed 

important in ensuring the success of a business (Abd Rani & Hashim, 2017). 

Expressively, based on the relationship, proactiveness orientation was found to be the 

most impo1t ant dimension in entrepreneurial marketing, which significantly led to 

performance increase among Agrobazaar Kedai Rakyat in Malaysia. In other words, 

the performance of AKR would improve if entrepreneurs behave proactively. 
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5.3.2.2 Opportunity-Driven and Business Performance 

Hypothesis four (H2b) proposed a positive relationship between opportunity-driven and 

business performance. The second dimension of entrepreneurial marketing is 

opportunity-driven which refers to situations where marketing actions are essential to 

the success of SMEs through the recognition and pursuit of opportunities (Becherer et 

al., 2008). The results in this study found a significant positive relationship between 

opportunity-driven and business perfo1mance of AKRs in Malaysia. The outcomes 

were in line with a previous study that showed a significant relationship (Cooney et al., 

2011; Fiore et al., 2013). Opportunity orientation is found to be one of the important 

elements that need to emphasised by small business owners when dealing with limited 

resources (Westerlund & Leminen, 2018). Generally, the results are consistent with one 

of the EM terms itself, described as " the marketing processes of firms pursuing 

opportunities in uncertain market circumstances" (Al-Manasra et al., 2013). 

Most of the respondents specified that they were very good at identifying and pursuing 

available opportunities to ensure that business continue to be competitive (mean score 

value of 5.839). According to Lumpkin and Dess, (2001), opportunity-seeking has 

tendency to succeed with change and volatile environments involving costs and risks. 

Additionally, about 91 .4 percent of tbe feedback exhibited showed that owners were 

able to react quickly upon realising new market opportunities, and the management 

approach extends beyond current customers and markets. In the early stage of the new 

venture, attention is not only focused on the stakeholders, especial ly potential 
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customers, but also on potential investors available to them (Wallnofer & Hacl<lin, 

2013) which firms may benefit from exploiting this opportunity. 

In impulsive market conditions, AKR owners have proven the ability to be competitive, 

which enables them to act quickly upon realising new market opportunities. Hence, this 

study confirmed the importance of opportunity-dJ.iven elements in contributing to 

business performance, specifically amongst A.KR businesses. Nonetheless, the ability 

to distinguish and pursue opportunity are crucial and critical to the success of SMEs 

(Becherer et al. , 2008). Additionally, utilising e-commerce tools would aid an 

entrepreneur in discovering new business prospects, developing new products and 

services, and responding to the cunent business environment, all of which would 

significantly affect the perfonnance of SMEs (Abebe, 2014). 

The recent COVID-19 pandemic breakout has certainly posed greater challenges to 

small businesses. With the implementation of the Movement Control Order (MCO) in 

the country, micro-business owners are restricted from running their business on a 

notmal basis. Certain operation hours are limited , which has indirectly limited their 

operations and activities, as well as the number of customers. However, the use of 

technological tools possibly will help foms to sustain and reach customers effectively. 

In order for these oppOltWJities to be realised, a rapid exploitation process is required, 

as well as acknowledging the realities of the post-quake situation and quickly adapting 

strategies to a 'new normal '(Morrish & Jones, 2020). Furthermore, immediate actions 

to react to the opportunities might help AKR businesses from being further affected 
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severely during this pandemic. Conclusively, business performance can be improved 

when firms are capable of actively reacting to the available opportunity in the market. 

5.3.2.3 Customer Intensity and Business Performance 

Subsequently,-the fourth hypothesis under the second proposed that customer intensity 

has a positive relationship with business performance. The result of H2c was found to 

be significant and positively correlated, which supported the study. It confirmed that 

customer intensity has a positive and significant relationship with business perfmmance 

in the small retail sector. Reviews of the indirect effect resulted from the bootstrapping 

procedure in chapter four, which showed customer intensity as an important dimension 

of EM that provides an impact on business perfonnance (/3 =0.187; t =1.819** and p= 

0.035). Based on the analysis, CI was found to be the fifth important EM dimension out 

of the six that have been tested in this study. 

Initially, 6 items were listed in the questionnaire to obtain responses related to customer 

intensity, somehow or rather, 2 items were deleted to increase the reliability value since 

they did not support the analysis. Besides the owners' focus on customer needs and 

wants, the majority of them agreed that they also expect all employees to recognise the 

importance of satisfying their customers (mean score of 5.905). The findings 

demonstrated that 195 respondents (92.1 % ) confirmed their business builds strong 

relationships with customers th.rough marketing efforts, and that they constantly spend 

a lot of resources to learn more about each customer. AK.R owners perceived that 

knowledge of customers' needs from their products or services do reflect their business 
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marketing efforts. The level of customer satisfaction is strongly linked to business 

activities as proven by n==l99, equivalent to 94.4% of the entrepreneurs, as determined 

by their business performance. A previous research revealed that customer satisfaction 

with managing changes was ranked as the first factor that indicates the business 

perfonnance of small-scale industries in Sri Lanka (Lingesiya, 2012). Precisely, 

understanding customer attitude is of significant importance for a company and an 

organisation (Pranav, 2015). 

5.3.2.4 Innovation-focused and Business Performance 

Innovation-focused is another dimension of entrepreneurial marketing. The findings 

also supported the theoretical explanations of innovation-focused on business 

performance. The next hypothesis proposed that innovation-focused has a positive and 

significant impact on the relationship with business performance. Thus, hypothesis 

(H2d) was suppo1ted, since innovation-focused has a s ignificant positive relationship 

with the business perfotmance of AKR in Malaysia. These findings are in line with 

other studies (S. Ahmad & Ghani, 2013; Chung, 2008), whereby innovation was 

discovered to show positive significant relationships with business perfonnance. 

Innovation-focused has also been considered as an essential element in EM in tenns of 

improving the perfonnance of a finn or an organisation. As proven by the respondent' 

feedback, 93.3% of them believe that innovation is critical to their business success 

(mean score of 5.962). 
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Innovation has been highlighted as an important component for a business to achieve a 

competitive advantage in the current environment. Thus, in the modem economy, 

innovation is forceful in driving economies forward (Cooney et al., 2011 ), since it 

enables the entrepreneur to exploit opportunities proactively (H. Ahmad et al. , 2015). 

From this study, it was observable that entrepreneurs can identify innovation 

opp01tunities via communicating with their customers. Based on the researcher's 

observation while doing fieldwork, most of the entrepreneurs were good at 

communicating with their customers. Besides that, they always valued creative new 

solutions in problem-solving than solutions of conventional wisdom & applied 

innovative strategy as the management style used in doing business. 

Unfortunately, 12. 7% of the entrepreneurs revealed that their staff do not contribute 

innovative ideas for their business In starting new ventures, a study disclosed that 

almost two-thirds of the entrepreneurs were exposed to technology and innovation 

management (Madsen et al. , 2008). In the dynamic environment of the re-emerging 

economic developments in Asia, innovativeness is essential for organisational 

sustainability (Yu et al. , 20J 3), and organisational culture inspires creativity and 

innovation that affect company pe1formance (Najafi Auwalu et al ., 2018). 

Furthennore, from this study, it was noticed that innovation-focused characteristic is 

undeniably important to be embedded in all SMEs entrepreneur or operators that 

consequently improve their business performance constructively. Innovation enables 

the entrepreneurs to exploit opportunities proactively. In this study, innovation-focused 
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is the third most significant dimension of EM, in contrast to the findings of 

entrepreneurial orientation, where the mean for innovation was higher than other 

dimensions (Chung, 2008). Also, these study findings contradicted Schmid's (2012) 

study, that discovered innovation-focused dimension was excluded from the final scale 

of the seven EM dimensions propositioned by Marries et al. (2002). Meanwhile, latest 

studies has proven the use of innovation culture as the moderating was able to 

strengthen the association of learning orientation with SME's perfonnance in Kuwait 

(Aber Sawaean & Mohd Ali, 2021). 

5.3.2.5 Risk Management and Business Performance 

Another dimension is risk management as postulated in H2e, hypothesised that risk 

management has a significant positive relationship with AKR business performance. 

The findings disclosed a significant and positive result between these variables, and 

H2e was supported. Risk management proved to be one of the impo11ant elements of 

entrepreneurial marketing, even though it was found to be the least impo1tant dimension 

in EM. The findings were parallel to the study of SMEs in Taiwan revealing a small, 

significantly positive relationship between risk-taking and business performance 

(Chung, 2008). This is also parallel to another study in Malaysia that highlighted risk

taking as one of the elements that have positive significant relationships with business 

performance (S . Ahmad & Ghani, 2013). 

Findings reported that approximately 90.1 % of the AKR owners, or equivalent to 

(n=l90), gradually took steps to reduce the risks involved in trying out new marketing 
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methods. In other situations, business owners or entrepreneurs often use creative and 

inexpensive new marketing methods in making sure their marketing efforts have lower 

risks for the business. According to Jambeker & Pelc (2007), operational efficiency and 

safety with efficient risk management are a combination of the framework for the 

improvised decision-making support system. 

Around 85% of the respondents reported that risk-reducing management process is 

more important than using leadership initiatives for change in the business (mean score 

of 5.559). Similar to a previous study, to ensure the survival of a business, an 

entrepreneur needs to apply risk management practices when engaging in exploitative 

tasks (Trevelyan, 2011 ). Furthermore, the researcher underlined that knowledge of this 

dimension is highly important as one of the determinant factors of performance and 

sustainability (Bas ah et al., 2016). Therefore, the findings are contrary with Kocak's 

(2004) that revealed out of 5 EM dimensions tested, risk-taking dimension was found 

to be excluded from the EM scale. 

5.3.2.6 Value Creation and Business Per·formance 

The last tested dimension of entrepreneurial marketing is value creation. This study's 

findings confirmed that value creation has a positive relationship in determining the 

performance of AKR business. Value creation is the fourth most important dimension 

of entrepreneurial marking which affects business performance. The findings were 

similar to the literature that highlighted the importance of value creation in an 

organisation, finn, or institution (Chen et al. , 2015; Revilla-Camacho et al., 2015; 
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Sorescu et al., 2011; Annick, 2005). EM became an efficient factor in terms of market 

value creation, with innovation serving as a tool for developing strategies, processes, 

and products (Lopes et al., 2021 ). All of the items were found to be significantly 

important to the entrepreneurs based on the frequency data, with mean scores ranging 

from 5.947 to 5.729. In these small retail sectors, 92.9 percent of entrepreneurs reported 

they will make sure their company does a great job of creating value to customers. 

Furthermore, entrepreneurs were ce1tain that the business pricing structure may reflect 

the value created for their customers. Besides owners' perspective which focus on 

creating value for customers, approximately 90.4% of them expected every employee 

to work together to find a way to create more values for their customers. Interestingly, 

findings showed I 00% of the AKR owners believe that the main value offered to the 

customers is through their products and services. Nevertheless, store personnel or 

employees need to be efficient, helpful, and personable in offering such services 

(Tlapana, 2009). Additionally, the empirical results of this study showed that a total of 

(n= I 98) constituting 92.6% of the respondents, revealed that their business always tries 

to search for new ways of creating value for customers. Hence, in the context of small 

businesses, creating value to the customer and finding new innovative ways to market 

their products are an important element in the new EM perspective (Fiore et al., 2013). 

Conclusively, the element of value creation contributed more benefits, not only to the 

customer and employees but also to the entrepreneurs. This study outcome provided 

valuable information for retailers to refer in managing their business and to enhance the 

relationship with profitable customers and suppliers. Interestingly, fmns should be 
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surrounded by entrepreneurial marketing activities, even though they operate m 

uncertain environments with unpredictable customers (Sikke, 2012). 

5.3.3 Social Capital towards Business Performance 

The third research objective is to examine the positive relationship between social 

capital and business performance. For hypothesis (H3), as projected, findings showed 

a significant and positive relationship between social capital and business performance. 

Upon analysis, the results indicated that social capital exhibits a positive relationship 

with business performance (/3 = 0.093; t value= 1.300 and p-value = 0.097) which 

significant at (p < 0.1 ). Hence, the results demonstrated that the higher value of social 

capital will reflect a higher perfonnance of the business. Nevertheless, findings from a 

previous study showed a positive relationship between social capital and business 

perf01mance with a value of (P=0.287, p<O.O l) but at a significant level of 0.01 (Zhang 

and Cao, 2007). This empirical result tends to support and coJTespond with the findings 

from previous studies on this relationship (Wang & Steiner, 2020; Santarelli & Tran, 

20 13; Bakiev & Kapucu, 2012; Sahin, Nijkamp, & Stough, 2011; Ofori & Sackey, 

2010; Wambugu et al. 2009; Leana & Pi!, 2006). 

From literature and through the process of ascertaining social capital, 12 items were 

tested, but 3 were omitted from the analyses because they did not show any effect on 

the direct relationship between social capital and business performance. Hence, the 

remaining 9 items described social capital in the context of small-scale businesses and 
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micro-businesses. The cognitive dimension is one of the components in social capital, 

which includes teamwork and the willingness to share collective goals (Fandino et al., 

2015). Based on the analysis, 95% of the entrepreneur's publicised teamwork as being 

highly encouraged in AKR businesses in Malaysia (mean score of 5.966). Similarly, a 

research conducted in Denmark that used trust, norm, and network-related factors to 

create social capital variables for business performance variables discovered that social 

capital had an overall positive and substantial influence on firm performance (Wang & 

Steiner, 2020). The of study micro and SMEs in Malang, Indonesia, revealed that social 

capital has a considerable impact on both entrepreneurial orientation and business 

performance (Prakasa, 2019). 

Nevertheless, the findings are in contradiction with a study by Maemunah (2019), that 

hypothesis between social capital and business performance of SMEs in food industry 

was found to positive but not significant. Meanwhile, a study by A. Pratono et al., 

(2013) asserted that a negative relationship exists between social capital and business 

performance from the apparent cases of SMEs in Malaysia and Indonesia. 

Practically, the problem-solving process is canied out together with employees; 

information exchange is highly encouraged in their business activities and intended to 

support each other in a difficult situation. Besides, entrepreneurs themselves personally 

access the soui-ce of information and their work relationship helps in the acquisition of 

valuable information. Apart from that, their business structure also stimulates 

interaction with employees by encouraging the exchange of information for the benefit 

of the finn itself. Employees are encouraged to make decision-making and initiative 
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efforts. Important information to business is provided by work contacts (e.g., supplier, 

distributors, producer, and manufacturer). According to Perreault et al. (2007), 

components of the more dynamic relationship contributes to the impact of social capital 

towards performance. Companies frequently collaborate in order to share their 

competences, lower various expenses, consolidate resources, and so increase 

productivity, innovativeness level, and profitability (Navickas & Malakauskaite, 2009). 

With regard to the relationship as a key determinant for social capital, none of the 

respondents' feedback was negative on the importance of having good personal 

relationships with all stakeholders in the business to create a trustworthy work 

environment. In fact, the majority believe that a professional relationship is a 

competitive advantage for businesses. Almost 92.8% of entrepreneurs confomed their 

business communication policy promotes values that are clearly understood by all 

involved. To summarise, this descriptive study provided empirical findings that confirm 

the views of the link between social capital and business performance, particularly in 

the context of small-scale businesses. Social capital can be used in developing 

entrepreneurial skills amongst entrepreneurs and results in improved performance of 

the business. 
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5.4 Moderating Effect of Government support on Strategic Improvisation, 

Entrepreneurial Marketing, and Social Capital towards AKR Business 

Performance. 

Apart from direct relationships, this study also investigated the impact of the 

moderating variable in the framework. To scrutinise the research ques tions 5, 6, and 7, 

the role of government support was examined to see the effects on the relationship 

between strategic improvisation, entreprenemial marketing, and social capital on 

business performance; moderator analysis was perform using SMART-PLS and the 

analysis was turned into a moderation graph using Jeremy Dawson 's. The last three 

objectives examined the moderating effect of government support between strategic 

improvisation, entrepreneurial marketing, and social capital towards AK.R business 

performance. To realise these objectives, at first, the direct relationship between 

government support (moderator) and business perfo1mance (DV) needed to be tested 

and was stated in hypothesis four (H4). In line with the hypothesis, study findings found 

a positive and significant relationship between government support and business 

performance, as analysed in the previous chapter (JJ=0.182, t-value= 2. 774, and p-value 

= 0.003) with a significant level of 0.01. Findings were revealed to be consistent with 

the results of Shamsuddin's (2014), which confirmed that government business support 

services are positively related to SME performance in Malaysia. 

From the frequency table, the mean score value ranges from 5.464 to 6.042, which 

means that all items were accepted and significantly had an impact on business 

performance. From the findings, almost 95% of the respondents revealed that 
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government agencies manage to offer relevant information and knowledge that benefit 

their businesses, such as seminars, courses, and conferences. Statistically, 93 .8% 

confirmed that government agencies, specifically FAMA, have flexible policies and 

regulations that help the entrepreneurs to run their businesses successfully. Besides that, 

the government also assists businesses by providing marketing consultancy services, 

and offering financial support and credit assistance for promoting business. As 

indicated by Obaji and Olugu (2014), government funding, in terms of accessibility of 

monetary service, was found to be an essential element in entrepreneurship practices 

and becomes a significant factor for new firms. Moreover, the study also found that 

almost 88% of the entrepreneurs were aware that the government always shares current 

information on economic development opportunities in their local area, and from time 

to time provides economic development policies that benefit entrepreneurs. 

Other supports include providing channels to help entrepreneurs in handling problems 

and issues in business (such as advisory bodies). Consultation services to businesses 

are accessible through a fonnal and infonnal network. These findings were similar to 

those of another study that confirmed government support has a positive and significant 

effect on SME performance (Ntiamoah et al., 20 16). Besides, another study by Eniola 

and Entebang 2015, found that government policy has a relationship with the 

competitiveness of SMEs. Conversely, the results were inconsistent with those of 

Anselah et al. 's (2015), which discovered that the government role is not associated 

with the development of SMEs in the case of Tutu! Village, Jember. 
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Consequently, three hypotheses (HS, H6, and H7) were already proposed for the 

moderating effect, and were then tested by employing a bootstrapping procedure 

(Hayes, 2009; Preacher and Hayes, 2008). Based on the moderation analysis, the R2 

result increased from R1 =0.484 to R2= 0.499. Considerably, it showed that the R2 value 

changed by 0.015, indicating that with the additional interaction of (GS*EM, GS*SI, 

and GS*SC), the R2 changed by about 1.5%. Despite the small change in R2
, it could 

still give an impact on the study. This aids to increase the understanding of the 

government support's effect in moderating the relationship between strategic 

improvisation, entrepreneurial marketing, and social capital on business perfonnance; 

this fills the gaps in the relationship. 

5.4.1 Moderating effect of government support (GS) on strategic improvisation 

towards business performance. 

To explore the fifth research objective, hypothesis five (H5) was developed and 

postulated that the positive relationship between strategic improvisation and business 

perfonnance would be stronger if government suppo11 is high. The outcome was 

contradictory, since the interaction between strategic improvisation and government 

suppo11 was found to be statistically significant but the study revealed a negative 

relationship, so the hypothesis was not supported. More precisely, the findings of H5 

specified that the moderating effect of government support on the relationship between 

strategic improvisation and business performance (GS*SI) showed an unsupported 

hypothesis, because the result indicated a negative relationship (/3 = -0.149, t value= 

1.342 and p > .05) as a significant value of 0.1. Even though the relationship was 
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significant at 0.1 (I-tailed) or at a specific p-value of (0.090), it was negatively 

con-elated. Thus, from the context of small retail businesses, government support does 

not positively moderate the relationship between strategic improvisations and business 

performance. 

Moreover, this study's findings clearly showed that, as a moderator, government 

support does not provide optimal impacts on the relationship between strategic 

improvisation and business performance. Consequently, it is not a big issue if an 

entrepreneur does not receive any government support, as it has been proven in the 

main effect that strategic improvisation has a positive and significant relationship with 

business performance. Conclusively, in this study, the moderator effect was not present, 

as posited in hypothesis five (HS); thus , it is safe to assume that strategic improvisation 

(an exogenous variable) has a_ constant effect on business performance (an endogenous 

latent variable), without significant changes in the different level of government support 

(either high or low). 

The moderator effect was investigated in this study using Sma1t-PLS usmg the 

bootstrapping technique. The product-indicator approach was used in conjunction with 

strategic improvisation and government suppo1t. In this study, the moderating effect of 

government support on strategic improvisation toward business performance was found 

to be not supported which contrast to all previous literatures and findings . It has been 

suggested that the moderating role may not be significant in some cases due to the 

constant effect between the independent and dependent variables (Dawson, 2014; Hair 

et al., 2014). As a result, there is a consistent effect between strategic improvisation and 
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business performance in this study, with no interacting effect of government support. 

In other words, government support does not mitigate the impact of strategic 

improvisation on business performance, particularly in the context of small businesses. 

It has been supported that in some cases the moderating role may not show significant 

result due to the constant effect between independent and dependent variable (Dawson, 

2014; Hair et al., 2014). Therefore, in this study, there is a constant effect between 

strategic improvisation and business performance without any interacting effect of 

government suppo1t. In other word, government support does have a moderating effect 

from strategic improvisation towards business perfonnance specifically in the context 

of small business but negatively moderated. 

The findings of this study in contrast to study by Gao, Lin, and Zhou (2020), that 

highlighted during the investigation of the impact of corporations' innovation strategy, 

government support should not be ignored and overlooked. The findings of the study 

indicated that government support strengthens the positive effect of an innovative 

climate. Another study discovered that government support enhances sustainability 

prospects and is crucial in the development of innovative finance for SMEs, as well as 

the potential of technological adaption in operations (Gani in et al., 2021 ). However, the 

findings of this study were comparable to the findings of a non-significant association 

between government suppo1i and organisational attitudes and ethics toward the 

adoption of sustainable technology by Malaysian small and medium-sized finns 

(SMEs) ( Abu Bakar et al., 2020). 
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There could be a number of reasons why government assistance does not positively 

moderate the relationship in this study, even though previous research and literature 

have revealed that government support plays an important role as a moderator. The 

inconsistency between this study and previous studies could be due to the nature of the 

business as well as the respondent profile. One plausible reason is that, when confronted 

with any situation, immediate action is required and does not necessitate any outside 

assistance, including government assistance. 

Another possibility for a negative con-elation is due to certain government policy. 

Entrepreneurs strive to be unique in their business practises; however, their freedom is 

severely limited if they are required to follow specific government guidelines and 

standard operating procedures. Aside from that, small business owners may link 

strategic improvisation with specific risks and losses that they must contend with. This 

is one of the reasons they are quite suspicious of any offers made by government 

agencies and others in the context of comprehensive improvisational decision making. 

Relying on the researcher's observations during the data collection process, most 

entrepreneurs were able to make an innovative effort to ensure that their businesses 

were capable enough to adapt and adorn with any environmental change, ensuring that 

they would still be able to sustain without relying much on government assistance. This 

reaction was similar to a study by Tabesh and Vera (2020), which found that in the 

times of crisis, managers must be able to make a rapid and quality judgements by 
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recognising the benefits of improvisational decision-making and the balanced 

combination of decision-making tools available to them. 

5.4.2 Moderating effect of government support on entrepreneurial marketing 

towards business performance. 

Research question five would attempt to answer whether the role of government support 

influences the relationship between entrepreneurial marketing and business 

performance. Hypothesis six (H6) estimated that the positive relationship between 

entrepreneurial marketing and business performance would be stronger when 

government support is high. Findings for (H6) were as predicted, which demonstrated 

good results, as the interaction between entrepreneurial marketing and the moderator 

(EM*GS) was highly supported in the study. Significantly, government suppoti 

moderately supported the relationship between entrepreneurial marketing and business 

performance (/3 = 0.234, t value= 2.432, p < .05) at a significant value of 0.01 . These 

results identified that government support has positively moderated the relationship 

between entrepreneurial marketing and business perfonnance. These findings were 

found to be in contrast to another study that claimed the government' s role does not 

moderate the relationship between market orientations on business performance 

(Anselah et al., 2015). 

In reference to the direct relationship between entrepreneurial marketing and business 

performance, as discussed earlier in H2, the result was significant at p-value = 0.032 

with a significant level of 0.05; nevertheless, with the government support as a 
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moderator, p-value = 0.008, the significance was 0.01. Hence, with high support from 

the government, the relationship between Entrepreneurial Marketing (EM) and 

Business Performance (BP) was positively strengthened. Proper support from the 

government and a high level of entrepreneurial marketing embedded in an entrepreneur 

may result in increased performance of the business, specifically among small-scale 

retail businesses. Recent study by Najib, Rahman, and Fahma, (202 1 ), also indicate 

that government support has a positive impact on business survival via marketing and 

process innovation. More assistance and support from government agencies and 

relevant bodies could help entrepreneurs to improve their entrepreneurial marketing 

attributes and skill. Similar to other study by Gao et al. (2020), market competition has 

significantly strengthen the positive moderating effect of government support on the 

relationship between an innovative climate and department innovation in Zhejiang 

province, located in the south eastern part of China. 

Hence, it can be concluded that government support has been proven to affect the 

relationship between entrepreneurial marketing and business performance. Decisively, 

this study confirmed that the relationship between entrepreneurial marketing and 

business performance was discovered to have increased when the government support 

is high. Continuous and effective government suppo11 can help entrepreneurs improve 

their entrepreneurial marketing skills. Information sharing, consulting services, 

marketing consulting services, financial support and credit assistance, and other similar 

activities can assist entrepreneurs in increasing the level of entrepreneurial marketing 

and, as a result, have a significant impact on improving business perfo1mance. 
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5.4.3 Moderating effect of government support on social capital towards business 

performance. 

Lastly, the final research objective intended to acknowledge if government support 

would moderate the relationship between social capital and business performance of 

AKRs. Hypothesis seven (H7) proposed that the positive relationship between social 

capital and business performance would be stronger when government support is high. 

Remarkably, results from hypothesis (H7) were similar to those of HS, as the interaction 

between social capital and government support (SC*GS) was found to be statistically 

significant but not supported. The lack of any moderating effect from the government 

support denoted that it does demonstrate significant difference in the relationship 

between social capital and business perfo1mance amongst AK.Rs in Malaysia. It can be 

said that regardless of a high or low level of government support, entrepreneurs behave 

st.ably in every improvisation practice. 

The results showed a significant relationship but negatively moderate, therefore, the 

posited hypothesis was not supported. Statistically, government support significantly 

moderated the relationship between social capital and business performance at (13= -

0.136, t value= 1.313, and p-value = 0.095). In contrast, the direct relationship in H3 

was found to show a positive relationship with business performance (fi= 0.093, t 

value= 1.300*, and p = 0.097) which *significant at 0.10 ( I-tailed). 
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These findings revealed that the relationship between social capital and business 

performance would reduce when the government support is higher. Thus, it cannot be 

concluded that government support positively influences the relationship between 

social capital and business performance. They might be some possible reasons for that 

issue, which shows that even though the government provides more benefits and 

assistance either in the fonn of financial or non-financial, somehow or rather, it does 

not affect the element of trust in the firm, access to information and resources, goodwill, 

and nature of the relationship with others. These could have resulted from low feedback 

on the items related to government's provision of consultation to businesses through an 

informal network (mean score of 5.4645), government bodies or agencies' provision of 

consultation through a formal network (mean score of 5.6872), which constituted 8.5% 

and 12.3% respectively ofrespondents' not supporting the services offered. 

In contrast to these findings, previous studies had demonstrated that moderating 

variables have improved the relationship between social capital and firm or 

organisational perfonnance. For instance, the capacity of immigrant community was 

found to have moderated the relationship between social capital and family business 

performance in the case of new immigrant family business_owners in the USA (Tata & 

Prasad, 2015). Meanwhile, it was discovered that leadership behaviour moderated the 

positive relationship between social capital and firm international performance (Rana, 

2017), and the moderating effect of environmental turbulence showed a positive impact 

of social capital on the business performance among Indonesian SMEs (Aluisius Hery 

Pratono & Mahmood, 2014). Moreover, as discovered by Hallam, Dorantes 

Dosamantes, and Zanella (2017), the type and structure of the networks involved in 

developing and leveraging inter-firm and intra-firm social capital influence the success 
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of high-tech micro and small enterprises. Furthermore, regional culture has an indirect 

impact on the balance of positive and negative impacts of social capital on finn 

performance. 

Another reason for the negative correlation could be the nature of social capital itself. 

The elements of trust and value that are used to detemtine a business's success. It is 

concerned with an entrepreneur's interactions with all stakeholders, who can be internal 

or external groups such as employees, suppliers, stakeholders, distributors, financial 

providers, and others. As a result, entrepreneurs can establish positive relationships 

with others without relying on government assistance. Even though the government 

offers seminars, courses, and training programmes to a large number of entrepreneurs, 

the impact on social capital is minimal. This assistance is primarily beneficial in te1ms 

of EM elements rather than social capital. As supported by Jalil, Yesi, Sugiyanto, 

Puspitaloka, and Purnomo (2021 ), leaders p lay an important role in fostering mutual 

trust among group members because they understand each member's personality and 

give inspiration. 

Significantly, the element of trust becomes a priority in their business, wbich benefits 

the entire company. In small-scale businesses, trust is one of the most important factors 

because entrepreneurs place a high level of trust in their employees to handle day-to

day business operations, as well as suppliers who supply goods to their premises. The 

level of personal access to the source of info1mation and making their own decisions 

may be reduced if there is a high level of government support. Without diminishing the 

need of government support in tenn of financial and policy, particularly wben dealing 

with an unexpected catastrophe like the COVID- 19 epidemic, it has been shown that 
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this assistance reduces the beneficial association between social capital and business 

perfo1mance. However, the result may vary depending on the type of business and 

industry. Extensive investigation may be required to elucidate this scenario, which will 

contribute to new knowledge in the subject areas. 

As a final point, even though the study demonstrated a small change in R2 contributed 

to 1.5% of the interaction between government support with strategic improvisation, 

entrepreneurial marketing, and social capital on business peifotmance, this may help 

expand our understanding of these links. Accordingly, the implications of these 

findings will be further discussed in terms of theoretical contributions and 

consequences. 

5.5 Implications of the study 

Significantly, the main reason for focusing on business perfo1mance was to quantify 

the cunent performance of micro-enterprises and small-scale businesses. On the whole, 

the findings of this study are anticipated to provide substantial advantages to various 

parties involved directly or indirectly. Based on all of the above explanations, this study 

has theoretically contributed by accumulating empirical evidence in support of a related 

research area. The research also includes direct effects, a moderator, and a more 

comprehensive model. Hence, theoretical contributions and practical contributions are 

offered and presented in the sub-sections 5.5.1 and 5.5.2 below. 
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5.5.1 Theoretical Contributions 

Overall, the theoretical contribution of this study is primarily intended for 

entrepreneurship research by postulating a comprehensive significance of 

entrepreneurial marketing strategies in the context of micro-businesses and SMEs. 

Hence, the contribution of this study is in terms of examining and expanding the 

measurement of business performance and providing info1mation on the influence of 

strategic improvisation, entrepreneurial marketing, and social capital on SMEs. The 

findings asserted the Resource Based View (RBV) supported by the Dynamic 

Capability View (DCV), verifying the impact of intangible resources on the business 

performance of small-scale businesses and micro-enterprises. 

Based on the variance inflation factor (VIF) that determined the construct collinearity 

of this study, all inner VIP values of the independent variables (IVs), i.e., 

entrepreneurial marketing, strategic improvisation, social capital, and government 

suppmt ranged from 2. l 7 1 to 3.299 or below 5. A collinearity problem occurs with any 

construct that has a VIF greater than 5 or 10 (Jr. Hair et al. , 2014). Since no coll inearity 

problem existed in the construct, there was no need for the researcher to eliminate, or 

merge predictors, or create higher-order constructs. For that reason, it bas been proven 

that the variables which measured the business performance are relatively suitable to 

be used for further study and any related research study. The study identifies emerging 

trends and possible future directions for resource-based view (RBV) theory. Finally, 

we make recommendations for businesses to gain a competitive advantage by 
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leveraging their knowledge-based resources and competencies m the context of 

improving strategic improvisation, entrepreneurial marketing and social capital. 

In reference to the hypotheses testing of the direct relationship result, factors that affect 

the business performance of small-scale retail businesses were rank accordingly by 

importance, as follows: strategic improvisation; government suppo1t; entrepreneurial 

marketing; and social capital. In the meantime, for the six dimensions of entrepreneurial 

marketing in the context of small-scale retail businesses in Malaysia, the dimensions 

by importance are as follows: (1) proactive orientation; (2) opportunity-driven; (3) 

innovation-focused; (4) value creation; (5) customer intensity; and (6) risk 

management. Additionally, this study contributed to an understanding of the EM 

literature through more inclusive relationships of the six EM dimensions towards the 

performance of small-scale businesses. This empirical study also contributed to 

extending the literature on the importance of strategic improvisation elements to be 

embedded in micro-enterprises. It is suggested that by emphasising strategic 

improvisation, micro-entrepreneurs can be further assisted in addressing current 

changes in the market, and reacting to the obstacles and opportunities at work. 

Consistent with the literature, the subjective measure is universally and 

comprehensively used in measuring the performance of SMEs and micro-enterprises, 

compared to objective measures in the context of social science research (H. Abu Bakar, 

20 I 5; Zulkiffli & Perera, 2012). This can be proven by the high responses and excellent 

feedback from respondents regarding the perfonnance of their business. From this 

empirical study's results, the researcher hopes that the findings could significantly 
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provide several guidelines to academic scholars in the area of business performance, 

specifically in the context of micro-businesses and SMEs. 

The study proved that continuous support from the government is necessary for 

fostering the development of SMEs in Malaysia. Various programmes that emphasise 

on the expansion of entrepreneur development and embedded with new entrepreneurial 

culture might assist businesses to become more competitive and sustainable in the 

market. Based on the statistical analysis of the direct relationship between 

exogenous/independent variables and the endogenous/dependent variable, the projected 

hypotheses were supported. However, to expand the joint influence of the exogenous 

constructs in observing the impact on the level of the dependent variable, the 

moderating variable was used. It is necessary to look beyond other factors besides 

government support to describe the change in strategic improvisation and social capital 

on business performance. Nonetheless, there is a significant difference in the 

relationship between entrepreneurial marketing and business perfo1mance in terms of 

government support. 

5.5.2 Practical Contributions 

Generally, this study's outcomes can be worthwhile for SMEs in understanding the 

importance of strategic improvisation, the six dimensions of entrepreneurial marketing, 

social capital, and government support that positively have an impact and enhance their 

business performance. Therefore, the findings of this study may benefit SMEs and 

primary stakeholders, namely academics, the community, the government, and 
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entrepreneurs or business owners. This study's results may aid practitioners in 

identifying the important aspects of increasing their business performance and in coping 

with the recent economic issues faced by the country. Perhaps, this study's 

contribution offers a basis in guiding retailing managers or entrepreneurs with a proper 

business model toward business sustainability in the current competitive environment, 

indirectly enhancing perfo1mance as businesses have been infected by the COVID-19 

pandemic since 2020. 

Micro enterprises and small-scale businesses need to react actively to these matters by 

applying the concept of strategic improvisation in dealing with unexpected situations 

or challenges at work. In spite of the economic decline triggered by COVID-19, the 

fourth quarter of 2020 reported a positive growth in the expenses on basic necessities 

such as food, non-alcoholic beverages, communication, water, electricity, gas, and 

other fuels. These growth trends also resulted from the online activities of active 

household (Department of Statistics, 2021). As such, retailers must react and adapt 

innovatively to the new norm and improvise their work practices to deliver a better 

service to customers. 

Furthermore, this study's results also offer a possible benefit to govermnent agencies 

that deal directly with entrepreneurs and improve their support of SMEs in Malaysia 

from financial and non-financial aspects. Government support is confirmed as one of 

the important elements in assisting small-scale businesses and can help entrepreneurs 

to sustain and compete in the market. The rising number of SMEs is an indicator of 

economic growth that is moving forward towards achieving value creation and high 
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potential business oppo1iunities m the country. Proper financing mechanisms and 

strategic initiatives by the government and semi-government entities are able to 

facilitate the expansion of micro-businesses and the development of SMEs. 

Undeniably, this study offers the necessary consequences in ensuring the survival of 

businesses, particularly AKR entrepreneurs that are mostly made up of 

microenterptises. Ultimately, this study was found to be significant in assisting FAMA 

as the implementing agency, and ICU-JPM as the project coordinator to improve 

business performance and increase the competitive advantage of registered AKRs. 

Specifically, this study specified that continuous support from the government is 

deemed valuable in improving business perfonnance, as well as ensu1ing the capability 

of the firm to remain competitive in challenging economic circumstances. Besides, the 

researcher hopes that these finding offer a positive input for entrepreneurs to enhance 

their existing business, ensure ongoing business continuity in the cunent changing 

business environment, and to strategize accordingly. 

5.6 Limitation and Future Research 

As with any other research, there are limitations in this study. Some of those limitations 

occurred while conducting the research, since this quantitative study could only test 

three independent variables and one moderating variable. Subsequent research should 

be done in a qualitative study setting, while additional variables could be included and 

tested. As this study's setting only tested the conceptual model with survey data on 

small-scale businesses, it would be more frnitful if future researchers could probably 
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use the interview technique in obtaining primary data for qualitative findings, especially 

in the investigation of firm or business performance. 

Also recommended for future research is the usage of the same set of questionnaires, 

since this has been tested; it is proven reliable and valid to be used. In addition, by 

conducting a study on large-scale businesses, either from the same sector (retailing) or 

from different sectors, effects on the perfo1mance can be observed through more 

comprehensive findings. From the researcher's point of view, instead of testing the 

moderation effect on a continuous variable, future researchers can transform it into a 

categorical variable. From the reading, gender will possibly be the best moderating 

variable to test for identifying the differences between a male and a female entrepreneur 

in managing their daily business, to discover any dissimilar effect on the performance 

of their business. New conclusive outcomes could then be added to the entrepreneurial 

marketing literature. 

According to the study's findings, government assistance has a negative moderating 

influence on the relationship between strategic improvisation and social capital in te1ms 

of improving the pelfotmance of small firms. More study should be conducted to 

understand what other aspects may be employed as moderating variables in the 

relationship between social capital and strategic improvisation on corporate success. 

Research on various firm sizes and industries may provide the opposite outcome. 

In summary, future research should attempt to engage a quantitative study, particularly 

in the examination of marketing perfonnance and the function of strategic fit in the 
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performance of the entrepreneurial marketing strategies that focus on SMEs. The 

fieldwork was carried out just before the country was hit hard by the pandemic Covid-

19 in 2020. Suggestively, future studies with precise empirical testing may be required 

for exploring the impact of the pandemic on the performance of SME businesses in 

Malaysia, before and after the pandemic particularly with regard to these AKR 

businesses. Finally, study's outcomes and findings will be significantly important in 

helping many SMEs and micro-business entrepreneurs that are affected by hard times. 

5.7 Conclusion 

In conclusion, this study is a comprehensive investigation with the primary goal of 

determining the direct relationship between the independent and dependent variables, 

as well as the moderating effect, on business performance among Malaysian AKR 

businesses. This study first emphasised the direct relationship between strategic 

improvisation, entrepreneurial marketing, and social capital towards business 

perfo1mance, then expanded the investigation to include the role of government suppo1t 

in strengthening the relationship. Overall, this study contributes to the theoretical 

understanding of small-scale business performance by implying that entrepreneurs may 

consider various factors such as strategic improvisation, entrepreneurial marketing, and 

social capital, all of which converge on the theory of resources-based standpoint view. 

Thus, thi1teen ( 13) hypotheses were developed and tested from the literature. 

Irrefutably, the Partial Least Squares (PLS) analysis of the proposed constmct showed 

that all three direct relationships (strategic improvisation, entrepreneurial marketing 
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and social capital) have a positive and significant impact on business performance. 

Hence, an entrepreneur has to strategize and utilise strategic improvisation, 

entrepreneurial marketing, and social capital to ensure business sustainability in the 

cun-ent business environment. Other stakeholders may also significantly inspect these 

elements to support the business. For today's leaders, strategic improvisation is the new 

strategic planning. To properly respond to sudden shifts in our world's competitive and 

customer-centric ecosystems, it takes a proven process planning for the future and adds 

elements of flexibility and agility. Strategic improvisation is the most important 

predictor of business success for small scale businesses, particularly A.KR businesses. 

The most pressing issue about this, would benefit them in terms of long-term 

sustainabi lity and a more secure business in future. 

This study discovered that EM is the result of the intersection of several 

entrepreneurship and marketing concepts. According to the findings of the study, small

scale entrepreneurs were able to incorporate the six aspects of entrepreneurial 

marketing, which include proactive orientation, opportunity-driven, innovation

focused, value creation, customer intensity, and risk management. The researchers hope 

that the proposed theoretical framework will encourage other scholars to continue 

examining the study of Covid- J 9's post-disaster business recovery from an EM 

perspective. 

Understanding the significance and role of government support enables SMEs to 

develop effective mechanisms to improve business performance and achieve 

competitive advantages. As a result, constant government support, whether financial or 
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non-financial, has been shown to boost the growth of small-scale businesses in the retail 

sector while also assisting them in their sustainability. Fm1herrnore, in this present 

study, government support is proven to have moderated the relationships between 

entrepreneurial marketing and business performance, meanwhile, government support 

is discovered to have negatively moderated the relationship between strategic 

improvisation and social capital toward business performance. The results have shown 

a constant effect, as tabulated in chapter four. As a result, the model used in this research 

study has the potential to be applied to other firms or organisations in different 

industiies. The empirical study's findings have to some extent contributed to the 

resource -based view theory (RBV) and government support literature applicable to 

SMEs in Malaysia and other countries globally. 

Furthermore, our research has a number of practical implications. The findings, in 

pa11icular, provide more insights into the entrepreneurial marketing dimension and the 

rote of government support in assisting entrepreneurs to exercise stronger oversight on 

daily business activities and cope with the cun-ent situation of an unstable market 

environment The survival of small-scale entrepreneurs would undoubtedly and 

significantly contribute to the country's goal of developing sustainable economies. 

Consequently, this empirical study has significantly contributed new findings and 

knowledge to development practitioners, provide valuable guidance to pol icy makers, 

stakeholders and others as discussed earlier in the theoretical and practical 

contributions. Finally, the study's limitations and recommendations for future research 

have also been highlighted. 
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QUESTIONNAIRES 

 

Dear Respondent,  
  
I am currently a student of University Utara Malaysia (UUM) undertaking research 
investigating The Study of Strategic Improvisation, Entrepreneurial Marketing, Social 
Capital, and Government Support on Business Performance. 
Your response is extremely important to the success of this research. Please take a few 
minutes to give your most thoughtful answers. Each of your opinions is greatly 
appreciated and your response will be treated as “Strictly Confidential” and will be used 
for academic purposes only. Finally, I am highly thankful for your cooperation, time, 
and effort in answering the questionnaires.  
  
Yours Sincerely,  
Rabitah binti Harun  
Student of PhD Program / (Matric No:  901692)  
Tel No. : 012-5811790 
  

---------------------------------------------------- 
  

Responden yang Dihormati,  

  

Saya merupakan seorang pelajar Universiti Utara Malaysia (UUM) yang sedang 
menjalankan penyelidikan berkaitan Improvasi Strategik, Pemasaran 
Keusahawanan, Modal Sosial,  dan Sokongan Kerajaan Terhadap Prestasi 
Perniagaan. 

Maklum balas daripada anda adalah amat penting dalam menjayakan kajian ini. Mohon 
luangkan beberapa minit untuk anda memberikan jawapan yang terbaik. Setiap satu 
daripada pendapat anda amatlah dihargai dan respon daripada anda akan dianggap sulit 
dan hanya akan digunakan untuk tujuan akademik sahaja.  

Akhir sekali, saya sangat berterima kasih atas kerjasama, masa, dan usaha anda 
menjawab soal selidik ini.  

  

Yang benar, 
Rabitah binti Harun 
Penuntut Program PhD / (No. Matrik:  901692) 
No. Tel: 012-5811790 
 



 
Questionnaires / Soalan Kaji Selidik 

  

Section A: General Information/ Bahagian A: Maklumat Am 

(Please tick √ your answer) /(Sila tandakan √ pada jawapan anda). 

 

1. Gender / Jantina  

 [   ] Male / Lelaki  

 [   ] Female / Perempuan  

  

2. Age group /Kumpulan umur 

[   ] Less than 20 / Bawah 20 

[   ] 20 – 29   

[   ] 30 – 39   

[   ] 40 – 49  

 [   ] 50 and above / 50 and ke atas    

 

3. Marital status / Status perkahwinan   

[   ] Single / Bujang   

[   ] Married / Berkahwin  

[   ] Divorced / Duda atau Janda  

[   ] Others (please specify) / Lain-Lain (sila nyatakan) _________________________     

  

4. Academic qualification / Kelayakan akademik  

[   ] PMR / LCE or below / PMR/LCE atau di bawah 

[   ] SPM / MCE  

[   ] Certificate / Diploma / Sijil / Diploma  

[   ] Degree/ Professional Certificate / Ijazah / Sijil Profesional  

[   ] Postgraduate / Pascasiswazah 

[   ] Others (please specify) / Lain-Lain (sila nyatakan) _________________________ 

 

 

 

 



 

5. Race/ Bangsa 

[   ] Malay/ Melayu 

[   ] Chinese/ Cina 

[   ] Indian/ India 

[   ] Others (please specify) / Lain-Lain (sila nyatakan) _________________________ 

 

6. States/ Negeri 

[   ] Perlis                                                              [   ] Johor 

[   ] Kedah                                                             [   ] Negeri Sembilan 

[   ] Pulau Pinang                                                  [   ] Pahang 

[   ] Perak                                                              [   ] Terengganu 

[   ] Selangor                                                         [   ] Kelantan                                         

[   ] Wilayah Persekutuan                                     [   ] Sabah 

[   ] Melaka                                         [   ] Sarawak 

 

 

7.  Number of years in Agrobazaar Kedai Rakyat Business / Bilangan tahun 

(tempoh) menjalankan perniagaan AKR 

[   ] Less than 1 year / Kurang daripada 1 tahun  

[   ] 1 years – 3 years / 1 tahun - 3 tahun   

[   ] More than 3 years - 6 years / Lebih daripada 3 tahun - 6 tahun   

[   ] More than 6 years / Lebih daripada 6 tahun 

 

8. Number of Employee(s)/ Bilangan pekerja 

[   ] 1-2 

[   ] 3-4 

[   ] 5 

[   ] 6 and obove / 6 dan lebih 

 

9. Monthly sales / Jualan bulanan   

[   ] RM30,000 and below / RM30,000 dan ke bawah   

[   ] RM30,001 – RM60,000 / RM30,001 – RM60,000   

[   ] RM60,001 – RM90,000 / RM60,001 – RM90,000   



[   ] RM90,001 – RM120,000 / RM90,001 – RM120,000      

[   ] RM120,001 and more / RM120,001 dan lebih 

 

 

Section B: Business Performance (Please circle your answer)  

The statement below indicates your Agrobazaar Kedai Rakyat performance. Please read 

each statement carefully and place your response by circling the appropriate column.  

  

Bahagian B: Prestasi Perniagaan (Sila bulatkan jawapan anda)     

Kenyataan di bawah menunjukkan prestasi perniagaan Agrobazaar Kedai Rakyat yang 

anda jalankan. Sila baca dengan teliti setiap kenyataan dan bulatkan respon anda pada 

ruangan yang bersesuaian. 

 

1 2 3 4 5 6 7 
Strongly 
Disagree 

Disagree 
Agree 

Somewhat 
Agree 

Disagree 
Somewhat 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

Sangat 
Tidak 
Setuju 

Tidak 
Setuju 

 

Agak Tidak 
Setuju 

 

Neutral 
 

Agak 
Setuju 

 

Setuju 
 

Sangat 
Setuju 

 

Business Performance (BP) 
Prestasi Perniagaan 

To what extent 

1. The level of customer satisfaction is strongly related 
to my business activity 
Tahap kepuasan pelanggan adalah sangat berkaitan 
dengan aktiviti perniagaan saya 

1 2 3 4 5 6 7 

2. Surveys are conducted to measure customer 
satisfaction and implement the necessary changes 
Tinjauan dijalankan untuk mengukur tahap kepuasan 
pelanggan dan melaksanakan perubahan yang 
diperlukan 
 

1 2 3 4 5 6 7 

3. Increased number of customers from the beginning 
of business 
Jumlah  pelanggan meningkat sejak di peringkat awal 
perniagaan dijalankan 
 

1 2 3 4 5 6 7 



4. Achievement of business growth in facing the 
environmental challenge and strong competition 
Pencapaian pertumbuhan perniagaan dalam 
menghadapi cabaran persekitaran dan persaingan 
yang hebat 

1 2 3 4 5 6 7 

5. Delivering new products and services based on 
market change 
Menawarkan produk dan perkhidmatan baharu 
berdasarkan perubahan dalam pasaran 

1 2 3 4 5 6 7 

6. Growth on net profit earnings from the business 
over the past three years 
Pertumbuhan terhadap pendapatan bersih daripada 
perniagaan bagi tempoh tiga tahun yang lalu 

1 2 3 4 5 6 7 

7. Improvement in Return on Investment (ROI) from 
the business. 
Peningkatan jumlah pulangan pelaburan daripada 
perniagaan 

1 2 3 4 5 6 7 

8. Improvement in Return on Assets (ROA) from the 
business. 
Peningkatan jumlah pulangan aset daripada 
perniagaan 

1 2 3 4 5 6 7 

9. Improvement in saving capacity and accumulation 
of resources from the business 
Penambahbaikan dalam menjimatkan kapasiti dan 
pengumpulan sumber perniagaan 

1 2 3 4 5 6 7 

10. Growth in sales from the business over the past 
three years 
Pertumbuhan jualan daripada perniagaan dalam 
tempoh tiga tahun yang lalu 

1 2 3 4 5 6 7 

11. Growth in turnover compared to the competitors 
over the past three years 
Pertumbuhan perolehan berbanding dengan pesaing 
dalam tempoh tiga tahun yang lalu 

1 2 3 4 5 6 7 

12. Increasing in number of employees from the 
beginning of business 
Peningkatan jumlah pekerja sejak awal perniagaan 
dijalankan 

1 2 3 4 5 6 7 

13. The business ability to take care of its best and most 
talented employees 
Keupayaan perniagaan untuk menjaga pekerja yang 
terbaik dan berbakat 

1 2 3 4 5 6 7 

 

 



Section C: Strategic Improvisation (Please circle your answer)  

The statement below indicates your reaction towards strategic improvisation in running 

the business. Please read each statement carefully and place your response by circling 

the appropriate column.  

  

Bahagian C: Improvasi Strategi (Sila bulatkan jawapan anda)     

Kenyataan di bawah menunjukkan reaksi anda terhadap improvasi strategik dalam 

menjalankan perniagaan. Sila baca dengan teliti setiap kenyataan dan bulatkan respon 

anda pada ruangan yang bersesuaian. 

 

1 2 3 4 5 6 7 
Strongly 
Disagree 

Disagree 
Agree 

Somewhat 
Agree 

Disagree 
Somewhat 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

Sangat 
Tidak 
Setuju 

Tidak 
Setuju 

 

Agak Tidak 
Setuju 

 

Neutral 
 

Agak 
Setuju 

 

Setuju 
 

Sangat 
Setuju 

 

Strategic Improvisation (EI) 
Improvasi Strategik 

To what extent 

1. I have the ability to act immediately  to any problem 
that arise in the business  
Saya berupaya untuk bertindak atas sebarang masalah 
yang timbul dalam perniagaan dengan segera 

1 2 3 4 5 6 7 

2. I am talented to identify opportunities for new work 
process 
Saya berkemampuan untuk mengenal pasti peluang 
bagi proses kerja yang baharu 

1 2 3 4 5 6 7 

3. I always try to figure out a new approach to problem 
solving 
Saya sentiasa berusaha untuk mencuba pendekatan 
baharu dalam menyelesaikan masalah 

1 2 3 4 5 6 7 

4. I take risks in producing new ideas for my business 
Saya mengambil risiko dalam menghasilkan idea 
baharu untuk perniagaan saya 

1 2 3 4 5 6 7 

5. I display uniqueness in running a business 
Saya menampilkan keunikan dalam menjalankan 
perniagaan 

1 2 3 4 5 6 7 



6. I always create multiple courses of action during the 
planning 
Saya sentiasa mempelbagaikan jenis tindakan dalam 
membuat perancangan 

1 2 3 4 5 6 7 

7. I am capable in maintaining business productivity in 
any challenging circumstances 
Saya berupaya mengekalkan produktiviti perniagaan 
dalam apa jua  keadaan yang mencabar 

1 2 3 4 5 6 7 

8.  I am able to adopt business strategy as reference in 
facing changes of business environment 
Saya mampu menjadikan strategi perniagaan sebagai 
rujukan dalam menghadapi perubahan persekitaran 
perniagaan 

1 2 3 4 5 6 7 

 

 

Section D: Entrepreneurial Marketing (EM) (Please circle your answer)  

The statement below indicates your reaction towards entrepreneurial marketing in 

running the business. Please read each statement carefully and place your response by 

circling the appropriate column.  

  

Bahagian D: Pemasaran Keusahawanan (Sila bulatkan jawapan anda)     

Kenyataan di bawah menunjukkan tindakan anda terhadap pemasaran keusahawanan 

dalam menjalankan perniagaan. Sila baca setiap kenyataan dengan teliti dan bulatkan 

respon anda pada ruangan yang bersesuaian. 

1 2 3 4 5 6 7 
Strongly 
Disagree 

Disagree 
Agree 

Somewhat 
Agree 

Disagree 
Somewhat 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

Sangat 
Tidak 
Setuju 

Tidak 
Setuju 

 

Agak Tidak 
Setuju 

 

Neutral 
 

Agak 
Setuju 

 

Setuju 
 

Sangat 
Setuju 

 

 

 

 

 

 



Entrepreneurial Marketing (EM) 
Pemasaran Keusahawanan 

To what extent 

Proactive-orientation/ Orientasi Proaktif 
1. I am continuously committed to change the 

patterns of products and services marketed in my 
business 
Saya mempunyai semangat untuk terus mengubah 
cara produk / perkhidmatan dipasarkan oleh 
perniagaan saya 

1 2 3 4 5 6 7 

2. My business is often one of the first to change its 
marketing methods compared to other stores 
Perniagaan saya sering menjadi yang pertama dalam 
mengubah kaedah pemasarannya berbanding kedai 
yang lain. 

1 2 3 4 5 6 7 

3. I am very consistent in monitoring and improving 
marketing techniques for my business 
Saya amat konsisten dalam memantau dan 
meningkatkan teknik pemasaran untuk perniagaan 
saya 

1 2 3 4 5 6 7 

4. I tend to talk about opportunities rather than 
problems 
Saya lebih cenderung untuk berbicara mengenai 
peluang berbanding dengan masalah 

1 2 3 4 5 6 7 

5. I believe that changes in the current market create 
positive opportunities for my business. 
Saya percaya perubahan dalam pasaran semasa 
mewujudkan peluang positif untuk perniagaan saya 

1 2 3 4 5 6 7 

         
Opportunity-driven/ Dorongan peluang 

6. I always look for untapped market opportunities 
regardless of budget or staff shortage 
Saya sentiasa mencari peluang pasaran yang belum 
diterokai tanpa mengira bajet atau kekurangan 
kakitangan 

1 2 3 4 5 6 7 

7. I will act quickly upon realizing new market 
opportunities 
Saya cepat bereaksi apabila  menyedari wujud 
peluang pasaran baharu 

1 2 3 4 5 6 7 

8. My business is excellent at identifying marketing 
opportunities 
Perniagaan saya sangat baik dalam mengenal pasti 
peluang pemasaran 

1 2 3 4 5 6 7 



9. For more business opportunities, I use the 
management approach that extend beyond my 
current customers and markets 
Untuk memperoleh lebih banyak peluang perniagaan, 
pendekatan pengurusan yang saya gunakan 
melangkaui pelanggan dan pasaran sedia ada 

1 2 3 4 5 6 7 

10. I am very good at identifying and pursuing 
opportunities for my business 
Saya sangat baik dalam mengenal pasti dan mengejar 
peluang untuk perniagaan saya 

1 2 3 4 5 6 7 

         
Customer-intensity/ Kesungguhan Pelanggan 

11. My business builds strong relationships with 
customers through our marketing efforts 
Perniagaan saya membina hubungan yang baik 
dengan pelanggan melalui usaha pemasaran kami 

1 2 3 4 5 6 7 

12. I spend a lot of resources trying to learn more about 
each of my customers. 
Saya menghabiskan banyak sumber dalam usaha 
mengenal pasti setiap pelanggan saya 

1 2 3 4 5 6 7 

13. The knowledge of what my customers want from 
my product / service is a reflection of my business 
marketing efforts 
Pengetahuan mengenai apa yang pelanggan mahukan 
daripada produk / perkhidmatan saya adalah 
cerminan usaha pemasaran perniagaan saya 

1 2 3 4 5 6 7 

14. I expect all employees recognize the importance of 
satisfying our customers 
Saya mengharapkan semua pekerja mengiktiraf 
kepentingan kepuasan pelanggan 

1 2 3 4 5 6 7 

15. I have always encouraged my employees to strive 
for innovative approaches to build good 
relationships with our customers 
Saya sentiasa menggalakkan pekerja saya berusaha 
demi pendekatan inovatif untuk membina hubungan 
yang baik dengan pelanggan kami 

1 2 3 4 5 6 7 

16. We have provided good service to our customers 
but they do not seem to have any special 
relationship with our business 
kami telah memberikan perkhidmatan yang baik 
kepada para pelanggan kami tetapi mereka seperti 
tidak mempunyai hubungan istimewa dengan 
perniagaan kami 

1 2 3 4 5 6 7 



         
Innovation-focused/ Fokus Inovasi 

17. I can identify innovation opportunities by 
communicating with customers 
Saya dapat mengenal pasti peluang inovasi dengan 
cara berkomunikasi dengan pelanggan 

1 2 3 4 5 6 7 

18. Innovation is important in my business to achieve 
competitive advantage 
Inovasi penting dalam perniagaan saya untuk 
mencapai kelebihan daya saing 

1 2 3 4 5 6 7 

19. My staff also contributes many innovative ideas to 
my business 
Kakitangan/pekerja saya turut menyumbang banyak 
idea terhadap inovasi yang dilaksanakan oleh 
perniagaan saya 

1 2 3 4 5 6 7 

20. Innovative strategy is the management style I use in 
doing business 
Strategi inovatif menjadi gaya pengurusan saya dalam 
menjalankan perniagaan 

1 2 3 4 5 6 7 

21. I value new creative solutions than conventional 
solutions in problem-solving  
Saya menghargai cara baharu yang kreatif dalam 
penyelesaian masalah berbanding penyelesaian 
secara konvensional. 

1 2 3 4 5 6 7 

22. I believe innovation is critical to my business 
success. 
Saya percaya inovasi penting untuk kejayaan 
perniagaan saya. 

1 2 3 4 5 6 7 

         
 

Risk management/ Pengurusan Risiko 
23. When I want to try out new marketing methods, I 

take gradual steps to reduce risks involved 
Apabila saya memutuskan untuk meneruskan arah 
pemasaran baharu, saya melakukannya secara 
berperingkat-peringkat dan bukan sekaligus untuk 
mengurangkan risiko yang terlibat 

1 2 3 4 5 6 7 

24. I always make sure my marketing efforts tend to be 
low risk for my business  
Saya sentiasa memastikan usaha pemasaran saya 
cenderung berisiko rendah untuk perniagaan saya 

1 2 3 4 5 6 7 

         



25. My business often uses creative and inexpensive 
new marketing methods to reduce risks 
Perniagaan saya sering menggunakan kaedah 
pemasaran yang kreatif dan murah untuk 
mengurangkan risiko 

1 2 3 4 5 6 7 

26. I will prepare a plan only if I know it will work.  
Saya hanya akan menyediakan rancangan sekiranya 
saya pasti kaedah tersebut akan berjaya. 

1 2 3 4 5 6 7 

27.  The risk-reducing management process is more 
important than using leadership initiatives for 
change. 
Proses pengurusan pengurangan risiko lebih penting 
daripada menggunakan inisiatif kepimpinan untuk 
perubahan. 
 

1 2 3 4 5 6 7 

Value creation/ Penciptaan Nilai 
28. I do expect every employee to work together to find 

a way to create more value for our customers 
Saya mengharapkan setiap pekerja bekerjasama untuk 
mencari jalan bagi mencipta lebih banyak nilai untuk 
pelanggan kami. 

1 2 3 4 5 6 7 

29. In my business, employees also contribute to the 
idea of creating value for customers 
Dalam perniagaan saya, pekerja turut menyumbang  
idea untuk memberikan nilai tambah kepada para  
pelanggan 

1 2 3 4 5 6 7 

30. My business continuously tries to find new ways to 
create value for our customers 
Perniagaan saya terus berusaha mencari cara baharu 
untuk mencipta nilai kepada pelanggan kami 

1 2 3 4 5 6 7 

31. I believe that the main value offered to our 
customers is through our products and services. 
Saya percaya nilai utama yang diberikan kepada 
pelanggan kami adalah melalui produk dan 
perkhidmatan yang sediakan. 

1 2 3 4 5 6 7 

32. I am sure my business pricing structure reflects the 
value created for customers. 
Saya pasti struktur harga perniagaan saya 
mencerminkan nilai yang diberikan kepada  
pelanggan. 
 
 
 

1 2 3 4 5 6 7 



33. I will make sure my business does a great job of 
creating value for customers 
Saya akan memastikan perniagaan memberikan 
perkhidmatan yang hebat untuk mewujudkan nilai 
kepada pelanggan. 

1 2 3 4 5 6 7 

Resource Leveraging/ Pemanfaatan Sumber 
34. I strive to leverage my business resources through 

exchange or trade 
Saya berusaha untuk memanfaatkan sumber-sumber 
perniagaan melalui kaedah pertukaran atau 
perdagangan 

1 2 3 4 5 6 7 

35. I use networking and/or an exchange of favours for 
an advantage in business 
Saya menggunakan rangkaian dan / atau pertukaran 
bantuan untuk kelebihan dalam perniagaan 

1 2 3 4 5 6 7 

36. I would prefer to rent or lease rather than purchase 
resources needed for my business 
Saya lebih suka menyewa atau memajak daripada 
membeli sumber yang diperlukan untuk perniagaan 
saya 

1 2 3 4 5 6 7 

37.  I rarely ask employees to work extra hours or do 
activities that are not related to their job scope. 
Saya jarang meminta pekerja untuk bekerja lebih masa 
atau melakukan aktiviti yang bukan sebahagian 
daripada skop tugasan mereka. 

1 2 3 4 5 6 7 

 

 

 

 

Section E: Social Capital (SC) (Please circle your answer)  

The statement below indicates your response towards social capital in running the 

business. Please read each statement carefully and place your response by circling the 

appropriate column.  

  

Bahagian E: Modal Sosial (Sila bulatkan jawapan anda)     

Kenyataan di bawah menunjukkan reaksi anda terhadap modal sosial dalam 

menjalankan perniagaan. Sila baca setiap kenyataan dengan teliti dan bulatkan respon 

anda pada ruangan yang bersesuaian. 

 



1 2 3 4 5 6 7 
Strongly 
Disagree 

Disagree 
Agree 

Somewhat 
Agree 

Disagree 
Somewhat 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

Sangat 
Tidak 
Setuju 

Tidak 
Setuju 

 

Agak Tidak 
Setuju 

 

Neutral 
 

Agak 
Setuju 

 

Setuju 
 

Sangat 
Setuju 

 

Social Capital (SC)/ Modal Sosial To what extent 
 

1. In my business, a stable partnerships network is 
encouraged. 
Kewujudan rangkaian perkongsian yang stabil amat 
digalakkan dalam perniagaan saya. 

1 2 3 4 5 6 7 

2. My work relationship helps in the acquisition of 
valuable information. 
Hubungan kerja yang baik membantu dalam 
perolehan maklumat berharga 

1 2 3 4 5 6 7 

3. I personally access the source of information 
Saya secara peribadi mengakses sumber maklumat 

1 2 3 4 5 6 7 

4. My business structure also stimulates interaction 
between my employees and me by encouraging the 
exchange of information 
Struktur perniagaan saya turut merangsang interaksi 
antara saya dan pekerja dengan menggalakkan 
pertukaran maklumat 

1 2 3 4 5 6 7 

5. In my business, the problem-solving process is 
carried out together with my employees 
Untuk perniagaan saya, proses penyelesaian masalah 
dijalankan bersama dengan pekerja saya 

1 2 3 4 5 6 7 

6. information exchange is highly encouraged and    
intended to support each other in difficult situation  
Pertukaran maklumat sangat digalakkan, bertujuan 
untuk saling menyokong dalam keadaan yang sukar 

1 2 3 4 5 6 7 

7. Teamwork is highly encouraged in my business 
Kerja berpasukan sangat digalakkan dalam 
perniagaan saya 

1 2 3 4 5 6 7 

8. Employees are encouraged to make their own 
decision and to have initiative efforts. 
Para pekerja digalakkan untuk membuat keputusan 
sendiri dan usaha inisiatif.  

       



9. Important information to my business is provided 
by my work contacts ( e.g, supplier, distributors, 
producer, manufacturer) 
Maklumat penting berkenaan perniagaan saya 
disediakan oleh kenalan kerja saya (seperti pembekal, 
pengedar, pengeluar, pengilang) 

1 2 3 4 5 6 7 

10. Good personal relationships with all stakeholders 
in the business create a trustworthy work 
environment 
Perhubungan peribadi yang baik dengan semua 
pemegang kepentingan dalam perniagaan 
mewujudkan persekitaran kerja yang boleh dipercayai 

1 2 3 4 5 6 7 

11. I believe that my professional relationship is a 
competitive advantage to my business 
Saya percaya bahawa hubungan profesional saya 
menjadi kelebihan terhadap daya saing untuk 
perniagaan saya 

1 2 3 4 5 6 7 

12. My business communication policy promotes 
values that are clearly understood by all involved. 
Dasar komunikasi perniagaan saya menggalakkan 
nilai-nilai yang difahami dengan jelas oleh semua 
yang terlibat. 

1 2 3 4 5 6 7 

 

 

 

Section F: Government Support (Please circle your answer)  

The statement below indicates your reaction towards the role of government in 

supporting your business. Please read carefully each statement and place your response 

by circling the appropriate column.  

  

Bahagian F: Sokongan Kerajaan (Sila bulatkan jawapan anda)     

Kenyataan di bawah menunjukkan reaksi anda terhadap sokongan kerajaan dalam 

menyokong perniagaan anda. Sila baca setiap kenyataan dengan teliti dan bulatkan 

respon anda pada ruangan yang bersesuaian. 
 

 

 

 



1 2 3 4 5 6 7 
Strongly 
Disagree 

Disagree 
Agree 

Somewhat 
Agree 

Disagree 
Somewhat 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

Sangat 
Tidak 
Setuju 

Tidak 
Setuju 

 

Agak Tidak 
Setuju 

 

Neutral 
 

Agak 
Setuju 

 

Setuju 
 

Sangat 
Setuju 

 

Government Support (GS)/ Sokongan Kerajaan To what extent 
 

Government Bodies or Agencies: Agensi Kerajaan        
1. Provide consultation to my business through an 

informal network 
Menawarkan khidmat perundingan kepada 
perniagaan saya melalui rangkaian tidak formal 

1 2 3 4 5 6 7 

2. Provide economic development policies that benefit 
entrepreneurs 
Menyediakan dasar pembangunan ekonomi yang 
memberi manfaat kepada usahawan 

1 2 3 4 5 6 7 

3. Share information on economic development 
opportunities in your local area 
Berkongsi maklumat mengenai peluang pembangunan 
ekonomi di kawasan tempatan anda 

1 2 3 4 5 6 7 

4. Provide channels that help me to handle the 
problems and issues in business (such as advisory 
bodies) 
Menyediakan saluran dalam menangani masalah dan 
isu yang dihadapi oleh perniagaan saya (seperti badan 
penasihat) 

1 2 3 4 5 6 7 

5. Provide consultation to my business through a 
formal network 
Menawarkan khidmat perundingan untuk perniagaan 
saya melalui rangkaian rasmi 

1 2 3 4 5 6 7 

6. Government Agencies specifically FAMA have 
flexible policies and regulations. 
Agensi-Agensi Kerajaan terutama pihak FAMA 
mempunyai dasar dan peraturan yang fleksibel. 

1 2 3 4 5 6 7 

7. Provide resources in promoting economic 
development (Economic Planning Unit). 
Menyediakan sumber dalam mempromosikan 
pembangunan ekonomi (Unit Perancang Ekonomi). 

1 2 3 4 5 6 7 



8. Assist my business by providing marketing 
consultancy services. 
Membantu perniagaan saya dengan menyediakan 
perkhidmatan perundingan pemasaran. 

1 2 3 4 5 6 7 

9. Provide financial support and credit assistance that 
help my business 
Menyediakan sokongan kewangan dan bantuan kredit 
yang dapat membantu perniagaan saya 

1 2 3 4 5 6 7 

10. Offer relevant information/ knowledge that 
benefits my business (such as seminars, courses, 
conferences). 
Menyediakan maklumat yang berkaitan / pengetahuan 
yang   bermanfaat kepada perniagaan saya (seperti 
seminar, kursus, persidangan). 

1 2 3 4 5 6 7 

        

        

Thank you for your cooperation. 

Terima Kasih atas kerjasama yang diberikan. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



APPENDIX B 

KMO and Bartlett’s Test 

 

Business Performance 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .912 

Bartlett's Test of Sphericity Approx. Chi-Square 1507.347 

df 78 

Sig. .000 

 

 

Strategic Improvisation 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .918 

Bartlett's Test of Sphericity Approx. Chi-Square 1027.918 

df 28 

Sig. .000 

 

 

Proactive -Orientation 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .864 

Bartlett's Test of Sphericity Approx. Chi-Square 523.007 

df 10 

Sig. .000 

 

Opportunity -Driven 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.853 

Bartlett's Test of Sphericity Approx. Chi-Square 534.374 

df 10 

Sig. .000 

 

 



Customer-Intensity 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.820 

Bartlett's Test of Sphericity Approx. Chi-Square 440.868 

df 15 

Sig. .000 

 

 

Innovation - Focused 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.867 

Bartlett's Test of Sphericity Approx. Chi-Square 640.823 

df 15 

Sig. .000 

 

 

Risk Management 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.865 

Bartlett's Test of Sphericity Approx. Chi-Square 485.257 

df 10 

Sig. .000 

 

 

Value Creation 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.842 

Bartlett's Test of Sphericity Approx. Chi-Square 693.965 

df 15 

Sig. .000 

 

 



Social Capital 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.909 

Bartlett's Test of Sphericity Approx. Chi-Square 1517.708 

df 66 

Sig. .000 

 

 

Government Support 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.935 

Bartlett's Test of Sphericity Approx. Chi-Square 1209.689 

df 45 

Sig. .000 

 

 

 

 

 

 

 

 

  



APPENDIX C 

FREQUENCY DATA 

  Business Performance (BP) 
 Mean   SD D DS N SA A SA Total 

1 
The level of customer satisfaction 
is strongly related to my business 
activity 

5.915 Frequency 1 1 1 9 50 87 62 211 

      % 0.5 0.5 0.5 4.3 24 41 29.4 100 

2 
Surveys are conducted to measure 
customer satisfaction and 
implement the necessary changes 

5.616 Frequency 0 0 2 18 72 86 33 211 

      % 0 0 0.9 8.5 34 41 15.6 100 

3 Increased number of customers 
from the beginning of business 5.564 Frequency 1 4 5 20 53 91 37 211 

      % 0.5 1.9 2.4 9.5 25 43 17.5 100 

4 
Achievement of business growth in 
facing the environmental challenge 
and strong competition 

5.626 Frequency 1 1 4 25 52 84 44 211 

      % 0.5 0.5 1.9 12 25 40 20.9 100 

5 Delivering new products and 
services based on market change 5.692 Frequency   1 7 14 52 97 40 211 

      %   0.5 3.3 6.6 25 46 19 100 

6 
Growth on net profit earnings from 
the business over the past three 
years 

5.578 Frequency   2 6 19 63 83 38 211 

      %   0.9 2.8 9 30 39 18 100 

7 
Improvement in Return on 
Investment (ROI) from the 
business. 

5.436 Frequency 1 1 4 27 66 90 22 211 

      % 0.5 0.5 1.9 13 31 43 10.4 100 

8 Improvement in Return on Assets 
(ROA) from the business. 5.408 Frequency   2 5 31 71 71 31 211 

      %   0.9 2.4 15 34 34 14.7 100 

9 
Improvement in saving capacity 
and accumulation of resources 
from the business 

5.574 Frequency   1 4 24 67 74 41 211 

      %   0.5 1.9 11 32 35 19.4 100 

10 Growth in sales from the business 
over the past three years 5.493 Frequency 1 2 8 21 57 93 29 211 

      % 0.5 0.9 3.8 10 27 44 13.7 100 

11 
Growth in turnover compared to 
the competitors over the past three 
years 

5.299 Frequency 1 4 6 33 71 68 28 211 

      % 0.5 1.9 2.8 16 34 32 13.3 100 



 

 

 

 

12 Increasing in number of employees 
from the beginning of business 4.891 Frequency 7 6 19 44 54 57 24 211 

      % 3.3 2.8 9 21 26 27 11.4 100 

13 
The business ability to take care of 
its best and most talented 
employees 

5.469 Frequency 1 1 4 36 53 82 34 211 

   % 0.5 0.5 1.9 17 25 39 16.1 100 

  
Strategic 

Improvisation (SI) 
 

Mean   SD D DS N SA A SA 
 

Total 
 

1 

I have the ability to 
act immediately  to 
any problem that 
arise in the business 

5.7488 Frequency 0 0 3 16 59 86 47 211 

      % 0 0 1.4 7.6 28 41 22.3 100 

2 
I am talented to 
identify opportunities 
for new work process 

5.6019 Frequency 1 2 4 16 60 95 33 211 

      % 0.5 0.9 1.9 7.6 28 45 15.6 100 

3 
I always try to figure 
out a new approach to 
problem solving 

5.8673 Frequency 1 0 1 8 53 99 49 211 

      % 0.5 0 0.5 3.8 25 47 23.2 100 

4 
I take risks in 
producing new ideas 
for my business 

5.7867 Frequency 0 0 6 13 53 87 52 211 

      % 0 0 2.8 6.2 25 41 24.6 100 

5 I display uniqueness 
in running a business 5.7393 Frequency 0 0 4 18 52 92 45 211 

      % 0 0 1.9 8.5 25 44 21.3 100 

6 

I always create 
multiple courses of 
action during the 
planning 

5.8199 Frequency 0 0 3 15 50 92 51 211 

      % 0 0 1.4 7.1 24 44 24.2 100 

7 

I am capable in 
maintaining business 
productivity in any 
challenging 
circumstances 

5.8578 Frequency 0 3 1 13 41 101 52 211 

      % 0 1.4 0.5 6.2 19 48 24.6 100 

8 

I am able to adopt 
business strategy as 
reference in facing 
changes of business 
environment 

5.7725 Frequency 0 1 1 14 61 86 48 211 

   % 0 0.5 0.5 6.6 29 41 22.7 100 



 

 

  
Proactive-

Orientation (PO) 
 

Mean   SD D DS N SA A SA Total 

1 

I am continuously 
committed to change 
the patterns of 
products and services 
marketed in my 
business 

5.9005 Frequency     2 11 48 95 55 211 

      %     0.9 5.2 23 45 26.1 100 

2 

My business is often 
one of the first to 
change its marketing 
methods compared to 
other stores 

5.5877 Frequency     4 30 53 86 38 211 

      %     1.9 14 25 41 18 100 

3 

I am very consistent 
in monitoring and 
improving marketing 
techniques for my 
business 

5.8626 Frequency     2 13 41 111 44 211 

      %     0.9 6.2 19 53 20.9 100 

4 
I tend to talk about 
opportunities rather 
than problems 

5.7962 Frequency   1 3 18 47 89 53 211 

      %   0.5 1.4 8.5 22 42 25.1 100 

5 

I believe that changes 
in the current market 
create positive 
opportunities for my 
business 

5.7678 Frequency   1 4 15 51 92 48 211 

   %   0.5 1.9 7.1 24 44 22.7 100 
 

 

 

 

 

 

 

 

 



 

 

  
Opportunity- 
Driven (OD) 

 
Mean   SD D DS N SA A SA Total 

6 

I always look for 
untapped market 
opportunities 
regardless of budget 
or staff shortage 

5.5687 Frequency 2 3 4 22 53 87 40 211 

      % 0.9 1.4 1.9 10 25 41 19 100 

7 
I will act quickly 
upon realizing new 
market opportunities 

5.7773 Frequency     1 16 53 100 41 211 

      %     0.5 7.6 25 47 19.4 100 

8 

My business is 
excellent at 
identifying 
marketing 
opportunities 

5.6445 Frequency   2 3 24 57 78 47 211 

      %   0.9 1.4 11 27 37 22.3 100 

9 

For more business 
opportunities, I use 
the management 
approach that extend 
beyond my current 
customers and 
markets 

5.6777 Frequency   1 4 19 52 97 38 211 

      %   0.5 1.9 9 25 46 18 100 

10 

I am very good at 
identifying and 
pursuing 
opportunities for my 
business 

5.8389 Frequency     2 19 46 88 56 211 

   %     0.9 9 22 42 26.5 100 
 

 

 

 

 

 

 

 

 



 

 

  

Customer Intensity 
(CI) 

 
Mean   SD D DS N SA A SA Total 

11 

My business builds 
strong relationships 
with customers 
through our marketing 
efforts 

5.9005 Frequency     

1 15 42 98 55 211 
      %     0.5 7.1 20 46 26.1 100 

12 

I spend a lot of 
resources trying to 
learn more about each 
of my customers 

5.872 Frequency     

5 15 39 95 57 211 
      %     2.4 7.1 19 45 27 100 

13 

The knowledge of 
what my customers 
want from my product 
/ service is a reflection 
of my business 
marketing efforts 

5.8531 Frequency     

1 15 52 89 54 211 
      %     0.5 7.1 25 42 25.6 100 

14 

I expect all employees 
recognize the 
importance of 
satisfying our 
customers 

5.9052 Frequency 2   

1 15 45 80 68 211 
      % 0.9   0.5 7.1 21 38 32.2 100 

15 

I have always 
encouraged my 
employees to strive 
for innovative 
approaches to build 
good relationships 
with our customers 

5.8104 Frequency     

4 17 48 88 54 211 
      %     1.9 8.1 23 42 25.6 100 

16 

We have provided 
good service to our 
customers but they do 
not seem to have any 
special relationship 
with our business 

4.7867 Frequency 

18 19 10 27 34 75 28 211 
   % 8.5 9 4.7 13 16 36 13.3 100 

 

 

 

 

 



 

  

Innovation 
Focused (IF) 

 
Mean   SD D DS N SA A SA Total 

17 

I can identify 
innovation 
opportunities by 
communicating with 
customers 

5.8863 Frequency   1 4 13 35 105 53 211 

      %   0.5 1.9 6.2 17 50 25.1 100 

18 

Innovation is 
important in my 
business to achieve 
competitive 
advantage 

5.891 Frequency     1 18 39 98 55 211 

      %     0.5 8.5 19 46 26.1 100 

19 

My staff also 
contributes many 
innovative ideas to 
my business 

5.6967 Frequency 

2 

1 6 18 47 86 51 211 

      % 0.9 0.5 2.8 8.5 22 41 24.2 100 

20 

Innovative strategy 
is the management 
style I use in doing 
business 

5.7773 Frequency     5 16 48 94 48 211 

      %     2.4 7.6 23 45 22.7 100 

21 

I value new creative 
solutions than 
conventional 
solutions in problem 
solving 

5.8057 Frequency     1 17 52 93 48 211 

      %     0.5 8.1 25 44 22.7 100 

22 

I believe innovation 
is critical to my 
business success 

5.9621 Frequency   1 3 11 39 91 66 211 

   %   0.5 1.4 5.2 19 43 31.3 100 
 

 

 

 

 

 

 

 

 



 

  Risk Management 
(RM) Mean   SD D DS N SA A SA Total 

23 

When I want to try 
out new marketing 
methods, I take 
gradual steps to 
reduce risks 
involved 

5.8341 Frequency     

2 19 44 93 53 211 
      %     0.9 9 21 44 25.1 100 

24 

I always make sure 
my marketing 
efforts tend to be 
low risk for my 
business 

5.6019 Frequency   

2 5 16 58 101 29 211 
      %   0.9 2.4 7.6 28 48 13.7 100 

25 

My business often 
uses creative and 
inexpensive new 
marketing methods 
to reduce risks 

5.673 Frequency   

1 6 19 47 100 38 211 
      %   0.5 2.8 9 22 47 18 100 

26 
I will prepare a plan 
only if I know it will 
work 

5.6967 Frequency   
1 5 20 47 96 42 211 

      %   0.5 2.4 9.5 22 46 19.9 100 

27 

The risk - reducing 
management process 
is more important 
than using 
leadership initiatives 
for change 

5.5592 Frequency   

2 4 24 61 84 36 211 
   %   0.9 1.9 11 29 40 17.1 100 

 

 

 

 

 

 

 

 

 

 



 

  
Value Creation 

(VC) Mean   SD D DS N SA A SA Total 

28 

I do expect every 
employee to work 
together to find a 
way to create more 
value for our 
customers 5.9052 

Frequency     1 19 41 88 62 211 

      %     0.5 9 19 42 29.4 100 

29 

In my business, 
employees also 
contribute to the 
idea of creating 
value for customers 5.7299 

Frequency   

1 

5 19 45 96 45 211 

      %   0.5 2.4 9 21 46 21.3 100 

30 

My business 
continuously tries to 
find new ways to 
create value for our 
customers 5.91 

Frequency     2 12 43 100 54 211 

      %     0.9 5.7 20 47 25.6 100 

31 

I believe that the 
main value offered 
to our customers is 
through our products 
and services 5.9005 

Frequency       14 45 100 52 211 

      %       6.6 21 47 24.6 100 

32 

I am sure my 
business pricing 
structure reflects the 
value created for 
customers 5.9336 

Frequency       18 41 89 63 211 

      %       8.5 19 42 29.9 100 

33 

I will make sure my 
business does a 
great job of creating 
value for customers 5.9479 

Frequency     2 13 42 91 63 211 

   %     0.9 6.2 20 43 29.9 100 
 

 

 

 

 

 

 



 

  Social Capital Mean   SD D DS N SA A SA Total 

1 

In my business, a 
stable partnerships 
network is 
encouraged 

5.5924 Frequency 4 3 4 15 51 95 39 211 

      % 1.9 1.4 1.9 7.1 24 45 18.5 100 

2 

My work 
relationship helps in 
the acquisition of 
valuable information 

5.8009 Frequency     1 17 48 102 43 211 

      %     0.5 8.1 23 48 20.4 100 

3 
I personally access 
the source of 
information 

5.8381 Frequency 
    

1 19 42 99 49 211 

      %     0.5 9 20 47 23.2 100 

4 

My business 
structure also 
stimulates 
interaction between 
my employees and 
me by encouraging 
the exchange of 
information 

5.7536 Frequency     4 14 54 97 42 211 

      %     1.9 6.6 26 46 19.9 100 

5 

In my business, the 
problem-solving 
process is carried 
out together with my 
employees 

5.8199 Frequency   1 2 15 40 111 42 211 

      %   0.5 0.9 7.1 19 53 19.9 100 

6 

information 
exchange is highly 
encouraged and    
intended to support 
each other in 
difficult situation 

5.8436 Frequency     3 11 49 101 47 211 

      %     1.4 5.2 23 48 22.3 100 

7 
Teamwork is highly 
encouraged in my 
business 

5.9668 Frequency     1 10 42 99 59 211 

      %     0.5 4.7 20 47 28 100 

8 

Employees are 
encouraged to make 
their own decision 
and to have 
initiative efforts 

5.4787 Frequency 2 7 3 20 58 86 35 211 

      % 0.9 3.3 1.4 9.5 28 41 16.6 100 

9 

Important 
information to my 
business is provided 
by my work contacts 
( e.g, supplier, 
distributors, 

5.5877 Frequency 1 2 7 21 46 99 35 211 



producer, 
manufacturer) 

      % 0.5 0.9 3.3 10 22 47 16.6 100 

10 

Good personal 
relationships with all 
stakeholders in the 
business create a 
trustworthy work 
environment 

5.8199 Frequency     2 16 50 93 50 211 

      %     0.9 7.6 24 44 23.7 100 

11 

I believe that my 
professional 
relationship is a 
competitive 
advantage to my 
business 

5.8246 Frequency     1 13 46 113 38 211 

      %     0.5 6.2 22 54 18 100 

12 

My business 
communication 
policy promotes 
values that are 
clearly understood 
by all involved 

5.8294 Frequency     3 12 49 101 46 211 

   %     1.4 5.7 23 48 21.8 100 
 

 

  Government 
Support (GS) Mean   SD D DS N SA A SA Total 

1 

Provide consultation 
to my business 
through an informal 
network 5.4645 

Frequency 2 3 11 22 51 85 37 211 

      % 0.9 1.4 5.2 10 24 40 17.5 100 

2 

Provide economic 
development 
policies that benefit 
entrepreneurs 5.7488 

Frequency   1 5 18 49 87 51 211 

      %   0.5 2.4 8.5 23 41 24.2 100 

3 

Share information 
on economic 
development 
opportunities in your 
local area 5.7678 

Frequency     4 22 37 104 44 211 

      %     1.9 10 18 49 20.9 100 

4 

Provide channels 
that help me to 
handle the problems 
and issues in 
business (such as 
advisory bodies) 5.7583 

Frequency 1 3 3 17 39 100 48 211 

      % 0.5 1.4 1.4 8.1 19 47 22.7 100 



5 

Provide consultation 
to my business 
through a formal 
network 5.6872 

Frequency 1 4 3 18 53 79 53 211 

      % 0.5 1.9 1.4 8.5 25 37 25.1 100 

6 

Government 
Agencies 
specifically FAMA 
have flexible 
policies and 
regulations 5.9668 

Frequency     2 11 46 85 67 211 

      %     0.9 5.2 22 40 31.8 100 

7 

Provide resources in 
promoting economic 
development 
(Economic Planning 
Unit) 5.6445 

Frequency   1 1 26 56 87 40 211 

      %   0.5 0.5 12 27 41 19 100 

8 

Assist my business 
by providing 
marketing 
consultancy services 5.8768 

Frequency     2 17 38 102 52 211 

      %     0.9 8.1 18 48 24.6 100 

9 

Provide financial 
support and credit 
assistance that help 
my business 5.8436 

Frequency     2 16 54 80 59 211 

      %     0.9 7.6 26 38 28 100 

10 

Offer relevant 
information/ 
knowledge that 
benefit my business 
(such as seminars, 
courses, 
conferences) 6.0427 

Frequency       11 41 87 72 211 

   %       5.2 19 41 34.1 100 
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