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Abstract 
COVID-19 pandemic has created a new norm for SMEs business operations in the fashion 
industry, despite the disruptions to the world economy and mankind. In view of these 
changes, it is imperative for SMEs to prioritise their marketing management capabilities in 
order to improve their business performance. This study upholds the theoretical lens of 
resource-based view theory. This study examines the relationship between marketing 
management capabilities and SMEs business performance using SPSS statistical package 
consuming minimum data of selected 283 SMEs that are involved in the fashion industry from 
three (3) states in East Coast Malaysia. The results of this study provide important information 
for SMEs to make better informed decisions in developing the right combination of marketing 
planning and marketing implementation capabilities to improve their business performance. 
Further research should also seek to synthesise findings of the above major theoretical 
frameworks in the context of marketing management capabilities dimensions and business 
performance of SMEs. The originality of this study lies in learning the geographical impacts of 
SMEs in the new norm of COVID-19 and challenging the applicability of the resource-based 
view arguments in this specific context. 
Keywords: Business Performance, Marketing Management Capabilities, Marketing Planning, 
Marketing Implementation, SMEs 
 
Introduction 
SMEs play a significant role and are one of the drivers in boosting Malaysia's economic 
development. In Malaysia, value-added for SMEs plays an important role in maintaining 
favourable economic performance, in which SMEs account for 97.3% of the total industry in 
the country (SME Annual Report, 2019). SMEs are seeking marketing management 
capabilities that will enable them to increase their business performance not only for the local 
market but also for the international market. The global problem of COVID-19 is seen to have 
major impacts on various industries and is transforming new global trends (e.g publication 
industry, travel and tourism industry, apparel and clothing industry) (Bhatti et al., 2020; Phan 
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et al., 2020). McKinsey (2020) predicted the global fashion sales will decline by only 0 to 5 
percent in 2021 and is anticipated to increase quickly in the third quarter of 2022; if the 
COVID-19 virus can be quickly overcome in different geographic locations. However, if the 
COVID-19 virus is still prevalent worldwide, global fashion sales will drop by 10 to 15 percent 
and are estimated to rise in the fourth quarter of 2023 (McKinsey, 2020). COVID-19 pandemic 
has caused a global economy slowdown; and consequently, affecting the global fashion 
industry to decline rapidly from $35.8 billion in 2019 to $31.4 billion in 2020 at a compound 
annual growth rate (CAGR) in which decreasing at 12.32 percent (McKinsey, 2020). 
Meanwhile, the fashion industry is expected to recover by reaching $38.1 billion in 2023, with 
a CAGR rate of 6.7 percent (McKinsey, 2020). As a result of this rapid change in the fashion 
industry, SMEs need to gauge the latest trends to ensure that their business performance 
keeps improving not only in the local market but also in the international market. 
 
On a brighter side, COVID-19 has influenced the lifestyle of consumers around the world to 
buy products through an online platform. Thus, contributes to SMEs marketing management 
capabilities for both local and international markets. According to Bhatti et al (2020), 36 
percent of consumers are reluctant to shop at brick and mortar outlets until they receive the 
coronavirus vaccine; and 52 percent of consumers avoid shopping at crowded areas. Although 
the trend for online purchases increased by 6 to 10 percent across product categories, the 
average online monthly purchases for fashion and accessories per shopper has decreased by 
43 percent (UNCTAD, 2020). To date, very few empirical studies have been conducted in 
examining the relationship between marketing management capabilities and geographical 
marketing segmentation with business performance; especially on SMEs that are involved in 
the fashion industry. Barney (1991) conducted a study on marketing management capabilities 
using a theoretical perspective of resource-based view (RBV) in predicting SMEs business 
performance in the fashion industry; thus, helps to address both of the above gaps. Based on 
the RBV theory, the objectives of this study are: 1) to examine the relationship between 
marketing management capabilities (marketing planning and marketing implementation) and 
business performance among SMEs in the fashion industry, and 2) to examine the significance 
difference between geographical marketing segmentation and business performance among 
Malaysian SMEs in the fashion industry.  
 
This study provides significant contributions to both theory and practice in the field of 
marketing. The findings present a noticeable pattern regarding the stability and relative 
importance of marketing management capabilities that consist of marketing planning and 
marketing implementation on business performance. Furthermore, this study highlighted 
important insight on the different impact of geographical marketing segmentation in 
influencing SMEs business performance. Theoretically, this study enhances the understanding 
of marketing management capabilities on SMEs business performance; and practically, the 
findings will provide guidelines to assist SMEs owners and policy makers to improve their 
marketing management capabilities in gaining sustainable competitive advantage. 
 
Literature Review 
Overview of Fashion Industry  
Worldwide, the fashion industry reflects a huge economic contribution where a global trade 
of 1.3 trillion dollars has been transacted and giving employment to more than 300 million 
people (Gazzola, 2020; BCG, 2019). According to the market analysis provided by some of the 
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main international consultancy companies (McKinsey, 2020; Deloitte, 2020; BCG, 2019), 
fashion companies today are operating in a very dynamic competitive environment, 
dominated by the existence of global brands. The fashion industry has been described as 
uncertain, challenging and disruptive. Due to COVID-19 pandemic, McKinsey (2020) expects 
a large number of global fashion companies will go bankrupt in the next 12 to 18 months. The 
McKinsey Global Fashion Index (MGFI) predicted that global fashion industry growth will 
continue to slow down to 3 to 4 percent slightly below the forecast growth for 2019 which is 
3.5 to 4.5 percent (McKinsey, 2020). This is reflected in the performance of 56 percent of 
global fashion companies that were not earning their capital costs in 2018 and global fashion’s 
profit is expected to fall by 93 percent in 2020 (McKinsey, 2020). This global disruption will 
create enormous business operations transformations for fashion companies in order to 
remain resilient in the fashion industry. Established fashion brands and retailers will face 
growing competition from Asian markets as manufacturers and SMEs step out of their 
traditional roles and sell directly to global consumers (Gazzola, 2020). It is somewhat plausible 
to predict the upcoming transitions on consumer behaviour trends in the fashion industry in 
Europe during the time of a pandemic (Anh, 2021). For fashion companies, there will be 
continuous applications of sustainable approaches in their manufacturing process and 
marketing strategy. As consumers and customers being the centre of any business model 
(Dellaert, 2018), the fact that consumers in Europe are more environmentally conscious and 
more selective towards fashion choices will exceptionally impact the future of the textile 
sector, which can be an increase in sustainable business models and marketing models. 
 
Despite the outbreak of COVID-19, rapid increase in interest and demand for millennials and 
modest fashion markets provide new opportunities for entrepreneurs in the fashion industry. 
Global spending on clothing are worth $2.5 trillion; in which $283 billion (11 percent) 
spending are made by 1.8 billion Muslim consumers around the world (GIER, 2020). Global 
Islamic Economy Report (GIER) 2019/20 reported Muslim consumer spending on apparel and 
footwear is projected to grow to $402 billion by 2024. Apparently, Muslim consumers is 
resonating with Muslim millennials; hence, general awareness of modest fashion is increasing 
rapidly. Many mainstream brands have launched modest fashion lines, such as Japan’s Uniqlo 
hijab line and Nike's Pro Hijab sportswear to cater for this new young segment. This huge 
predicted growth signifies great potential for modest fashion to stand out in the global 
apparel market. 
 
Business Performance 
Business performance is a combination of outcomes from business activities perceived by the 
owner or manager of the company related to sales revenue growth, increase in customer 
volume, expansion of sales territory, increased profitability and capital growth of SMEs' 
efforts (Morgan, 2012; Taleghani et. al., 2011). The COVID-19 pandemic is a health crisis, 
putting firms around the world becoming out of balance (Razak et al., 2020). Accordingly, 
responding to the pandemic has gauged the need for SMEs to accelerate the adoption of agile 
ways of working and develop new business model transformations to help outmanoeuvre 
uncertainty with good marketing management capabilities. Business owners measure 
business performance to track company goals and targets; investors use business 
performance to measure specific financial and productivity indicators; management uses 
business performance to analyse past performance and make necessary adjustments in the 
future; and workers use business performance to track productivity in an effort to find 
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payment bonus criteria (Lee et. al., 2015). Some researchers use growth dimensions to 
measure business performance (Cho and Pucik, 2005; Debicki, 2017; Gao et al., 2007; Morgan 
et al., 2009). This dimension may be more accurate for SME-level companies (Wiklund and 
Shepherd, 2005). For meta-analysis of the study, Stam et al (2014) describe three dimensions 
to measure business performance; namely (a) performance improvement, such as sales, 
profits, employment, and market share; (b) profits such as asset returns, equity returns, and 
sales returns; and (c) non-financial achievements such as technical excellence, competitive 
ability, productivity, and export performance. The importance of SMEs planning to manage 
resources during growth have been highlighted in previous study (Richbell et al., 2006; 
Robert, 2013; Mazzarol et al., 2009). Owners who develop the most profitable businesses 
seem to be those who are prepared to grow their businesses at a steady, unspectacular rate 
over a relatively long period, reflecting the work of Davidsson et al (2009) while younger 
businesses were more likely to be profitable. The model on employment growth displayed 
the highest level of statistical significance. These findings contribute to more critical studies 
that have stressed the discontinuous, sporadic nature of growth (Blackburn et al., 2009; 
Storey, 2011), and by complementing the work of St-Jean et al. (2008), who highlight how the 
difficulties of managing internal change can impede growth. Business performance used in 
this study follows the above-mentioned dimensions and the ability of the respondents to 
answer correctly based on the data and knowledge that they have. 
 
Marketing Management Capabilities 
The marketing management capabilities are based on a well-performed marketing 
management process that consists of analysing market opportunities, formulating clear 
marketing objectives, and developing a marketing strategy that should be implemented and 
controlled (Kotler, 2004). The study by Takata (2016) examined the effects of industry forces, 
market orientation, and marketing capabilities on business performance from Japanese 
manufacturers from 2009 until 2011. The finding revealed that marketing capabilities 
positively influence business performance. In addition, marketing capabilities are the most 
significant factor on business performance compared with industry forces and market 
orientation. This result was consistent with previous studies done by Day (1994); Jaakkola et 
al., (2010); Krasnikov and Jayachandran's (2008); Morgan et al., (2009) and Ngo and O’Cass 
(2012). Thus, widespread coronavirus worldwide has indeed triggered the re-evaluation of 
marketing planning and marketing implementation by SMEs during this pandemic. The higher 
the management capabilities of the SMEs owners, the easier it will be in formulating a 
business strategy (low-cost strategy and differentiation strategy) to improve the performance 
of SMEs.  SMEs that are oriented towards continuous innovation will be able to create new 
products, which is an advantage for SMEs to lead the market because they have something 
unique that other companies do not have, which ultimately improves the performance of 
SMEs (Hendra et al., 2021). 
 
Marketing Planning Capabilities 
Marketing management capabilities are the ability of a firm to respond and adapt to the 
changing market environments in order to ensure that resources are used in line with the 
company's environment while at the same time to attain the company's financial objectives 
(Slotegraaf and Dickson, 2004). Not only Krasnikov et al., (2009) found that marketing 
planning capabilities will lead to better business performance but Vorhis et al., (2009) 
concluded that marketing planning capabilities are influenced by organizations business 
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strategies. Referring to the relationship between marketing planning capabilities and business 
performance, most of the studies revealed that marketing planning capabilities have a 
positive effect on a firm's performance (Chang et al., 2010; Morgan et al., 2009; Slotegraaf & 
Dickson, 2004; Vorhies and Morgan, 2005). 
The difficulty of finding a strong positive impact of marketing planning on performance is 
paradoxical and the technology of marketing planning such as engaging in situation analysis, 
critically evaluating the environment faced and the organisation’s internal capabilities, 
generating strategies and options, evaluating each potential strategy in terms of their 
appropriateness for the situation, is intuitively appealing. It is expected a firm approaching its 
strategic decisions using the best mix of features from synoptic and incremental planning 
processes to achieve improved performance (Pulendran et al., 2003). Marketing planning 
quality was a significant predictor of market orientation and further evidence of the 
significant relationship between market orientation and business performance should give a 
strong message to organisations (Pulendran et al., 2003).  
 
Marketing Implementation Capabilities 
Marketing implementation capabilities is a process that carry out plans into actions; 
therefore, marketing implementation capabilities play a key role in improving firm 
performance by transforming the marketing strategy plan into action (Kotler & Keller, 2009). 
Furthermore, evidence revealed that marketing implementation capabilities positively impact 
on organizational performance (Vohies and Morgan, 2005; White et al., 2003). As noted 
above, Salter et al (2010) found that the implementation of marketing capabilities had a 
positive impact on the firm's performance in manufacturing and service organisations in 
particular. In addition to Cizmar and Weber (2000) stated that the implementation of 
marketing capabilities is one of the main factors that affect the marketing effectiveness of the 
hotel industry, which results in greater hotel performance. The quality of marketing planning 
is associated with a higher level of market orientation (Pulendran et al., 2003). The research 
design gives no evidence as to causality, and a case can be made either way. Perhaps better-
quality planning assists managers seeking to implement a market orientation to achieve their 
goal, or conversely, market orientation assists planning by providing a clear and unambiguous 
goal that serves to focus the planning effort. However, what the research does strongly 
suggest is the primacy of market orientation over marketing planning in its effect on business 
performance (Pulendran et al., 2003).  
 
Fashion Industry and Geographical Marketing Segmentation 
The world market shares for the top four exporters of apparel China, the European Union 
(EU28), Bangladesh, and Vietnam) accounted for around 71.4 percent in 2019, a lower than 
74% from 2016 to 2018 (WTO, 2020). This is primarily due to China’s reduced market shares; 
thus, exporting less apparel and more textiles to the world. China’s market shares in world 
apparel exports fell from its peak of 38.8% in 2014 to a record low of 30.8% in 2019 (was 
31.3% in 2018) (WTO, 2020). However, despite the reduction of apparel’s market shares, 
China still accounted for 39.2% of world textile exports in 2019 (WTO, 2020). It is important 
to recognize that China is playing an increasingly critical role as a textile supplier for many 
apparel-exporting countries in Asia. McKinsey (2020) reported the Indian clothing market 
worth $53.7 billion in 2020, making India the sixth largest globally. Southeast Asia also 
provides significant opportunities; at nearly 270 million people, Indonesia is the fourth largest 
country in the world by population. Vietnam and the Philippines are seeing rapid GDP growth. 
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Across Southeast Asia, the median age is just 29, against 37 in China, highlighting the potential 
for growth as large numbers of young people enter the workforce each year. As in China, 
demand is being driven by digitally native consumers, excited by the possibility of creativity 
and self-expression. It is worth highlighting that these countries are highly diverse; some 
consumers, such as in the Philippines, have a high affinity for western fashion trends, while 
Indonesia is due to be the largest modest fashion market in the world. 
 
Global Muslim spend on modest fashion has increased by 4.8 percent from $270 billion to 
$283 billion in 2018; ranking Turkey, UAE and Indonesia as the top three countries in 
spending. Indonesia, as the world's largest Muslim country has 13.1 percent of the total 
Muslim population in the world; undeniably has an influence on modest fashion development 
(GIER, 2020). Furthermore, the emergence of Muslim fashion communities in various regions 
in Indonesia, such as the Hijabers Community and Mom Hijabers (women wearing hijab) has 
made Indonesia the largest modest fashion business. As such, major fashion retailers and 
brands can generate substantial revenues by adapting collections as well as launching modest 
fashion lines. 
 
It is more strenuous for fashion companies to make marketing planning forward due to the 
interconnected nature of the fashion industry (McKinsey, 2020). In the lens of COVID-19, 
while China is trying to recover, the contrasting situation has become uncontrollable in 
European countries and the United States; and certain developing countries have also been 
severely affected. As some successful fashion players become over reliant on China; while 
others struggle, fashion companies should deliberately spread their risk by expanding to other 
high growth geographical segmentation (McKinsey, 2020). A cross-national market 
segmentation in the fashion industry that segments fashion markets, indicated that global 
consumer culture is a stronger influence for cross-national differences. Given the strength of 
the main effects for the fashion segments, Eunju Ko et al (2007) results imply that global 
fashion marketers should consider the motivations of the segment when trying to appeal 
across markets. The crisis has emphasised the need to move to more sustainable and 
responsible ways of working in all areas of the value chain. 
 
Theoretical Framework and Hypotheses Development 
Drawing on the RBV theory proposed by Barney (1991), the literature assumes that a firm 
with superior marketing management capabilities will achieve superior business 
performance. It is because the firm can provide its target customers with better value, such 
as higher quality products, a suitable price setting, better customer services, and additional 
beneficial information through better marketing mix decisions (Takata, 2016). RBV is a 
theoretical underpinning to describe the relationship between marketing management 
capabilities and business performance. As such, RBV is considered as the appropriate 
theoretical framework to study business performance among SMEs. RBV theory focused on 
both tangibles and intangibles (Galbreath and Galvin, 2004); and not all resources are equally 
significant to business performance (Barney, 1991; Galbreath and Galvin, 2004). In fact, the 
most influential factor for business performance seem to be intangible factors (Barney, 1991; 
Galbreath and Galvin, 2004). A study by Kristandl and Bontis (2007) defined intangibles as a 
subset of RBV strategic resources, such as capability. Applying RBV theory in the context of 
this study, it is proposed that marketing management capabilities that consist of marketing 
planning and marketing implementation will significantly influence the business performance 
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of SMEs in Malaysia. With reference to the RBV theory, the following theoretical framework 
and hypotheses were proposed for this study: 

 
Therefore, based on the RBV theory and past literatures, the following hypotheses were 
developed: 
H1 Marketing planning capability has a positive relationship with business performance. 
H2 Marketing implementation capability has a positive relationship with business 

performance. 
H3 There is a significant difference between geographical marketing segmentation and 

business performance. 
H3a There is a significant difference between local market segmentation and business 

performance 
H3b There is a significant difference between regional market segmentation and business 

performance 
H3c There is a significant difference between national market segmentation and business 

performance 
H3d There is a significant difference between international market segmentation and 

business performance 
 

Methodology 
Based on the framework in Figure 2, there are two variables (marketing planning capabilities 
and marketing implementation capabilities) that are used to assess the SMEs business 
performance.  Basically, the instrument for this study contained various questions related to 
the marketing management capabilities namely marketing planning and marketing 
implementation that contributed to the SMEs’ business performance.  All items were 
measured on a ten-point Likert scale which ranged from (1) “Strongly Disagree “and (10) 
“Strongly Agree”. The questionnaire was divided into four sections as follows: 7 questions 
related to profiles of respondents, 5 questions related to the business performance, 6 
questions on marketing planning capabilities and 5 questions for marketing implementation 
capabilities. The study population consisted of SMEs in East Coast Malaysia (i.e. Kelantan, 
Pahang and Terengganu). Based on the Economic Census in 2011, the population of this study, 
involving a total of 1,624 SMEs, are only engaged in manufacturing operations in East Coast 
Malaysia (SME Annual Report, 2015). According to Krejcie and Morgan (1970), based on that 
population, 310 firms are sufficient to be used as a sample in this study by using double stage 

 

Marketing Management Capabilities 

Marketing Planning 

Marketing Implementation 

Figure 2: Conceptual Framework for Business Performance 

Business Performance 

Geographical Marketing 

Segmentation 
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of sampling technique namely quota sampling (three states in East Coast Malaysia) and then 
purposive sampling (fashion business).  
   
Data were collected by using a well-structured and self-administered questionnaire with 
questions in pre-arranged order. The questionnaire items were developed by the researchers 
to suit this study. The questionnaire was sectioned into 4 main areas. Section A dealt with the 
respondent’s identity and company’s identity which included respondents’ general 
information such as gender, race, age, education level, family background, marketing area 
and others. Section B represented the dependent variable which was the business 
performance. Section C touched on the first independent variable which was marketing 
planning capabilities. Lastly, Section D focused on the marketing implementation capabilities. 
All items in section B until D were measured on a ten-point Likert Scale ranging from 1-
Strongly Disagree to 10 -Strongly Disagree. To ensure sufficient data gathered accordingly, 
the researchers met with respondents who were in their shop and booth. The average time 
spent by each respondent was approximately 30 to 45 minutes. A total of 350 questionnaires 
were distributed and 325 (92.8percent) were returned. However, 42 sets were discarded due 
to incomplete data, resulting in merely 283 usable responses. 
 
Results  
All values yield an alpha coefficient that surpasses the values of 0.70 suggested by (Hair et al., 
2006). Reliability estimates (Cronbach’s Alpha) for the construct’s dimension are as follows: 
business performance (0.948) consists of 5 items, marketing planning capabilities (0.953) 
made up of 6 items and marketing implementation capabilities (0.954) contains 5 items, 
which all suggesting a high degree of reliability. 
 
Frequency Distribution 
The summary of the demographic compositions of the respondents are shown in Table 1. The 
participants in this study are predominantly females (73.9 percent) and the majority of the 
respondents were Malays (92.6 percent). The respondents mainly aged below 25 years old 
(35.3 percent). Most of them are managers (52.7 percent) and are not from entrepreneurial 
family (56.9 percent). The majority of respondents have business experience between 3 to 5 
years (51.2 percent). In terms of marketing territories, majority respondents sell their 
products in the local market (63.3 percent).  
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Table 1:  SMEs Profile 

Profile Qty % Profile Qty % 

Gender 
    Male 

 
74 

 
26.1 

Background 
    Entrepreneurs 

 
122 

 
43.1 

    Female 209 73.9 
    Not an 
entrepreneur 

161 56.9 

Race 
    Malay 

 
262 

 
92.6 

Experience 
    3-5 Years 

 
145 

 
51.2 

    Chinese 16 5.7     6-10 Years 76 26.9 
    Indian 5 1.8     >10 Years 62 21.9 

Age 
     <=25 years 

 
100 

 
35.3 

Geographical 
Marketing Area 
 
Local market 

 
Yes 

 
179 

 
63.3 

    26-30 Years 54 19.1 No 104 36.7 

    31-35 Years 49 17.3 Regional Markets 
(East Coast Malaysia) 

Yes 82 29.0 

    36-40 Years 22 7.8 No 201 71.0 

    41-45 Years 30 10.6  
National Market 

Yes 19 6.7 

      >=46 years 28 9.9 No 264 93.3 

Position  
    Owner 

 
40 

 
14.1 

   

    Manager 149 52.7    
    Owner & Manager 94 33.2    

 
Correlation among Variables 
The result of Pearson Correlation (Table 2) revealed that there is a positive significant 
correlation between SMEs business performance in fashion industries and marketing 
management capabilities that consists of marketing planning capabilities and marketing 
implementation capabilities (r = 0.756 and 0.774). Table 2 also indicates the mean value of all 
the constructs was more than 7. Hence all the variables were deemed acceptable. The 
business performance had the highest mean value 7.734 with standard deviation of 1.660, 
then marketing planning had mean value 7.707 with standard deviation 1.553 and marketing 
implementation had mean value 7.656 with standard deviation of 1.597. These values 
indicate that the respondents agreed with all the statements on business performance, 
marketing planning capabilities and marketing implementation capabilities.  

 
Table 2: Correlations among variables 

 BP MPC MIC 

Business Performance (BP) 1.000   

Marketing Planning Capabilities (MPC) 0.756** 1.000  
Marketing Implementation Capabilities 
(MIC) 

0.774** 0.896 1.000 

Mean 7.734 7.707 7.656 
SD 1.660 1.553 1.597 

*Correlation is significant at the 0.01 level (two-tailed) 
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Regression Analysis among Variables 
Multiple linear regression analysis was used to develop a model for predicting marketing 
management capabilities that consists of two dimensions namely marketing planning and 
marketing implementation with business performance among SMEs in fashion industries 
(Table 3). The result shows that marketing management capabilities consisting of marketing 
planning and marketing implementation contribute significantly (F= 227.894; p=0.000) 
predicting 61.9 percent of the variations in business performance among SME, specifically 
Malaysian fashion industries. Therefore, those dimensions predict significant change in 
business performance of fashion industries. Furthermore, there is a significant relationship 
between marketing planning (t = 3.818; p = 0.000), marketing implementation (t = 5.896, p = 
0.000) and SME business performance in fashion industries at 5 percent at significant level.  
Thus, there is statistically significant evidence to support H1 and H2.  Moreover, there are no 
multicollinearity issues in this study, which is the tolerance values less than 1 and VIF value 
less than 10 (Pallant, 2007). 

 
Analysis of Differences 
Based on the distribution of samples, the analysis of differences between geographical 
marketing segmentation and business performance is conducted by using several techniques 
that satisfy the basic statistical requirement. Among the techniques used are: T-test and 
Mann-Whitney U. Table 4 shows that respondents' concentrated regional markets (East Coast 
Malaysia) are significantly different with not concentrated Regional Markets (East Coast 
Malaysia) on business performance, (p<0.05; 0.018).   Referring to the two groups’ means 
indicates that the business performance among concentrated entrepreneurs (8.088) is 
significantly higher than the non-concentrated ones (7.589).  It is noted that for respondents 
that focused on the National market as geographical marketing segmentation and business 
performance, there is statistically significant difference between respondents not focused on 
the national market (p<0.05, 0.026).  However, respondents concentrated on the local market 
do not differ significantly from the not concentrated local market (p>0.05, 0.064) on business 
performance. Furthermore, the difference between respondents penetrating and not 
penetrating the international market with business performance (p>0.05, 0.443) is not 
statistically significant. Therefore, there is a statistical significance to support hypothesis H3b 
and H3c. However, hypothesis H3a and H3d were not supported. 
 
 
 
 

Table 3: Summary of Regression Analysis 

Summary Anova     
Collinearity 

Statistics 

R R2 F sig Dimensions B t 
p-

value 
Tolera

nce 
VIF 

.787a 0.619 227.894 .000b 
Marketing 
Planning 

0.339 3.818 0.000 0.197 5.081 

        
Marketing 
Implementation 

0.509 5.896 0.000 0.197 5.081 

a. Dependent Variable: Business Performance   
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Table 4: T-test for testing differences between Geographical Marketing 
Segmentation and Business Performance 

Variable Qty 
Mean 
Value 

Sig. Value 

Local Market   

0.064 Yes 179 7.597 

No 104 7.970 
Regional Markets (East Coast Malaysia)   

0.018 Yes 82 8.088 
No 201 7.589 
National Market   

0.026 Yes 19 6.884 
No 264 7.795 
International Market   

0.443 Yes 12 8.267 
No 271 7.710 

 
Overall Findings of the Study  
This study analyses the two (2) theorized relationships (H1 to H2) and four hypothesized 
differences (H3a to H3d). The data was examined using SPSS software program SPSS version 
25 and by study to determine the importance of the path for each of the hypothesized paths. 
The findings indicated that marketing management capabilities (marketing planning and 
marketing implementation) had a significant relationship with business performance for SMEs 
in East Coast Malaysia. In fact, marketing management capabilities play an important factor 
in improving their business performance.  Consequently, the hypotheses of relationship H1 
and H2 were supported. Finally, the findings of differences revealed that as follows: 1) the 
SMEs’ penetrated regional market significantly different from SMEs’ not penetrated regional 
market on business performance; 2) the SME’s entered national market are significantly 
difference from not entered regional market on business performance; 3) the SMEs’ that only 
focused local market does not differ significantly from international market on the business 
performance.  Therefore, it supported hypotheses H3b and H3c, whereas H3a and H3d were 
not supported. Table 5 exhibited the overall findings of this study. 
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Table 5: Overall Findings of the Study 

H Perception Analysis Sig. Result 

H1 

Positive relationship 
between marketing 
planning capabilities and 
business performance 

Regression 
p = 

0.000 
Significant 

relationship 
Supported 

H2 

Positive relationship 
between marketing 
planning capabilities and 
business performance 

Regression 
p = 

0.000 
Significant 

relationship 
Supported 

H3a 
The significant difference 
between local market and 
business performance 

t-test 
p = 

0.064 
No significant 

difference 
Not 

supported 

H3b 
The significant difference 
between regional market 
and business performance 

t-test 
p = 

0.018 
Significant 
difference 

Supported 

H3c 
The significant difference 
between national market 
and business performance 

Man-
Whitney U 

p = 
0.026 

Significant 
difference 

Supported 

H3d 

The significant difference 
between international 
market and business 
performance 

Man-
Whitney U 

p = 
0.443 

No significance 
difference 

Not 
supported 

 
Discussion 
The purpose of this study is to examine the positive relationship of marketing management 
capabilities dimensions; namely marketing planning and marketing implementation with 
SMEs business performance in the fashion industry in Malaysia. Looking at the arguments 
supporting the marketing research adopted, this study hypothesized that the culture of 
marketing planning capabilities and marketing implementation capabilities executed in the 
fashion industry of SMEs will provide an opportunity to increase marketing management 
capabilities and consequently will increase business performance. The results of this study 
confirm that all dimensions of marketing management capabilities are important drivers in 
increasing business performance. The findings are similar to Takata (2016) that emphasize the 
role of marketing management capabilities in increasing business performance. 
 
Furthermore, the result supports the theoretical assumption of RBV that marketing 
management capabilities are the drivers influencing the SMEs business performance. The 
finding of this study confirms that marketing planning capabilities and marketing 
implementation capabilities have a significant relationship with business performance for 
SMEs in East Coast Malaysia, thus, H1 and H2 are supported. These findings are in line with 
Krasnikov et al (2009) for marketing planning capabilities and Vohies and Morgan (2005); 
White et al (2003) for marketing implementation capabilities. In fact, the evidence generated 
from the regression analysis clearly indicated that 61.9 percent variation in the business 
performance among SMEs in East Coast Malaysia can be explained by variation in overall 
independent variables namely marketing planning capabilities and marketing implementation 
capabilities. As noted in Table 3, the strength of correlation value of 0.774 and significant p-



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 1 , No. 18, TiBECVII 2021, 2021, E-ISSN: 2222-6990 © 2021 HRMARS 

value at 0.000, clearly strengthened the importance of marketing management capabilities in 
relation to the SMEs business performance. The relatively significant contribution of 
marketing management capabilities was further explained by looking at the Beta score of the 
analysis (Table 3). From the result of Beta coefficient, the value for the second independent 
variable, that is marketing implementation capabilities, was 0.509, at p<0.05 which explained 
that a percentage increase of 50.9 percent in marketing implementation capabilities will 
increase the SMEs business performance.     
 
Moreover, understanding the differences on the geographical marketing segmentation will 
provide an interesting database for an informed decision. The findings derived from this 
analysis clearly demonstrated that there was statistically significant difference in the two (2) 
types of geographical marketing segmentation which is regional marketing segmentation and 
national marketing segmentation with business performance. However, local market 
segmentation and international market segmentation revealed no significant differences with 
business performance. Thus, with this evidence, it will be much easier for SMEs owners, 
Ministry of International Trade and Industry (MITI) and Ministry of Rural Development to lay 
out the vision and strategies in improving the business performance and sustaining the firm’s 
competitive advantage both at local and international market.  
 
Conclusions  
As a conclusion, this study showed that marketing implementation capabilities is the most 
important driver in influencing SMEs business performance. Although SMEs owners were 
successful in developing excellent marketing planning capabilities; but if their marketing 
implementation capabilities failed, it will deter in improving the business performance of the 
firm. In other words, planning without implementation will not increase the firm’s business 
performance. The COVID-19 pandemic has impacted many entrepreneurs, especially SMEs 
owners, disrupting the economy and business trade both at local and international as well as 
changing consumer behaviour. The ultimate goal for SMEs owners during the COVID-19 
pandemic is to ensure that even though business operations are disrupted, business 
performance must be sustained for operational resilience. The current COVID-19 crisis 
situation is an opportunity for SMEs owners to re-evaluate their business model by adopting 
flexible and agile marketing management capabilities to accommodate today’s uncertain 
environment.  
Regarding geographical marketing segmentation, the current pandemic crisis is also an 
opportunity for SMEs owner to move towards a profound, systemic transformation and 
sustainable business operations. Adopting online marketing penetration to accelerate 
demand and creating digital interactions globally are amongst the new enduring strategies 
for marketing management capabilities to increase business performance. Availability of 
customer profiling and analytics through digital platforms will assist SMEs owners to track 
shifts in demand across geographies, categories, channels, value and lifestyle segments. 
The environmental and social implications of clothing production and consumption, are highly 
relevant to integrate the targets of the United Nations 17 Sustainable Development Goals 
(SDGs) in the fashion industry. The aim of SDGs commitment is to ensure the fashion industry 
gives positive impacts and is sustainable for humankind and the ecosystem. If SMEs owners 
in the fashion industry work to adopt the SDGs, then the fashion industry can become a place 
that contributes to global equality, biodiversity, and overall well-being (Jessy, 2021). Thus, for 
SMEs owners to uphold those SDGs, business model transformation in engaging with 

https://news.un.org/en/story/2020/04/1061082
https://news.un.org/en/story/2020/04/1061082
https://news.un.org/en/story/2020/04/1061082
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consumers for better consumption habits need to be executed by developing sustainable 
design strategies, promoting the use of sustainable technologies and appropriate resource 
management throughout the fashion industry supply chain (Audrey, 2019). 
Government should also educate SMEs on using more technology in order to keep pace with 
the times and innovate a new and timely demanded product to meet a market requirement 
(Yuena, 2021). Undoubtedly, technology helps business to expand market share and search 
for new idea for business growth (Nurulhasanah et. al, 2016).  Yet, this is where the 
geographical expansion leads to a problem (Pirich, Knuckey & Campbell, 2001; Cull et. al., 
2006) on how to reach the customers in distance.  Hence, technology comes in with emerging 
economy booster through the social networking (Littunen, 2010; Naude, Zaefarian, Tavani, 
Neghabi & Zaefarian, 2014; Choban, Oskenbayev, Aman & Youssuf, 2015), computerized 
record (Saad & Mazzaro, 2010; Osotimehin et al., 2012)  and  online   marketing  (Reiss,  2006;   
Littunen,  2010;   Lee,  Park   &  Shin,  2012 ) will further assists SMEs to increase business 
performance during the pandemic. 
Although the government has supported SMEs, it shows government still have room to bring 
more education and subsidy to local business so that SME able to improve innovation level as 
SME is the economy backbone in Malaysia. Moreover, as most of the Malaysian SMEs are 
local business or family business with practicing traditional business concept. From the 
observation, it is important to upgrade their poorly developed industrial and technological 
infrastructure. Government needs to promote the importance of innovation will affect the 
business. SMEs can be more innovative through learning, knowledge sharing and upgrading 
skills. Improving innovation performance is a stage-by-stage approach institutionalised across 
a whole firm. The government or community needs to understand the different perspective 
between rural and urban SMEs before implementing new policy or education, such as the 
capability level and innovativeness level. In the lens of COVID-19, it is vital for the Malaysian 
government to comprehends on the existing Malaysian government initiatives, which is Pakej 
Rangsangan Ekonomi Rakyat (PRIHATIN) by extending the initiatives for sustainable business 
operations and monitoring the financial support given to ensure resiliency of SMEs business 
performance. Furthermore, suggested collaboration between the Ministry of International 
Trade and Industry (MITI) and the Ministry of Rural Development in providing a digital 
platform for SMEs owners to be competitive at both local and international market will have 
a devastating impact on the business performance of SMEs that are involved in the fashion 
industry in Malaysia. 
 
The limitations of this study could be addressed in future research. Firstly, this study only 
managed to collect data from 283 SMEs owners that were involved in the fashion industry in 
East Coast Malaysia. The findings can only be generalized for the selected respondents; and 
not for all SMEs in East Coast Malaysia. Future research should focus on increasing the 
respondent sample size using different means of communication, such as through online 
survey platforms; and identify the population of SMEs in the fashion industry in other parts 
of Malaysia in order to define this phenomenon in a wider way. Secondly, it could be 
interesting if more considerations of other variables such as situational factors, 
responsiveness to the market, customer orientation, competitor’s orientation, innovation 
and marketing as well as specialized marketing capabilities to be included in future research. 
Thirdly, future research could also conduct qualitative research that involves in depth 
interview sessions with SMEs owners to gain further understanding on the challenges in 
sustaining business performance and barriers in penetrating global markets in the fashion 
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industry during this pandemic crisis. Finally, from a geographical marketing segmentation 
perspective, future research could carry out a comparison study with samples from other 
countries to gauge a wider perspective in the issues of SMEs in the fashion industry around 
the world. 
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