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Abstract

This article presents certain issues and examines the performance of SMEs in the construction
industry as well as their impact on the national economy. This work draws attention to the
gap in the literature that motivated this investigation. The impact of resources on the
performance of organizations has been investigated by earlier scholars. A review of other
research, however, indicates that results pertaining to market orientation and performance
using random sampling methodologies with 168 sampling are inconsistent. This study
investigates the relationship between market orientation and the organizational performance
of SME construction firms. The research proposal is offered based on the gaps that have been
found. The results indicate a strong correlation between the performance of SMEs in the
construction industry and their market orientation, organizational effectiveness, and
organizational growth.

Keywords: SME, Market Orientation, SME Construction Firm Performance, Organizational
Effectiveness, and Organizational Growth.

Introduction

According to the SME Annual Report 2018/2019, SMEs made up 99 percent of all businesses
in the Organization for Economic Cooperation and Development (OECD) member nations and
provided between 50 and 60 percent of the added value. Since the 2008—2009 financial crisis,
there has been consistent improvement in the worldwide market conditions for SMEs and
entrepreneurship, mostly due to increased global investments and a rise in corporate
confidence. Bank lending to SMEs has been growing at a moderate rate globally despite
recent signs of tightening, reflecting SMEs' decreased demand for traditional bank financing
as they have improved their business profiles to draw in alternative financing sources and
restored their profit margins.

Simultaneously, unique business models for micro-enterprises, start-ups, and innovative
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initiatives continue to face challenges in obtaining financing (SME Annual report 2018/2019).
Numerous modifications were made to the SME policy front in 2018 and 2019 to align with
the new government strategy and administration. These include initiatives to place a stronger
focus on the growth of entrepreneurship, such as the creation of the Ministry of Entrepreneur
growth (MED), the National Entrepreneurship Policy 2030 Dasar Keusahawanan Nasional, or
DKN (2030), and the Shared Prosperity Vision 2030. The Plan's objectives, programs, and
targets are designed to foster the conditions necessary for the SME sector to emerge as the
new engine of growth.

SMEs Construction Firm in Malaysia

SMEs construction firm are vital to the growth of the Malaysian economy because they
account for 90% of the sector's size and provide a range of construction project operations
(Construction Industry Development Board [CIDB], 2011). Notwithstanding their importance
to the building supply chain, SMEs are very susceptible to risk (Aziz & Zainon, 2023). With
substantial infrastructure and growth, the construction sector has developed into one of the
fastest growing in the world. Time overruns are a result of persistent poor performance issues
that the construction industry has been dealing with for a long time (Idrees and Shafiq, 2021;
Momeet et al., 2022; Chang et al., 2021).

Between 1990 and 1997, the quantity of construction projects increased, especially in the
Klang Valley. Because of this, in early 1995 the government issued warnings to the public
about asset bubbles and adopted preventative measures (BNM, 1999). The process for
foreign ownership of residential properties has been loosened by new government laws.
When purchasing a residence for more than RM250,000, foreigners are not need to get
approval from the Foreign Investment Committee. The building sector in 2006 will be
impacted by a number of actions. (BNM, 2007). According to Tan (2004), the bulk of these
businesses would not be able to survive a recession because all of the related firms would be
exacerbated or worsened. This would put the viability of the organization as a whole at
danger.

As subcontractors to large construction companies and general contractors on small- and
medium-sized projects, they play a critical role. Government policy demands that SMEs boost
their productivity, effectiveness, and ability to make higher-quality products. Additionally,
according to CIDB (2006), the government aspires for Malaysia's construction industry to be
a premier, informed, and creative worldwide solution provider.

To do this, the government has realized that in order to improve the industry's performance,
productivity, and standards for its significance as a whole, it is necessary to market the sector,
introduce new building techniques and technology, and lessen reliance on labour:

Construction SMEs are vital to the growth of the Malaysian economy because they account

for 90% of the sector's size and provide a range of construction project operations. But a

majority of them are experiencing issues.

e Construction sector is one of five sectors in Malaysian SME. Due to significant construction
projects in non-residential sectors including hotels, resorts, malls, and golf courses, which
are essential to economic growth, the tourism industry also grew quickly.
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e The sector accounts for 4.8% of the GDP, but despite its theoretical and empirical
significance for socioeconomic development, little research has been done on these
topics. Moreover, the significance of the construction business for socio-economic
advancement remains inadequately recognized (SME Corp, 2022). Consequently, certain
individuals have disregarded this crucial industry.

As many studies have shown, the construction industry is a significant economic sector that
significantly contributes to a country's social and economic development. In particular, the
construction sector in Malaysia is a critical sector nowadays because its percentage of output
to GDP is declining over time despite the increase in development budget allocated for this
sector (Hillebrandt, 2000; Gibson, Zellmer-Bruhn & Schwab, 2003; Lopes, 2011; Ofori, 2012;
Azmy, et al., 2015). Furthermore, the government's strategy to broaden the private sector's
involvement in the New Economic Model (NEM) is still limited.

Isa et al (2015) state that the construction industry has become more dependent on opening
up foreign markets, particularly in developing nations like Malaysia. In support of the nation's
economic transition towards developed country status, they further stated that the
government had urged Malaysian SME owners, the majority of whom are contractors, to
develop global strategies to compete with well-established contractors throughout the world,
such as those in Japan, Korea, China, the United Kingdom, the United States, and Australia
(Isa et at., 2015).

Problem statement

Approximately 86.6% of all SME are employed in the service sector, which also includes
industries like retail, accounting, restaurants, wholesale, transportation and communication,
construction, and financial intermediaries. In 2021, the service sector accounted for 60.8% of
the Malaysian SME (MSME) GDP and remained the largest contributor to the economy
despite its less successful performance. Nonetheless, the dominance of MSMEs in the services
and construction sectors decreased in 2021. The performance of SMEs in the construction
industry was 5.8% in 2018, sank to -15.0%, and then slightly increased to -3.1 in 2021. This
indicates that the performance of construction companies is declining or trending sideways,
which is detrimental to the Malaysian economy (DOSM, 2022). According to a study
conducted in Malaysia, 34% of the projects that took part in the survey had a time overrun of
between 100 and 300 days, while 57% of the projects experienced a time overrun of 1,100
days (llyas et al., 2020). Contractors have suffered from higher expenses, a smaller profit
margin, and a damaged reputation as a result of this circumstance. Late occupancy often
results in higher expenses, professional fees, and lower income for the clients. In addition,
waste from Malaysia's construction sector is thought to account for at least 30% of all waste
disposed of in landfills, which exacerbates already severe environmental issues (CIDB, 2008).
Their ability to take in, impart, and use new information and technologies is also hindered.
Malaysian SMEs frequently struggle with funding scarcity, resource constraints, a focus on the
local market, fierce competition from larger firms, low technology use, a slow rate of global
expansion, and a weak network (Che Omar & Anas, 2014). If the existing state of affairs
persists, the performance of SME construction firms will continue to contribute little to the
GDP in addition to failing to seize commercial opportunities. The purpose of this research is
to determine what obstacles need to be removed in order to improve the performance of
SMEs in the construction industry.
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Practical Challenges

Different opinion in the Market Driven Factor

Market orientation is another sign of positional advantage, according to a 2012 academic
study by (Farrell and Oczkowski, 1997). Making timely, market-driven decisions and
recognizing and grabbing chances are made possible by adopting the appropriate market
orientation (EINaggar et al., 2023). Consequently, research on market orientation is required,
as is continued involvement.

Theoretical Issues

Insufficient research on the integrated model's impact on Malaysia's construction SMEs'
performance. According to Rauch et al (2009), additional research is required to expand the
operationalization of the current conceptual frameworks and to establish a shared worldwide
understanding of marketing orientation (MO) and its results. The current body of research
falls short in this regard.

For a long time, the Malaysian government has developed SME development programs with
the goal of raising local businesses' adoption of new technology while also increasing
efficiency and product quality. SME Corp (2022) reported that SMEs continued to face a range
of operational challenges despite the availability of many government assistance programs.
Government assistance programs, on the other hand, are thought to be inadequate and
underwhelming in their ability to support the growth of regional SMEs.

As a matter of fact, numerous government initiatives have been put in place to support the
growth of small and medium-sized enterprises (SMEs). These initiatives include grants for
scientific research, financial incentives, technological support, and the sharing of information
and experiences through training offered by different government organizations (SME Corp,
2022).

How do construction SME entrepreneurs achieve company performance and productivity?
Let's have alook at the fundamental issues they encounter. Theoretically speaking, therefore,
it may be highly worthwhile to investigate the root cause of Malaysian construction SMEs'
poor performance. Under these circumstances, the current empirical study and its findings
may be able to close the knowledge gap between the industrial and academic perspectives.

Organization Performance

Li et al (2006); Ventkatraman & Ramanujam (1986) define organizational performance
as a metric for evaluating an organization's ability to accomplish its objectives. According to
Penrose (1995), an organization's ability to meet its financial goals is measured by its
organizational success. When it comes to SMEs' survival, sustainable production is essential.
Organizations must periodically evaluate their production to maintain sustainability due to
the fast alterations in the environment (Cocca & Alberti, 2010; Najmi et al., 2005). The idea
that different organizations perform differently is generally acknowledged (Stoelhorst & van
Raaij, 2004). Examining the factors that lead small and medium-sized enterprises (SMEs) to
outperform in the marketplace is crucial.

Market Orientation

In the context of micro and small businesses, market orientation (MO) is a dynamic concept
that can be reexamine. Making timely judgments that are focused on the market and able to
identify and seize opportunities are all made possible by adopting the appropriate market
orientation (EINaggar et al., 2023). Organizations' ability to adapt to varying degrees and
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ranges of business environment uncertainty is shaped by how much they implement MO. In
order to gather information from customers and rivals and employ combined resources to
create value for both customers and the company as a whole, business managers and owners
engage in what is known as MO, or management of operations. Although research that
examined the function of market orientation as a dynamic capability in the context of micro
and small enterprises are rather rare, it is widely acknowledged that MO is essential for the
resilience of organizations in unstable business environments.

Thanks to the "Transformation of Economic Development" project, Malaysia is expected to
become a high-income developed nation with a knowledge-based economy by the year 2020
(Abdullah, 2009). Economic progress in the new millennium will depend on business
competencies and their capacity to withstand a competitive and global environment. To
expedite Malaysia's shift to this new economic model, it is imperative that the factors
influencing SMEs' performance be examined. Thus, this study aims to analyse the factors
influencing the performance of SMEs in Malaysia's construction sectors using the statistical
package for social scientist (SPSS).

A substantial positive relationship has been observed between the performance of SMEs and
information, communication, and technology (ICT), human resource management (HRM), and
market orientation (MO), based on data collected from 400 SMEs in Malaysia's services sector
(Alietal., 2021). In contrast, there is a negative correlation between entrepreneur orientation
(EO) and SMEs performance. The results also indicate that market orientation and human
resource management are the two determinants with the biggest effects. Therefore, in order
to maximize their company's potential, researchers are urged to investigate these two areas
for future planning (Ali et al., 2021).

Objective of the Study

The objective of this study is

e To determine whether there is a significant effect of market orientation (MO) on SME
construction firm performance.

Research Model and Hypothesis Development
Figure 1 presents the research and development model that was suggested, based on the
hypothesis that the performance of construction firms in MO and SMEs.

SME construction
Market orientation performance

-Effectiveness

Figure 1: Proposed Research Model
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Resource-based Theory

Basis on Wernerfelt (1984) initially presented Resource Based view theory (RBV), which has
been regarded as one of the fields of study that is expanding the fastest over the past several
years (Galbreath, 2005). The theory of competitive advantage and the ways in which
enterprises can gain an edge through the effective use of their resources are explained in
detail by Resource-based View theory (RBV) (Makadok, 2001; Newbert, 2007; Wernerfelt,
1984). According to Collis (1994), these resources can be either intangible or tangible assets,
or they can be capabilities, which are made up of intangible acquired knowledge and skills
(Teece et al., 1997). Based on the Resource-Based View, a company can maintain its
competitive advantage if it can: (a) produce long-term economic growth; (b) make use of its
capacity to locate, develop, deploy, and protect certain resources; and (c) set itself apart from
its rivals.

According to Barney (1991), a company's assets include its skilled workforce, brand name,
reputation, capital equipment, and other assets. According to Barney (1991, 2002), these
resources are strategic resources that play a major role in establishing a durable competitive
advantage since they are valued, uncommon, and incomparable. A company's physical assets,
such as its facilities, machinery, and raw materials, are known as its tangible business
resources (Carmeli & Tishler, 2004). On the other hand, skills, brand name, market
orientation, expertise, perceptions, reputation, and culture are known as its intangible
resources (Connor, 2002; Hall, 1992). These resources are the things that a company owns
and uses to support the implementation of strategies aimed at enhancing performance, such
as organizational procedures, information, and knowledge.

The performance of a corporation is significantly influenced by both tangible and intangible
resources, including knowledge, expertise, skills, perceptions, culture, reputation, and
network, despite their immobility and heterogeneity (Hall, 1992; Connor, 2002; Peteraf, 1993;
Barney, 1991). As a result, these uncommon and unique combinations of strategic resources
within a company have the ability to improve performance and provide ongoing advantages
over competitors (Barney, 1995; Miller & Shamsie, 1996). A firm's capacity to recognize,
develop, use, and preserve specific resources—and to set those resources apart from those
of its competitors—will help it succeed and maintain a competitive edge (Amit & Schoemaker,
1993; Collis & Montgomery, 1998; Carmeli & Tishler, 2004; Dierickx & Cool, 1989). According
to Barney (1991), a company needs to have strategic competencies that are unique, costly to
replicate, and non-replaceable, as well as significant and essential tangible and intangible
resources. Consequently, it is appropriate that RBV serve as the foundational theory for our
investigation.

Proposition

Market Orientation and Firm Performance

As the "cornerstone of the marketing discipline," the marketing concept depends on the
construct of market orientation. (Kohli & Jaworski 1990, p1), which "represents the
foundation of high-quality marketing practise" (Kohli, Jaworski & Kumar 1993), is predicated
on the notion that organizations that are market-oriented would, ceteris paribus, better their
market performance. (Slater & Narver, 1990).

A conceptual explanation and framework for the relationship between market orientation,
procurement process coordination, and performance in the construction industry are given

in the first section of the study. It is corroborated by the findings of a pilot case study
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conducted in the construction industry. Discussion points from the pilot case study center on
the importance of market orientation and how every step of the procurement process should
be coordinated. The research findings indicate that procurement process coordination is
marginally more important in the construction sector than it is in the manufacturing sector.
Information exchange and supply contracts are two successful ways to coordinate, while
there are many other options as well (lkmal, 2010).

Despite the significance of the concept of market orientation to the theory and practice of
marketing strategy, there hasn't been much critical examination of the multi-item market
orientation scales, MARKOR and MKTOR (Narver & Slater 1990; Kohli et al., 1993). Re-
examined both Maktor and Mktor are necessary because according to (Farrell et al., 1997).
There previous test by him is inadequate, therefore it is necessary to reexamine again the
relationship with SME construction firm performance. These particular measurements are
widely accepted by researchers, and a growing body of research focuses on the origins and
consequences of a market orientation. With these corroborating details, this hypothesis is
proven:

H1: There is significant relationship between market orientation and SME construction firm
performance.

Methodology

Sampling

The study's population consists of all CIDB-registered SME construction firms, which have
been alphabetically listed and sorted. SME Corp serves as SMEs' information and referral hub,
managing SMEs' data and services. SMEs have been selected due of the substantial impact
they have on the nation. About 40,000 construction companies registered with CIDB in 2016
comprise the whole population of contractors. The study's sample frame consists of 40,000
SME construction enterprises.

Based on the processes of the random sampling method and the guidelines provided by
Saunders et al (2009), 381 is the suitable sample size for this population. The majority of
investigations in Malaysia have reported that the 168 samples collected in this study, or 11%
of the total, is sufficient. Roscoe states that an ideal sample size is between 30 and 500. (1975).
Though there are several recommendations on the number of minimum sample sizes to
adhere to, no single factor can give the level of accuracy of sample size. As a general guideline,
Sekaran and Bougie (2019) recommend using 100 to 150 people to determine the appropriate
sample size.

Since this study's questionnaires are sent out via mail, all owners and managers of SMEs
construction firms in Peninsular Malaysia received a total of 1524 questionnaires, which
represent the whole sample frame. Because they are the primary informants, have firsthand
knowledge of the industry they were in, and are in a suitable position to respond to the study,
the owners and managers of the organization serve as the study's unit of analysis (O' Cass &
Ngo, 2007; Heide & Weiss, 1995; Weerawardena, 2003).

Scale Reliability

The tools employed in this study were created based on earlier research and reliability testing.
To ensure their relevance for the goals of this study, some of the questions were adapted.
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Table 1

Reliability Coefficient of the Study Variables
Variables Total Item Alpha
Factorl SME (organization effectiveness) (after FA) 3 .818
Market orientation (Mktor) 14 .901

Table 1 shows that all research variables' coefficient alphas, which range from a minimum of
0.818 t0 0.901, are over the acceptable standard of 0.70 (Hair et al., 2006). Overall, the study
showed that each instrument, as shown by the trustworthy items, is a relevant measure.

Because of its adaptability when used with continuous variables—variables that may be
assessed using an interval or ratio scale—Cranbach's alpha is also preferred (Huck, 2004). The
commonly accepted limit for Cronbach's alpha, which is 0.60 as advised by Hair et al (2006);
Sekaran (2004), should also be used for this investigation, even though an alpha value of 0.70
or higher is accepted.

Factor Analysis

Factor analysis was used to assess the construct validity in this study. According to Hair et al
(2006); Tabachnick & Fidell (2001), factor analysis is used to identify the underlying structures
or factors in the variables under investigation. According to Coakes et al. (2006), it can assist
in determining the construct adequacy of a measurement equipment. To look into the
relationships between the items utilized in the suggested measures, a principal component
factor analysis with varimax rotation was carried out. Because principal components are
commonly utilized, they were selected (Hair et al., 2006). Two factors were retrieved with
eigenvalue values of 1 according to a factor analysis that was done. The first component,
referred to as SME performance, is actually organization growth and firm effectiveness.

Table 2
Firm performance After Factor analysis
Pattern Matrix®

Component

2 1
FP2 .948
FP1 .895
FP8 .909
FP9 .827
FP6 .823

FP5

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 10 iterations.
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The Firm Performance after factor analysis

Many studies have measured the performance of organizations using a range of measures,
including growth, financial profitability, and operational efficiency (Thomas & Ramaswamy,
1996). This study has employed the company performance measurement developed by (Phan
et al., 2001).

The component analysis result in this study has shown that company effectiveness and firm
development are the two reliable aspects of firm success (see table 2).

This outcome is consistent with the parameters put forth by Wood (2006), who said that
financial performance is one of the metrics used to measure a firm's effectiveness, and Butler
Phan, Saxberg, and Lee (2001), who said that firm effectiveness and growth serve as
predictors of future performance. Consequently, the financial result and anticipated
performance of the corresponding firms align with the study's examples of firm effectiveness
and firm growth.

Firm Effectiveness

Firm effectiveness is the degree to which results are attained as a result of managers' and
workers' efforts. Enhancing output quality and bolstering the ability of employees and
managers who demonstrate effectiveness at work to produce high-quality results are the
goals of these programs (Kelly, 2008). The operational definition of this research states that a
company's efficacy is assessed by how well it grows sales volume through aggressive
marketing campaigns, improves reputation through innovative branding strategies, and
satisfies customers by offering premium products at affordable prices. Consequently, this
study demonstrates how construction company owners and managers can function more
effectively when their firms are more productive.

Firm Growth

A company's development is assessed using both financial and non-financial benchmarks. An
rise in sales and revenue requires finance. Business growth, as defined by business
dictionary.com (http://www.businessdictionary.com/), is the process of improving specific
performance metrics of a firm. There are two methods to achieve business growth: increasing
revenue through more product or service sales or decreasing costs to improve the operation's
profitability. Any business that generates a significant positive cash flow or earnings growth
that is much greater than the rate of inflation qualifies as a growth firm, according to
Investopedia.

Reinvesting its own retained earnings can prove to be a very advantageous choice for an
expanding company. Consequently, it typically distributes little to no dividend to its
shareholders.

According to certain research, growth can be measured using a range of indicators. The most

often suggested indicators are profits, market share, assets, sales, employment, and physical
output (Ardishvili et al., 1998; Davidsson et al., 1998; Wiklund, 1998).
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Market orientation after Factor analysis
Table 3. Market orientation
Table 3

Rotated Component Matrix for Market orientation (Maktor)

Rotated Component Matrix®

Component
1 2 3
MKT14 .872
MKT5 .814
MKT12 .788
MKT10 .769
MKT7 .759
MKT13 .633
MKT6 .932
MKT9 742
MKT11
MKT4
MKT1 .908
MKT3 .768
MKT8
MKT2

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations.

Referring to Table 3, the component analysis result in this study has demonstrated three
dependable MO dimensions: Maktorl, Maktor2, and Maktor3. Therefore, the study's
examples of firm effectiveness and firm growth correspond to the financial outcome and
projected performance of the firm, respectively.

Table 4
Cronbach Alpha for Dimensions of Maktor1, 2 and 3

Market orientation Cronbach Alpha (a) after Factor Analysis
Market orientation1 6 919
Market orientation2 2 .812
Market orientation 3 2 .792

With reference to Table 4, the component analysis has identified six factors based on the
cumulative variance of Eigen values; these factors have a combined score of 79.10%.

Table 3's rotation component matrix revealed that six items, including MAKT5 (customer

satisfaction), MAKT7 (salespeople share information about competitors' tactics), MAKT10
(top management team continuously discusses competitors' plans and strengths), and
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MAKT12, had converged into factor one. We share information on both positive and negative
client experiences across all business functions), MAKT 13 (Meeting the needs of our target
audiences entails all business processes, including finance and accounting, research and
development, marketing and sales, and production), and MAKT 14 (All of our supervisors are
aware of the potential contributions that each employee can make to creating value for our
clients). The factor's Cronbach Alpha was .919.

Hence, this factor was reliable. The new name for this factor is "MAKTOR1)." The second
factor has three items: * It takes time for other departments to be informed when one
department learns something important about competitors; * We regularly assess the
potential impact of changes to our business environment, such as new regulations, on
customers; * The entire department or organization is quickly informed of significant events
that affect a significant clientele; and * Its Cronbach Alpha value was .812. The new name for
this factor is "MAKTOR2." The third factor is made up of MKT 1 (Response from customers
drives company goals) and MKT 3 (understanding customer wants is the cornerstone of our
strategy for gaining a competitive edge). The third element is composed of two scored items
.792 Cronbach Alpha coefficient.

Therefore, the characteristics of firm effectiveness and firm growth for SME construction
companies in this study suggest performance and business sustainability. Thus, the
hypotheses are expanded as below;

H1: There is significant influence exist between Market orientation (Maktor1) and
performance (effectiveness) of SME construction firm.

H2: There is significant influence exist between Market orientation (Maktor2) and
performance (effectiveness) of SME construction firm.

H3: There is significant influence exist between Market orientation (Maktor3) and
performance (effectiveness) of SME construction firm.

H4: There is significant influence exist between Market orientation (Maktorl) and
performance (Growth) of SME construction firm.

H5: There is significant influence exist between Market orientation (Maktor2) and
performance (Growth) of SME construction firm.

H6: There is significant influence exist between Market orientation (Maktor3) and
performance (Growth) of SME construction firm.

Results and Discussion

Sample Characteristic

The following Table 5 displays the profile of the respondents (owners/managers) as reported
by (Yusuff, 2015; Murjan, 2012; O'Cass & Ngo, 2007; Heide & Weiss, 1995; Weerawardena
2003). The study sample is made up of respondents with different characteristics, such as
gender and condition of operation. The samples displayed are representative of Malaysia's
natural SMEs because they were chosen at random from among Malaysian CIDB registered
members.
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Table 5
Respondent profile
ltems Categories Frequency Percentage
Gender Male 135 80.4
Female 33 19.6
State operates Kuala Lumpur 67 39.8
Penang 5 3-0
Perak 8 4.8
Selangor 48 28.5
Negeri_Sembilan 9 5.4
Melaka 10 6.0
Johor 11 6.5
Terengganu 4 2.4
Kelantan 6 3,6

Multiple Regression Analysis

The characteristics that determine the organizational effectiveness and growth of SMEs and

MO are correlated, as shown in Table 6.

In terms of organizational performance, the results show that while both Hypothesis One (H1)
and Hypothesis Three (H3) were supported, H3 was not. H5 and Hypothesis 4 (H4) were found
to be supportive of organizational growth. But H6 was not support.

In short as shown in table 6, Mktorl and Mktor 3 were corelated with organizational
effectiveness and Mktor 2 were not corelated. Whereas Mktor | and Mktor 2 were corelated

with drganisational growth and Mktor 3 were not corelated.

Table 6

Correlations between Variables Understudied

Organizational_Effectiveness

Organizational_Growth

Mktorl
Mktor 2
Maktor3

283"
124
207**

A458%**

**Correlation is significant at the 0.01 level (2-tailed)
*Correlation is significant at the 0.05 level (2-tailed)
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Table 7
Findings according to objectives and Hypothesis
Issues Problems (objectives) | Hypothesis Findings
H2
Issue 1 There is a significant
Market 1. To examine whether influence exisgt on
orientation Market orientation relationshi between F1
1 | (Maktorl) and | (Maktorl) influence P . . Supported
o Market orientation o
SME performance | organizational 283
. . (Maktor1) and
(organizational effectiveness o
. organizational
effectiveness) .
effectiveness
H2
Issue 2 There is a significant
Market 1. To examine whether | . . &
. . . . influence exist on | F2
orientation Market orientation relationshi between | Not
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(Organizational growth o
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Issue > There is a significant
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Market orientation | There is a significant | Not
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(Maktor2) and | growth Market orientation
SME performance (Maktor3) and
(Organizational Organizational

growth) growth

All things considered, our results corroborate current research indicating that Malaysian SMEs
should prioritize market orientation (Maktor1, and 3) in order to influence the effectiveness
of business performance. (Maktorl, and 2) in order to influence the growth of business
performance. The SME construction business performance studies also gain new insights
from this.

Conclusion

Research has been done with the goal of examining the relationship between MO and Firm
Performance, and the findings have been promising. Table 6 demonstrates that SME
construction firms significantly and favorably impact the firm's growth and effectiveness, two
key performance factors. This implies that in order to achieve company effectiveness and
growth, market orientation must be used effectively. This study also agrees with Farrell
(1997). It makes a contribution to organizational performance theory and practice. It also
advances our knowledge of the variables influencing SME performance. In particular, it sheds
further light on the relationship between Market orientation (entrepreneurial resources) and
SME construction performance. This research also expands on the additional insights that
indicated the inclusion of extra resources that could influence the performance of SMEs in the
construction industry in terms of effectiveness and growth

References

Abdullah, S. (2009). The transformation from entrepreneurship to technology
entrepreneurship development in Malaysia: State-led initiatives. Journal of Chinese
Entrepreneurship, 1(3), 240-247.

Ali, B. J,, Saleh, P. F, Akoi, S., Abdulrahman, A. A., Muhamed, A. S., Noori, H. N., & Anwar, G.
(2021, May). Impact of service quality on the customer satisfaction: Case study at online
meeting platforms. In Ali, BJ, Saleh, Akoi, S., Abdulrahman, AA, Muhamed, AS, Noori,
HN, Anwar, G.(2021). Impact of Service Quality on the Customer Satisfaction: Case study
at Online Meeting Platforms. International journal of Engineering, Business and
Management (Vol. 5, No. 2, pp. 65-77).

Amit, R., & Schoemaker, P. J. (1993). Strategic assets and organization rent. Strategic
Management Journal, Vol. 14 (1), 33-55

Aimilia, P., Yannis, C., and Spyros, L. (2011). Dynamic capabilities and their impact on firm
performance. No. 8-11. DRUID working paper,

Aldrich, H. E., and Phillip, H. K. (2007). "Small worlds, infinite possibilities? How social
networks affect entrepreneurial team formation and search." Strategic
Entrepreneurship Journal 1.1-2 147-165.

Ardishvili, A., Cardozo, S., Harmon, S., &., Vadakath, S. (1998). Towards a
theory of new venture growth - Babson entrepreneurship research

Barney, J. B. (1986). Strategic Factor Markets: Expectations, Luck and Business Strategy.
Management Science, 32(10), 1231-1241.

Barney, J. B. (1991). Firm Resources and Sustained Competitive Advantage, Journal of
Management, 99-120.

1298



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 6, 2024, E-ISSN: 2222-6990 © 2024

Barney, J. B., & Clark, D. N. (2007) Resource-Based Theory Creating and Sustaining Competitive
Advantages. Oxford University Press, Oxford, 327

Birley, S. (1985). The role of networks in the entrepreneurial process. Journal of business
venturing, 1(1), 107-117.

Bougie, R., & Sekaran, U. (2019). Research methods for business: A skill building approach.
John Wiley & Sons.

Butler, J. E., Phan, P. H., Saxberg, B. O, Lee, S. H. (2001). Entrepreneurial Succession, Firm
Growth and Performance. Journal of Enterprising Culture vol 9 no 4. 407-436.

Carmeli, A., & Tishler, A. (2004). The relationships between intangible
organizational elements and organizational performance Strategic
management journal - Wiley Online Library

Che Omar, M. Z,, & Anas, T. (2014). E commerce in Malaysia: Development, implementation
and challenges. International Review of Management and Business Research, 3(1), 291-
298.

Hussain, M. A., & Hadi, A. R. A. (2018). Corporate governance, small medium enterprises
(SMEs) and firm’s performance: evidence from construction business, Construction
industry development board (CIDB) Malaysia. International Journal of Business and
Management, 13(2), 14-28.

Cam, E., & Isbulan, 0. (2012). A new addiction for teacher candidates: Social networks. Turkish
Online Journal of Educational Technology-TOJET, 11(3), 14-19.

Coakes, S. J., & Ong, C. (2011). SPSS: analysis without anguish: version 18.0 for Windows.
Milton, Qld: John Wiley & Sons.

Cocca, P., &Alberti, M. (2010). A framework to assess performance measurement
systems in SMEs. International Journal of Productivity and  Performance
Management, 59(2), 186-201.

Collis, D. J. (1994). Research note: how valuable are organizational capabilities? Strategic
Management Journal. Vol.15 (2). 143-152

Collis, D. J. (1998). Creating corporate advantage CA Montgomery, akbareftekhari.ir

Connor, T. (2002).The resource-based view of strategy and its value to
practising managers Strategic change, Wiley Online Library

Cronbach, L. J. (1957). The two disciplines of scientific psychology. American Psychologist, 12,
671-684.

Davidsson, P., & Honig, B. (2003). The role of social and human capital among nascent
entrepreneurs. Journal of Business Venturing, 18(3), 301-331. Doi 10.1016/S0883-
9026(02)00097-6

Department of Statistics Malaysia. (2019). The Source of Malaysia’s Official Statistics.
Retrieved January 21, 2022,

Department of Statistics Malaysia. (2019). The Source of Malaysia’s Official Statistics.
Retrieved January 21, 2017, from

Department of Statistics Malaysia. (2019). The source of Malaysia’s official statistics. Retrieve
January 21, 2017, from Elfring, T., & Hulsink, W. (2003). Networks in entrepreneurship:
The case of high-technology firms. Small Business Economics, 21(4), 409-422.

Davidsson, P., & Delmar, F.(1997). High-growth firms: characteristics, job
contribution and method observations- eprints.qut.edu.au

Dodd, S. D.,, & Patra, E. (2002). National differences in entrepreneurial networking.
Entrepreneurship & Regional Development, 14(2), 117-134.

1299


https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.428
https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.428
http://www.akbareftekhari.ir/fa/Files/Paper/CREATING%20corporate%20advantages.pdf
https://scholar.google.com.my/citations?user=SnLdBIsAAAAJ&hl=en&oi=sra
https://onlinelibrary.wiley.com/doi/abs/10.1002/jsc.593
https://onlinelibrary.wiley.com/doi/abs/10.1002/jsc.593
https://scholar.google.com/citations?user=qSH38oAAAAAJ&hl=en&oi=sra
https://scholar.google.com/citations?user=c_81mf8AAAAJ&hl=en&oi=sra
http://eprints.qut.edu.au/68083/
http://eprints.qut.edu.au/68083/

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 6, 2024, E-ISSN: 2222-6990 © 2024

Elfring, T., & Hulsink, W. (2003). Networks in entrepreneurship: The case of high-technology
firms. Small business economics, 21, 409-422.

EINaggar, R. A. A., & Hammad, R. (2023). Determinants of online social entrepreneurs’ brand
loyalty: a value creation model. International Review on Public and Nonprofit Marketing,
1-22.

Fatima, S., Ali, M., & Arif, S. (2011). Network Classification On The Basis Of Functions They
Perform And Its Relationship With Internationalization Process Of Smes In Developing
Countries---exploratory research on Pakistan. Australian Journal of Business and
Management Research, 1(8), 35-53.

Farrell, M. A., & Oczkowski, E. (1997). An analysis of the MKTOR and MARKOR measures of
market orientation: an Australian perspective. Marketing Bulletin-Department of
Marketing Massey University, 8, 30-40.

Fuller-Love, N., & Thomas, E. (2004). Networks in small manufacturing firms. Journal of Small
Business and Enterprise Development, 11(2), 244-253.

Gilmore, A., & Carson, D. (1999). Entrepreneurial marketing by networking. New England
Journal of Entrepreneurship, 2(2), 31.

Greve, A., & Salaff, J. W. (2003). Social networks and entrepreneurship. Entrepreneurship
theory and practice, 28(1), 1-22.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate analysis. New Jersey:
Pearson Education Inc.

Hair, J. F., Wolfinbarger, M. F., & Ortinall, D.J. (2008). Essential of marketing research. Boston:
McGraw Hill.

Hall, C. (2002). Profile of SMEs and SME Issue in APEC 1999-2000: APEC SME Ministerial
Meeting, Mexico.

Hamed, A. B. (1995). The personal networks of small firm entrepreneurs in Malaysia: An
exploratory study (Doctoral dissertation, University of Glasgow).

Hillebrandt, P. M. (2000). Economic theory and the construction industry. Basingstoke:
Macmillan.
https://www.dosm.gov.my/v1/index.php?r=column/ctwoByCat&parent_id=115&men
u_id=LOpheU43NWJwWRWVSZkIWdzQ4TIhUUTO09

Idrees, S., & Shafiq, M. T. (2021). Factors for Time and Cost Overrun in Public Projects. Journal
of Engineering, Project & Production Management, 11(3).

Momeet, A., Memon, N. A., Nazeem, S., Shaikh, F. A., & Jamali, M. (2022). Reasons of poor
performance of construction projects of Pakistan. Tropical Scientific Journal, 1(1), 28-34

Idris, F. H., Krishnan, K. S. D., & Azmi, N. (2013). Relationship between financial literacy and
financial distress among youths in Malaysia-An empirical study. Geografia, 9(4).

Ilyas, G. B., Rahmi, S., Tamsah, H., Munir, A. R., & Putra, A. H. P. K. (2020). Reflective model of
brand awareness on repurchase intention and customer satisfaction. The Journal of
Asian Finance, Economics and Business, 7(9), 427-438.

Isa, C. M. M., Saman, H. M., & Preece, C. N. (2015). Determining significant factors influencing
Malaysian construction business performance in international markets. Journal of
Construction in Developing Countries, 20(2), 1.

Jaafar, M., & Abdul-Aziz, A. R. (2005). Resource-based view and critical success factors: a study
on small and medium sized contracting enterprises (SMCEs) in Malaysia. International
Journal of Construction Management, 5(2), 61-77.

Kamal, E. M., & Flanagan, R. (2014). Key Characteristics of Rural Construction SMEs. Journal
of Construction in Developing Countries, 19(2).

1300



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 6, 2024, E-ISSN: 2222-6990 © 2024

Kelly, A. C., Uddin, L. Q., Biswal, B. B., Castellanos, F. X., & Milham, M. P. (2008). Competition
between functional brain networks mediates behavioral variability. Neuroimage, 39(1),
527-537.Kim, P. H., & Aldrich, H. E. (2005). Social capital and entrepreneurship.
Foundations and Trends® in Entrepreneurship, 1(2), 55-104.

Kim, H., & Kim, W. (2005). The relationship between brand equity and firms’

performance in luxury hotels and chain restaurants. Tourism Management, 26, 549-
560.

Klyver, K., & Hindle, K. (2006). Do social networks affect entrepreneurship? A test of the
fundamental assumption using large sample, longitudinal data.

Jaworski, B. J., Macinnis, D. J., & Kohli, A. K. (2002). Generating competitive intelligence in
organizations. Journal of market-focused management, 5, 279-307.

Krejcie, R. J., & Morgan, D.W. (1970). Determining Sample Size for Research Activities.
Educational and Psychological Measurement. 30. Pp 607-610.

Lee, H., & Kelly, D. (2008). Building dynamic capabilities for innovation: An exploratory study
of key management practices. R & D Management, 38(2), 155-168.

Li, S., Ragu-Nathan, B., & Rao, S.S. (2006). The impact of supply chain management
practices on competitive advantage and organizational performance. Omega, 34(2),
107-124.

Lavie, D. (2007). Alliance portfolios and firm performance: A study of value creation and
appropriation in the US software industry. Strategic management journal, 28(12), 1187-
1212.

Low, M. B., & MacMiillan, I. C. (1988). Entrepreneurship: Past research and future challenges.
Journal of management, 14(2), 139-161.

Makadok.R (2001). Toward a synthesis of the resource-based and dynamic-capability views
of rent creation Strategic management journal 22 (5), 387-401,

Malaysia, B. N. (1998). Bank Negara Malaysia annual report.

Murjan, Azmi Amat & Md Salleh, Salniza (2012) The influence of market orientation, brand
equity on SMEs performances. Knowledge Management International Conference
(KMICe) 2012, 4 — 6 July 2012, Johor Bahru, Malaysia.

Murjan, A. (2012). The influence of Market Orientation, Innovation and Brand Equity on SME
PerformanceUnpublished Doctoral (DBA) dissertation.

Narver, J. C, Slater, S. F., & Maclachlan, D. L. (2000). Total market orientation, business
performance, and innovation (Vol. 116). Cambridge, MA: Marketing Science Institute.

Newbert, S. (2007). Empirical Research on the Resource-Based View of the Firm: An
Assessment and Suggestions for Future Research. Strategic Management Journal, Vol.
28, No. 2 (Feb., 2007), pp. 121-146

Normah, M. A. (2006). SMEs: Building Blocks for Economic Growth. Paper presented
at the National Statistical Conference, Kuala Lumpur.

O’Cass, A., & Ngo, LV. (2007). Market orientation versus innovative culture: two routes to
superior performance. European Journal of Marketing, 41(7), 868-887.

OECD. (1999). Small and Medium Enterprise Outlook. 2000 Edition.

OECD. (2000). Small and Medium-sized Enterprises: Local Strength, Global Reach, and OECD
Observer.

Owen, J. E., Curran, M., Bantum, E. O. C., & Hanneman, R. (2016). Characterizing social
networks and communication channels in a web-based peer support intervention.
Cyberpsychology, Behavior, and Social Networking, 19(6), 388-396.

1301



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 6, 2024, E-ISSN: 2222-6990 © 2024

Ombaka, B. E., Awino, Z. B., Machuki, V. N., & Wainaina, G. (2015). Exploring resources and
performance relationships in commercial enterprises: an empirical perspective. Journal
of Management and Strategy, 6(4), 12-28.

Pallant, J. (2010). Survival manual: A step by step guide for data analysis using SPSS for
windows. England: McGraw Hill.

Park, H. (2021). Reliability using Cronbach alpha in sample survey. The Korean Journal of
Applied Statistics, 34(1), 1-8.

Park, S. H., & Luo, Y. (2001). Guanxi and organizational dynamics: Organizational networking
in Chinese firms. Strategic management journal, 22(5), 455-477.

Penrose, E. T. (1959). The Theory of Growth of the Firm. New York. NY. John Wiley

Peteraf, M.A. (1993). The cornerstones of competitive advantage: A resource —based view.
Strategic management Journal, Vol. 14(3), 179-192.

Pierre J., & Delisle, S. (2006). An expert diagnosis system for the benchmarking of SMEs’
performance. Benchmarking: An International Journal, 13(2), 106-119.

Price, D., & Stoica, M. (2015). The relationship between resources and firm performance:
factors that influence SMEs. Academy of Entrepreneurship Journal, 21(2), 87.

Ramaswamy, K., Thomas, A. S., & Litschert, R. J. (1994). Organizational performance in a
regulated environment: the role of strategic orientation. Strategic management journal,
15(1), 63-74.

Richard, P. J., Devinney, T. M., Yip, G. S., & Johnson, G. (2009). Measuring Organizational
Performance: Towards Methodological Best Practice. Journal of Management, 35(3),
718-804. Doi: 10.1177/0149206308330560

Ronstadt, R. (1988). The corridor principle. Journal of Business Venturing, 31-40.

Rozhan, 0. (1991). The effectiveness of Procurement Services Adopted in Manufacturing
Sector, Jurnal pengurusan, 10:59-74

Runyan, R., Huddleston, P. & Swinney, J. (2006). Entrepreneurial orientation and social capital
as small firm strategies: A study of gender differences from a resource-based view.
Entrepreneurship Management, 2, 455-477.

Rauch, A., Wiklund, J., Lumpkin, G. T., & Frese, M. (2009). Entrepreneurial orientation and
business performance: An assessment of past research and suggestions for the future.
Entrepreneurship theory and practice, 33(3), 761-787.

Roscoe, A. M., Lang, D., & Sheth, J. N. (1975). Follow-up Methods, Questionnaire Length, and
Market Differences in Mail Surveys: In this experimental test, a telephone reminder
produced the best response rate and questionnaire length had no effect on rate of
return. Journal of Marketing, 39(2), 20-27.

Robinson, J. (2011). Cities in a world of cities: The comparative gesture. International journal
of urban and regional research, 35(1), 1-23.

Siddique, a., aslam, h. D., khan, m., & fatima, u. (2011). Impact of academic leadership on
faculty's motivation and organizational effectiveness in higher education system.
International journal of academic research, 3(3).

Said, M., & Hassan, F. (2014). The antecedents of halal consumption congruence of Malaysia’s
halal food products: A conceptual approach. Australian Journal of Basic and Applied
Sciences, 3(1), 291-298.

Saleh, A., & Ndubisi, N. (2006). An Evaluation of SME Development in Malaysia.

International Review of Business Research Papers, 2 (1), 1-14.

Sanchez, J. (2012). The influence of entrepreneurial competencies on small firm performance.

Revista Latinoamericano de Psicologia, 44(2).

1302



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 6, 2024, E-ISSN: 2222-6990 © 2024

Sapienza, H. J.,, & Grimm, C. M. (1997). Founder characteristics, start up processes and
strategy/structure variables as predictors of shortline railroad performance.
Entrepreneurship Theory and Practice, 22(1), 5-24

Sarachek, B., & Aziz, A. H. (1983). A Survey of Malaysian Personal practices and Problems.
Jurnal Pengurusan, 2, 61-79.

Sarachek, B., & Aziz, A. H. (1983). A Survey of Malaysian Personal practices and Problems.
Jurnal Pengurusan, 2, 61-79.

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2009). Research Methods for Business Students.
5th Edition, New York : FT Prentice Hall

Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill building approach (5t
ed.). West Sussex, UK: John Wiley & Sons Ltd.

Sekaran, U., & Bougie, R. (2013). Research methods for business: A skill building approach. UK:
John Wiley & Sons.

Sekaran, U. (2003). Research methods for business: A skill building approaches. New York.
Prentice-Hall.

SME Annual Report (2018/19).Kuala Lumpur; National

SME Development council.

SME Annual Report. (2017).Kuala Lumpur; National SME Development council.

SME Annual Report. (2011/2012).Kuala Lumpur; National SME Development council.

Stam, W., Arzlanian, S., & Elfring, T (2014). Social capital of entrepreneurs and small firm
performance: A meta-analysis of contextual and methodological moderators Journal of
business venturing. Elsevier

Steiner, M. P., & Solem, O. (1988). Factors for success in small manufacturing firms. Journal
of Small Business Management, 26(1), 5-24.

Stoelhorst, J. W., & Van Raaij, E. M. (2004). On explaining performance differentials:
marketing and the managerial theory of the firms. Journal of Business Research,
57, 462-477.

Sullivan, P., & Kang, J. (1999). Quick response adoption in the apparel manufacturing industry:
competitive advantage of innovation. Journal of Small Business Management, 37(1), 1-
14.

Tabachnick, B. G., & Fidell, L. S. (2007). Using multivriate statistics. Boston: Allyn & Bacon.

Timmons, J. A, Spinelli, S., & Tan, Y. (2004). New venture creation: Entrepreneurship for the
21st century (Vol. 6). New York: McGraw-Hill/Irwin.

Taormina, R. J.,, & Lao, S. K. M. (2007). Measuring Chinese entrepreneurial motivation:
Personality and environmental influences. International Journal of Entrepreneurial
Behavior & Research, 13(4), 200-221.

Teece, D. J., Pisano, G., & Schen, A. (1997). Dynamic capabilities in strategic management.
Strategic management Journal, Vol.18 (7), 509-635.

Thomas, W. Y., & Theresa, L., & Chan, K. F. (2002). The competitives of small and medium
enterprises: A conceptualization with focus on entrepreneurial competencies. Journal
of Business Venturing, 17(2), 123-142. Doi: 10.1016/50883-9026(00)00058-6

Taylor, D., & Pandza, K. (2003). Networking capability: the competitive advantage of small
firms. University of lllinois at Urbana-Champaign's Academy for Entrepreneurial
Leadership Historical Research Reference in Entrepreneurship

Venkatraman, N., &Ramanujam, V. (1986). The measurement of business performance in
strategy research: a comparison of approaches. Academy of Management Review,
11, 801-814.

1303


https://scholar.google.com/citations?user=ROQtpkUAAAAJ&hl=en&oi=sra
https://scholar.google.com/citations?user=x6u3cG8AAAAJ&hl=en&oi=sra
https://www.sciencedirect.com/science/article/pii/S088390261300013X
https://www.sciencedirect.com/science/article/pii/S088390261300013X

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 6, 2024, E-ISSN: 2222-6990 © 2024

Watson, L., & Spence, M. T. (2007). Causes and consequences of emotions on consumer
behaviour: A review and integrative cognitive appraisal theory. European Journal of
Marketing, 41(5/6), 487-511.

Watson, M., Pantzar, M., & Shove, E. (2012). The dynamics of social practice: Everyday life
and how it changes. The dynamics of social practice, 1-208.

Westerlund, M., & Svahn, S. (2008). A relationship value perspective of social capital in
networks of software SMEs. Industrial Marketing Management, 37(5), 492-501.Ascigil
& Magner, 2009).

Weerawardena, J. (2003). The role of marketing capability in innovation based competitive
strategy. Strategic Marketing Journal, 11(1), 15-35.

Weinzimmer, L. G., & Nystrom, P. C. (1998) Measuring organizational growth:

Issues, consequences and guidelines journals.sagepub.com

Wernerfelt, B. (1984). A resource-based view of the firm. Strategic Management Journal,
5,171-180.

Wiklund, J. (1999). The sustainability of the entrepreneurial orientation and performance
relationship. Entrepreneurship Theory and Practice, 24(1), 37-48.

Wiklund, J., & Shepherd. (2005). Entrpreneurial orientation and small business performance:
A configurational approach. Journal of Business Venturing, 20(1), 71-91. Doi:
10.1016/j.jbusvent.2004.01.001

Wood, S. L., & Swait, J. (2002). Psychological indicators of innovation adoption: Cross-
classification based on need for cognition and need for change. Journal of Consumer
Psychology, 12(1), 1-13.

Wolff, J., &Pett, T. (2006). Small-firm performance: modeling the role of product and
process improvements. Journal of Small Business Management, 44(2), 268-284.

Wou, L. (2007). Entrepreneurial resources, dynamic capabilities and start up performance of
Taiwan’s high tech firms. Journal of Business Research, 60, 549-555.

Yusuff, A. S. (2016). The Mediating Role of Brand Equity on the Relationship between
Marketing Effort and SME Performance. PhD thesis. University Kuala Lumpur

Zollo, M., & Winter, S. G. (2000). Deliberate learning and the evolution of dynamic capabilities.
Organization Science, 13(3), 339-351.

1304


https://journals.sagepub.com/doi/abs/10.1177/014920639802400205
https://journals.sagepub.com/doi/abs/10.1177/014920639802400205

