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Abstract

SMEs account for the majority of business in most emerging economies; they are responsible
for the majority of employment. Financial literacy and financial management have gotten
policymakers and academic attention in wealthy nations, but there hasn't been much effort in
underdeveloped countries, like Nigeria. The study examined the effect of marketing
capabilities on the performance of small and medium Enterprises in Lagos State, Nigeria. The
study anchored on Dynamic Capabilities Theory and Relationship Marketing Theory. The
population for this study consists of directors of SMEs registered under NASSI Lagos chapter.
The association has the following sectors: manufacturing, processing, mining, service
industries, and others with 11667 registered SMEs. The sample size for this research work
was determined using Morgan’s Sample Size Determinant Table to determine 378 sample
sizes. Descriptive research design was adopted, with Simple random sampling techniques
used to select the respondents for this study. Collected data were analysed using descriptive
and inferential statistics. Structural equation modeling (SEM) was used to analysed the data
collected. The formulated hypotheses were analyzed using Partial Least Square (PLS)
regression analysis to know the causal and direct effect and influence of the independent
variables on the dependent variable and moderating variable. The results confirmed a
significant relationship between marketing capabilities and the performance of small and
medium Enterprises in Lagos State, Nigeria (Market Sensing R? 0.590, Employee
Performance R? 0.018, environmental performance R? 0.283, innovative performance R?
0.052., moderation interaction 0.089). The study holds practical implications for businesses
aiming to optimize their marketing strategies and resources for enhanced performance in the
competitive business landscape. Therefore, SMEs are encouraged to prioritize strategic
improvements in service delivery. This may involve adopting sustainable practices,
enhancing customer satisfaction through efficient service delivery, and integrating
environmental considerations into business operations.

Keywords: Marketing Capabilities, Marketing Orientation, Performance Small &Medium
Enterprises

Word G@ount: 291
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Chapter One
Introduction
1.1 Background to the Study

There has been, and will continue to be a significant transformation in how small and
medium enterprise operate as a consequence of the dynamism and complexity in thﬁ&lsiness
environment, small and medium-sized businesses (SMEs) are vital to a cou@Q«:conomic
development. As a result, the performance of the SME sector is strongly% to the nation's
performance. Performance is a process or the manner in which business owner or

management performs their duties, and it is a critical co@ent of enhancing business

performance in organizations'. QQ
Because SMEs contribute to employment gr t a higher rate than larger firms, the

performance and growth of small and &5\& enterprises (SMEs) is a major driver and
indices for the level of industrializatie%\%ernization, urbanization, gainful and meaningful
employment for all those vsghq%a le and willing to work, income per capital, equitable
distribution of income@ welfare and quality of life enjoyed by the citizenry?. Small
and medium-sized&prises (SMEs) are the driving force behind Nigeria's economy and
have establi% \mselves as a vital cornerstone. SME accounted for around 90% of the
industri@or in terms of number of businesses a few years ago, employing roughly 70%
of the WNigerian population’. The requirement to meet established corporate goals and
objectives forces SMEs to develop, devise, and implement a variety of strategies, with

marketing capabilities constituting one of the most important functional areas for modern

businesses to improve performance®.



One of the elements that is thought to influence business performance is marketing capability,
which is defined as a firm's associated marketing activities that allows it to succeed in
conducting marketing strategies that are different from those of competitors Marketing
capability creates dynamism in the market by developing products and services that capitalize
on the market's resources by focusing on customer-centric capabilities and strategies, which
can lead to improved firm performance’. Marketing capability refers to a company {ﬂlty to
customize products or services to meet the demands of individual customers®. onsidered
that marketing capability is the most important aspect in achieving corporat bormance As

&smesses to gain a

a result, marketing capability is a tool for generating money thaé@

competitive advantage. It has been stated that to obtain and Q competitive advantage,

businesses must develop competencies in key functiona These qualities should be
tough to duplicate and should be aligned with the o@'s business plan. One of the most
important ways for businesses to create inn%%and competitive advantage is to establish
critical marketing competencies. T.herﬁbseveral indicators for marketing capabilities,

which include market sense, ﬁn@ management, customer relationship management,

service delivery, and technol' evelopmentg’lo.

The ability of a com Qleam about its market environment and utilize that knowledge to
drive its actloan}ferred to as market-sensing capabilities. Market sensing is the ability to
feel and r o changes in the market environment, such as technological advancements,
consu tastes and needs, innovation, and value proposition'!. Learning orientation,
organizational system, market knowledge, and organizational communication are the four

primary components of a firm's market-sensing capability'2.

Financial management entails applying financial knowledge and abilities to a variety of

financial and economic decisions, such as financial savings, credit, insurance, and



investments. An organization's financial performance is the outcome of a variety of various
operations. Profits, return on investments, operational income, earnings before interest and
taxes, and net asset value are all examples of financial management's. There are two key
reasons why businesses should track their financial performance. The first is to prepare
financial statements in a timely manner. Second, financial accounts should be evaluated to

obtain information about the scheme's performance, which can then be used to imp&it”.

Financial management is a task in invested capital management that ai Qnaximum
profitability and/or the most efficient use of financial resources and ma‘%ement to meet the
project's objectives'>. The commitment of the company t al, expansion, and
profitability is indicated by the finance component. Financi@anagement’s position in the
business is always evolving, and it is therefore in li%wQ appropriate modern ideas and
approaches in the fields of application. Financial@ gement's job today is different from
what it was years ago. Its future role wil‘@oubtedly be different from what it is now.

Therefore, it is imperative that the f@sﬂ management take these future estimates in a

N\
>
Q

The importance of cusN@Qappiness cannot be overstated, as satisfied consumers function

seriously.

as free advertisin the business. According to the company's strategies, events, and
processes, t custdmers must be placed in the center. In fact, selling to existing customers is
easier a@ore profitable than finding new ones. Organizations are developing customer

centric approach and training their personnel to be more customer-focused and service-

oriented.

As previously stated, several studies show that the cost of obtaining new customers is six
times higher than the cost of retaining existing customers'>. Other studies have found similar

results, such as a little improvement in client retention rates resulting in a significant rise in



company income. This shows that the profit generated by loyal consumers is more than twice
as much as the profit generated by new clients'¢. Customer relationship management (CRM)
is now considered a necessity, and its methods and experiences are used in a wide range of
industries due to its importance in helping companies become more customer-focused in

order to deal with competition and retain current and loyal customers in order to increase

profits and lower costs!”. \

For firms that want to generate and deliver value to their clients, provi i@i h-quality
services is a must. These firms can boost customer happiness, loyalty,égkd, as a result, long-
term profitability by providing high levels of service quality!'8. T plan the delivery of
their services and assure the successful implementation of @:al plan in order to provide
high levels of service quality and thereby create Vah@&eir consumers'®. As a result,
good planning and successful implementation o@iﬁed delivery strategies are critical

components of Service Delivery. ®%

.
Nigerian organizations' success is {@ﬁtemined by their ability to outsmart their rivals
strategically. Outwitting com@ requires the ability to deliver an offering that is superior
to that of competitors i%%arket, as well as the ability to continuously improve the quality
of goods and s @iven. While multinational corporations’ benefit from the necessary
incentives t(@ te all-around business growth, most local industries lack critical elements
such as @size, financial and human resources, legal protection, diversification efficiency,

marlbﬁexibility, and incentives to use existing and new technology?’.

Many top executives in those massive corporations have stated that the key reason for this is
that they do not want to remain traditional and instead want to be innovative. As a result,
most businesses are focusing on developing whole new goods, procedures and methods, and

models, rather than altering existing ones. Some research studies have corroborated this,



17,21 In

stating that developing new ideas and innovations is one of some firms' top goals
addition, the performance hurdles for success have risen significantly as the focus has shifted
to innovation. According to existing research, there are some benefits to be gained from the
development of the creative economy in each industry. The creative economy is characterized

as an expression of sustainable development through creativity, where sustainable

development is defined as a competitive economic climate with renewable resource reserves.

One of the most important aspects in the Nigerian economy has been the ri guccess of
small businesses??. Internationalization of SMEs as a means of growtl«as received a lot of

attention in Nigeria®}. Marketing capabilities are complex bun ills and information

amassed by a company and used in its activities. The emp on marketing capabilities

emphasizes the relevance of marketing orientation adc@)n at the strategic level. According
to a previous study, companies with high marketi&ntation also had greater levels of the
six marketing capabilities: marketing rek\é? product creation, pricing, distribution,
promotion, and marketing managenfenits”,"Marketing talents are positively associated with
company performance in hig&éompetitive situations, according to recent studies. In
.
conclusion, it appears th t@eting and marketing capability can be linked, and that could
have an impact on b &ss performance. Therefore, this study attempts to examine the
moderating rol@%ﬁeting orientation on the relationship between marketing capability

and SME rmance.

Marketing orientation can be characterized in a variety of ways, depending on the viewpoint
taken into account. Most academics, however, agree that the most important aspect of
marketing orientation is recognition of client wants and expectations. It's also a set of
common principles and values that puts the customer at the core of the company's thinking.

Customers and the product's ability to satisfy specific consumer needs; marketing as a



dominating company culture; and the ability to adapt products in response to changes in
customer needs and wants in order to deliver customer satisfaction are the three priorities of

marketing orientation?*.

Market orientation is a type of corporate culture in which employees are devoted to
delivering exceptional customer value on a constant basis. Another approach to think of
market orientation is as a series of marketing efforts that lead to improved p mance.
Years of research have shown that organizations that are more market focuq tter than

those who are less market oriented. Rather than those who are product ériented, they focus on

familiarizing their products and services with the wants and expegtations’of their Customers?>.
1.2 Statement of the Problem Q

Marketing capability and company performance 6’Qextricably linked because marketing
capability deals with market dynamic throu@fgurce utilization, allowing firms to achieve
performance. According to previous® @ch, the most effective essential for establishing
competitive advantage is markég capabilities, which enterprises can afford through
delivering goods and se 1@ well as product creation for unique customers' needs®>2.
The majority of sm§§ medium businesses in today's business sector lack marketing
capabilities. N@g capabilities are one of the components that contribute to firm
performar%a need organizations to focus on customer-oriented capabilities and strategies.
Base}@%e foregoing, the purpose of this research is to investigate the impact of marketing

capabilities on SMEs performance in dealing with rapid changes in the environment that

render some resources obsolete as businesses react to market changes?’.

Market capabilities research has progressed from identifying, specified, and stable collective

routine patterns to a more complicated approach based on micro-foundations?®. Considering



dynamic capabilities as "those capacities utilized to extend, modify, change, and/or generate
ordinary capabilities," how can enterprises develop their market sensing capabilities in order
to support their decisions to create or modify ordinary capabilities in a global economy? In a
world of escalating volatility, global competitiveness, information overload, and fast
innovation rates, the demand for market sensing capabilities is expanding. Hence this study

aims to assess the role of market sensing in the economic performance of SMEs in &riaw.

SMEs account for the majority of business in most emerging economies; th y ponsible
for the majority of employment?®. Financial literacy and financial ma‘gement have gotten
policymakers and academic attention in wealthy nations, acco@ literature, but there
hasn't been much effort in underdeveloped countries, like a. However, few empirical
research have found that financial illiteracy has hampe@aEs and the economies of many
developing and rising economies since SMEs @%nancial and economic actions have
macroeconomic consequences®’. It is well ented that low levels of financial literacy

hampered financial sector developmec)h@fconomic growth and development in developing

N\
Q&
Q

Small and medium scal@%ﬂses in Nigeria are currently undergoing a period of increased

countries’!.

globalization, ¢ ‘Aiveness, and customer turnover®’. Furthermore, rising customer
acquisition ﬁs nd rising customer expectations make an employee’s capacity to fulfill
customQ;Qlciently and effectively critical to its performance and competitiveness®’. CRM
is the best business technique for SMEs to differentiate themselves from their competition in
past studies. As a result, SMEs must concentrate on CRM methods to maintain long-term,
dichotomous, and profitable customer relationships®*. Hence, the study examines the impact

of customer relationship management on employee performance in SMEs in Nigeria.



The optimization of service delivery and the enhancement of the organization's service
standards are both aided by the continual development of service procedures®. A large
number of normative studies in the relevant literature show that the effectiveness of the
service delivery affects customers' perceptions of the quality of service they receive in a
favourable and significant way*¢. To our knowledge, however, only a few research have

examined the overall impact of service delivery efficacy on resource efﬁcier&waste

reduction, energy conversion, and environmental management systems grouping
individual variables®’3%, Hence, the study examines the impact of se delivery on
environmental performance in SMEs in Nigeria. @

According to existing literature, to promote business sustainab y, businesses must innovate
to achieve a competitive edge®*. Companies that c&&ntly innovate will be able to
dominate the market, and competitors will find i ’chlt to copy them. Many innovative
products of SMEs, on the other hand, fall e market, and the reason for this is simple:
buyers do not desire the product. SN%. achieve innovation by applying values to the
creation of a market or1entat10 ﬁ\c? eir products for consumers®. Indeed, is technology

development is a tool §®klng the cycle of innovation stagnation, but it must remain
an

focused on custom competition. Hence, this study aims to assess the impact of

technology dev@ent on the innovation performance of SMEs in Nigeria.

Market %%ation and marketing capability, according to existing research, have a direct or
indirect impact on business performance and success*!. These notions are likely to be much
more significant when working on international markets. The firm's worldwide market
orientation is a distinctive competence in and of itself, enabling the firm's market activities.

Market orientation can be seen as a precursor to a SME's internationalization process.



According to literature, despite the numerous researches conducted to learn about market
capabilities, certain essential scales, such as market orientation and SMEs performance, have
not received the attention they deserve®”. This results in a capability-performance
measurement gap in the market®’. The rationale for this is that these two scales have been
found to have a substantial impact on a company's final performance. For example, marketing
competence has been shown to increase the relationship between quality and finagcial and
non-financial performance, as well as the value and uniqueness of core workeQQO which
have a substantial impact on the firm's performance**. Therefore, t}{@ attempts to
unravels the moderating role of marketing orientation on rela@ between marketing

capability and business performance Q

Q

1.3 Aim and Objectives of the Study Q

A\

The aim of this study is to determine the effect of marketing capabilities on the performance

of small and medium Enterprises in Lagos State, Nigeria
Specifically, the study will attempt to:

~

1.  ascertain the ef{@@marketing capabilities (market sensing, consumer relationship
manageme@wice delivery, technological innovation) on Sales growth of SMEs in
Lag@g«&

i. @ate the role of marketing capabilities (market sensing, consumer relationship
management, service delivery, technological innovation) on Profitability of SMEs in
Lagos State;

iii.  assess the influence of marketing capabilities (market sensing, consumer relationship
management, service delivery, technological innovation) on Market Share of SMEs

in Lagos State;



iv.  assess the influence of marketing capabilities (market sensing, consumer relationship
management, service delivery, technological innovation) on Supply Chain Resilience
of SMEs in Lagos State;

v. analyses the moderating effect of marketing orientation on the relationship between
marketing capabilities (market sensing, consumer relationship management, service

delivery, technological innovation) and Performance of SMEs in Lagos Stat@&

1.4 Research Questions QQ

Based on the research problem, the following research questions wer xssed in the study:

BN

1. In what way does marketing capabilities (market sensing, consumer relationship
management, service delivery, technological innovation) affect Sales growth of SMEs

in Lagos State?

2. To what extent does marketing capabifities (market sensing, consumer relationship
management, service deliveri%ﬁlogical innovation) influence the Profitability of
SMEs in Lagos State? AQJ\

3. To what exten Q\larketing capabilities (market sensing, consumer relationship
manageme@vice delivery, technological innovation) influence the Market Share
of S%&M‘agos State?

4. ]Q%marketing capabilities (market sensing, consumer relationship management,

\érvice delivery, technological innovation) have any effect on the supply chain
resilience of SMEs in Lagos State?

5. How does marketing orientation play a moderating role between marketing

capabilities (market sensing, consumer relationship management, service delivery,

technological innovation) and performance of SMEs in Lagos State?

10



1.5  Hypotheses
The following Hypotheses stated in null form would be tested in this study;

Hol: Marketing capabilities (market sensing, consumer relationship management, service

delivery, technological innovation) does not significantly affect Sales growth of

S\

Ho2: Marketing capabilities (market sensing, consumer relationship mana , service

SME:s in Lagos State.

delivery, technological innovation) has no significant effect on&gmfility of SMEs

in Lagos State EQ

Ho3: Marketing capabilities (market sensing, consum nship management, service

delivery, technological innovation) does n(yb%«niﬁcantly affect Market Share of

Q%

Ho4: Marketing capabilities (mark@t@ng, consumer relationship management, service

SMEs in Lagos State

delivery, technological %‘é@t\lon) does not significantly affect Supply Chain

Resilience of SMEs @os State.

Ho5:  Marketing ,&taﬁon resource does not significantly moderate the relationship
betw:encuheting capabilities (market sensing, consumer relationship management,

s@ﬁ delivery, technological innovation) and performance of SMEs in Lagos State.

v

1.6 Significance of the Study

The study is important because it provides adequate information on the contribution of
marketing capability and tools for SME’s performance in small and medium enterprises in
Nigeria. The stakeholder that benefits from this study include management and employees of
the selected SMEs, all industries, government and policymakers, academics, and researchers.

11



Firstly, the study contributes to the achievement of Sustainable Development Goals (SDGs),
most especially goal 8 of good jobs and economic growth and SDG 9 of innovation and
infrastructure. This is because the findings of this study serve as a significant value to the
SMEs, thus it is beneficial in tackling the problems of unemployment, innovation and

infrastructure.

The model that would be proposed for this study will expand the existing body of knowledge,
especially within the Academia. Being a core research work focused on mar e@o ientation
and marketing capability, it will help academia and researchers in arealcﬁlatlng to marketing
management and sustainable SME’s performance. As regards t Q‘ment/policymakers,
the findings of this study have the potential of unearthing th@uibiting challenges affecting
the SME’s performance from the management pers%ﬁ . It is expected that when top
management is aware of marketing capabilitythro@’garket sensing, financial management,
service delivery, customer relationship ma\'@ent, and technology development. SMEs can
operate based on international best p %

This study will guide policy.makéhc'?e governments and regulators to introduce supportive
policies that will aid in4j Aing the performance of SMEs and consequently boost the
sector’s contribution t &-

K

the same vein, the findings from the study will further help to link the relationship between

DP as well as solve sustainable development goals in Nigeria. In

the gove s and the educational practitioners in general.
Furﬂ}@ore, findings from this study can help universities to better understand how they can
engage in marketing capabilities by creating initiatives that will focus on their stakeholders as

well as identify the importance of enhancing the performance of SME:s.

Likewise, this study is of importance to both the employees and employers in the other

sectors of the economy. Specifically, it will serve as a reference point to employers on the

12



appropriate ways to manage their employees for the process of marketing capability and

marketing orientation.

In the area of significance to scholarly knowledge, the study has further enriched the body of
knowledge by contributing to the subject of marketing capability, marketing orientation, and
SMEs performances, especially in the Nigerian educational context where there is a paucity
of studies. Overall, it is expected that the constructs and knowledge from this thesis will
theoretically serve as a platform for further research by students and academiciahs, in the

field of marketing and management.

1.7 Scope of the Study

The study focuses on the effect of marketing capability on the performance of selected SMEs
in Nigeria. The study will focus on the SMEs, given the importance of this sector to the
future of the nation. The geographical range of the study covers the SMEs in Lagos state,
Nigeria. The choice of Lagos state was because majority of the SMEs in Nigeria are situated
in the Lagos, state, which makes Lagos the commercial hub of the country. Specifically,
emphasis would be laid on 11667 SMEs in Lagos, Nigeria. The largest number of SME:s is in
Nigeria and thus contributing the most to the Gross Domestic Product (GDP) of the nation,
generating employment and creating sustainable entrepreneurship. Thereby SMEs add value

to move the nation towards industrialization.

1.8 Operational Definition of Terms

Customer Relationship Management: This is a management concept for a company's
relationships with customers, clients, and sales prospects. It entails organizing, automating,

and synchronizing business operations through the use of technology.

13



Innovative Performance: This is an underlying factor that assists organisations to survive in

a dynamic economy and is perceived to be one of howorganisations achieve success.

Market Sensing: It is a capability that allows a company to anticipate market requirements
andtrends ahead of its competition. It emphasizes the necessity of recognizing and refining

opportunities as a foundation for beginning new ventures, whether from an individual or

corporate standpoint. \

Marketing Capability: It refers to a company's combined abilities and ex;ﬁti}ghat allow it

to coordinate activities and make use of its assets. 6\

Marketing Orientation: It entails conducting market resear@ determine what consumers

consider to be customers immediate requirements, key wotsi€s, or personal preferences in a

given product category. 6’60
O

SME: Small Medium Enterprises are clas '&s businesses with less than 200 people
andassets under management of less @ﬁ;&ﬂ million Naira, with the exception of property.

e

[ ]
SME Performance: SME’ %‘ rmance refers to a firm’s capacity to assess its level of

success over a set peri }éime.

Social Perf ng,upe: It is an interpretation of an establishment’s central goal into practice in
accorda@ acknowledged social qualities. It is also a conglomeration of results, and
effec%ﬁroposed and unintended, positive and negative, immediate and indirect, createdby

the activities of an organisation that will impact society.

Technology Innovation: This refers to the imaginative abilities (technical, managerial,and
institutional) that enable competitive businesses to effectively use new tools, technologies,

and facilities.
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Chapter Two

Literature Review

Preamble

The primary purpose of this section is to have a detailed understanding of the variables used
in this study, which were marketing capability, marketing orientation and SMEs peﬁf&nance.
Theories were also reviewed to have a good knowledge of marketing capab'l d how it
affect performance of SMEs. Empirical review was also done to critica‘(lgﬂse what other

authors has concluded about the topic and they identify gaps in li@
2.1 Conceptual Review Q:
2.1.1 SME Performance 6’6

In the majority of developed and emerg&ognmes small and medium enterprises play a
critical role in the improvement pr. e value of SMEs has been recognized by some

governments. Small and medu&gfzed businesses are classified according to their turnover

and number of employ%? ountries such as the United States, the United Kingdom, and

several Europeai @&{wsl. There have been debates in the literature on the appropriate

definitions 08

Beczﬁ\eg* Nigeria's hostile environment for small businesses, SMEs have had to devise

over the years.

critical survival strategies. The corporately owned world in the majority of developing
countries is characterized by a very low speculation rate, which is caused by a lack of
investable assets and bad financial conditions®. In this way, a large number of such countries
desire to revitalize their economies by embarking on financial change programs that are

projected to boost the dimension of activity inside an economy.
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SMEs (Small and Medium Enterprises) are present in almost every economy on the planet. In
terms of entrepreneurial skills, innovation, and employment, SMEs play a critical role. As a
result, SMEs' management teams put in a lot of effort before making a final choice on
external finance. Each type of funding has its own set of hazards, but it also has its own set of
rewards'. Internal finance is preferred by risk-averse investors since it offers the best odds of
raising sufficient capital for business expansion. Relationships between (multiple

bureaucracies in charge of loan issuance are critical for improved resource a@on to the

,\(/

SMEs are the engine that drives Nigeria's economy, as well economies of other

productive sector of an economy?.

developed and developing countries®. They can swiftly re anges in demand and reach
full competitive conditions since they have more ﬂexi@)r duction opportunities than large
firms. As a result, they help to boost nationa&me, employment, productivity, and
entrepreneur development. Profit; employé@ts; proxy for human resource, bank credit;
proxy for source of funding, technicaTég(,s, proxy for operational efficiency, GDP; proxy for
macroeconomic environmenf, c @& in number of SMEs; proxy for sector expansion are all

factors that affect SME e o\c performance®.

The contributio b@s to the economy can be divided into five categories: job generation,
flexibility %adapting to changing situations, fostering entrepreneurship, product
diffe@ n through boutique production, and acting as a sub-industry in large firms®.
Among all of these characteristics, the contribution of SMEs to employment is the most
essential. SMEs that use labor-intensive manufacturing techniques are tremendously essential

both socially and economically®.

Support, subsidies, and loans for SMEs are available through the European Union's umbrella

programs, which are given to developing countries. These payments are distributed to small
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businesses via investors or banks. The loans are issued as long-term investment loans with
low interest rates’. Microbusinesses have a difficult time accessing this financing. These
loans are frequently used by medium-sized businesses with 50-250 employees. Because of
their advanced institutional frameworks, they can keep track of legislation and credit
incentive channels. They can supply investment banks with counter-guarantees. Some of

them also have R&D infrastructures that enable them to create unique items’. \

Social performance is another important factor in the company’ omic and
environmental performance. Together with the environmental fas& it increases the
company’s long-term economic performance. We can put it the % y round and say that
good economic performance provides firm foundations fo nmental and social aspects.
That means that it is generally advantageous for a CQQRQ to operate properly and adopt
principles in the areas of occupational safety, em @i’ghealth, human resources, and ecology.

The importance of the social dimension\\{Qarticularly in the association with human

Q)
N
é%

The trend that emphasizes sb@aspects of sustainable development is the Corporate Social

resources?®.

Responsibility (CSR) c\épt. The areas where corporate social responsibility may play a
role are many 'r%{h differ according to the field of the company’s operation, both
geographica@nd culturally. The renewed interest in the social goals of an organization is a
resp SQ;b the growing recognition that most firms, by their actions, can affect the
achievement of social outcomes. As the company grows, reaches maturity, and becomes
more competitive, other firms are increasingly concerned about who is being reached, how
well customers are being served, and whether customers are moving out of poverty or

improving in other ways®. Organizations are learning that retaining customers and attracting

new ones increasingly depends on the organization’s ability to offer products and services
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that meet customer needs. In today’s firms, social performance is linked to organization’s
overall performance and, as seen in practice, mutually reinforcing. Strong internal
performance underpins an organization’s ability to pursue its social objectives, and

conversely, achieving them is good for business'®.

The most common argument against social performance is the difficulty in measurement. But
it is not enough reason not to do it. If the ultimate goal of an organization’s pr: s is to
improve the lives of the customers they work with, then there simply shou, @echanisms
in place to let firms know whether or not they are doing that™. Is it a@ate to just assume
that they are doing a good job? Organizations should be moresdehiDefate in designing and
managing their programs to achieve the social objectives ave set out. If they are not
achieving their missions, then they should reexamine @ ey are carrying out their work,

and either adjust the way they do business or adju& mission to meet reality.

2.1.1.1 Sales Growth ,&

Pressure to reach ever-higher sa s&@tgets is increasing as businesses become more optimistic
about growth potential. \DUEN\o these factors, boosting the economy's sales performance
necessitates the ngﬁohd and driven data for fundamental marketing functions, including
strategic pl nlgg,)bcational planning, resource planning, and compensation schemes. The
amount ofééﬁl work that a person performs or the degree to which that person represents
actuer is referred to as performance!'. Strategic marketing techniques are ineffective in
a time of fierce competition and aggressive consumer bargaining. Creating value that the

consumer does not consider while making a decision is the secret to marketing success.

The influence and size of behavior are regarded as factors in sales performance. Salespeople

who place a premium on performance view their sales achievements as proof of their ethical
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performance and, as a result, have discovered a favorable correlation between the effort put
forth in the work of commitment and sales performance. To put it another way, those who are
willing to sell need to put in more effort at work, which will directly affect how well the job
is done''. When we reach our goals, when our customers are happy, when our processes are
statistically regulated, and when and where adjustments are required, effective performance

metrics inform us of how well we are doing. \

Sales growth refers to the amount a company derives from sales comp a previous
corresponding period of time in which the later sales exceed the formﬂéi\lt 1s usually given
as a percentage. Sales growth is considered positive for % any’s survival and

profitability. It is an important measure of performance”.fsowth targets play a major

role in the perceptions of business managers. Planningssystems generally begin with sales

targets'*. An emphasis on sales growth also pr(& a useful and visible benchmark to

motivate managers. @

S \'
Firms must use a wide variety 0@, including sales growth, to effectively reach their

financial objectives'. Profit n@&mzaﬁon is interpreted as the desire to maximize the present
value of the firm'e. Sin@?revenue, total revenue, and assets all expand permanently at the
same rate, all tha '@e context of a permanent growth maximization model interpretation.
Factors that @uence sales growth range from promotion to internal motivation and retaining
taler@oyees to the implicit opportunities for investments in new technologies and
equipment in the production process. In addition, it benefits the learning curve and

opportunities for economies of scale provided by sales growth. To reach their financial

objectives effectively, firms must use a wide diversity of goals, including sales growth'”.

Sales growth generally utilizes capacity more fully, which spreads fixed costs over more

revenue, resulting in higher profitability. New data were used to measure company-level
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innovative activity used for testing firm growth, profitability, and size'®. He found that high
growth generates more innovative activity for firms in low technological opportunity
industries, but not in high-technological opportunity environments. Sales growth generally
utilizes capacity more fully, which spreads fixed costs over more revenue, resulting in higher

profitability.

Sales growth targets play a major role in the perceptions of top managers. Usi %&eys, a
scholar found sales is the most common objective mentioned by senior . Planning
systems generally begin with sales targets'>. An emphasis on sales th also provides a
useful and visible benchmark to motivate managers. Sales gr uences factors that
range from internal motivation to promotion and retentio nted employees all the way
to the implied opportunities for investments in new equipment and technologies that upgrade
the production process as a whole?. In additio&s growth provides opportunities for
economies of scale and learning curve beﬁ@ Alternatively, if an industry has increasing
economies of scale or learning curve , growing firms benefit from such effects, again
increasing performance?®'. D?pe&@\on the industry structure, sales growth may also provide

additional market powe%l@}ﬁrms can use to increase performance®.

2.1.1.2 Proﬁtal(f’@

Profit and%%y are the two words that make up the term profit. For-profit refers to making
mon&;nd the word ability indicates the organization's capacity for doing so. Profit is the
capacity of a specific investment to provide a return on its capital. While profit is a complete
definition, profit is a related notion?*. In accounting, profitability has a long-term objective
for market expansion as well as product success. By comparing revenue and associated costs,
the business calculates its profit. Costs are frequently contrasted to income, which helps to

produce that income, to assess profit. To survive and expand for a long enough period to stay
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relevant in the marketplace, businesses must turn a profit*. Profit and profit are two distinct
ideas despite being interconnected and interdependent. In other words, despite their
familiarity, they all play distinct roles in the company. Profit is insignificant in comparison to
a company's effectiveness. Lower earnings are not usually a symptom of organizational
sickness, nor do higher profits automatically indicate organizational effectiveness. Therefore,
it may be claimed that profit is not a crucial factor on which to compare an org Ka‘uons

effectiveness and financial performance. Profit analysis is regarded a @che best

techniques for evaluating the effectiveness of expenditures and the output o

Profit is occasionally seen as "mean, ordinary profit," which is @e cost (unexplained)
and not at all included in the business's profit. It is regarded @opportumty cost because of
the time an owner spends managing one business wh%&could be managing another. In
other words, the business owner wants to know ’Qe same amount earned by doing one
job is equal to time compared to what he \@e can earn while doing other work. This is
known as the profit of a business, b@s seen as the precise amount that the business

owners consider to be worth h1s &r % ime in doing so*.

The entity may also b@% as capital returns to investors, including business owners,

equivalent to th g @hat the largest investor would expect (in a safe investment), and risk

compensatio is not incorporated in the production plan®. To put it another way, the
price o@%:al earnings varies both within and between industries, along with the risk
involved in each sort of investment and the type of return on that risk. There is no motive for

businesses to enter or leave the industry because long-term economic justice results from

conditions of full competition.

Profit is the primary objective of traders in an open market setting. Various definitions have

been put forward to understand the meaning of profit**. However, there is no universally
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accepted definition of profit, as it can be interpreted differently depending on the context and
perspective. Some economists define profit as the difference between total revenue and total
costs, while others consider it as the surplus gained from the production and sale of goods or
services?®,%¢,?’. Additionally, profit can also be seen as a measure of efficiency and success in

business operations.

In the accounting sense, profitability refers to the measure of profitability based nancial
accounting principles, focusing on the company's financial statements and Cc lation of
net income. It takes into account revenue, expenses, and taxes to &{rmme the overall
profitability of a business®®. Accounting profitability is a fundament asure for assessing a
company's financial performance®. Furthermore, profitabilit vides valuable insights into
the company's ability to generate profits and effective@ age its resources. It is a crucial
metric that is often used by investors, creditors,@[akeholders to evaluate the financial
health and stability of a business*’. By anab@fge company's financial statements, such as
the income statement and balance '@accounting profitability can be calculated and
compared over time to assessA t@&ompany's performance and profitability trends®'. This
.
information is essential f@aking informed business decisions and strategic planning.
Additionally, acco;m\t’ goﬁtability is also used by financial analysts and researchers to

benchmark an@are the financial performance of different companies within the same

industry o r.

Economic profitability considers the opportunity cost of capital and represents the return on
investment required by investors. It goes beyond accounting profit by incorporating the cost
of equity or the company's cost of capital*’. Penrose argues that economic profitability
reflects the ability of a business to generate returns in excess of the required rate of return.

Authors argue that economic profitability may not accurately reflect a company's true
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financial performance as it does not take into account factors such as market conditions,
competitive advantage, or management effectiveness, which can greatly impact a company's
success*. These factors are often difficult to quantify and may not be captured by traditional
financial measures. However, they play a crucial role in determining a company's long-term
sustainability and value creation®*. Market conditions, for example, can greatly affect a
company's ability to generate profits. A company operating in a highly competitive market
may struggle to maintain its profitability, even if it has a strong competiti dvantage.
Similarly, the effectiveness of management in allocating resources and Ing strategic
&636.

decisions can have a significant impact on a company's financial per@

Along with profitability being a crucial component in startinusiness, job satisfaction is a
healthy goal that any company aspires to. Proﬁtabilit@%des unequivocal evidence of a
business's revenue and how successfully it has %bmanaged throughout time. When an
organization is unable to make the necessh@oﬁt, the investment may be volatile; if this
trend continues, the organization may eventually cease to exist. Profitability evaluates the
company's capability for pr&Q}lc? the return on investment for security analysts,
.
shareholders, and inves r@br a business to be successful overall, profit is necessary.
Understanding interes &s is advantageous to shareholders, creditors, potential investors,

D

bankers, and g@nents. Another advantage is that the past report card is the future's gold

star’’. rb
\/Q/

Since it is unlikely that strong growth can endure without profits being made for internal
reinvestment, an organization employs profitability as a major performance metric. Growth
of this size could be taken into account when calculating overall profit or return on assets.
Successful businesses need to be profitable. Earnings are a key indicator of success, but

according to Delmar and Davidson, the relationship between scale and profit is only visible

28



when businesses are combined or over the long term in single organizations. It is best to
select the related profitability indicators that best reflect the components of both corporate
expansion and economic growth. The repercussions of understanding the economic crisis are
manifold. Models were developed to investigate how capital expenditure and resource

allocation will impact the multi-resource donation obligation's strong efficiency growth and

profit expression?®. \
2.1.1.3 Market Share QQ

Market share measures a company's overall market sales over a w@ its portion of the
industry. By deducting the company's cumulative sales from_theMndustry as a whole at the
same time, the market share is determined. It can also Qgibed as the percentage of a
company's or a product's overall market capitali pi&Q\/[arket share is seen as a crucial
metric of market competition, or how well ness does in comparison to its rivals.
Managers can assess the primary and ch Q\Smmand in their market using this statistic in
S
conjunction with changes in sales\ﬁ§ne. Gaining shares from other companies is more
expensive and less profitable @tal market expansion. Losing market share, on the other
hand, may portend ser@g-term issues that call for tactical modification. Market share
for any product® @arded as a precursor to potential future possibilities or issues®.
Additionally& ¢s have demonstrated that market share is desirable. However, experts do
not sug@rasing market sharing as a benchmark for evaluating the performance of rival
enterprises or as a criterion on which economic policy should be founded. He has advocated
for a system in which businesses decide how well they are performing by taking into account
how each choice will affect the market share of their rivals. To determine, it is typically
necessary to approve market research (typically desk or secondary research). However, there

are situations when one can estimate a company's market size and share using only basic
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research. According to a study, increasing a company's market share through acquisition or
growth is a proactive or aggressive move. They claim that companies use market share to
gauge how competitive they are with other businesses in the same industry. This enables the
organization to accurately assess its performance each year and determine whether a
particular business performs better or worse than others in the same sector. However, a
scholar defined market share as the portion of sales of a specific good or service irﬁ)eciﬁc
region that is under the control of a corporation. Managing market share i a crucial
component of corporate management. A scholar asserted that the market share does, however,
reflect the company's current competitive position in the mar @ Atcording to him,

%‘tomer wants and, as a

businesses with a large market share are thought to better @

result, have an edge over smaller competitors®®87:163, Q

N\
Better performance is the effect of market share ra&tan its cause. Due to great efficiency,
there are profit differences between busin &dlrect correlation between size and profit
exists in successful businesses sin t@y have a substantial market share and make
significant profits'®!'. Businesses %@fer goods that give their clients a lot of profit from the
market share. Compan@re well-run and have a competitive advantage expand more

quickly than the1r I'lV s. Through lower pricing or superior products, highly qualified and

competent com anl 1ncrease their market share!®2.

2.1.1.{/@y Chain Resilience

Problems in the supply chain (SC) have emerged as a critical business risk for enterprises
across all industries, with 75% of organisations expected to encounter one annually. It's
interesting to note that some businesses in the same industry recover more quickly and

experience less negative effects due to SC disruptions. This is due to the fact that companies
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with high supply chain resilience (SCR) are better able to anticipate, react to, and bounce

back from interruptions.

Although there isn't a single, accepted description of what SCR is, general definitions often

include one of these three viewpoints below (See Figure 1):
. Three stages: addresses preparedness, response, and recovery/growth throughout the

X

. Two Strategies: To assist businesses in developing SCR, two tacﬁ%t sed in

pre disruption, during, and post disruption phases, respectively.

distinct phases: proactive and reactive strategies. EO

. Six strategies: buffer, visibility, SC planning, and on, supply flexibility, and
adaptation complement the SC resilience strate%@

e

Readiness Responsiveness Recovery / Growth

Pre-disruption During disruption Post-disruption

Proactive & Reactive

Collaboration Buffer Supply Adaptability
Management Flexibility
Working with Transforming
SC partners Utilising Establishing 5Cin
to deliver inventory and multiple responding
customer value production sourcing to dynamic
capacity options business
to enable environment

material flow
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Figure 1: Perception of SCRs??

Supply chain resilience refers to the capability of a supply chain to withstand unforeseen

disruptions and swiftly recover to sustain or enhance its operational, market, and financial
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performance '3!415, An author emphasise the importance of identifying and assessing risks
across all nodes of the supply chain, considering factors such as occurrence frequency,
severity, and detection methods !”. During crises like the COVID 19 pandemic, supply chains
relied on strategies such as increasing capacity, stockpiling inventory, and utilising

underutilised manufacturing capabilities to enhance resilience!®1920

Supply chain agility, adaptability, and flexibility are critical components ilience
(Rajapaksha et al., 2022). Agility allows for rapid adjustments in productio istribution,
pla

while adaptability involves anticipating risks and having contin eﬂ&& ns in place?.

Flexibility enables swift decision making to address new challe uring that the supply
chain remains robust and responsive in dynamic environ hese attributes collectively
strengthen the supply chain's ability to navigate di p ions and maintain operational

continuity. b’b

2.1.2 Marketing 5&

Following WWII, there was a su@&m industrial outputs and consumer spending. By 1960,
the surge in mass produ i@d automation had resulted in what a scholar refers to as "the
creation of a consu , rather than the manufacture of a product,” resulting in enhanced
marketing pote@ At this time, the American Marketing Association defines marketing as
"the activi §t of institutions, and procedures for producing, conveying, delivering, and

exch \gmg value-added offerings for customers, clients, partners, and society at large"?

Marketing has been defined as:“A social process by which any organism, individual,
enterprise, or institution - be it an army, business, church government, hospital, industry,

political party, school or social club-relates itself to its external environment. In this
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relationship the organism provides services for and exchanges values with this environment

and thereby justifies the right of its continued existence’™.

Roger's concept is significant since it emphasizes a social/environmental aspect and includes

a list of all non-business societal elements that can be involved in marketing efforts. In

response to prior connections of marketing with primarily economics and distribution

networks, this attempt to widen the scope of marketing was prominent in the 1 . Since

marketing has become more people-oriented, this definition may be @ ecise in
G

expressing who the consumer is and too expressive in stating who the fharketer is, as well as

failing to mention the administrative parts of marketing®. %Q

“The analyzing, organizing, planning and control firm’s customer-impinging

resources, policies, and activities with a view to Sq&@tg the needs and wants of chosen

O
N

Unlike Roger's definition, which foeu& identifying the parties and their relationships,

customer groups at a proﬁt4.

Kotler begins by focusing on t@’{gl?n's individual activities. This is significant since it
[ ]

conveys a strong understaq{@f marketing management concepts. The addition of profit-

making and custom@sure to the marketing concept is an example of widening the

marketing con@

For mar@%, the 1970s were a tumultuous time of maturation and expansion. Changes in
the eh(onment and competitive positioning resulted in an increase in strategic planning and
routinized functions, whereas energy crises and recessions caused organizations to adjust

their resource management practices’.

“Marketing is a combination of activities designed to produce profit through ascertaining,

creating, stimulating, and satisfying the needs/wants of a selected segment of the market 8.
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Eldridge's concept is representative of a managerial or systems theme that has since been
embraced by others. The focus is on the actions and strategies of each particular organization.
Although this definition reflects the slow economic growth at the start of the decade, it may
be too focused on profit-generating design and not enough on other pressing issues like

competitive positioning.

As global trade competitiveness grew, the 1980s saw considerable changes in or ational
structures, with new flexible corporate forms emerging. These envir gl effects
prompted marketers to widen their marketing concepts and place a gre?ﬁ&egﬁrtasis on client
segmentation. As global trade competitiveness grew, the 1980s siderable changes in

organizational structures, with new flexible corporate forms@rging. These environmental

effects prompted marketers to widen their marketing %ce s and place a greater emphasis

on client segmentation®. b’b

“Marketing is an exchange process @&n producers and consumers, in which the

[ ]
producer matches a marketing @g (the product or service, plus its promotion,

distribution and price) to the w\gkgfmd needs of the consumer ™.

The usage of the te@)ducer' and 'consumer' in Mandal and Rosenberg's definition is
likewise succe@i\r\és

boundarie@ definition of the market offering adds to the understanding; yet, the

Iting in identities that are sufficiently vague to widen the definition

perc@&of‘ matching' rather than 'making' this offering could be perceived as production-

oriented.

Marketing was becoming more widely recognized and accepted, both as a commercial
concept and as a "major academic topic" driven by technological advancements and

accessibility.
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“A very simple philosophy which requires producers to start with the identification and
specification of consumer needs, and then mobilise their companies’ assets and resources to
achieve a mutually satisfying exchange relationship from which both parties derive the

benefits they are seeking "’

Baker gives a wide and balanced definition that highlights the broad breadth and relevance of
both parties' participation in achieving long-term mutual value. Every interaction stomer
has with a company should be incorporated into marketing. Baker displ %ef linear
managerial thought process by noting where the process begins (iden@tlon), how it will
proceed (resource/finance management), and its final aim ving relationships).

However, his portrayal of the philosophical part as "quite e eakens and contradicts the

rest of the definition's intricacy!’. Q :

In terms of the internet and digital techn ; the 'noughties’ marked considerable
advancements, with e-commerce and g) tion at the forefront of current marketing

[ ]
research. During this time, societ t%m ions were popular, with scholars arguing that

modern definitions should "err{@%social and ethical problems"!!.

“Marketing is a for@structive engagement—a societal function and a systemic set of
4

processes for c<ea?;¢\f

customer cietal relationships in ways that benefit local and global stakeholders of

theseﬁ&sses 12,

Shultz's concept aims to widen the reach of marketing beneficiaries to include everyone who

ommunicating, and delivering value to customers and for managing

is active externally. Another notable element is the emphasis on the customer's value

experience, which has recently been voiced by other marketing researchers.
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“Marketing is a societal process by which individuals and groups obtain what they need and
want through creating, offering, and freely exchanging products and services of value with

others 3.

Given the various viewpoints on defining marketing, such as whether one generic theory of
marketing can be applied to all situations at all times, or whether different theories of
marketing can be applied to different contexts and sizes of companies at differen ﬁ%s, it is

clear that marketing theories and definitions will continue to be redefined ted to fit

changing circumstances. /\

Marketers typically employ a variety of methods, including massive’ marketing and the so-
called "4Ps" of marketing, among others. Mega marketin@ rm used to describe the type
of marketing activity required when the firm's ext@ggbironment (governments, the media,

pressure groups, etc.) must be managed in addi% the marketing variables; however, two

additional Ps (public relations and pow X\gsometimes added to the marketing mix to
.
ensure that the firm remains compe{ﬁgsﬁhe market. Marketers typically employ a variety
of methods, including massive@(eting and the so-called "4Ps" of marketing, among others.
Mega marketing is a t%&l to describe the type of marketing activity required when the
firm's external e @ent (governments, the media, pressure groups, etc.) must be managed
in addition t%e arketing variables; however, two additional Ps (public relations and power)
are so %s added to the marketing mix to ensure that the firm remains competitive in the
market'*. Marketers typically employ a variety of methods, including massive marketing and
the so-called "4Ps" of marketing, among others. Mega marketing is a term used to describe
the type of marketing activity required when the firm's external environment (governments,

the media, pressure groups, etc.) Previous research has consistently shown that marketing

capabilities can improve a firm's capacity to successfully configure and deploy resources,
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contribute to long-term revenue and profit growth, and help develop a sustainable
competitive edge. ust be managed in addition to the marketing variables; however, two
additional Ps (public relations and power) are sometimes added to the marketing mix to

ensure that the firm remains competitive in the market'>.

2.1.2.1 Marketing Capability

Marketing capability can be defined as a company's ability to deal with marketi %actics
such as product development, price, distribution, and promotion in order accomplish
results'®. Marketing capability is the means by which more value is @ customer service
in order to improve performance. Marketing capability has an_i on market dynamism by

allowing for adjustments in product features that incr resource utilization to satisfy
customer wants'’. 2 be

o
Marketing capability refers to a compan to innovate and make effective use of

marketing resources in order to ac&' results'®.  As previously defined, marketing
capability is the process of eff@i’g utilizing both tangible and intangible resources to
comprehend the comple s@ﬁc wants of consumers while attaining a differentiated product
that is distinct from eonipetitors, as well as improved brand equity and quality. When a
company's ma@g capability is enhanced by a combination of distinct skills and

understangh mong its personnel, all of whom are on the same page with the available

resm}\ej> the company's marketing capability improves'®.

Spending more resources on customer’s interaction can help a firm enhance its capacity to
discover a market. Competing businesses will find it difficult to replicate such talents as soon
as they are developed. As a result, marketing skill is a critical component in achieving a

competitive edge for a company. Marketing has actively investigated the influence of a
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market-driven organization's performance, and as a result, believes that marketing
competence is critical in assisting an organization in building and maintaining good

relationships with its consumers and channel members?.

The phrase marketing capability also refers to an organization's ability to develop a strong
brand image and so generate higher performance. Existing research suggests that the
transition of resources into outputs is carried out by capabilities that are based o rketing
mix strategies and, as a result, are linked to organizational perform @ arketing
capability can assist firms in detecting and responding to market chan g( as competitor
moves, technological evolution and revolution, enabling firms to the capabilities and
resources of partners for value creation, and assisting ﬁrms@nticipating and anticipating
customer explicit and latent needs. These, in turn, can @&mns in developing both radical
new products and employing existing products ew features and attributes to satisfy
both current and new customer needs, ensﬁ\\@(?e stability, survivability, and avoidance of

shocks from new waves of comlg&g based on new technologies and new value
. $

Furthermore, marketing@ ility is managed according to a sound organizational structure.

propositions?2.

Performance res @M be influenced by organizational structural elements. The ability of
the firm to&s manage resources and capabilities according to external market and
environ%rrbneeds will exhibit the highest levels of performance, according to the outside-in
perspective. According to organizational structural alignment theory, a company's
organizational structure should be aligned with external environmental requirements and its

strategic business goal?’.

Previous research has consistently shown that marketing capabilities can improve a firm's

capacity to successfully configure and deploy resources, contribute to long-term revenue and

38



profit growth, and help develop a sustainable competitive edge?*?32°. As a result, in
increasingly competitive marketplaces, deciding which marketing capabilities to build and
how to foster these capabilities has become an increasingly critical challenge. Three types of
marketing capabilities were identified to answer the question of which marketing capabilities

to build, which include; static marketing capabilities, dynamic marketing capabilities and

adaptive marketing capabilities?’. \

Dynamic Marketing Capability: The responsiveness and efficiency o - nctional
company processes for producing and delivering client value in respon& market changes,"
according to dynamic marketing capabilities. The focus on clien%gstinguishes dynamic
marketing capabilities from other dynamic capabilities, a@eir support for enterprises
transitioning from a stationary state distinguishes Qc marketing capabilities from
ordinary marketing capabilities?®. b’b

Firms can respond to changes in market cds@ns by integrating and reconfiguring internal
and external organizational skills, ré%@ , and functional competences, such as product
development, pricing, d1str1but1<®nd communication?®. As a result, dynamic marketing
capabilities help firms compe‘utlve advantages in international markets through
market sensing and %er linking°. The theory of dynamic capabilities, defined as the
ability to bull(Btegrate and reconfigure internal and external competences to handle
dynamicabl'b anging circumstances, has dominated the study of competitive advantage in
receNcades“’”. As a result, the marketing capabilities indicated above should become
dynamic in order to gain a competitive advantage in overseas markets.

Static MC Organizations employ internal resources and capabilities to please present
customers, leverage existing products and distribution channels, and advertise existing brands;
nevertheless, static MC enterprises may disregard market developments or over-emphasize

the use of marketing-mix skills?®. For example, reducing costs and setting a cheaper price to
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beat the competition, designing an extensive advertising campaign to obtain a high market
reputation, or redesigning packaging to improve product quality all involve a lot of effort3?.
Static MC organizations employ internal resources and capabilities to please present
customers, leverage existing products and distribution channels, and advertise existing brands;
nevertheless, static MC enterprises may disregard market developments or over-emphasize
the use of marketing-mix skills. For example, reducing costs and setting a cheapeg price to
beat the competition, designing an extensive advertising campaign to obtai h market
reputation, or redesigning packaging to improve product quality all involye Qg of effort®*.
Such implications may generate sales growth in the short te ’\orporations must
continue to invest enormous sums of money to maintain gro@%time; nevertheless, the
financial expenses associated with these marketing effort@r negate the advantages, and as
a result, a positive profit may not be realized. be

The third adaptive MC component, op eting via ubiquitous networks, allows
businesses to engage openly with t.he' %ers. "Forge partnerships with people at the
vanguard of new media and social,&&v\rking technologies, and harness the skills of present
partners," according to open’r@%ng”. As a result, open networks, as opposed to the closed
model, can assist organké?s in gaining access to larger resources and specialized skill sets
outside of thej 'Q@valls, which improves firm performance by fostering long-term

partnerships@h stakeholders*®.

O

AlthM oth dynamic and adaptive MC assist enterprises in coping with market changes,
dynamic MC has the potential for a longer delay. Based on the previously established domain
and definition of dynamic MC, dynamic MC in this study refers to the ability to develop and
deliver customer value through responsive and cross-functional process adjustments in

reaction to market changes®’. This procedure frequently results in a time gap between the
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initial market shift and the firm's response, by which point it may be too late to respond

successfully.

According to research, dynamic capabilities may not always contribute to a long-term
competitive advantage, particularly when the specific dynamic capabilities share common
characteristics and their functionality is copied across enterprises®®. Adaptive MC, on the
other hand, aids enterprises in identifying and initiating changes before they are cted by
other organizations through diligent market learning and experimentatio se many
potential threats and opportunities appear as weak and ambiguous si lsg( first, adaptive
MC enables a company to discover, analyze, and act on crucial.si in the peripheral of

their business environment faster than competitors, res in a major competitive

)
&

Market sensing is a knowledge-based {k{' or monitoring market and technology conditions

advantage’’.

2.1.2.2 Market Sensing

and responding properly to ma@\c anges, and it plays a critical role in obtaining and
filtering the informatio : Apany need from its surroundings. This competence can be
critical for SMEs in %ﬂg and responding to market changes, allowing them to design
products that c@ consumer preferences. This capability is critical in being able to adapt

to client nd predict competition in general. The company's entry strategy has become

a crucial,concern in developing a plan for emerging markets*!.

As a result, the company's efforts to increase revenue by delivering solutions to underserved
and unsatisfied market segments can be accomplished by engaging current customers and
enticing new ones. Customer intelligence is a crucial part of market sensing since it provides

managers with insights into opportunities Firms with great market sensing capabilities can
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also identify the least price-sensitive clients and prospects, allowing them to charge higher
prices in exchange for more income. These capabilities should also provide new insights into
how the firm's most important non-price value to customers and channel members contributes
to its success. By continuously increasing their knowledge about and experience with clients
through market sensing, such businesses can cut the cost of providing them over time, which

the firm should profit on within its existing customer base and exploit for the nea&ﬁ“ new

customers*2, QQ

Market sensing is crucial for long-term competitive advantage since il%ows companies to
recognize opportunities and risks. Despite the fact that market%@ qualities have been
studied in a variety of managerial disciplines, there is noensus on how to measure

them*’. Below are some of the measurement scales for @k; sensing

O

The existence of analytical methods that a a methodic scanning of changes in
environmental opportunities and risks is to be a market sensing capability. Firms that
do not develop these systems wi t.?s%s equipped to assess the market and identify
opportunities. The monltormgkgﬂctlon of analytical processes is critical in adopting
corrective steps by conﬂ@%y scanning environmental change*!. Several approaches, such
as in-house maéﬁ@’arch, official and informal connections with stakeholders, customer

and prospec&

literaturéb this topic. This construct comprises eight components and measures the

ing, and detection of changes in their preferences, are enhanced by the

effectiveness of analytical market sensing techniques in comparison to competitors*2.

Second, the efficacy of analytical processes is contingent on the existence of organizational
articulation that permits the construction of a link between external inputs and internal
operationalization®. This articulation creates a filter so that attention isn't drawn to every

opportunity and threat that a successful search uncovers, which is a requirement for
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appropriately changing operational capabilities. Managerial decisions must contribute to a
healthy organizational articulation by integrating and leveraging skills, establishing an
atmosphere of strong collaboration, and focusing the organization on a single goal. Learning
has a significant impact on market sensing ability**.

Recent research has highlighted the complementary value of an individual's experience in
interpreting the data generated by analytical techniques. It has been suggested & these
methods move managers' understanding of latent demand, industry and m, trends to
technology processes, resulting in a reduction in true sensing and the llog sgveral 'human'

vital capabilities such as experience, intuition, and emotions. Re

the complementary value of an individual's experience in i reting the data generated by

]
arch has highlighted
analytical techniques®. It has been suggested that%e methods move managers'
understanding of latent demand, industry and t trends to technology processes,
resulting in a reduction in true sensing and@ of several 'human' vital capabilities such

[ ]
Finally, the need of monitoring @ demands and translating them into organizational

as experience, intuition, and emotions*®.

actions is emphasized by @ customer relational molding capacities component?’.
Environmental sensing\é be fine-tuned to customers’ needs and desires, as well as
competition bi ”@anizations frequently lack a fully stated concept of their own
capabilities @use capabilities typically evolve through time in the context of complicated
and p{/@}’gimplicit experiences. In this context, opportunity reconnaissance is based in part
on individual and organizational knowledge and learning skills in existing and new solution
circumstances. This is made up of four parts: (1) Employee behavior; (2) Customer

relationships; (3) Customer assistance; and (4) Customer responsiveness.
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2.1.2.3 Customer Relationship Management (CRM)

If customer data is used effectively, technology has been found to improve long-term
relationships with customers. Customer data can be gathered at several times, primarily when
contact with the customer is made, such as at the point of sale, during customer service
interactions, and their queries. CRM is also a great tool for helping a company improve its

customer relationships and achieve higher performance®!. \

Every year, businesses spend all this money on CRM systems or software, @g}@ess of their
size. CRM became popular as a business tool after several CRM ini@were successfully
implemented in the early 1990s%2. However, around 70% of R@jects resulted in a loss
or no gain in business performance. Furthermore, nume b

demic and corporate reports

The practice of finding, building, maintaining,

goal of trading performance is known as r hsnship marketing®.
)

CRM is more than just a piec%ﬁ ftware. CRM was once thought of as a quick-fix

on CRM have shown poor results. Relationship mar heory is where CRM gets its start.
&rminating relational exchanges with the

information technology RQ@ proposal carried out by consultancies. Total quality
management (TQM)%\aheveloped in the 1980s, customer orientation in the 1990s, and
i

relationship ma@eﬁu\@

decade, thﬁaé“e still some variations of view. The rapid evolution of CRM technologies in

the 2000s. Although CRM thought has progressed over the previous

the \N{g{ace has resulted in strong partnerships and increased customer value, as well as

improved motivation and tools®.

CRM is a strategy and process that allows a business to find, acquire, retain, and nurture
profitable clients. Relationship marketing advocates CRM as a key organizational function
that focuses on developing, maintaining, and enhancing long-term relationships with

customers®. Apart from technology advancements, CRM also includes activities such as
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acquisition and re-acquisition management at the initiation stage, maintenance stage, and
termination stage, all with the goal of increasing the value of the relationship portfolio. As a

result, CRM is clearly more than a technologys; it is a new method of conducting business.

CRM software can be categorized into two groups. Customer engagement is managed by the
first category, which includes apps for customer care and support, sales force automation, and
marketing automation®. These applications enable the business to develop <altailored
interaction with its customers. The second software category examines behavior
and includes reporting and data-mining capabilities. This enables cust&s satisfaction and
retention to be measured, as well as a better understanding of thei Qms and preferences.

As a result, a more personalized marketing and sales plan is 1e%7.

There are varying approaches and viewpoints as wpﬁ‘ common elements when scholars

have attempted to define CRM. CRM is a corn strategy to provide information to its

customer through the use of information ;?m\oology and to establish long term relationship
.

with them. Given that firm strateg&(n)\ré\ization is too focused on customer profitability,

the use of technology in CM\Qmelps organization achieve this goal. Through the use of

technology, an organi@an have customer databases and store data collected from

multiple conta s% customers®®. This technology improves communication and

collaborationwyith*Customers, thereby delivering superior value.

O

CRMNs,;a three-part behavioral model that includes key customer focus, knowledge
management and relationship marketing. These three parts were created based on relationship
marketing theory as well as past research®. Customer focus is described as an employee's
personal commitment to provide great customer service. The manner in which the business
offers value to its consumers is a crucial prerequisite that allows it to be really customer

focused’. Previous researchers regard a customer focus to be the most important part of a

45



customer connection, and the marketing notion encourages placing the interests of customers
first’!. Because the marketing concept encourages a company to think ahead, a customer-
focused company is more likely to be concerned with long-term success rather than short-

term earnings.

Due to rising competition and dwindling client loyalty, new concepts focusing on the
development of customer relationships have emerged. CRM enables businesses tablish
sophisticated targeting and inquiry management procedures, which can dra improve
new business growth. The expense of acquiring new consumers is six i 1gher than the
cost of keeping existing customers’?. A scientifically sound mar d customer retention
strategy is one of the greatest and most evident methods @) this. The development of
relationships between customer demands, customer Q:Uon customer retention, and
loyalty is part of the customer focus. b’b

This will encourage clients to remain longeY@)uy more frequently, so enhancing the firm's
long-term value. Customer attention &@?s as employee work happiness, job involvement,
and job security improve. Custc@; relationships, on the other hand, place a premium on
managing the relations 6@6611 a business and its existing and potential customers as a
key to success’.

CRM cons1de®os dge to be one of the most significant and highly valuable
organizati assets. For e-business and its growing customer-centric focus, knowledge
manwent is a must’. It's worth noting that the terms "knowledge" and "information" are
frequently interchanged in the literature and in practice. Information management collected
on corporate databases, for example, is frequently cited as an example of knowledge
management. Although information and data management are crucial pillars of knowledge
management, the creation processes and behaviors allow individuals to transform information,

develop, and share knowledge within the organization’.
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People, method, technology, and culture must all be considered in knowledge management.
Customer loyalty and repeat business are also boosted by a thorough understanding of
customer needs, both of which are critical considerations in the chosen competitive strategy.
Customer loyalty and satisfaction are greatly influenced by knowledge management. Both
CRM and knowledge management systems offer favorable impacts on a firm's cost structure

and revenue streams in exchange for transferring resources from the core business, towards

supportive services from the perspective of a process owner’>.
te ;ails creating

The most essential benefit for firms that have adopted this approach is that\i

long-term interactive relationships, particularly with customers. ship marketing's
goal is to build, maintain, and improve connections wit ﬁrs and other business
partners’®. Furthermore, effective relationship marke@ necessitates the presence of
effective internal marketing. The goal of relations im%eting is to improve the customer's
loyalty to the company by providing higher ya %n a consistent basis at a lower cost”’.

This can be accomplished in part wit?in meany and in part through collaborations with
vendors and even competitors. Thq&@th of the customer's business share and profitability
are used to determine succe%@w four areas of organizational success in services, namely

financial, customer, int rocess, and learning and growth, all benefit from relationship

marketing’®, ('@
2.1.248S Delivery

Activities, benefits, or satisfaction that are offered for sale or delivered in conjunction with
the sale of goods are referred to as services. When selling items or offering a specialized
service, businesses are typically related to customers in the marketplace and interact with
customers who wish to purchase these goods or services”. Customer loyalty and increased

profitability will result if customers are satisfied with service delivery and if service delivery
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fulfills the customer's perceived expected delivery. Customer satisfaction is determined by

the service provider's overall experience and evaluation®,

In this view, marketing focuses on internal and external factors including product, pricing,
location, and promotion, which are affected by ongoing changes in the environment where
the business is trying to reach a market®'.However, it must figure out a way to incorporate
innovations that can affect the market by altering the product. Therefore, th ility to
advertise and sell a variety of goods has been connected to marketing ski @ include
unique components that are challenging to imitate. While this is«oing on, customer

connections with product managers improve the market strategy %@g customers a bigger

edge. Q

Product development is an essential marketing sk %%roducmg new or modified items to

the market successfully and sustainably. Throug@‘bthe process, businesses must figure out

how to adapt their products to foreign, u&&e markets while still improving their financial
.

performance®?. Innovation in ﬁnan@erwces, whether it be in terms of goods or business

strategies, is essential for a pr: to remain viable and competitive in expanding markets'”.

The financial services a@ has been disrupted by technological innovation thanks to new
methods of cre{;@ providing value to clients®®. Additional investments in information
technology @

of cust rﬁeeds is expanding along with IT investment. Financial service providers (FSPs)

ets, resources, and capabilities are justified in light of this. The diversity

must also improve their procedures to satisfy and even exceed the expectations of their clients,

who are the most powerful yet unstable stakeholders®.

To develop and execute a compelling customer value offer that satisfies their varied financial
service needs, understanding client pain points continues to be an essential component.

Financial products and services are characterized by customer value propositions (CVPs) like
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affordability, accessibility, ease of use, service reliability, and security. These CVPs are
necessary for FSPs to attract and keep customers. FSPs must continuously evaluate their
customer value propositions and product fit in light of shifting consumer habits to attain and
maintain these features in their goods. One such strategy is the ongoing evaluation of product
development procedures. This is unquestionably the case, particularly in a time when
emerging non-bank financial technology (Fintech) companies are taking on th¢ market

leaders and upending it with fresh value propositions®. QQ

A new product or service is introduced that has been greatly improved &rms of its features
or intended applications. This can include advancements in techni ifications, materials,
and components as well as software integration, user-fri@ness, and other functional
qualities??. Determine the level of change involved @Quct development to determine
whether it is radical or incremental. An orga@ n, industry, or society experiences
significant changes as a result of radical ad\\\%nents, which deviate sharply from the status
quo. On the other hand, incrementat @pments primarily strengthen the organizational
skills already in place, only K@gitating minor deviations from current procedures. The
.
significance of scale an economies in the creation and expansion of mass markets is
highlighted by incre %

XS

current items 1§ esSential to creating more competitively sophisticated products that can

advancements. Making small, incremental improvements to

improve ance®®,

Financial product improvement calls for the commitment of vital assets and an knowledge of
patron needs, characteristics, and behaviors to advantage the adoption, consumer satisfaction
and continuous use of economic services. Well-evolved economic merchandise yield benefits

inclusive of progressed market shares, better profits, returns on fairness, customer loyalty,

and lengthy-term survival?®®%8%_ For brand new merchandise to achieve success, companies
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have to make certain that product development methods consisting of ideation, prototyping,
checking out, and launching should be cautiously and systematically executed?. Past the cost
proposition, pilot and launch techniques that FSPs adopt also can have an effect on product
popularity. There may be, therefore, a need to be revolutionary inside the product
development method. Such approaches require an equipped crew, green operational

strategiesfor managing emerging product risks.

>\
It is a system that leads to introducing new merchandise into a market @gtion to a
market possibility with the aid of logically combining a fixed Sﬁties. Product
improvement practices (PDPs) are a described set of tasks, ste hrases that describe
the requirements by using which a organization repetitivel rts embryonic thoughts into
sellable services or products®’. They're company practi@t@ translate into the improvement
and release of recent merchandise as a reaction@w marketplace possibilities. Product
development practices (PDPs) are success ck@ of latest product development efforts due to
the fact whilst properly implemented;\t are able to positively impact an enterprise's
marketplace proportion, proﬁtab@g and long-term survival. PDPs include practices that
.
help commercial enterpri a@ups arrive at the first-class and viable merchandise that meet
marketplace desires_and Can seize costs for the company even as growing prices for
customers. TheQe}affects three vast components of organizational achievement: operational,
financial, dvertising performance. It involves practices thatinclude the development of
prodwackages, studies and development (R&D), and innovation that can translate into the
fulfillment of a new product®®. It is crucial to word that how nicely a new product plays in
phrases of economic overall performance, customer adoption, growth in market percentage,

and customer satisfaction is a feature of the product improvement practices that the firm

adopts®.
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Hit products need a sturdy product development group to conduct practices that foster the
fulfillment of evolved merchandise. Product managers need to, therefore, recognize the
commercial enterprise effects of product improvement decisions and want to have the right
product development practices in place®’. Regularly, product development managers are short
to isolate the reasons for poor product overall performance and may address them personally.
However, a mixture of these factors mayexist. The intention of product im@ement
practices is to fulfill customer wishes even as preserving a focal point on p ility and
business sustainability. Merchandise are one measurement of co p&i)n inside the
monetary services area. The practices that produce the products n@to get hold of good
enough interest. They're essential to improving the first-rat %ices to promote patron

adoption, purchaser delight, purchaser retention, proﬁtabi@nd lengthy-term sustainability.

QO

Surveillance of the competition posed in the b@s environment for leads that could
suggest a possible business opportunity ﬁ\\®1mportant job that marketing research can
undertake. In some cases, this type df@ might give motivation for a company to fulfil a
customer's wish, which benefits l%*ft?e company and the customer®. Gaining knowledge of
.

the customer base, det ilg what the customer expectations are, keeping consumers
informed of the level of sctvice offered, being able to live up to the created expectations, and
consistently rer%r?)}ﬁhigh level of service are some key areas in which organizations must
work tow ceeding consumer expectations’!.

Deli\ksjpg good customer service therefore entails communicating with customers, greeting
customers when speaking with them, demonstrating effective ability to manage the overall
service experience while being able to handle difficult situations with grace, demonstrating

the ability to manage a service-driven team, and, most importantly, transforming the entire

team into a customer service-oriented team®?.
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When it comes to managing a brand, there are numerous problems, such as staying relevant
as the market evolves, developing cheap items, and avoiding noticeable drawbacks that can
cause a brand to lose customers and damage the company's reputation®’. Businesses can
effectively manage brand service delivery by facilitating customer complaints, responding to
customers based on these complaints, encouraging sales staff to probe customers for
problems, training staff to handle complaints, developing a complaint response &edure,
appointing a senior manager to take ultimate responsibility for customer co ts, and in
clear cases where the company was in the wrong, management should &Qy odial care to

the customer®. Q
=N

Top management participation necessitates allocating reso aise brand recognition
through public speaking, media reactions, and tight cor@ication with both external and
internal stakeholders®®. Employees have a majo r%&d critical part in connecting with
external stakeholders, and they should have %roduct knowledge and assist in conveying
or delivering the brand message, ther?fo }ling employees on brand values is essential®S,
Examining the customer base a@hat specific demands they have, setting specific
objectives to be realized b&/{% program, building a manageable program for customer
retention, and creating }@%e that encourages consumer interest are all beneficial in order
to keep current @\'S. Customer retention can be one of the most significant strategies
when tryingégersuade a customer why a business should be given a second opportunity, in
addi& eing an important component of CRM to develop a successful firm®’.

Some instances of poor customer service should not have occurred in the first place and are
simply dumb blunders that may be one-time occurrences. In other cases, when poor customer
service occurs, it is not brought to the attention of the customer service department or the

appropriate authority, and the company never resolves the problem and goes about its

business as usual®®. The customer retention program would allow the company to learn why a
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customer is leaving and to improve, which would benefit both the company and its client base

in the long run.

Training entails gaining skills that will assist individuals in achieving their goals and

enhancing their competence in the workplace, with benefits such as assisting individuals in

understanding the company's vision, mission, values, culture, and strategy, the ability to gain

skills on how to interact with customers, follow processes, understand company pglicy and
=

procedures, increase product and service knowledge, and maintain service qua@ .

2.1.2.5 Technological Innovation ’\

Information and hardware, actions and effects of knowledge, matersial variety, and the nature

of search processes have all been used to describe techno@ owledge and skills (such as

those found in organizational members and ma ), strategies and procedures for

converting inputs into outputs, and proce%% ctivities related with the use of these

technologies were all covered by techhology. technology can be defined as how an
.

organization transforms its inputs {@ as materials) into outputs (products and services),

and is considered one of the K&l contingency variables that also influences the structure
of an organization!'?":10% Q

Technology pr@m with a source of competitive advantage, strategic management in
enterprise 1d respond to this technological potential by integrating technology into their
busir}s&%rategy. According to Frohman, if a company intends to use technology as a
competitive weapon, it must also meet the following three requirements: top management
orientation, project selection criteria, and proper methods and structure'®*.Both governments
and scholars agree that technology is a source of competitive advantage for industries,

particularly manufacturing industries. It is critical to understand both the specific
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technologies and how firms might best arrange technology to achieve this competitive

advantage.

It is required to examine several concepts, such as technological innovation capability and

R&D capability, to define the concept of technology development capability!'®*

. A capability
to effectively use current technology knowledge is defined as a technology innovation
competency. It also refers to the ability to get and use existing technologies, as wA{as the
ability to develop new ones. Technological capability can also be characterC@%chnology

investment capability, manufacturing capability, and technological innéwation capability, and

these three definitions indicate that they are not separated into sq@gmainsm.

A company's technology development capability is a uni Qngible asset. It is a resource
that may help a firm overcome a variety of obstacle eh it enters the international market.
It's a monopolistic and unequally distributed res% 9 It was also suggested that one of the
company's internal capabilities, which i hﬂ through ongoing investment, is not only a

[ ]
source of competitiveness but also @ivator for globalization.

In other words, the abilit t@lqoi) technology stops competitors from copying it, increases
a company's competi st, and the complexity and implicit nature of the company's
manufacturing @1 s make it tough for competitors to steal. Based on prior research,
this study @d technology development capability as "capability related to the technology
possésieg’by the organization," broadening the definition of technological innovation

capability and R&D competency!?’.

In terms of compatibility, relative advantage, complexity, observability, confidentiality, and
trialability, the technological context influences innovation decision-making!®. Only
complexity, relative advantage, and compatibility have anything to do with the concept of

ICT innovation. The degree to which SMEs regard technological innovation as a better
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choice than the notion it replaces is referred to as relative advantage. It describes the value

gained or lost by a company when it embraces or rejects new technology'?.

Technology compatibility relates to how well a new product or service aligns with existing
standards, previous experiences, and the needs of new customers or users. The compatibility
of IT with current work practices improves the technology innovation of a small business.
The degree to which SMEs regard technological innovation as difficult to com nd and
implement is referred to as complexity'!?. Innovative businesses enj @ petitive
advantage that leads to increased profits and long-term viability. Produ&{rocesses, markets,

production factors, and organizational structures all show the eff%@novation.

2.1.2.6 Other Aspects of Market Capabilities Q:
1. Price Competitiveness b’b

Another aspect of aspects of market capab'm)\; pricing. Pricing is the final payment made in
exchange for a product or service. @ ords, this refers to the value placed on a product
or service, and pricing strateg@ the means by which businesses set prices for the goods

and services they offer@o entering a market and once they are established there®®. The

way a business seta&ices is a major factor in determining its ultimate level of success.

Successfulrb inesses pay close attention to the four pillars of the marketing mix: product,
price&gl/gd, and promotion. Yet, many businesses concentrate disproportionate weight on the
advertising aspect, often at the expense of the pricing structure. Nonetheless, pricing is vital
to a company's success, and an incorrect valuation of costs could have a negative effect on
sales and revenue. Much consideration must be given to the pricing strategy and how things

are priced because consumers often use the price to judge the perceived quality of the product

offering. It is well established in the marketing literature that price is one of the five Ps
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(Product, Positioning, Place, Promotion, and Price) that make up the marketing mix and work

together to attract, engage, and convert consumers into buyers®’.

A company's pricing strategy is the method it uses to set prices for its products so that they
are competitive in the marketplace. Factors like as market conditions, competition behavior,
trade margins, and input prices are all taken into account when developing a pricing strategy.
The designated customers and competitors38 are the focus.Due to factors such as-ificreased
competition, gray market activities, counter-trade regulations, regional trad @- ocks, the
emergency of intra-market segments, and variable exchange rates, prio&has long been one
of the most challenging issues in marketing. Customers' opini a product's quality
change when its price changes. Because high prices might m@)eople feel cheated, and low

prices can mislead them about other aspects of a prod lig its quality, finding the optimal

price point can be challenging®®. b’b

grounded in the company's ma@

psychological aspects of priei ¢ all taken into account by the researcher who uncovered

Scholars have arguedthat pricing techniq%h\lch as non-intergraded competitive pricing, are

onfiguration. The financial, commercial, and

the findings in another s@ research*?%%72. Some highlights the fact that external members
of a firm do no ’«P\‘& notice innovation and positive movement of pricing strategies and
their applica@, s evidenced by positive ongoing achievement in sales. understanding that
pricing @rbgy is a challenging and intricate part of the marketing environment that requires
revealing supply and demand interactions*>%. A company's ability to achieve its goals,
market share, and profit index can be facilitated by the various pricing techniques at its
disposal. Retailers can choose from a number of different pricing techniques, each of which is
well-suited to a specific market®®. The High-Low pricing approach and the Daily Low pricing

strategy are two examples. Under the Daily Low PricePlan, as opposed to competitors that
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give periodic unilateral promotions, the store maintains a consistently lower price all the time.
Lower average prices and no price differential between regular and advertised prices
characterize EDLP, a pricing approach.Profitability and other financial outcomes, as well as
non-financial consequences like product positioning, quality, and distribution, are heavily
influenced by a company's pricing strategy. Given the fundamental role prices play in
generating interest in a company's goods and services, this is crucial to the continued success
of commercial banks over the long run. Profitability is the end result of o | pricing.

Effective pricingis the fruit of the labors put into developing and marketi g%y) uct. Even if

good pricing can't save a business that botches the first three step, ,@p icing can kill any
N

chance of making a profit’. Also, the effectiveness of a strategy is called into

question if it does not mesh with the company's lar@trategic aims and objectives.

Managerial and public policy choices can b?@ influenced by pricing strategy

outcomes’!. \Qrb
2.1.4 Financial Capability * @

In 2006, the financial capa&:oncept was created, with a few experts arguing that

financial literacy is a m@ut insufficient concept. Financial literacy is about having the

ability to act, b@ not involve having the chance to act. The importance of increasing
lity

financial ca%

Whe@cial inclusion refers to the chance to act, and the two together contribute to

has increased in recent years. Financial literacy refers to the ability to act,

financial competence. The term "financial capability" was coined to widen the concept of
financial literacy beyond the narrow definition of "financial literacy®'." It encompasses

both ability and opportunity*’.

A person is deemed unable if they acquire skills and knowledge but do not use or apply them

in actual decision-making. People who are financially capable must have the ability as well as

57



the opportunity to improve their financial situation by making wise financial decisions and
activities. Financial literacy fails in this case because it does not address the external aspect of
financial inclusion, which is a critical component of financial aptitude*. Financial capability
encompasses both the internal and external components of financial literacy and financial

inclusion.

Financial capability programs are meant to complement rather than replace policigs<aimed at
increasing financial inclusion®. Efforts to promote financial inclusion — su ouraging
the development and use of basic bank accounts and expanding th«se&o(microﬁnance
institutions — are unlikely to have a significant impact unless.t re accompanied by
measures to improve the financial capability of people who arrently financially excluded,
so that the people who financial inclusion initiati@g intended to reach have the

competence and confidence to use financial produ@ services’.

Financial capability is becoming a top @i y for policymakers around the world, as it
supports financial inclusion, ﬁnan@‘bl ity, and efficient financial markets. The recent

financial crisis has strengthen{g&%idea that people need to be more educated and prepared

in order to make infor@mcial decisions®!. In order to manage their business finances

and expand thei f@ystainably, owners of small and medium enterprises (SMEs) require a
cial

range of ﬁ%

microer@ses. SME growth can be stimulated by improving the financial competence of

capabilities that are distinct from those required by individuals and

SME owners or decision makers>2.

SME development, in turn, is critical for stimulating long-term economic development in
places with extensive informal labor markets, which are widespread in low- and middle-
income nations. Financial competence encompasses a set of behaviors, abilities, and attitudes

that enable successful and responsible financial decision-making?. The project's overall goal
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was to create a survey instrument that would measure financial capability in a way that was
both comparable across nations and independent of socioeconomic and other factors. A
survey module was designed to evaluate overall financial-capability levels among SMEs
using the positive/agnostic method, which mandates detecting financial-capability features

through peer judgment’*,

SME development, in turn, is critical for stimulating long-term economic dev ent in
places with extensive informal labor markets, which are widespread in Q’n middle-
income nations. Financial competence encompasses a set of behaviors,&litles, and attitudes
that enable successful and responsible financial decision-making2> roject's overall goal
was to create a survey instrument that would measure ﬁnanapability in a way that was
both comparable across nations and independent of §Qonomlc and other factors. The

following are the key factors affecting financial ca@ies of firms

nn nn

"Getting information and advice," "cont accountlng, establishing precise financial
goals," "reviewing financial strate &}a% analyzing and developing company prospects"
were all linked to this trait. -Cok%mes with the greatest sales levels had better component
ratings than compamesﬂ@%e lowest sales levels. "Controlled accounting," "analyzing and
generating co ospects," and "controlled budgeting" were the most significant
distinctions.@t s of "receiving information and counsel” and "planning from the start
with_co r@l owner's support," the balance was positive or nearly zero for enterprises in the
lowest class>®.

n.on

“Controlled accounting," "controlled budgeting," "establishing precise financial goals,"

"being responsible and conscientious," "reviewing financial plans," "analyzing and

developing company chances," and "attracting investors" were all linked to the location of

nn nmn

businesses. "Controlled accounting," "establishing precise financial goals," "analyzing and
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developing business possibilities," and "controlled budgeting" were the financial-capability
components that varied the most when compared to enterprises in low-income countries®’.

This trait was linked to 9 of the 13 capacity components in a significant way. The

components that did not demonstrate a high link with this explanatory variable were

nn nn

"controlled accounting," "diversifying cash techniques," "controlled budgeting," "establishing

158,59

precise financial goals," and "attracting investors . In terms of average score &edlum_

sized businesses outperformed their smaller counterparts.
Knowledge of financial products was found to be strongly lin%@ capability

components. Financial product knowledge, in instance, haS%‘to do with "being
oals

responsible and conscientious" or "establishing precise financi
3. Technological Capabilities Q :

Similarly, the technological capabilities has als& seen as market capability. It has been
defined as the company’s capablhty to la 0 and increases a brand-new system or product
and improve knowledge and talents \0x1 ately the physical surroundings in a unique way,
and rework the know-how -inQ%ﬁtructions and designs for the efficient creation of the

preferred performance@lological capability includes now not only technical mastery

capability but Qﬂ@ally the capability to amplify and install the company's core
1

capabilities,&

technoh@ sources at some point of the firm. Moreover, technological capability

vely combine the specific streams of technologies, and mobilize

accommodates the body of practical and theoretical understanding, strategies, experience,
strategies, and physical gadget and devices®'. Technological functionality represents a firm's
advanced and heterogeneous technical sources which are meticulously associated with the

layout technologies, product technologies, statistics and system technology, sourcing, and
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integration of outside. Those components of technological abilties are accountable for

enormous tremendous variant in a firm's performance®?.

The technological functionality permits a firm to pick out, gather and practice new outside
expertise to increase operational abilities, which ends up in the attainment of advanced
performance. Via effective technological functionality, a firm creates and can provide new
services and products in a better and greater green manner that nice satisfies t stomer
wishes, consequently enhancing the general achievement of the compa y@ product
improvement and performance’®. Hence, technological capability allou&/[g{orporations to
undergo the effects of a dynamically converting commercial enterphi rroundings at some
stage in the life of a commercial enterprise, right from thup to the age of corporate
social obligation. Powerful development of technolo%@nctionality in SME companies
entails turning into open-minded to the improvem@’btechnological surroundings, perpetual
accumulation of valuable know-how, an\\\é%yment of the modern-day technologies
effectively®*. Therefore, an effectiV@sture of appropriate operational competencies
complements the energy of a@&mpany’s technological capability. The technological

capability has been establi \ in permitting companies to increase and supply precious
p y p

services or products % ients and ensure effective consumer relationships which positively

beautify perfor@

Techno%rlgl capability contributes to the fulfillment of higher ranges of economic overall
performance for companies since it permits incremental improvements from the use of recent
technologies”. Getting entry to a much broader variety of the latest technology options can
have an effect on the product cycle time, velocity of company innovation, release and time to

market of latest merchandise, product improvement expenses, and fulfillment in growing new
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products, and is taken into consideration a crucial factor of information and talents for the

firm?3.

Technological capability is the potential of the business enterprise to execute any applicable
technical function, inclusive of the capability to increase new products, procedures, and
technological expertise to attain higher ranges of organizational efficiency. Via technological
functionality, the employer can advantage of an aggressive side in the enterpris %cially

in an excessive-tech environment, together with the chemical, digital, aceutical

industries®>. ’\

Technological functionality is key to gaining an aggressive_ad ge asorganisations are
seeking to boost up the transfer from era gadgets pl@; developed countries to its

subsidiaries placed in growing nations for instanc

le ~Russia, Mexico, Brazil, and India.

However, relying upon the diffusion capabilit ome technologies, the use of a starting

echnology internationalization, inclusive of in
S \'

India%'. 6

A few reasons that can %&\%ancing technological functionality are the need for growing

place may additionally have a decrease f@\t

and maintaining inner lls, adjustments in technologies underlying the manipulated
machine, R&D@ rélations with universities, studies institutes, and specialized suppliers,
improvemﬁ&éf latest generation components, lengthy-time period gadget integration skills,
and @ny internationalization®?. Technological capability is a superb predictor of product
innovation®, but high levels of technological functionality might also prevent the product
from generating innovation. To reduce this impact, buyers have to search for markets that
display technological growth capability (the biotech enterprise, for an instance) and market

innovation™

4. Promotion
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Marketing has been described as a social and management method through which individuals
and organizations acquire their needs and desires through the production and exchange of
goods and services at a profit. According to the American Marketing Association (AMA),
marketing is "the execution of business activities that guide the flow of goods and services
from the point of origin to the point of consumption" (1935). Verbal exchanges that enlighten
and persuade consumers, businesses, and government institutions to buy a company's product
or service are called "promotion"®. Marketing is one of the most used %\GS to
promoting a product or service. Advertisements, both digital and analogy can be used by
brands to raise brand recognition and interest. Mass market ex 0@ can also help with

%s can employ a variety

advertising, and it's a very cost-effective publicity strategy. r
g ry p y gy

of advertising and marketing appeals to pique the interest@elr target audience.

\

The importance of personal selling in the B2B @ cannot be overstated. Interpersonal

communication, which includes personal sB@ 1s a major factor in the purchasing process.

It's a powerful type of interaction sim@yales team can quickly respond to the customer's

problems and queries, satisfyin @%\r needs and influencing the buying process. Long-term
.

relationships with custc&n@ also be effectively built through private advertising.

Income promoti .%s)werful tool for driving immediate and incremental revenue growth.

Business owhers €an increase sales by increasing discounts, offers, coupons, competitions,
and so %rQ)espite their short-term success, sales promotions contribute nothing to the

development of lasting connections with customers.

Public family members (PR): can attain segments that don't reply to commercials. Public
family members include press releases, features, events, press conferences, addressing any

controversies about the emblem, and so forth. That is called media relationship management.
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Instead of immediately addressing purchasers through commercials or income promotions,

this shape of communication creates a greater diffused 'buzz' around a product or emblem.

Direct advertising: entails communicating with customers without delay, in other phrases,
without the usage of any intermediaries. Direct advertising consists of email, catalogs, mail,
SMS, telemarketing, and so forth. Direct advertising is effective at achieving a specific target
organization or demographic. Marketers have quite a few freedoms in customizi essages
to match the target phase's wishes, and direct advertising and marketing 0 inspire
two-way verbal exchange. But clients may sense uncomfortable mbarded with
frequent direct communications®. A strategy is a comprehensiv movements that has
to do with the application of skill and understanding to 1 organizational vision and
assignment statements which typically cause the attaj a of organizational desires and
objectives®. Brand managers can spot marke& rtunities and gaps thanks to the

promotional plan, and businesses may trac }@esults of earlier marketing communications.

Promotional goals are derived from b h@and marketing strategy.

Promotional strategy, on the-oth@(and, is a marketing concept that has to do with selecting a

target market and crea@ best promotional mix to sway and persuade the consumer's

consumption pat&@fnhance organizational performance. If everyone in the organization

1s aware of \6&&

will be @oved. Promotional activities are viewed as communication tasks like raising

¢ objectives of the promotional initiatives are, organizational performance

awareness or fostering favorable perceptions of the business or good (s). The actual output or
results of an organization as compared to its expected outputs make up organizational
performance (or goals and objectives). Three distinct areas of company outcomes are

included in organizational performance: (a) financial performance (profits, return on assets,

64



return on investment, etc.); (b) product-market performance (sales, market share, etc.); and (c)

shareholder return (total shareholder return, economic value-added, etc.)®.

The word "organizational effectiveness" is more general. Organizational performance is a
topic that interests experts in a wide range of disciplines, such as strategic planners,
operations, finance, legal, and organizational development. Recent years have seen an
increase in the number of organizations attempting to manage organizational rmance
using the balanced scorecard methodology, where performance is tracked @1 sured in
multiple dimensions, including financial performance (e.g. sharehol&gdm), customer
service, social responsibility (e.g. corporate citizenship, com 1 utreach), employee
stewardship, organizational performance, performance mea@‘nen‘[ systems, performance
improvement, and organizational engineering Succgfugorganizations are crucial for
developing countries because they play a signiﬁc@‘ in our daily lives. As a result, a lot

of economists liken organizations and insti@ to an engine that drives advancement in the

The promotional mix, which 4 gﬂes advertising, personal selling, sale promotion, public

\}

relations, and direct ma@% has been viewed over the years by some eminent authors as

economy, society, and politics.

having functiot?e%timulating demand, boosting sales in a specific geographic area,

improving p@ﬂ, creasing market shares, fending off competitors' strategies, and retaining
custom Ity or patronage within the company. On the other side, a firm or organization's
promotional policy is a set of rules and regulations that specify how personnel are to engage
potential customers in the promotion of a good or service. The corporation may manage the
message it sends about the product or service and decide what actions its staff should take
when interacting with outsiders thanks to the promotion policy. When representatives meet

with clients to promote a good or service, Nestle, Unilever, and Coca-Cola, for instance, may
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believe that they must go by a promotion policy. Since they had the final say over how the
household's disposable income would be spent, the heads of the household were the focus of
the promotional approach. The burden of choosing the most effective promotional strategy in

a specific customer demographic setting is on the marketing department®.

Marketing, in a societal sense, is any exchange activity meant to satiate human needs.
Marketing is a system of commercial activity created to plan, price, advertise, a istribute
goods and services that satisfy market needs’®. The means by whic @s ess can

accomplish its immediate tasks, goals, and strategic objectives in terms’ef long-term survival

in the face of change are marketing”®. %Q

2.1.3 Small and Medium Enterprises (SMEs) Q

N\

Small and medium businesses (SMEs) are pr ’Qt in both emerging and developed
countries, as they are one of the primary dx\\% f economic development in both rural and
urban areas. As a result, govemm@, real ways attempting to develop the SMEs
sectortospur economic developr@g whether by providing an enabling environment for
SME:s to thrive or by proyi ; %16 essential incentives for the sector's growth. It is apparent

"N

that SMEs are the ex:) y's backbone, and that they play a crucial role in job creation,
enhancing the Yalu¢vof human resources, cultivating an entrepreneurial attitude, supporting

large-scal rises, and establishing new business chances!''!.

Q

Small and medium enterprises (SMEs) are several types of businesses that can be found in
various commercial activities across the country. Local agricultural implement artisans, tailor
shop owners, iron fabricators, roadside mechanics, small transport firms, internet cafés, small
engineering or software firms, and medium-sized automobile components manufacturing are

among them. Some SMEs produce for both domestic and international markets'!?. They can
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be found in rural, urban, regional, national, or international settings, with owners ranging
from the destitute to the wealthy!!3. SMEs were defined as firms with a total capital outlay of
between 1.5 million and 200 million under the Nigerian Small and Medium Industries Equity
Investment Scheme (SMIEIS). This figure includes operating capital but excludes land costs.
According to Nigeria's National Council on Industry, an SME is defined as accompaniedby at

least 10 employees and a maximum of 300'13. \

Nigeria is still attempting to piece together a unified definition from the v conflicting
and ambiguous definitions offered by various ventures and organizati&i such as the 1992
audit by the National Council on Mechanical Standards, which d%@dEs as undertakings
with an all-out cost (counting working capital while consid land expense) of N3Im but
not exceeding N3.150m, and a labor size of somewhe@&e range of N3Im to N3.150m,
with a labor size of somewhere in the range of It i@fbmon knowledge that small businesses

are capable of pushing the economy out of*@fgculties it is currently facing. The number

The concept of a small busine&ts course of activity differs from one country to the next.

of open doors is enormous!!>!16,

There is no commonl)@?pted reason or strategy for SMEs'!”. Unmistakable creators,

scientists, and u@s schools of thought have differing perspectives on disparities in
mbé

capital cost,@

and con@on, pieces of the specific industry, and the element of development.

r of representatives, fixed capital speculations, open plant, deals turnover

The development of new ideas and progressions with an intuitive awareness of company
demands is central to small and medium-scale venture concepts. Customers are targeted by
business visionaries using a bottom-up technique to control the business focus, rather than
focusing on the organizing and best-down division of ordinary business'!'®. SMEs are

depicted as a social event of easygoing information through frameworks of individual
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relationships rather than as a collection of purposeful market learning in traditional company

compositions.

In both developed and developing economies, the small and medium enterprise segment
establishes the broadest range of activities. Small and medium-sized businesses contribute to
the achievement of the national pay and capital plan by receiving remuneration (advantage)

from their activities. The national wage is a standard metric for measuring the ss of a

country's all-inclusive community. : Q

Small and medium-sized businesses are responsible for creating ®Ob opportunities.
Various things and administrations are being given by small a edium-sized business
visionaries, which has improved the overall public's ant of everyday conveniences.
SMEs provide the needed sources of infomationg@@'materials for larger organizations,

which don't have to rely on imported inform% sources in every situation, saving the

o N9

A

2.1.4 Marketing Orientation é

country money on foreign exchange

.
A business strategy knc@g\market orientation" places the requirements of the consumer at
the center of the r\ development and creation processes. It is a kind of branding strategy
that encouraﬁgnds to have attributes that customers desire, which is very different from
the trac‘@l marketing strategy!®®. Scholars have demonstrated how brand innovation,
competitive advantage, and new product development may all help to increase market
performance. By identifying attributes that can serve as major selling points, the company
focuses on the competitive advantage of already-existing products in the conventional way.
Unlike companies in the luxury goods market, which use a conventional strategy, FMCG

uses market orientation principles. An approach to product design known as "market
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orientation" puts the client first. It entails conducting market research to find out what
consumers believe to be their top priorities, current needs, or personal preferences within a
given product category. Businesses are urged to strengthen their market orientation practices
to increase their profitability!$>. Most consumers are in touch with market trends, too, and
clearly understand their needs and aspirations. Performing data analysis can reveal trends and
desires that are not explicit. It can be instrumental in anticipating consumer &15 and
adapting the market-oriented organization as one that shapes consumer behayi ther than
one that reacts to it. Consumer demands can often seem impractical, but t G{ymwledge can
be vital in the long-range decision-making process. Ideas that are ost-effective in the
status quo can be employable amid changed market condit'@ﬁe future. They can be
used for long-term development strategies. Data collecte product development can also
be used post-launch to improve customer servic E§ient product support that addresses
concerns raised by consumers is essenti aintaining a high degree of consumer
satisfaction. It enhances brand loyalt}: g\'\od-of-mouth advertising by existing consumers.
An excessive focus on addressing @eds and desires of consumers reduces the scope for
innovation in an organizatioh@us, market orientation is based on reacting to market trends
rather than creating th%%sumer desires are not fixed and can change very rapidly. A
standalone mar 't’&i%yed strategy cannot guarantee a huge market share, given that rival

companies s@ng the same consumer needs can quickly come up in the market'®,

O

Furtlk@ore, marketing orientation can be characterized in a variety of ways, depending on
the viewpoint taken into account. Most academics, however, agree that the most important
aspect of marketing orientation is the recognition of client wants and expectations. It's also a
set of common principles and values that puts the customer at the core of the company's
thinking. Customers and the product's ability to satisfy specific consumer needs; marketing as

a dominating company culture; and the ability to adapt products in response to changes in
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customer needs and wants to deliver customer satisfaction are the three priorities of

marketing orientation'®’.

Market orientation is a type of corporate culture in which employees are devoted to
delivering exceptional customer value on a constant basis. Another approach to think of
market orientation is as a series of marketing efforts that lead to improved performance.
Years of research have shown that organizations that are more market focused do %r than
those who are less market oriented. Rather than those who are product orien @ focus on

familiarizing their products and services with the wants and @cta ions of their

Customers'®. %Q

A corporation with a high degree of market orientation @95 a set of shared values and

beliefs that prioritize the customer, resulting in an u; table competitive edge, lower costs,

and higher profits. The market orientation con% ocuses on generating relevant business

intelligence, disseminating it, and being g%ive to market information in order to make
.

efficient and effective decisions. Or, \ati nal culture, innovation, human resource planning,

and organizational learning ar: pics that are linked to this idea'®.

Internal driving forceihlave an impact on marketing activities. It will have an impact not
u

only on custo@

Business ations will not survive or flourish in the current climate unless they have a

also on the organization's employees and internal relationships.

well%&shed marketing approach'®. As a result, marketing orientation implementation is
the most advanced stage of development for firms and a vital component of effective business

performance. It can be built around the actions that are specified by the importance level.

Starting with management (marketing management), planning and coordination (marketing
planning), and finally execution. Implementation of marketing orientation entails the creation

and management of marketing activities such as environmental scanning, customer needs and
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expectations assessment, and the development of goals and objectives based on

organizational constraints, all of which lead to the development of a marketing strategy'®.

To be successful in their marketing the owners/managers need to understand and accept
marketing rules that determine appropriate actions. These actions are essentially connected
with marketing orientation attributes. The first one is represented by customer orientation -
fulfillment of customer needs and expectations that should lead to satisfaction. T e%ond is
integrated marketing functions — an organizational system that is focused o ing goals

and ways to achieve them. The next distinguished attribute is called: arketing information

(market intelligence) — market and marketing research. . %Q

Strategic approach/perspective (strategic marketing pla nd operational effectiveness
(tactical and operational plans for implementatio ofﬁketing actions and control system)
are the two remaining areas'®®. A more recent proposes a similar integrated model, in

X

which customer orientation, competitor o 'e\nq\gion, and cross-functional coordination are all
.
three components of marketing o ﬁ%ﬁﬁm, A customer-focused corporate culture that
creates a full awareness of &&%usiness an organization is in and what its customers
genuinely value is the %%( of a customer orientation approach. As a result, it is able to
focus its intern. @, ces on providing higher value to clients. Despite their definitional
differences,@ rases 'customer Orientation,' 'customer-led,’ and 'market orientation' have
come t employed interchangeably in practice during the last 80 years!$®. Customer

Orientation is conceptually separate from several closely related and frequently confounded

terms.

Customer-led organizations are similar to CO organizations in that the customer is seen as
key to the company's activities, which "focus on understanding the expressed wishes of

consumers in their serviced markets and generating products and services that satisfy those
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desires"!®. A shorter-term tactical approach exemplified by customer-led organizations is a
focus on existing consumers and their immediate stated wants and needs. It contrasts with the
strategic practice of understanding and catering to clients' explicit and implicit, emergent or
unforeseen requirements!”’.

Competitor orientation is defined as the capacity to comprehend a competitor's short-term
strengths and weaknesses, as well as its long-term skills and tactics, in order &gain a
competitive advantage in the workplace!'”!. Scholars believed that measuri formance
was crucial to comprehending the competitor orientation-performance li 1@

The importance of considerate competitors and their activities is h ’ged by competitor

orientation. Small and medium-sized entrepreneurial businesgr requently in a precarious

situation because they are too focused on short-term and nal matters and not enough on

173 sses are frequently described as

competitors'>. In competitive contexts, small\b
traditional and sluggish to react. Furtherm % organizations place a premium on the

owner making crucial choices, restricﬁ@e capacity of other employees to influence
[ ]

strategic planning!”™. \C)\
. $
2.2 Theoretical Re@
2.2.1 The Dycﬁ;@pabilities Theory

Teece an o proposed the notion of dynamic capabilities (DCs), based on a resource-
baseg\g’ew, in response to advances in many firms' competitive advantage. Continuous
development of dynamic capacities is required to sustain a firm's competitive advantage in
long-term competitiveness!’>. Firms constantly integrate, reconfigure, renew, and regenerate
resources and capabilities in response to changing environments in order to achieve and

maintain competitive advantage through these processes!’s.
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This research suggests that higher-order dynamic capabilities will be more important to
organizational effectiveness than lower-order dynamic capabilities. This means that multiple
sorts of measuring variables will be used to create dynamic capabilities. The majority of

research, on the other hand, has been focused on exploitation and exploration capabilities!”’.

Exploitative capabilities are dynamic capabilities, involving activities such as path-dependent
learning and knowledge storage. Firms often prioritize the expansion of existi arkets;
deferring expansion into new ones until they have built up sufficient capabi 't@. his step-
by-step method can help to lessen the risks associated with explora&{gﬁ experiments,
increasing the possibility of such businesses surviving. Ac to the researchers,
companies that engage in continuous learning are more like® track and respond to client
requests, allowing them to find and capture market=opp6rtunities while also supplying
appropriate products to boost profitability, sale@wth, and customer retention!”. The
accumulation of knowledge and learning in‘@wnner can help businesses better understand
how to avoid making the same mis@@ow to cut production and transaction costs, and
how to improve employees' m@&l understanding, problem-coordination, and problem-
.

solving abilities'®0. Q\

Explorative ca )@emphasizes the creation of something beyond an organization's
existing knowledge, such as the development of new knowledge, through the use of new
method@xperiment with technologies, business processes, or markets, as well as the
search\{or new organizational norms, practices, and systems'®!. Firms that dynamically
deploy value-adding or disruptive capabilities to achieve new and inventive competitive
advantages are the best examples of explorative capabilities. The single-minded pursuit of

explorative capacities, on the other hand, can be restricting, as enterprises that engage in

explorative processes take advantage of expenditures or resources that were previously

73



allocated to exploitative processes, resulting in significant experimental costs and even

losses!®2.

There are three categories, referred to as the 3P's, that can assist an organization in
developing dynamic capability!®3. 'Processes, places, and paths' are the three Ps. Different
strategic courses may be pursued when there are rapid changes in the external environment
and a company wishes to alter its current position to a desired one. It can, for exa , adjust
the current resource base that it has and can control, seek an alliance partner @ arn from
a partner, or form a joint venture and enter a new business. The COI‘pO@ can now employ

certain organizational and managerial techniques to get to@sired position after

identifying the paths. Q

Q

Dynamic capabilities are the characteristics th tf@ businesses to adapt to quickly

changing circumstances while maintaining a co tive advantage. They are important to a

e

company's long-term success, as it show & rent capabilities that firms must adopt in order
[ ]

to gain competitive advantage. The &3 1ts‘of acquiring capabilities in an SME is seen when

these firms are entering a nw«mgﬁess or extending a current one. It can also be seen when

SMEs are creating new@que products and services that will satisfy the customer’s need

at the time of ¢ %Dynamic capabilities have been identified as a key determinant of

competitive @a age. However, this theory is more applicable to medium-sized enterprises.

O

2.2.2\@9 elationship Marketing Theory

Relationship marketing (RM) is a subfield of marketing that was first introduced by Ber183
and has since gained widespread recognition among academics and practitioners for its
emphasis on maintaining relationships between the company and external actors such as

customers, employees, and suppliers. Relationship marketing represents a transition away
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from transactional marketing, in which the focus is on the marketing mix (4ps). The
marketing mix has been chastised for its lack of contact, as it is unable to combine with

183

customers'®. Customers, suppliers, employees, and other value-chain partners are all

attempting to be included and integrated into the interactive connection.

Relationship marketing was defined as "attracting, sustaining, and strengthening client
connections in multi-service organizations." It's also known as "all marketing acttens aimed
at building, developing, and maintaining successful relationship exchange"lg“@ e ability
to '"create, maintain, strengthen, and commercialize customer rel nsggs, which are
frequently, but not always, long-term partnerships so that ies' objectives are
accomplished!®". This is accomplished through mutual @ange and the keeping of
promises." The definition of RM was not agreed upoQQemphasis on "relationships" is

still the most common denomination. b’b

As a phenomenon, marketing relatio@ are likely to be as old as any economic
relationship. They've also been st or‘a lot longer than the current topic implies. The

present relationship marketin@&le, we believe, is mostly based on the four sources above.

Researchers interested@lstrial marketing and marketing channels began developing

frameworks ana't@s in the late 1970s that focused on dyadic relationships between

business cus@

looked %fkhange as a transaction and analyzed it from either the marketer's or the buyer's

and sellers. This was different from the marketing-mix tradition, which

poinkview. In this regard, a number of research methods can be highlighted'®’. Early
dyadic research on buyer-seller connections, research using the political-economy paradigm,
and research into channel relationships motivated by either transaction cost economics or

social-exchange theory are just a few examples.
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Researchers have argued that early consumer learning theories also incorporate components
of consumers' engagement in relational market behavior'®®. Early studies on consumers' brand
loyalty and supplier or store loyalty date back to the late 1960s. Despite this progress,
theoretically-driven studies of long-term connections between customers and marketers

and/or distributors are still rare!®°.

However, fast expanding information technology has resulted in a predomlna actice-
based and consultant-driven literature on managing customer rela‘uonshlp atabases
(DBM or database marketing) and direct marketing (DM) activitie e mid-1980s.
'Mass customization' and 'one-to-one marketing' have become S. This 'information
technology' strategy, which is also known as integrated mar ¢ communications, places a

strong emphasis on marketing communications (IMC)19 101 :

Transaction marketing at times is more beneﬁc1 rela‘uonshlp marketing when the
customer does not have ample time and § 0 cut costs. They quickly switch to other
competing firms without spending hey further note that relationship marketing is

worthwhile when the revenue Qggﬁs the cost of building arelationship!®?. Despite the

advocacy for relatlons@etmg, it is argued that a few companies concentrated too much

on attracting cui?éso products and services instead of retaining them. Also, many SMEs
still hid cert%in

23 \&'iew of Empirical Studies

2.3.1 The Relationship Between Market Sensing and SME’s Performance

rmation from the customers, resulting in poor decision-making.

A study conducted paper examined existing strategic management and marketing literature
before proposing a paradigm that connects market-sensing capability, company innovation,

brand management systems, and firm performance®. This paper proposes the moderating role

76



of environmental factors (i.e., competitive intensity and market dynamism) on the
relationship between firm innovativeness and firm performance, and brand management
systems and firm performance, based on resource-based theory (RBT) and dynamic
capability theory, a framework that proposes firm innovativeness and brand management

systems as mediators in the relationship between market-sensing capability and firm

performance®. \

Another study was conducted to determine how market sensing and p (@1 novation
advantage influence market entry quality and marketing performancetxemerging markets.
For this survey, a total of 122 participants were polled®. This as carried out using
structural equation modeling. The data is manipulated usin @S version 21. Market sense
has a favorable and large impact on market entry Qbut does not affect marketing

performance, according to the data®. b’b
S

The relationship between market-sensiﬁl mpetence, knowledge production, strategic
tio

S \'
entrepreneurial orientation, and @

examined in another article. -D\a& as collected from (n = 255) SMEs in Jordan, and the data

in small and medium-sized businesses was

was analyzed using ca@&e-based structural equation modelling (CB-SEM). The SEM
result shows t a@g(et-sensing competence has a beneficial impact on knowledge
developmen@ ompany innovation. The link between market-sensing competence and

com@%vaﬁon was mediated through the knowledge generation process!®.

This is validated by another study carried out in 2020, where the purpose of the paper was to
better understand the impact of market orientation and market sensing capabilities on market
performance in the digital era'®. A cross-sectional survey of 298 small to medium-firmagro-

processors in Harare, Zimbabwe was undertaken as a result. The findings of this study gave
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statistically substantial evidence that market orientation has an impact on market sensing

capacities and performance!'®.

Another study attempted to mediate the impact of market sensing capabilities on marketing
performance by claiming that the uniqueness of acculturative items mediates the gap between
market sensing capabilities and marketing performance improvement. The model, which
consisted of four hypotheses, was tested using sample data from 160 small and m; d\% firms
in Indonesia. Market sensing capabilities, product invention, accu ¢" product
distinctiveness, and marketing performance were the four variables i len our model's

statistical tests. The findings demonstrate that the distinctiven culturatlve products

has a crucial influence on marketing performance?®. Q

Market sensing, supply chain agility, and supply c a tablhty are all grouped in another

article as a cohesive cluster of dynamic sup ly capablhtles A theoretically constructed

model was evaluated in a structural ion model based on a survey of Pakistani
%

manufacturing enterprises. The stu

of supply chain agility and ﬂ-e;q&%

ings reveal that market-sensing skill is a predictor

A study was also u % to shed additional light on retail entrepreneurs' market-sensing

capacities and <he\m

survey of -retailers is presented, followed by a conceptual model based on a literature

ct of these capabilities on their business performance. An Internet

revie\&s done. The majority of the retail entrepreneurs surveyed have rather well-
developed market-sensing talents, according to the study. Market-sensing capability and firm
growth are found to have a weak positive association. However, there is little evidence of a

link between market-sensing skills and profitability*’.

In their piece titled Measuring market-sensing capabilities for new product development

success, the author's goal was to define and operationalize the idea of market-sensing skills,
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as well as to examine its relationship to NPD success and organic organizational structures*®,
To the authors' knowledge, previous assessments of market-sensing capacities have never
incorporated opportunity interpretation as part of the idea, which is based on business

experience and organizational articulation®®,

Furthermore,the impact of market sensing and information technology proficiency on
innovation and competitive advantage in small and medium-sized tour op rs was
investigated in another study. Purposive sampling was used to choos @i ctors or
managers from SMTOs. A standardized questionnaire was used to coll€et data from directors
and managers. Structural Equation Modeling was used to assess rical data. The study
found that the ability to sense the market has a favorab@ad considerable impact on
innovation, according to this study. Furthermore, mark@&ng capability has a positive and

considerable impact on competitive advantage’. b’b

NN

Moreover, another paper explored the i ¢ of market-sensing capabilities on a firm and
. \'
sources of earnings within a s G%gro th industry from the standpoint of market
competitiveness. It is deme d, among other things, that market-sensing capability
enables a company to@ize customers, and lower operational costs while increasing
expected profits; 1@% an industry experiences slow growth, a member company's profit
can only gr(%g(aising unit price and lowering unit cost; and that market knowledge and
innovati %derstanding of market invitations can potentially lead to effective customer

value propositions®!.

The impact of financial integration on growth, on the other hand, remains an empirically
debatable question. The impact of financial integration on Botswana's economic growth from
1974 to 2009 is examined in this article. In Botswana, there is no direct, substantial, or

statistically significant link between financial integration and economic growth. However, the
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findings suggest that financial integration is positively and strongly related to the Botswana
economy's financial development?. Likewise, in Bangladesh, the effect of management
methods and managerial ability on the financial success of aquaculture farms is studied.
Bangladesh's aquaculture industry consists primarily of small, vast freshwater pond farms,
which are a good representation of aquaculture production in underdeveloped countries®. The
findings show that farm financial success is influenced by both management practices and
managerial competence. These findings show that small-scale widespread a ture may

be made more economically sustainable in poor nations if farmers and ‘policymakers are

given information on how to improve management practices and m, %'la talents>.

The goal of the next study was to determine the impact o@nagement strategies on the
financial performance of Kenyan insurance companies@@particular objectives guided the
research: to determine the impact of working ca@:apital budgeting procedures, capital
structure decisions, claims management strb{@fs?and corporate governance on the financial
performance of Kenyan insurance bt %s. The study's population comprised 49 licensed
insurance businesses in Kenya @ﬁ 2011 to 2015, which served as the study's units of
analysis. Both secondary @mary data were employed in the investigation®. The research
was conducted us1n orfelational research approach. Working capital management, capital
budgeting proc@ capital structure decisions, claims management policies and corporate
governan ¢ found to have a favorable and statistically significant impact on insurance
busirk&ggs( financial performance in Kenya, according to the study. It was also discovered
that the relationship between working capital management, capital budgeting methodologies,
capital structure decisions, claims management policies, corporate governance, and financial

performance of Kenyan insurance businesses was moderated by company characteristics’.
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The purpose of this study is to review the literature on the impact of business sustainability
on financial performance. It highlights emerging patterns as well as the obstacles to reaching
a definitive agreement on the relationship. To review the literature and determine the present
state of research, we performed content analysis. A total of 132 manuscripts from top-tier
journals have been selected for consideration. We discovered that there is a favorable
association between company sustainability and financial performance in 78 percent of
publications. There are few studies from poor countries. According to the auth ore study
is needed to bring the understanding of the relationship between CSP ’Q@ncial success

O

In addition, the impact of suppliers' social performance on@Cs' social performance was

closer together?®.

explored, and corporate reputation was presented a%&sible explanation for the link
between MNCs' social and financial success D@%ere obtained from a survey of 141
multinational companies (MNCs) in Ma which were listed in the Federation of
Malaysia Manufacturers’ directory'@ In addition, the impact of suppliers' social
performance on MNCs' social @&)rmance was explored, and corporate reputation was
.
presented as a possible angtion for the link between MNCs' social and financial success.
Supplier development\and” supplier collaboration, among the four proposed methods, have
considerable e ec:\c'm suppliers' social performance and, as a result, on multinational

organizati cial performance®.

In 2019, another study was conducted to examine the economic and management tool for
assessing blueberry production costs and financial feasibilityas the researcher noticed that
farm inputs and other costs to produce wild blueberries continued to increase between 2016-

2017. After a review of the literature, the study found that farmers should retain meticulous

81



production, management, and financial records to estimate output, harvest, and marketing

costs’.

Furthermore, a systematic study was conducted to a thorough knowledge map of the
intellectual structure of the field of study of sustainability and financial performance in small
and medium sized firms, based on a 20-year dataset obtained from the Web of Science
database (SMEs). Using the VOS Viewer program, papers published between 1999and 2018
were analyzed using bibliometric analysis and a systematic literature rev@a egy. The
research includes an overview of papers, authors, significant joumal?,(%d research issues.
Three research themes emerge as a result of the ﬁndings,corpora%@ responsibility in the

context of SMEs (cluster 2), and green management and @mmental issues for SMEs

(cluster 3)!%4,
™

2.3.2 Customer Relationship Manageme{tQ E’s Performance

In 2015, some scholars goal was to @W effective customer relationship management
(CRM) is at keeping and satisf@%,calstomers, with a focus on Shell Pakistan. Customer
relationship managemen h@onsiderable impact on customer satisfaction, according to
this study, and both ges have a positive association'®>. This was validated by another
study in 2018, @g t to find out how technology, organizational competence, customer
orientation-,bﬁ customer knowledge management all affect CRM success. PLS-SEM
(Parthk%ast Squares Structural Equation Modelling) was used to evaluate the hypotheses.
According to the findings, CRM success is strongly influenced by "information technology

use," as well as "customer orientation,

organizational competency," and '"customer

knowledge management"!.
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Based on an in-depth case study of a leading corporation in the UK automotive services
sector, some scholars investigated the intersection of employee orientation and the Customer
Relationship Management (CRM) process!”’. Employee orientation is ingrained in the
company's organizational culture and reflected through important factors such as assumptions,
beliefs, behaviors, and artifacts. Strategic planning, information, value generation, and
performance measurement are the four sub-processes that makeup CRM. The widely
theorized link between CRM success and employee orientation is experimen upported,

and the mechanisms underlying this association are explored, based on jﬁ tudy evidence!®’.

Customer Relationship Management, or CRM, was examinedggwr article from the
standpoint of strategy design and implementation. We begi discussing the history and
role of CRM, as well as the need to develop CRM sg@&s in a cross-functional manner.
The authors looked at different approaches to C@’Qrategy development and suggested a
model that tackles both CRM strategy an&\{@ ementation using an "interaction research"
approach. They further concluded by @ring four crucial CRM program implementation
components and study them .in th%&&?ext of five key cross-functional CRM procedures. The

model structure is ernplose@id in the development of a research agenda'®®.

Using a hierarchi @cept model, a study investigated the impact of customer relationship
managemen% ) on company performance. Strategic CRM is conceptualized as an
endo er@’g determined function of the organization's ability to harness and orchestrate
lower-order capabilities that include physical assets, such as IT infrastructure, and
organizational capabilities, such as human analytics (HA) and business architecture,
according to the resource-based view of the firm (BA). The researcher’s findings show a link

between exceptional CRM capabilities and company performance that is both positive and
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meaningful. Superior CRM capabilities, on the other hand, are linked to human analytics and

a resource-based view of the firm!®°.

Despite a fast-expanding literature on customer relationship management (CRM), the
dimensions of CRM and their effects on customer outcomes remain ambiguous. In this study,
the authors first identified the actions that were required for successful CRM deployment.
The impact on customer satisfaction, customer retention, and revenue growt s then
investigated. To dramatically improve customer loyalty and sales develo anagers

should go beyond the technological components of CRM and focus four critical CRM

characteristics, according to the findings'®. %Q

In 2013, another study proposed a conceptual mode Qemonstrates how end-user
adoption of CRM technology is influenced by t%e @e of alignment between the three

basic elements of a firm's CRM program (peo ocesses, and technology). The concept

suggests that end users experience cog@‘ issonance as a result of perceived process—
technology, technology—employee, @mp oyee—process gaps in CRM systems and that the

level of dissonance caused ul{j& ly decides whether they will adopt or oppose the new

N\
technology?%. QQ

Furthermore, s@ors believed it was time to move to a Technology Performance
Consump@odel (TPUM) and search for usage levels that have the best performance
impeb& an operational CRM scenario, their model is evaluated on a sample of 131
salespeople!®. The results demonstrate a curvilinear link between a salesperson's prime task
performance (measured as sales percent to quota) and their use of CRM technology that is
"enabling." Initially, CRM technology improves sales performance, but after a period of
diminishing returns, a debilitating effect on sales performance might be detected. This was

validated by the next study, where data was collected from 77 Iranian Internet service
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provider companies. According to the empirical findings, the tested constructs exhibit crucial
psychometric features such as reliability and validity. The findings show that infrastructure
CRM resources have a greater impact on CRM processes than technology CRM resources.
Furthermore, the data show that companies with greater CRM process skills have higher

organizational performance?%.

Customer perceptions of employee performance, as well as overall staff perf nce on
customer satisfaction and loyalty, were discussed in the article?’!. Two distj eys were
done to collect data for this study; they were sent to employees small and medium
businesses as well as their relevant consumers in Iraq's i Region. Customer
perceptions of employee performance had a favorable andiﬁcant impact on customer

satisfaction and loyalty, according to the study's findiigs, whereas overall employee

performance had no effect?*. b’b

Furthermore, in 2017, another article w Sﬂ%ished with the purpose of this study as to
. \'

assessing the important success cr@an analyzes the potential benefits of implementing

Electronic Customer Relatiang@/lanagement at a higher education institution from the

employee's perspective%Qsearch was carried out at Palestine's Al Quds Open University,

with data collecfe@ 300 employees using a questionnaire with four factors. The overall
S

findings of thi y reveal that all of the elements were significant to staff and were critical
success @%s, while websites supplied all of the features stated in the theory, and employees
expressed the desire to use those features if they were available®®. This was validated by the
study conducted in Jordan where the researchers used a diagnostic descriptive method after
copies of questionnaire had been shared and retrieved. The researchers devised two tests to

assess Safeway-ERP Jordan's and CRM systems. From the standpoint of Safeway employees,

the association between ERP systems and CRM was statistically significant??®,
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2.3.3 The Relationship Between Service Delivery and SME’s Performance

Some researchers conducted a study on a real hotel service delivery procedure in which they
divided it into five discrete service encounters: check-in, room, restaurant, breakfast, and
check-out. The goal was to see how quality criteria influenced their experiences and how
cumulative satisfaction ratings interacted with one another and over time. A five-factor
solution was hypothesized, and a factor analysis of all the questions explained 7 cent of
the variation. The findings showed that the first four encounters were bast(@o r unique

factors that were heavily weighted individually. The fifth factor mainly”epnsisted of a correct

check-in booking and a correct check-out charge?*. %Q

Furthermore, thepurpose of another study was to look at ent of e-government to see if
it is utilizing the interactive elements of the World )@Web to improve service delivery,
democratic responsiveness, and public outreaclf’ ddition, a national public opinion poll
investigated the impact of e-government o}mtizens' perceptions of government and their
trust in the efficiency of service \ery. It was suggested that, in some ways, the e-
government revolution has fa{é@ﬁort of its potential to revolutionize service delivery and

public faith in govemrr&@lg both Web site content and public assessments?%.

In China, the ﬁ@ a survey of the Chinese and English-language literatures on service
delivery i é{e presented, with the goal of determining how well China's health-care
profe\\i&ls perform and what factors influence their performance. Although data and
methodological constraints caution against drawing conclusions, a thorough examination of
the evidence reveals that present health-care delivery in China has space for improvement in

206

terms of quality, patient responsiveness, efficiency, cost escalation, and equity-*°. Changing

the way providers are paid, on the other hand, might result in significant changes. The
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evidence base for service delivery policies in China might be significantly strengthened by

rigorous evaluations based on better micro-level data??.

Likewise, other researchers focused on how distinct stages of the service delivery process can
be characterized in terms of three axiological value dimensions, as well as how each stage
leads to an overall satisfaction judgment?®. The findings of a cross-cultural study, in which a
museum visit was chosen as the service delivery mechanism, are presented. ThewYindings
imply that a museum visit may be divided into several separate phases, and @ impact of

individual stages on overall satisfaction is dependent on the combid%)ns of stages that

museum visitor’s encounter2°. %Q

Furthermore, another study on service delivery was at looking into the use of
technology in Australian banking and how it affects ﬂ@livery of perceived service quality.
A total of 300 usable questionnaires were anal om a sample of 440 electronic banking
consumers. Consumers experience perce&hpmblems with various parts of computerized
.
banking?’. Another study examine{@environment-strategy-structure fit in the context of
industrial servitization and h{&z’affects manufacturing SMEs' profitability. Face-to-face
interviews with the C%QM French manufacturing SMEs provided the data. The study
examined the fi a@mpact of organizational design (customer interface, service delivery
system, and e culture (SC)). It also examined the impact of the firm's servitization
strategi%f@ded services (AS), activities reconfiguration (AR), and business model
reconfiguration (BMR)) on the interaction between the firm's servitization strategies and the
environment in which it operates (industry dynamism, competitive intensity, and industry

munificence)?%.

Morealso, the goal of another study was to investigate the relevant issues in the interaction

between service experience and service design in the tourism industry's small and medium-
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sized enterprises (SMEs). SME operators must collect and evaluate relevant data on customer
experience to properly manage service experience. Using methods like "blueprinting," service
design must be done in a comprehensive manner that is integrated in the service provider's
organizational culture. Long-term competitiveness requires synergistic cooperation and

learning regions among traditionally fragmented tourist suppliers?®’.

The customer satisfaction level of SMEs motor vehicle maintenance and service d%/ery in
Ghana was assessed in another article?!?. Various automotive vehicle maint ;nd repair
service garages known as wayside fitting shops were visited for the @, and their clients

were given one hundred and twenty questionnaires. The an 'Qreals that there are

significant quality service gaps between the customer's ex ens and the technicians who
operate the garage. Customer satisfaction levels havﬁiee; influenced by communication

gaps, tools and equipment, a lack of service stand@nd working methods, and the quality

of service?!!. ®%

.
Another study did an investigatiox\ﬁg&ﬂe role of financial institutions in financing Small
and Medium Scale Enterpris aria Local Government Area of Kaduna State?'?. Using
multivariate Logit regra@o analyze a cross sectional data sample across 40 enterprises,
and testing the h@sis using the log-likelihood statistics, the study rejected the null

hypothesis t%tg%otal amount generated by financial institutions and disbursed to SMEs is

not @ correlated with the growth of the SMEs sector.

It was ascertained in a research that economic growth spurred by SMEs optimal performance
cannot be achieved without setting up well - focused programmes for employment creating
opportunities, generate income and reduce poverty, achievable by availability of credit

facilities to the SMEs.
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A study showed that boardroom politics, loan repayment records, competition, interest rates,
value of fixed assets and bureaucratic procedures are some of the significant factors that
underscore the capability of potential entrepreneurs in getting loans from financial
institutions. It concluded with the recommendations that establishment of functional micro
insurance schemes, granting loans to well established firms, elimination of all structural and
institutional bottlenecks and adoption of the capacity to pay criteria in the disbursement of

loans are necessary conditions to ensure vibrant SMEs whose performance cr@ogress in

the country?!3, ’\( )

SMEs financing and economic growth in Nigeria using loa Es, loan interests,
inflation rates and exchange rates; implication on SMEs a@:onomic growth from1992-
2014. The ordinary least square results showed tha@ag to SMEs had an affirmative

positive effect on economic growth while exchan@fge had a negative impact on economic
growth in Nigeria®!4, @

Secondary data of SMEs contributi Qom employment, credits and money supply was
employed to investigate their {%@4 on industrial growth in Nigeria during the period 2002-
2016. The regression \@ﬁsclosed that manufacturing SMEs output had a statistical
notable effect {(@%trial growth. It implied that manufacturing SMEs were viable in

advancing industfal growth via their inputs into the economy?!'.

The X&Ef the Nigerian financial markets on SMEs using selected SMEs in Gusau,
Zamfara State. Two hundred and fifty owners of SMEs at some strategic locations in Zamfara
State and the data obtained from administered questionnaires were analysed via frequency
counts, simple percentages and t-test statistical tools. The study established a productive and
remarkable relation connecting financial markets and the SMEs in Gusau Metropolis,

Zamfara State?!°.
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The nexus between bank loans as evaluated by loan access, debt funding and performance of
SME:s business expansions and outputs in Lagos State, Nigeria. The descriptive survey design
was adopted and a structured questionnaire was administered to three hundred and seventy-
two respondents who were chief executives of SMEs. The correlation result revealed that

access to loan and debt financing were positively linked with business expansion and outputs

from SMEs in Nigeria®!". \
1

@%218. Bank
afis

The effect of SMEs financing on business growth in Keffi and Maraba M

credits to SMEs, interest rates and GDP data were obtained from the C S‘;c(tical Bulletin.
The outcomes of the t-test showed that bank credits to SMEs ha%gigniﬁcant impact on
the growth of the Nigerian economy while interest rates c@d on SMEs credits had no
impact on the business growth of SMEs in Nigeria. MOCQ@’ accessing financing was a sine

qua non for the successful growth and optimaI@rmance of the SMEs via loans and
advances. @

The potential sources of financing {ﬁ%\hs\e%ole of government support for SMEs in Nigeria.
The descriptive results reveale\c&& SMEs financing had not got the expected support from

the government, hence,@erian government did not play a fundamental role in providing

the funding ne d@ SMEs growth. The challenges and potentials linked with SMEs
a~st

growth in I@

employ@ ascertaining the extent to which the challenges of SMEs affected the

ate. The descriptive survey design and t-test statistical technique were

performance and growth of the SMEs. The findings indicated that the problems the SMEs

faced had a significant effect on their performance and growth?!,

The effect of capital management on the growth of the SMEs in Enugu State. The study used
a descriptive survey design and a sixty-nine respondents sample was selected. The data were

analysed using one sample Kolmogorov Smirnov statistic (K-S) and the findings indicated
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that the bulk of the SMEs had inadequate employees to boost their performance, thus,

inadequate employees reduced the capability of SMEs to break even in the Nigerian economy.

The part of the SMEs in the achievement of economic growth using a linear regression model
and granger causality test was investigated by a study. The Johansen 2 likelihood ratio test
statistics, the trace and maximal eigen value co-integration test statistics revealed two co-
integrating equations or vectors among the variables of interest. The co-integratin ression
result indicated that the SMEs are crucial in attaining unceasing economi as they
manifest helpful effects on the economy. This implies a boost of the e&%)my for every rise
in the operations and their activities. The Granger causality t led a unidirectional
causal relationship between SMEs and economic growth @ng from the former to the
latter. In improving economic activities, SMEs in Nig@&ould be able to access enough,
well-coordinated finance with a rational interest r%’gthe absence of sufficient funding has
continued as a major obstacle to their su@(? operations. Again, the authority ought to
provide essential amenities and stinl@g. regular electricity, motorable roads, and tax
holidays. These would greatly @nce and encourage the performance of the SMEs and
.

position them to play %@Hmportant part in the achievement of continual economic

growth in Nigeria”o.s&

The impact %1 mall and medium-sized enterprises (SMEs) on the growth of the Nigerian
econom@r@veen 1986-2014. The study which is an ex-post-facto research employed data
generated from Central Bank of Nigeria’s statistical bulletin and ordinary least square (OLS)
method of estimation for data analysis. Outcome of the augmented dickey fuller (ADF) test
revealed that all the variables were integrated of the same order one I (1) while the Johansen
co-integration test showed that there exists a long-run relationship between SMEs

performance, Oil revenue (OILR), Inflation (INFRT) and economic growth in Nigeria. The
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short-run dynamic model outcome as shown by the coefficient of error correction term (ECT)
revealed that the speed of adjustment from short-run disequilibrium to long-run equilibrium is
about 42.83% while the OLS multiple regression analysis showed that the SMEs, OILR,
INFRT had a useful and remarkable effect on the growth of the national economy in the short
term but in the long term, it revealed that the SMEs had a helpful but inconsequential effect
on the growth of the national economy. The research proposed that strategies that will jack up
the sector-allocated budget could be embraced by what is achievable in the agri ﬁector
Banks can expand concessional low-interestrates and credit grants &Qe/ Es sector

because it can invigorate and propel the economy in the long run??! Q

The "Determinants of the Development of the Small an@dium Scale Enterprises in
Nigeria". The work used the ordinary least squares me@@wlthin the framework of multiple
regression models to examine the various factor@ determined the growth of small and
medium-scale enterprises (SMEs) in Nigerh\\@veen 1980 and 2013. Results from the study
suggest that credit facilities, interest ell as inflation rate were key determinants of the
growth and survival of SMEs in ]@sna It was advocated that the authority through the CBN
should relax the restrictiv. ulatlons and operations which discourage borrowings and

promote 1ntervent10n gfammes through which adequate funds will be easily accessible to

prospective 1nv@ especially SMEs??22,

The re n the relationship between SMEs financing and Nigeria’s economic growth
us1ng}1€ Autoregressive Distributed lag (ARDL) Model approach to Co-integration, Error
Correction Model and Standard Pair-Wise Granger Causality Test. The results displayed that
the data were stationary at first difference, while a long run relationship exist among the

variables under study. With regard to the direction of influence, the outcome revealed the

important unidirectional causalities between GDP per-capita and bank of agriculture credits
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to SMEs, bank of industry credits to SMEs, micro- finance bank credits to SMEs and
commercial bank loans to SMEs to domestic product per capita. The study concluded that
increase in the credits by the Nigerian bank of agriculture and the loans by commercial banks
in Nigeria to SMEs will enlarge and grow the level of the GDP per capita in the country, the
study advocated that the financial/credit institutions should increase and mobilize more funds
through effective windows of financial intermediation and enhance a better polic&at will
X

The impact of financing small-scale enterprises on economic gro«&in‘l f\ligeria using

make the SMEs have easy access to credit facilities??*.

quarterly time series data from 1992 to 2009 which appli ometric estimation
techniques. The results showed that loans to small-scale entreurs had a helpful effect on
economic performance but interest rate revealed nega‘& ;fect on economic performance,

the writers gathered that the challenges facing th&s in Nigeria was lack of managerial

know how and accessing capital or ﬁnancel)\?Q

A review on the impact of the SM@economic growth by assessing the financing options
available to SMEs in Nigeria@uded that the government can focus more on promoting

the SMEs by giving mote Qoﬁnance banks opportunity to operate freely and give loans to

the SMEs while :@ening capacity and sensitization programmes for all registered SMEs
b

should be %

manage rband insurance of their businesses.

ed by government to enlighten them on the benefits of good risk

The relationship between the small and medium sized enterprises financing and performance
of whole and retail businesses in Nigeria in a time series data from 1992 to 2013 using OLS.
Their empirical result showed the SMEs activities to be helpful and considerable in relation
to economic performance, a causal significant link exists between the SMEs activities and the

performance of the economy and that the SMEs have grown at the same level of
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unemployment in Nigeria, meaning they have grown rapidly. The authors concluded that the

SMEs can play a major role in getting some levels of economic growth in Nigeria.

The performances of the SMEs in fostering economic growth using granger causality and
regression method. The analysis disclosed unimportant relationship between the SMEs and
economic growth; it was therefore recommended that smooth access to relatively low interest

rate loans will increase the optimal performance of the SMEs towards %nomic

developments!??, : Q

Financing choices are accessible to the SMEs and its contributi@economic growth
through investment level in Nigeria. In the analysis, the &%ﬁ correlation test was

employed; the outcome revealed strong and producti ection between the SMEs

The study of a significant positive relati @etween performance implementation on

activities and economic growth’>,

corporate business survival. This ﬁ@disagreed with the reality that the impact of

financing SMEs on economic grc@i Nigeria was negative.
. A

The impact of financing MEs on economic development in Nigeria engaged many
econometric tools s&as OLS, Walt hypothesis test, heteroscedasticity, Philip Perron, Co
integration a& \ger causality test were used in the analysis; the result revealed strong and
positive@and following relationship between the SMEs activities/performance and

econo\m(c development?!.

A quarterly study of time series of data from 1992 to 2009 examined how financing small
business ventures in Nigeria affects economic growth. The research combined several
econometric estimating methods. The results revealed that loans to SMEs had a helpful effect

on economic performance while interest rateshurt economic growth, however, another
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conclusion that the study came to was that managerial capacity is the biggest or worst issue
facing the SMEs in Nigeria and that having access to capital or financing is important but not

sufficient for effective entrepreneurial development*?.

Specific financing options available to the SMEs in Nigeria and contribution to economic
growth via investment level. The Spearman’s Rho correlation test was done to learn about the
relationship between them. The report explained a remarkable Rho value of 0. t 10%.
This showed an important useful relationship between SMEs financing and @n§

S

SMEs Performance-Financial Innovation and Challenges. T e%r was to point to the

¢ growth

via investment level in Nigeria®2.

origins of SMEs financing and explain the principles ng problems to explore the
ingenious methods to enhance funding through cr; w@ling and the necessity to provide a
regulatory environment encouraging it for the opfitral performance and growth of the SMEs.

R\

Likewise, it is an essential strategy that weuldhassist entrepreneurs to remain much motivated
towards promoting their line of {Q%‘k It shall give confidence to people to become
accomplished entrepreneurss \Q&'ed important information and methods that would help

entrepreneurs on how w@lding can serve as a financing method and its helpful effect on

the SMEs perfo@@

The challe@vf SMEs in funding new or existing businesses in Gombe State. SMEs were
randafq&rawn from three (3) Local Government Areas namely, Akko, Dukku and Gombe.
Thechi-square result showed insignificant difference in the difficulty SMEs faced when
accessing finance from diverse means. More so, there was an important difference on

awareness level of microfinance institutions by SMEs.
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2.3.4 The Relationship between Technological Innovation and SME’s Performance

The impact of epistemological, pedagogical, and organizational aspects on the design,
development, and implementation of technology management learning programs was
investigated in an article?®. As a result, theory and practice are brought closer together. It is
based on the authors' personal experiences, case studies, and student views from a three-year
initiative to design, create, and implement a master's degree Web-based online s&lology
program in three countries: Australia, Hong Kong, and Singapore. To lin ness and
technology communities, the authors suggested that effective managem&eaming requires a

techno-managerial approach that combines general managemegges with technology

management practice$®?3, 0

Q

This was validated by another studywhose goal W@gQ\)resent a theory-based conceptual
framework that may be applied in today's ss world. In this context, technology

N

managers can use the findings as a co%ef) al mirror, particularly when it comes to the

N

[ ]
factors that influence innovation i@es nd the use of interdisciplinary teams (including

people from both inside andou{i the company) to achieve successful corporate technology

and innovation manageﬁ@@
O3
O
\/QJ
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2.4 Conceptual Framework
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2.5. Summary of Gaps in Literature Reviewed

While the relationship between market capability and productivity has been examined
extensively in the literature, relatively little attention has been given to the an ents of
market orientation. So, the basic question of how to develop a market-d \@r anisation
remains to a large extent unanswered. The capabilities framework prd&{es a useful conduit
through which this issue can be approached, since it recogni SMEs are innately
heterogeneous because the different resources or capabili ey possess. However, this
area has been accused of being tautological in n@{e, and requires further extensive
empirical analysis. Furthermore, this thesis a@@es the question of the moderating

relationship of market orientation on th®10nship between marketing capability and

SMEs performance ° ’&

Most of the reviewed stadi %amined the effect customer loyalty, marketing mix,

marketing programs o@%izational performance. However, this study aims to cover that

gap by examin'c,i&%eting orientation and marketing capability on business performance

Also, ot iewed literature investigated the impact of the one sector survey method.
HO\N% this study intends to bridge that gap by examining multiple sectors in the small
business enterprises in Nigeria. Few studies have looked into the impact of dynamic
capability on organization performance in other countries like USA, India, France and

Ghana, However, this study aims to examine this effect in SMEs in Nigeria.
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Chapter Three

Methodology

This chapter describes the systematic procedure by which the study was carried out and the
selection of appropriate methodology. It comprises research methods, research philosophy,
research design, population of the study, sample frame and sampling techniques, sources of
data, validity and reliability of research instruments, administration of research instrument
and statistical techniques to be used in data analysis. The chapter also highlighted among

others the procedure for testing the hypotheses as well as ethical consideration.

3.1 Research Design

The collection of methodologies and processes utilized in collecting and analyzing
measurements of the variables indicated in the research topic is referred to as a research
design!?3. A descriptive research design was adopted in the study. It gathers and analyzes
data using quantitative methodologies. The quantitative part of the study will be completed
first, followed by qualitative interviews to confirm, cross-validate, or corroborate the findings
from the quantitative stage (concurrent mixed methods). Top level management of the
selected businesses would be included in the quantitative part, and qualitative part of the

research®.

3.2 Ropulation of the Study

The population for this study consists of directors of SME’s registered under NASSI Lagos
chapter. Based on the information obtained from the NASSI Lagos, the association has the
following sectors: manufacturing, processing, mining, service industries and others with a

total of 11667 registered SME’s. Therefore the total numbers of directors are 11667.
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The choice of survey research on small and medium scale enterprises is validated based on
observations that they: represent key sectors of the economy, are usually organized, relatively
small and medium in size, foundation for most multinationals, easily attract customers
(among others) for business survival and enhancement of their performance and

competitiveness'~.

33 Sample and Sampling Techniques Q\

The sample size for this research work was determined using Morgan’s Sample Size
Determinant Table, which is indicated in Table 3.1. The total study population is 11667 as
shown in Table 3.2. On Morgan’s Table, the population employees at 95% confidence level
fall within the 1st row/ 16th column. Therefore, the sample size for employees is 378 as

recommended on the table (See Table 3.1).
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Table 3.1: Tale for Determining Sample Size of a Known Population

Variance of the Population P=50%

ConfidenceLevel=95%

Margin of error

Population Size 5 3
50 44 48 50
75 63 70 74
100 79 91 99
150 108 132 148
200 132 168 196
250 151 203 244
300 168 234 E?iL
400 196 291 '2)384
AN\
500 217 340 475
‘RN
600 234 384 565
700 248 423 652
o\
800 260 457 738
Y
1000 ~278 516 906
C\™>)
1500 306 624 1297
2000 322 696 1655
\ 9
3000 341 787 2286
5000 357 879 3288
10000 370 964 4899
25000 378 1023 6939
50000 381 1045 8057
100000 383 1056 8762

249

285

314

340

362

398

459

497

541

583

620

643

652

656

328

393

452

507

557

647

825

957

1138

1342

1550

1709

1770

1802

Confidence Level=99%

Margin of error

50

149

198

246

295

391

485

579

672

763

943

1375

1784

2539

3838

6228

9944

12413

14172
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250000 384 1063 9249 659 1821 15489

500000 384 1065 9423 660 1828 15984
1000000 384 1066 9513 660 1831 16244
Source®

Sample frame as the outline or working description of the population used in the sample
selection. It is also the basic details and specification of all members of a population from
which a sample is to be drawn. Therefore, to have equal level of representation of the five
sector selected the (378) is therefore increased to (380), to have (76) as equal representation

as shown in table 3.2.

Table 3.2: Sample Frame for the Distribution of Questionnaire

Distribution based on SME Sector Sample Size
Agriculture 76

Mining and Quarying 76
Manufacturing - 76
Construction 76

Services 76

Total 380

Source: Researcher Computation, 2024

Sampling techniques are methods engaged in selecting samples from the population of a
particular study. The researcher intends to use both
the probability and non-probability sampling techniques. This is because it will enable the
researcher to be able to conduct multiple sampling procedures (purposive, stratified,
convenience sampling) for this study. In addition, it enabled the researcher to
carefully identify those to obtain information from precisely. Specifically, multiple sampling
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techniques involved three steps. The first stage is the purposive sampling technique
which was used to purposively select the respondents who meet the individual who meets the
inclusion criteria for the study and only respondents in the study population that were willing
to answer the questions were included in the study.The second stage is a stratified sampling
technique.This was used to categorize the target population into two or more strata based on
their essential characteristics. The essence of the stratified is to ensure that the sample is more
representative of the study population. Consequently, the population will comprise owners or

directors who were selected from various SME sectors in Lagos State, Nigeria

34 Description of Research Instrument @J

For data collection, the researcher would be using a instrument. Quantitative data
collecting method would be employed. Questio&@were the major used quantitative
(a) Questionnaire: This would be d%& d to help in gathering the primary data for the

study. é%

Company staff wi@n copies of a questionnaire to collect quantitative data on the
Y,

research instrument.

marketing capabilit arket orientation and SME performance. The questionnaire will
be divide@wo sections: Section A and Section B. Section A contained questions on
the s@conomic characteristics of the respondents. Section B will contain items on
%Q/%ldependent variable (marketing capability), the dependent variable (SME’s
performance) and the moderating variable (marketing orientation). Five Likert-scale
questions ranging from strongly agree to strongly disagree will be adopted (strongly
agree (SA) =5, agree (A) =4, undecided (U) =3, disagree (D)=2, strongly disagree (SD)
=1). The items in the questionnaire were adapted from existing literature as presented in

Table 3.3
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Table 3.3: Sources of Items in the Questionnaire

Latent Construct Number of Items
I Market Sensing!®!! 4
iii Customer Relationship Management!2 1415 4
Iv Service Delivery!6!7 4

\Y% Technology Innovation!®!” Q\ 4
vi Sales Growth?0-21:22 : 0

viii  Profitability?* 2425

Ix Market Share?6?’ EQ 4
X Supply Chain Resilience?®* 0 4
X1 Marketing Orientation Q : 4

(Customer Orientation) 3 6

Source: Researcher’s Field Survey (2021)

Table 3.4 Matrix of Research Ins@ and Objectives

S/N  Research Instru%% ObjeCtIVG Objective Objective Objective Objective  Objective

2 3 4 5 6

1 Questio@‘?;@é) N N N J N N

Source: Res@er’s Field Survey, 2024

3.5. walidity of Research Instrument

The validity and reliability of the instrument that was used in this study to ensure that it
measure what it is supposed to measure consistently and reliably. The quantitative instrument
was tested for content and construct validity. The researcher meticulously examined the

research instrument to ensure that all items in the questionnaire are consistent and in
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accordance with the study object in order to ensure content validity. Similarly, the researcher
would offer the research instrument (questionnaire and interview guide) to the researcher's
supervisors and specialists in the field of marketing capabilities, marketing orientation and

SME performance to further validate the research instrument.

To demonstrate the construct validity, the study would be using Confirmatory Factor

Analysis (CFA) to check the strength of the inter-correlations between the de nt and

independent variables. To ensure this, a pilot study was conducted by distri enty (20)
un

copies of questionnaire SMEs in Ado-Odo local government area O?Q% tate, Nigeria.

Decisions would be made on the items in the questionnaire vi back obtained from

the pilot study. 0

)

In order to measure the reliability of the r fpinstrument (questionnaire), the researcher

3.6  Reliability of Research Instrument

would be using Cronbach Alpha to tes\ internal consistency of items in the questionnaire.
This would be done using the St%'fa Package for Social Sciences (SPSS) version 24. The

values of the Cronbach @st range between 0-1. The rule of thumb states as follows

a>09= E\’a%nt (High — Stakes testing)

0.7 <60.9 = Good (Low — Stakes testing)
\O'%S a < 0.7 = (Acceptable)

0.5<a<0.6=(Poor)

a < 0.5 = Unacceptable
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Table 3.5: Reliability Statistics

Indicators Cronbach's No. of Remarks
Indicato

Alpha rs

>0.7
Market Sensing 0.7224 4 Good
Customer Relationship Management 0.7689 4 Good
Service Delivery 0.8458 4 Very Good
Technological Innovation 0.7458 4  Good
Sales Growth 0.8568 4 Very Good
Profitability 0.7920 4 Good
Market Share 0.8165 4 Very Good
Supply Chain Resilience 0.8621 4 Very Good
Marketing Orientation 0.7450 4 Good

Average Mean Value 0.7801 36

Source: Pilot Study, 2024 C—)’\\‘

From Table 3.5, it can be d¢ that all the constructs have values higher than 0.70 and
0.80. this means that the\items have required Cronbach Alpha reliability respectively. Overall,

the instrument(/ judged reliable and valid since all the requirements for the degree of

fitness were%ﬁsfactorily met.

3.7 \Method of Data Collection
The researcher intends to use the quantitative (questionnaire) data collection method.

Questionnaire: The researcher will need the assistance of two (2) research assistants in
preparing for the questionnaire distribution. These research assistants would be properly

trained to ensure that they understand the concepts and ideas behind the questionnaire's items.
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The research assistants would be taught how to treat respondents with respect, introduce
themselves and their main aim, and try to establish a positive relationship with them. The
questionnaire would be discussed in detail during the research assistant's training in order for
the field assistants to become familiar with them through role-playing. The field assistants
were involved in the pre-test of the instruments and this created opportunity for them to learn
how to collect the required data. The pre-test also give opportunity for the field assistants to
practice how they would go about the collection of the data, while the researchetwatched to

see how the exercise were done and to make necessary corrections..

3.8  Method of Data Analysis

This study would gather and analyses quantitative data.In the method of data analysis, this
part represents the procedure for analyzing the data that
was collected through a questionnaire. Thus, the quantitative data was obtained
through the use of a questionnaire that was coded for effective data analysis through
Statistical Packages for Social Science (SPSS). The formulated hypotheses were analyzed
using Partial Least Square (PLS) regression analysis to know the causal and direct effect and
influence of the independent variables on the dependent variable and moderating variable.
Hence, factor analysis and ordinary least square regression analysis would be the analysis

methods intended to be used in this study.
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Chapter Four
Results and Discussion of Findings

4.0 Preamble

The results of the data analysis, and their interpretations, are presented in this chapter in
relation to the objective of the research. The data analysis was conducted using statistical
software, which allowed for the examination of various variables and their relatith . The
findings of the analysis provide valuable insights into the research question and*€ontribute to
the overall understanding of the topic. Additionally, the interpreta@l&f the results shed
light on the significance of the findings and their implia@%r future research and
practical applications.

owner in Lagos state, Nigeria of which only 36 ies were returned. This represent 96.8%

A total of 380 copies of questionnaires were dlstri 1;%% all small and medium enterprises
return rate which signifies a high level ogﬂcmatlon and interest from the respondent. The
high return rate indicates that all o SMEs were willing to actively contribute to the
research and share their opmi nd experiences. This level of engagement enhances the

validity and reliabilit)@ study's findings, as it suggests that the collected data is

representative of t@nization's overall population.
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4.1

Demographic Characteristics of Respondent

Table 4.1: Demographic Characteristics of Respondent

Characteristics Classification Frequency Percentage
Gender Male 293 79.6
Female 75 20.4
Age Below 21 years 92 Q\
Between 21 — 30 years 83 ¢ @
Between 31 — 40 years 97 «\J26.4
Between 41 — 50 years 80 K) N 21.7
Between 51 — 60 years 1 h% 43
Highest Educational SSCE/NCE/OND Q}V 12.5
Qualification B.sc/HND J be 151 41.0
M.sc/MBA/Phlz‘c),b 122 33.2
Others 49 13.3
How long have you Below'%\g\\\ 27 7.3
been employed IR %ﬁgs . 3.9
R (\\\1 -~ 6yrs 83 22.6
(N 7-9yrs 80 21.7
Q.Y

C:\\.“\ 10— 12yrs 70 19.0

6 Above 12 years 20 54
SMEs S@'A@‘ Agriculture 72 19.6
\/ Mining and Quarrying 80 21.7
Manufacturing 94 25.5
Construction 67 18.2

Services 35 9.5

Others 20 5.4

Source: Author’s Computation (2024)
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From table 4.1 it is evidenced that 79.6% of the respondent are male while 20.4% of the
respondent are female. This shows that the questionnaires were distributed in a way that the
opinion of both gender are considered. The second table includes a diverse range of age
groups of the respondents. Therefore, respondents below the age of 21 years represent 25.0%,
respondents between the age of 21 — 30 years are 22.6%, respondents between the age of 31 —
40 years are 26.4%, while respondents between the age of 41 — 50 years represent 21.7% and
respondents that fall under the age of 51 - 60years constitutes the remaini % The
distribution of age groups allows for a comprehensive analysis of the urQy)results across

different generations. This diverse representation ensures that the 1s are reflective of a

wide range of perspectives and experiences. Q

In regard to the qualification of the responde%QS% of the respondent are
SSCE/NCE/OND holders, 41.0% of the responde@% B.Sc/HND, 33.2% of the respondent
have M.Sc/MBA/PhD Degree, while the\\\@ming 13.3% of the respondent bag other
qualification. It is evident that the maj@f respondents hold at least a B.Sc or HND degree,
indicating a relatively higl.l le\éoc? education among participants. The distribution of
qualifications across th s@}g&e population provides valuable insight into the educational
background of the re gmnts. Also, concerning the respondent experience. It was reveal
that 7.3% of thgres ient have below 1 years of experience, 23.9% have about 1-3 years of
experience; % of the respondent have 4-6 years of experience , 21.7% have about 7-9
yearNexperience, 19.0% of the respondent have 10-12 years of experience while the
remaining 5.4% have above 12 years of experience. This distribution shows a relatively even
spread of experience levels among the respondents, with a slight majority falling within the
1-9 years range. It is important to consider how this varied experience may impact the results

and insights gathered from the survey.

130



Additionally, the fifth table shows different respondent sectors at work. 1i.e it was found that
19.6% of the respondent fall under the agricultural sector, 21.7% of the respondent fall under
Mining and Quarrying sector, 25.5% of the respondent are under Manufacturing sector,
18.2% of the respondent are under Construction sector, 9.5% of the respondent fall under
Services sector. While the remaining 5.4% of the respondent fall under other sector. This
breakdown provides valuable insight into the diversity of industries represented in the survey
data. It allows for a more comprehensive understanding of the perspectives z@periences

shared by respondents from various sectors. « (J

Analysis of Research Questions

Table 4.2 Market Sensing

SD D UN SA Mean Std
Statements Frequency  Frequency  Frequency uency  Frequency (X) Deviation
(%) () () N ONN(%) (%0)
\4
Our company 9 22 133 168

information \

. 0

acquire and %9 41658 099438
use market Q4%)  (6.0%) & Y (G6.1%)  (45.7%)

Our company 11 6 C)

r e 52 177 67
anticipate ‘N 3.6196  1.05533
rivals (3.0%) @6%) (14.1%)  (48.1%)  (18.2%)

actions” Q

Our company . %
( Sm\' 65 69 168 46

establish

database to 3.4212 1.08459

serve rbb(i“%) (17.7%)  (188%)  (45.7%)  (12.5%)

customet\;b

Our company

market and 3.4293 1.10506
technology (1.9%) (26.4%) (15.2%) (39.9%) (16.6%)

information

Source: Researcher’s Computation 2024
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The result in table 4.2 shows the responses from the respondents on Market Sensing. From
the first research question, it is evidenced that 2.4% of the respondent strongly disagreed,
6.0% disagreed, 9.8% Undecided, 36.1% Agreed and 45.7% of the respondent strongly
agreed. It is therefore shows that the mean response rate was 4.1658 which is above the
average 2.5. This show that majority of respondent agree that their company acquire and use
market information. This indicates a high level of agreement among respondents regarding
the acquisition and use of market information by their company. The data S@ s that the
majority of participants believe in the importance of this practice for tl&r})rganization's
O
Q

% strongly disagreed, 16.6%

SucCCess.

And the second question revealed that 3.0% of the respon

disagreed, 14.1% Undecided, 48.1% Agreed and 18.%@) the respondent strongly agreed.

The mean response rate of 3.6196 which is above &erage 2.5, confirming that respondent
agreed that their company anticipate rivé@rgons. This indicates a generally positive
sentiment towards the anticipation of: %’ actions within the company. The higher mean
response rate suggests a str.or&@‘gl of agreement among respondents. There’s a positive
responses to questions 3 i@\nean response rate of 3.4212 which is above the average 2.5,
further support tl.l%tgondent fully agreed that their company establish database to serve
customers. h@h mean response rate indicates a strong level of agreement among

responde arding the importance of establishing a database to serve customers. It

suggéivthat the majority of participants see value in this initiative for their company.

For Question 4, it is evidenced that 1.9% of the respondent strongly disagreed, 26.4%
disagreed, 15.2% Undecided, 39.9% Agreed and 16.6.1% of the respondent strongly agreed.
The mean response rate was 3.4293 which is above the average of 2.5. This indicate that the

majority of respondent do agree that their company integrate market and technology
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information. This suggests that there is a positive perception among respondents regarding
the integration of market and technology information in their company. The higher mean
response rate also indicates a general consensus among participants. However, there’s also a
positive response to question 5, this shows that 9.4% of the respondent strongly disagreed,
11.7% disagreed, 11.1% Undecided, 49.7% agreed and 18.1% of the respondent strongly
agreed. The mean response rate of 3.5109 which is above the average 2.5, confirming that
their company is able to predict consumer demand”. This indicates that %jority of

respondents believe their company has the capability to forecast consur&@nd accurately.

The high percentage of agreement and strong agreement sugg@e of confidence in

their predictive abilities. Q

Q

Table 4.3: Customer Relationship Manag@nt

a?\()rb :

SD D SA Mean Std
Statements Frequency Frequency *® @ency Frequency Frequency (—X_) Deviation
(%) (%) ((_)\ (%) (%) (%)
My firm use 11 . 2&%‘ 48 228 55
friendly service \ 3.7880  0.88811
skills (3.0%) QQLA)) (13.0%) (62.0%) (14.9%)
My organization 16 105 39 166 42
has skills to speed * X 33071  1.12961
up response ((.3% (28.5%) (10.6%) (45.1%) (11.4%)
My customers 620 82 49 174 43
feel at ease whil 3.3750 1.11498
making purch\%@ (5.4%) (22.3%) (13.3%) (47.3%) (11.7%)
My organization
has clear business
objectives with 19 2 56 177 a1
respect fo 3.3967  1.08755
Custqfr}?f (5.2%) (20.4%) (15.2%) (48.1%) (11.1%)
acquisition,
retention, and
expansion

Source: Researcher’s Computation 2024
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Table 4.3 shows the response from respondent on customer relationship management. From
the response on customer relationship management, It shows that 3.0% of the respondent
strongly disagreed, 7.1% disagreed, 13.0% undecided, 62.0% agreed and 14.9% of the
respondent strongly agreed. The mean response rate was 3.7880 which is above the average
2.5 respectively confirming that respondents firm use friendly service skills. This indicates
that the majority of respondents have a positive view of customer relationship management
within the firm. The high mean response rate suggests that friendly servi Qﬂls are a
priority for the organization. Similar response in question 2, 4.3% of tl& Qnt strongly

o of the respondent

disagreed, 28.5% disagreed, 10.6% undecided, 45.1% agreed a%@/
the a

strongly agreed. A mean response rate of 3.3071 which is ab@ verage 2.5 respectively
also confirm that the organization of the respondent has @ to speed up response. Overall,
the majority of respondent expressed agreeme @he statement, indicating that the
organization has effective communication ,a ponse strategies in place. This positive

feedback suggests that the organizati%w ll-equipped to handle inquiries and feedback

from stakeholders. \(—)\
&

However, as seen in qu Q@}S with a mean response rate of 3.3750 which is above the
average 2.5, resr.)o\ t agree that customers feel at ease while making purchases. This
indicates that c@ers likely have a positive shopping experience and feel comfortable with
the purch process. It is important for businesses to maintain this level of satisfaction to
retathomers and encourage repeat business. Furthermore, there’s a positive response in
question 4, 5.2% of the respondent strongly disagreed, 20.4% disagreed, 15.2% undecided,
48.1% agreed and 11.1% of the respondent strongly agreed. The mean response rate of
3.3967 shows that their organization has clear business objectives with respect to customer

acquisition, retention, and expansion. This indicates that a majority of respondents see value
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in having clear business objectives in these areas. It also suggests that there may be room for

improvement in communicating and aligning these objectives across the organization.

Table 4.4: Service Delivery

SD D UN A SA Mean Std
Statements Frequency Frequency Frequency Frequency Frequency (X) Deviation
(%) (%) (%) (%) (%) \
There is an

S
availability of 6 18 42 204 98 (& Y, 085133
parking space for (1 6o)  (4.9%)  (114%)  (554%)  (26.6%) ( ) '

my customers &

We perform the 17 103 35 179 @ 32080 1.11115
promised SEIVICe (o) (28.0%)  (9.5%) (48.6%( %%) ' '
We deliver

17 81 1 46

services and

52
3.4049 1.10074
products at the (4.6%)  (22.0%) (14.1%)6@%) (12.5%)

exact time

I have an accurate 11 93

fb 168 54
knowledge of my 3‘9 3.4375 1.10801

o

A\l
Source: Researcher’s Computation 20%’)

The result in table 4.4 show’s{lk responses from the respondent on Service Delivery. From
the response Service [@ry, It reveals that there’s a positive responses on the question.
1.6% of the res .®trongly disagreed, 4.9% disagreed, 11.4% undecided, 55.4% agreed,
and 26.6% %be respondent strongly agreed. The mean response rate was 4.0054 which is
abouxt/%average 2.5, this reveals that the majority of respondent agree that there is an
availability of parking space for their customers. This shows that the service delivery in terms
of parking availability is generally perceived positively by the majority of respondents. The
high percentage of agreement and strong agreement suggests that customers are satisfied with

the parking options provided.
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In question 2, it shows that 4.6% of the respondent strongly disagreed, 28.0% disagreed,
9.5% undecided, 48.6% agreed, and 9.2% of the respondent strongly agreed. The mean
response rate of 3.2989 confirms that they perform the promised service. This indicates that a
majority of respondent were in agreement with the service provided, with only a small
percentage expressing strong disagreement or uncertainty. This suggests overall satisfaction

with the service.

S\
Although, the data from question 3, the findings shows that 4.6 of the re strongly
disagreed, 22.0% disagreed, 14.1% undecided, 46.7% agreed, and 12&(0 the respondent
strongly agreed. A mean response rate of 3.4049, which is ab average 2.5 and this
reveal that in the respondent organization they deliver servi d products at the exact time
without any form of delay. This high level of agree(iﬁmong respondents indicates a
strong satisfaction with the timeliness of services @’goducts provided by the organization.
The mean response rate also suggests a (@ent and reliable delivery process in place.
There’s also a positive responses to tﬁ)\&%}ion 4, this shows a mean response rate of 3.4375
which is above the average 2&@&1 this shows that respondent agree that they have an
accurate knowledge of t @ployees. This suggests that the respondents feel confident in
their ability to as.sess\‘ eir employees effectively. Overall, the data indicates a high level of

satisfaction éith}knowledge and understanding of employees within the organization.

&
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Table 4.5: Technological Innovation

A
SD D UN A SA Std
Statements Frequency  Frequency Frequency Frequency  Frequency Deviation
(%) (%) (%) (%) () -
My firm uses 9 ” )3 244 64
new tecdhmlogiy ’\ 3.8995  0.84376
to speed up sales (2.4%) (6.3%) (7.6%) (66.3%) (é
process
My firm can 15 120 60 146 0 27
survive with a 3.1359  1.07891
cashless system (4.1%) (32.6%) (16.3%) (39 79 (7.3%)
My organization
has adequate 12 20 4 41
information 3.5380  1.00877
mfrast.ructure to (3.3%) (17.4%) (55.4%) (11.1%)
serve 1ts
customers C)
My firm is \
capable of the
quick
introduction of QQ 49 181 33
new information 3.3505 1.05925
technology into (13.3%) (49.2%) (9.0%)

the process of
customer service
delivery

(3.5 (25.0%)
& &&
N

A\
Sourwsearcher’s Computation 2024

The result in table 4.5 shows the responses from the respondent on Technological Innovation.

From the first research question, it is evidenced that 2.4% of respondent strongly disagree and

6.3% disagreed, 7.6% undecided, 66.3% agreed and 17.4% strongly agreed. The mean

response rate was 3.8995 which is above the average 2.5, this reveals that the majority of

respondent agree that their firm uses new technology to speed up sales process. This indicates

137



a positive perception towards technological innovation within the firm. The high percentage
of agreement suggests a general acceptance and utilization of new technology for improving
sales efficiency. Question 2, it shows that 4.1% of the respondent strongly disagreed, 32.6%
disagreed, 16.3% undecided, 39.7% agreed, and 7.3% of the respondent strongly agreed. The
mean response rate of 3.1359 which is above the average 2.5, confirms that majority of the
respondent agreed their firm can survive with a cashless system. This indicates a general
positive sentiment towards the idea of a cashless system within the respond oup. The
higher mean response rate suggests a strong overall consensus on &e@ ility of this
O
Q

However, the data from question 3, the findings shows t of the respondent strongly

payment method for their firm.

disagreed, 17.4% disagreed, 12.8% undecided, 55.4%@6 d, and 11.1% of the respondent
strongly agreed. A mean response rate of 3.538&:h is above the average 2.5 and this
reveal that respondent agree that their og‘ﬁon has adequate information technology
infrastructure to serve its customers."@veals a generally positive sentiment towards the
organization's IT infrastructure e@}g the respondents. The majority of respondents either

agreed or strongly agree%@the statement, suggesting a high level of satisfaction in this
area. . ’\%

There’s also,a @e responses to the question 4, this shows a mean response rate of 3.3505
which is t@§the average 2.5, and this shows that majority of the respondent agree that
their\ﬁtm is capable of the quick introduction of new information technology into the
process of customer service delivery. This indicates that the employees are confident in their
company's ability to adapt and innovate in order to improve customer satisfaction. It also

suggests a strong alignment between organizational goals and employee perceptions.
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(Q\

Table 4.6: Sales Growth
SD D UN A SA ( “\Mean Std

Statements Frequency Frequency Frequency Frequency Frequ& Ti ) Deviation

(%) (%) (%) (%) 0

AN
Sales have 6 23 15 24~
consistently 0 40299  0.82645
increased over (1.6%) (6.3%) (4.1%) (63.% (24.5%)
the past year.
I have Q
experienced an 16 95 46 &73 38
increase in sales rb 3.3315 1.09936
volume in recent  (43%)  (25.8%) <123\%@ (47.0%)  (10.31%)
years
We achieve our 61 97 (_;\\'2 127 58
sales targets \ 3.0652  1.37953
regularly. (16.6%) (2.6@ (6.8%) (34.5%) (15.8%)
Sales have Q\
improved due to Q 95 44 179 31
understanding 3.2935 1.09781
(25.8%) (1

and meeting
customer needs.

\Si

2.0%)  (48.6%)  (8.4%)

Source: %@mger’s Computation 2024

The M‘[ in table 4.6 shows the responses from the respondent on Sales Growth. From the

first research question, it is evidenced that the mean response rate was 4.0299 which is above

the average 2.5. This show that majority of respondent agree that sales have consistently

increased over the past year. This positive trend indicates a strong level of confidence in the

company's performance and potential for growth. It also suggests that there may be

opportunities to further capitalize on this upward trajectory in the future. And the second
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question revealed that the mean response rate of 3.3315 which is above the average 2.5,
confirming that respondent agreed sales volume has increased due to effective marketing
strategies. The findings reveal that the majority of respondents are in agreement about the
impact of marketing strategies on sales volume. The data suggests a positive correlation

between effective marketing and increased sales.

There’s a positive responses to questions 3 with a mean response rate of 3.06 hich is
above the average 2.5, further support that respondent agree that they a t eir sales
targets regularly. This suggests that the majority of respondents feel c@ent in their ability
to meet sales goals consistently. The high mean response rata@ es a strong level of
agreement among participants regarding their success in achi sales targets. For Question
4, it is evidenced that the mean response rate was 3.296W ich is above the average of 2.5.
This indicate that the majority of respondent & that Sales have improved due to
understanding and meeting customer needs&@; suggests that the efforts to understand and
meet customer needs have been succi in increasing sales. It is important for businesses

to continue prioritizing cust@atisfaction in order to maintain and improve sales
[ ]

performance. QQ\

AA\\
Table 4.7 Profitability

§vb D UN A SA Mean Std

Statements Frequency Frequency  Frequency  Frequency  Frequency (—)2 ) Deviation
\ QJ (%) (%) (%) (%) (%)

My business’has

consistently 4 26 33 233 72

achieved high 3.9321 0.81422

profitover the past ~ (11%)  (7.1%)  (9.0%)  (63.3%)  (19.6%)
year.

Profit margins
have improved 20 104 51 163 30

compared to (54%)  (283%)  (13.9%)  (443%)  (8.2%)
previous years.

3.2147 1.10737
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I effectively

manage costs to 10 83 39 201 35 3 4565
enhance' ) (2.7%) (22.6%) (10.6%) (54.6%) (9.5%)
profitability.

$ usually buy at 18 100 44 165 41

low cost from 33016
suppliers to (4.9%) (27.2%) (12.0%) (44.8%) (11.1%)

improve my profit

1.02729

1.12867

Source: Researcher’s Computation 2024

The result in table 4.7 shows the responses from the respondent on Proﬁtabil@%m the

first research question, it is evidenced that 1.1% of the respondent strongly disagreed, 7.1%

disagreed, 9.0% undecided, 63.3% Agreed and 19.6% of the respom@ls\ongly agreed. It is

therefore shows that the mean response rate was 3.9321 which_is above the average 2.5. This
b has consistently achieved

show that majority of respondent agree that their l@

profitability over the past year. Additionally, the ig@entage of respondents who agreed

or strongly agreed indicates a strong level of co ce in the profitability of their businesses.

This data suggests that the majority of %&’imts have a positive outlook on the financial
performance of their companies. \ﬁg& the second question revealed that 5.4% of the
respondent strongly disagreed«~28:3% disagreed, 13.9% undecided, 44.3% Agreed and 8.2%
of the respondent stro%%reed. The mean response rate of 3.2147 which is above the

average 2.5, co f@‘ that respondent agreed that profit margins in this have improved
e

compared to@ us years.

There positive responses to questions 3 with a mean response rate of 3.4565 which is
above the average 2.5, further support that respondent agreed that they effectively manage
costs to enhance profitability. Additionally, the finding shows that 75% of respondents rated
their cost management strategies as effective. This high percentage indicates a strong
consensus among participants. However, there’s also a positive response to question 4, this

shows that 4.9% of the respondent strongly disagreed, 27.2% disagreed, 12.0% undecided,
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44.8% agreed and 11.1% of the respondent strongly agreed.

The mean response rate of

3.3016 which is below the average 2.5, confirming that they actively seek opportunities to

increase profitability through innovation. This indicates that the majority of respondents are

open to exploring new ideas and methods to drive business growth. It also suggests a

willingness to adapt and embrace change in order to stay competitive in the market.

Table 4.8: Market Share

(Q\

SD D UN A /Mean Std
Statements Frequency Frequency Frequency Frequency Frequenc (X) Deviation
(%) (%) (%) (%) 9 -
I have a clear
understanding of %
my business’s 7 36 22 23 ! 3.8804  0.89616
fel?;giter;gsmon (1.9%)  (9.8%) (6.0%) (g@ (19.3%)
competitors.
My business holds gb
a significant share 16 05 5 4 33 32418 1.09429
?}fthe Cli{st?mefs N (43%)  (28.5%) ) 43.5%)  (9.0%)
is marke
I have been able to \
consistently > 73\% i 2 3.3207  1.08264
inmarilr(c:t/esﬁZe (6.8%) o (@) (15.2%) (50.8%) (7.3%)
Customer QQ
feedback is
regularly used to ’\5@ 108 42 167 31
improve purchase % 3.2201 1.12098
intention which i A%)  (293%)  (114%)  (454%)  (84%)

turn translate to
high market s@
\v‘

Source: Researcher’s Computation 2024

Table 4.8 shows the response from respondent on Market Share. From the response on

Market Share, It shows that 1.9% of the respondent strongly disagreed, 9.8% disagreed, 6.0%

undecided, 63.0% agreed and 19.3% of the respondent strongly agreed. The mean response

rate was 3.8804 which is above the average 2.5 respectively confirming that respondent have
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a clear understanding of their business’s market position relative to competitors. This
indicates that a majority of respondents feel positively about their market share compared to
competitors. The high mean response rate suggests a strong level of confidence in their
market position. Similar response in question 2, 4.3% of the respondent strongly disagreed,
28.5% disagreed, 14.7% undecided, 43.5% agreed and 9.0% of the respondent strongly
agreed. A mean response rate of 3.2418 which is above the average 2.5 respec&y also

confirm that their business holds a significant share of the customers in this m@

However, as seen in question 3 with a mean response rate of 3.32%{&4 is above the
average 2.5, respondent agree that their marketing strategies h. istently helped them
gain market share. This indicates that the majority of r gnts believe their marketing
strategies are effective in increasing their market pr %It is crucial for businesses to
continue implementing successful marketing tactl@’qﬂamtaln and grow their market share.
Furthermore, question 4 reveals that therE@positive response, 5.4% of the respondent
strongly disagreed, 29.3% disagreed ﬁ% undecided, 45.4% agreed and 8.4% of the
respondent strongly agreed. TI&@] response rate of 3.2201 shows that Customer feedback
is regularly used to impr v@chase intention which in turn translate to high market share.
In conclusion, it .is,gvﬁent that customer feedback plays a crucial role in shaping purchase

intention and Qt}lately impacting market share. This highlights the importance of

consistent king and utilizing feedback from customers to drive business growth and

succ§s¢

Table 4.9: Supply Chain Resilience

SD D UN A SA Mean Std
Statements Frequency Frequency Frequency Frequency Frequency (X) Deviation
(%) (%) (%) (%) (%)
I have. contingency ) 9 31 306 20
plans in place to 3.9049 0.52634
handle supply (0.5%) (2.4%) (8.4%) (83.2%) (5.4%)

chain disruptions
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effectively

Our supply chain

is flexible enough 7 128 73 146 14

to adjust to sudden 3.0870  0.98382

changes in (1.9%) (34.8%) (19.8%) (39.7%) (3.8%)

demand.

I have strong

supply chain 1 36 35 261 15

network and 0.3% 9.8% 14.9%)  (70.9% 4.1% it Ul

responsiveness. (0.3%) (©-8%) (14.9%)  (70.9%) (4.1%) \

I have clear QQ

communication (J

channels with 3 7 >4 219 &

suppliers and 3.4293  0.90437
(1.4%) (20.9%) (14.7%) (59.5%) )

customers during
disruptions.

Source: Researcher’s Computation 2024

QQ

The result in table 4.9 shows the responses @Qﬂle respondent on Supply Chain
Resilience. From the response on Supply Gh@réesilience, It reveals that there’s a positive
responses on the question. 0.5% of th@dent strongly disagreed, 2.4% disagreed, 8.4%
undecided, 83.2% agreed, and 5. 4%‘@ the respondent strongly agreed. The mean response
rate was 3.9049 which is ab& e average 2.5, this reveals that the majority of respondent

agree that they have con ncy plans in place to handle supply chain disruptions effectively.

Overall, the da{%ge ts that most respondents feel confident in their ability to navigate
supply chari\“@uptions.

In q&%l 2, it shows that 1.9% of the respondent strongly disagreed, 34.8% disagreed,
19.8% undecided, 39.7% agree and 3.8% of the respondent strongly agreed. The mean
response rate of 3.0870 confirms and that their supply chain is flexible enough to adjust to
sudden changes in demand. This indicates that a majority of respondents either agree or
strongly agree with the statement regarding the flexibility of their supply chain. The data
suggests that there is room for improvement in addressing those who are undecided or
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disagree. Although, the data from question 3, the findings shows that 0.3% of the respondent
strongly disagreed, 9.8% disagreed, 14.9% undecided, 70.9% agreed, and 4.1% of the
respondent strongly agreed. A mean response rate of 3.6875, which is above the average 2.5
and this reveal that majority of the respondent agree that their business invests in technology
to improve supply chain visibility and responsiveness. This indicates a positive attitude
towards technology adoption and it's reveals a high percentage of agreement &ests a

strong belief in the benefits of investing in technology for supply chain imprm@Q.

There’s also a positive responses to the question 4, this shows a mean léwnse rate of 3.4293

which is above the average 2.5, and this shows that responder% that they have clear

communication channels with suppliers and customers dugin ﬁ ruptions. In conclusion, the
feedback indicates that the majority of respondents fe@n 1ident in their ability to maintain

strong relationships with both suppliers and custor@’Qven in challenging circumstances.

Q%

Table 4.10: Customer Orientat.i

&
SD D N OUN A SA Mean

Std
Statements Frequency Freq@ Frequency Frequency Frequency (—)Z) Deviation
(%) (%) (%) (%)
I try to answer all &
i 13 11 309 27
questions of my Q 3.8940  0.70589
customers (3 5°/ (2.2%) (3.0%) (84.0%) (7.3%)
correctly \
I keep my patience 6(/
108 67 139 34
even when my 3.1603 111167
customeris upsgh ' (5.4%)  (29.3%)  (182%)  (37.8%)  (9.2%)
and annoye
I put the interest of 23 34 59 222 30
3.5489  0.98645
my customers first g 300 (9206)  (160%)  (60.3%)  (8.2%)
I ask my customers 15 79 54 194 26
to evaluate our 3.3723  1.02556
P Y. (4.1%) (21.5%) (14.7%) (52.7%) (7.1%)

Source: Researcher’s Computation 2024
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The result in table 4.9 shows the responses from the respondent on Customer Orientation.
From the response on Customer Orientation, It reveals that there’s a positive responses on the
question. 3.5% of the respondent strongly disagreed, 2.2% disagreed, 3.0% undecided, 84.0%
agreed, and 7.3% of the respondent strongly agreed. The mean response rate was 3.8940
which is above the average 2.5, this reveals that the majority of respondent agree that they try
to answer all questions of their customers correctly. This indicates that the compaxvalues

customer feedback and strives to provide accurate information. Overall, the l@ercentage

,\(/

In question 2, it shows that 5.4% of the respondent strongly di d, 29.3% disagreed,

of agreement suggests a strong commitment to customer satisfaction.

18.2% undecided, 37.8% agree and 9.2% of the respo trongly agreed. The mean
response rate of 3.1603 shows that respondent agree t Q keep their patience even when
their customer is upset and annoyed. This indic%’gat a majority of respondents have a
positive attitude towards maintaining patieﬁ@ challenging customer interactions. The data
suggests that there is room for impro%@ in addressing the concerns of the 18.2% who are
undecided. Although, the iiat @Sﬂ question 3, the findings shows that 6.3% of the
respondent strongly disa 6@.2% disagreed, 16.0% undecided, 60.3% agreed, and 8.2% of
the respondent stfasr&agreed. A mean response rate of 3.5489, which is above the average
2.5 and this re@at majority of the respondent agreeing to the statement by saying they
put the in@ of their customers first that the organization values and recognizes high-

qualmork. This indicates a positive trend towards prioritizing customer interests and

acknowledging quality work within the organization.

There’s also a positive responses to the question 4, this shows a mean response rate of 3.3723
which is above the average 2.5, and this shows that majority of respondent confirm that they

ask their customers to evaluate their services. This indicates that the feedback system in place
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is effective in gathering valuable insights from customers. It also suggests a proactive

approach to improving services based on customer input.

4.3 Testing of Hypotheses Q\

To address these concerns, structural equation model is used to exp or relatlonshlp
between marketing capabilities, market orientation and performance s in Lagos State.

Structural equation model was used for this purpose. The choi %s SEM (via SmartPLS)
is because it is a more advanced multivariate analytlcal@nque which performs multiple

regression, factor analysis, and provides a pictori \d@ of the interactions in a study with

the push of one command as against mnning@@ated analysis using SPSS. In addition, the

m@rict and robust analysis compared with the

X
outcomes of SPSS ,&C—)\

S
N

t model which includes determining the outer loading factors

SmartPLS statistical platform offers

To achieve this, the mea
(with the bootsfr@ P Value), discriminant validity, Cronbach alpha for internal
consistency an@rage variance extracted (AVE) were assessed first. Following this, the
structuralﬁ@l was analysed to determine the strength and significance (P value) of the
relatMips between the latent constructs through Path coefficients, P values of the path

coefficients and T statistics.

Measurement Model
Measurement model reflect the adequacy of the chosen variables in representing the

constructs of interest. It is essential to ensure that the measurement model is valid and reliable
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before moving on to analyzing the structural model'. The outer loading factors provide
insight into how well each indicator variable is measuring its corresponding construct.
2opined that to ensure a strong outer loading factor, it must not be below 0.708 indicating that
the indicator variable is a good representation of the latent construct. Additionally, the
average variance extracted (AVE) should be above 0.5 to confirm convergent validity. The
AVE explains the amount of variance captured by the indicator variables (Marketﬁnsing,
Customer Relationship Management, service delivery, technological innovati relation
to the latent construct!. This helps determine if the factors affecting ad in%ty 1ve conflicts
are truly measuring what they are intended to measure. Fuﬂhemore,@zgnposite reliability
should be above 0.7 to demonstrate the internal consistengy, of“the indicators within the

construct While Cronbach’s Alpha should also be above @) as to back up the reliability of

the measurement model. b’bQ
(e}

4.3.1 Hypothesis One \Q
i

Hol: Marketing capabilities (market s@, consumer relationship management, service
[ ]

delivery, technological inno(_a)%’ﬂ)
SME:s in Lagos State. @

Table 4.11: PLS-SEM A\SWI t Results of Reflective Measurement Models for Model 1

does not significantly affect Sales growth of

\)‘ Convergent validity Internal consistency reliability
AVE Cronbach’s Composite reliability
. @ > 0.50) alpha >0.7)
Q/ >0.7)
Latent Variable 6 Indicator Estimate Estimate Estimate
[0\ Item

Market Sensig) MS 0.647 0.720 0.703
Custome&ﬂﬁtionship CRM 0.592 0.742 0.711
Management
Service delivery SD 0.732 0.865 0.802
Technological Innovation TI 0.921 0.809 0.764
Sales Growth SG 0.609 0.705 0.701

The result in Table 4.11 shows AVE of 0.647, 0.592, 0.732, 0.921 and 0.609 for Market

Sensing, Customer Relationship Management, service delivery, technological innovation and
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sales growth, which is above the benchmark of 0.5 confirming that the model has a good
convergent validity. From the internal consistency, the result shows a Cronbach alpha and
composite validity of (0.720 and 0.703 for Market Sensing; 0.742, 0.711 for Customer
Relationship Management; 0.865, 0.802 for service delivery; 0.809, 0.764 technological
innovation; 0.705 and 0.701 for sales growth) which are both above 0.7 indicating that
Market Sensing, Customer Relationship Management, service delivery, techmological
innovation and sales growth are reliable constructs in the model. Hence statistical
analysis indicates that the relationship between the market capabilities ar&y es growth is

significant and robust, providing strong support for the research. Q
\\\
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Figure 4.1: Path Coefficient and P values showing the Relationship Between Market
Sensing, Customer Relationship Management, Service delivery, Technological

Innovation and Sales growth

The result in Figure 4.37 shows that all the outer loadings of the latent constructs are above

0.708 and the p value shows a value 0.000 which is below the threshold of 0.05. This shows
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that all the latent constructs and strong in explaining each of the main constructs, which is
desirable. Figure 4.2 below shows the T statistics of the patch coefficients to determine

whether they are significant.
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Figure 4.2: T Statistics sho he Relationship Between Market Sensing, Customer

Relationship Manage@ewice delivery, Technological Innovation and Sales growth

The T statisticséﬁs@tent constructs are above the threshold of 1.96 confirming that the
latent constr@ are statistically significant and provide further evidence of the relationship
betw% arket Sensing, Customer Relationship Management, service delivery,

Technological innovation and Supply Chain Resilience of SMEs in Lagos State, Nigeria.

Table 4.12 Discriminant Validity for Hypothesis One

MS CRM SD TI SG

MS
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CRM 0.847

SD 0.735 0.849
TI 0.703 0.743 0.578
SG 0.629 0.607 0.781 0.573

Source: Author’s Computation (2024) using SMART PLS 4
Discriminant validity is another important aspect of construct validity that enst*hat the
measures in the study are distinct from each other. In this study, discrim@/@alidity was
assessed through the heterotrait-monotrait (HTMT) ratio and croé&ing analysis. The
result of the HTMT as indicated in Table 4.12 shows that the ¢ cts of market sensing,
customer relationship management, service delivery, @gical innovation and sales
growth are less than 1, as evidenced by correlation;bﬁmng the constructs and high factor
loadings on their respective factors. This furt engthens the validity of the research
findings and reinforces the relationship b tx\& marketing capabilities and performance of
SMEs on Lagos State. Furthermore éll%(%’i less of an average link between heterotraits and

N

heteromethods than there is .b@ monotraits and heteromethods. Discriminant validity is

N\
therefore proven. QQ

Table 4.13: Summ&of the PLS-SEM for the effect of Marketing Strategies on Sales

Growth
&
Path @riginal sample t Prob. R?  Prob. @Q? F? Remarks
. L. (0)
Descrip tlQ/Q/ Unstandardized
Beta

0.739 0.000 0.182 4.781 Significant
Market Sensing--

0.714 2423  0.015
--> Sales Growth
CRM ----> Sales

0.823 3.010 0.002
Growth
Service Delivery 0.358 1.279  0.201
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----> Sales

Growth
Technological
Innovation---> 0.905 1.781  0.075

Sales Growth

Source: Researcher’s Result via SmartPLS Version 4.0 (2024)

The R? was used to establish the predictive power of the study’s model. From the results, the
adjusted coefficient of determination (R’) of 0.739 showed that marketin %p%ilities
practices (market sensing, Customer Relationship Management and servic de&) account
for 73.9% of sales growth is caused by marketing capabilities whilﬂ&naining 26.1% of
changes in sales growth is explained by other factors that are n%ered in the model and
the effect is statistically significant at 95% confidence a@ al’and p value less than 0.05.

This result suggests that market sensing, Custoge@ionship Management and service

delivery influence 73.9% of the sales growth\cé in Lagos State, Nigeria.

The result in table 4.13 shows bh\‘%}ession model of marketing capabilities and
performance of SMEs in Lagos %é?Nigeria. The path coefficient shows 0.714 indicating
that Market Sensing has a@tlve effect on Sales Growth of SMEs in Lagos State. This
confirms that Market Sernising plays a positive role in influencing sales growth of SMEs in
Lagos State. T e. }\ml e shows 0.015** which is less than 0.05 indicating a statistically
signiﬁcan%@t between Market Sensing and Sales Growth of SMEs in Lagos State. Also,
the m%efﬁcient shows 0.823 indicating that customer relationship management has a
positive effect on sales growth of SMEs in Lagos State. This confirms that customer
relationship management plays a positive role in influencing sales growth of SMEs in Lagos
State. The p value shows 0.002*** which is less than 0.05 indicating a statistically significant

effect between customer relationship management and sales growth of SMEs in Lagos State.

The result also showed that service delivery has a positive effect on sales growth of SMEs in
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Lagos State. This is revealed from the coefficient of 0.358 but the result is not statistically
significant to support this assertion (p=0.201 > 0.05). Also, technological innovation also has
a positive effect on sales growth of SMEs in Lagos State, Nigeria as revealed from the
coefficient of 0.905. However, the result shows an insignificant effect (p= 0.075 > 0.05)

between technological innovation and sales growth of SMEs in Lagos State, Nigeria

SG =0.000 + 0.714MS + 0.823CRM + 0. 358SD + 0. 905TI Q* (1)

SG= Sales Growth ( Q
MS= Market Sensing ’\

SD= Service Delivery %
TI= Technological Innovation :Q

CRM= Customer Relationship Management Q

Further analysis indicates that taking all the co@ parameter at zero, a unit change in
Market Sensing result in an increase of O.@le Sales Growth of SMEs in Lagos State
given that all other factors are held cb)\&l Similarly, the result shows that a unit change in
Customer relationship mana.ge&@vill lead to a 0.823 increase in sales growth of SMEs in

Lagos State given that a e@‘factors are held constant. Similarly, a percentage increase in

service delivery will improve sales growth by 0.358 while technological innovation will

increase salq‘s g@ by 0.905

This@%hat customer relationship management has highest relative effect on SMEs in
Lagos State with a coefficient of 0.823 and t value of 3.010 and then market sensing with a
coefficient of 0.714 and t value of t= 2.423. Hence from this we can confirm that marketing
capabilities has significant influence on sales growth of SMEs in Lagos State, Nigeria (1=

0.714, B2=0. 823, p3= 0. 358, P4= 0.905 R>=0.739, P-value =0.000 < 0.05).
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Additionally, the PLS-SEM predictive significance was ascertained using the Q? value.
Market Sensing have a Q? value of 0.182, which IS more than zero. This suggests that the
predictive significance of the PLS path model is present for both marketing capabilities and
sales growth of SMEs in Lagos State. The effect size was also established using the F-square.
According to Table 4.13 above, the f-square value for marketing capabilities is 4.781, which
suggests that the sample impact is sizable, as shown in Table 4.13, indicating that the sample
effect is considerably large. This confirmed that the relationship betw, gketing

capabilities and the sales growth of SMEs in Nigeria is statistically f{(ﬁyn‘[ and has a

Ho2: Marketing capabilities has no significant effect Q{’r;ﬁtability of SMEs in Lagos State

strong predictive power.

4.3.2 Hypothesis Two

Table 4.14: PLS-SEM Assessment Results of R ve Measurement Models for Model 2

Conver dlty Internal consistency reliability
AVE Cronbach’s Composite reliability
5& (> 0.50) alpha >0.7)
0.7
Latent Variable Q‘ 0r Estimate Estimate Estimate
N \ em

Market Sensing 0.558 0.720 0.703
Customer Relationship Q’Q 0.628 0.742 0.711
Management
Service delivery ’\% SD 0.621 0.865 0.802
Technological I \Q@} TI 0.522 0.809 0.764
Profitability “&, SG 0.797 0.705 0.701

The res lt in Table 4.14 shows AVE of 0.558, 0.628, 0.621, 0.522 and 0.797 for Market
Sensing, Customer Relationship Management, service delivery, technological innovation and
Profitability, which is above the benchmark of 0.5 confirming that the model has a good
convergent validity. From the internal consistency, the result shows a Cronbach alpha and
composite validity of (0.720 and 0.703 for Market Sensing; 0.742, 0.711 for Customer

Relationship Management; 0.865, 0.802 for service delivery; 0.809, 0.764 technological
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innovation; 0.705 and 0.701 for Profitability) which are both above 0.7 indicating that Market
Sensing, Customer Relationship Management, service delivery, technological innovation and
Profitability are reliable constructs in the model. Hence, the statistical analysis indicates that
the relationship between the market capabilities and Profitability is significant and robust,

providing strong support for the research.

Market Sensing

CRAL PASL ns2 PS3 nMSS

L4 . L3 - -
" .. S, ¥, —
= 0.219(0.000} o.7os(o.ooo} O.FSF(0.000) O-7S4(0.000)
OLEO3{ 00001 i Eer”
e S y: -
N, =
e
OUE3S(0.000) _ PROFL
% T ‘-._ -
o.a_s_n_u.[o_mo] _.-"" P o.ma1 (0000}
CRMS & rd 0 3s5sl0.0901 OUCAa3(0.B0S) 2
s — \ i
% i , v o PROFZ
OUES1(0.00a) i , Pa o
~ e— LY o7 ouse3{0.00o0)
'_'..-" Customer Relationship Management T -
- - 0.8a9(0.000}
-~  PROF3
) s
i = S
# ~

OLE I3 [0uDD0]

Proficability
sO3
r \\_\
oOFFE{0.001) i ’ L} b
¥ OLFSS{0.000) o.71sio. ) 0,721 (o ) 0.816{0.000)
o e o e ~
=4 - -
Tia Tz 3 A

Service Delivery
- Technological Innowvation
O
Figure 4.3: Path Cob@ t and P values showing the Relationship Between Market

Sensing, t}}@, Relationship Management, Service delivery, Technological
6 Innovation and Profitability

The \e{u%n Figure 4.3 shows that all the outer loadings of the latent constructs are above
0.708 and the p value shows a value 0.000 which is below the threshold of 0.05. This shows
that all the latent constructs and strong in explaining each of the main constructs, which is
desirable. Figure 4.4 below shows the T statistics of the patch coefficients to determine

whether they are significant.
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The T statistics of the latent constgés\are above the threshold of 1.96 confirming that the
latent constructs are statistim&&niﬁcant and provide further evidence of the relationship

between Market Seh@g,QCustomer Relationship Management, service delivery,

Technological i{@ and Supply Chain Resilience of SMEs in Lagos State, Nigeria.

Table 4.1@riminant Validity for Hypothesis Two

\?J MS CRM SD TI PROF

MS

CRM 0.847

SD 0.735 0.849

TI 0.703 0.743 0.578
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PROF 0.592 0.661 0.784 0.523

Source: Author’s Computation (2024) using SMART PLS 4

Discriminant validity is another important aspect of construct validity that ensures that the
measures in the study are distinct from each other. In this study, discriminant validity was
assessed through the heterotrait-monotrait (HTMT) ratio and cross-loading analysis. The
result of the HTMT as indicated in Table 4.12 shows that the constructs of market\sensing,
customer relationship management, service delivery, technological ifhoyation and
Profitability are less than 1, as evidenced by correlations among thegconstrticts and high
factor loadings on their respective factors. This further strengthens the validity of the research
findings and reinforces the relationship between marketing €apabilities and performance of
SMESs on Lagos State. Furthermore, there is less of an average link between heterotraits and
heteromethods than there is between monotraits apd idteromethods. Discriminant validity is
therefore proven.

Table 4.16: Summary of the PLSsSEM for the effect of Marketing Strategies on

Profitability
Path Original sample¢ t Prob. R? Prob. Q2 F? Remarks
.. (0)
Description Unstandarxdized
Beta
0.702 0.000 0.262 5.381 Significant
Market Sensing--
0.043 0.250  0.803
--> Profitability
CRM ---->
0.355 1.696  0.090
Profitability
Service Delivery
2.557 2.825  0.005
----> Profitability
Technological
Innovation---> 1.316 2.336  0.020
Profitability

Source: Researcher’s Result via SmartPLS Version 4.0 (2024)

157



The R? was used to establish the predictive power of the study’s model. From the results, the
adjusted coefficient of determination (R?) of 0.702 showed that marketing capabilities
practices (market sensing, Customer Relationship Management and service delivery) account
for 70.2% of Profitability is caused by marketing capabilities while the remaining 29.8% of
changes in Profitability is explained by other factors that are not covered in the model and the
effect is statistically significant at 95% confidence interval and p value less than 0,05. This

result suggests that market sensing, Customer Relationship Management and @ delivery

,\(/

The result in table 4.13 shows the regression model of ng capabilities and

influence 70.2% of the Profitability of SMEs in Lagos State, Nigeria.

performance of SMEs in Lagos State, Nigeria. The path ient shows 0.043 indicating
that Market Sensing has a positive effect on Profit %f SMEs in Lagos State. This
confirms that Market Sensing plays a positive r 1nﬂuenc1ng Profitability of SMEs in
Lagos State. The p value shows 0.803 wh&@greater than 0.05 indicating an insignificant
effect between Market Sensing and'@bility of SMEs in Lagos State. Also, the path
coefficient shows 0.355 in(}i(&@&hat customer relationship management has a positive
effect on Profitability o @s in Lagos State. This confirms that customer relationship
management plazs@itlve role in influencing Profitability of SMEs in Lagos State. The p
value show. @ > 0.05 confirm that the poritive relationship between CRM and
profitabili not significant. The result also showed that service delivery has a positive
effeNProﬁtability of SMEs in Lagos State. This is revealed from the coefficient of 2.557
and is statistically significant to support this assertion (p=0.005 < 0.05). Also, technological
innovation also has a positive effect on Profitability of SMEs in Lagos State, Nigeria as
revealed from the coefficient of 1.316. Similarly, the result shows a significant effect (p=
0.020 < 0.05) between technological innovation and Profitability of SMEs in Lagos State,
Nigeria
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PROF =0.000 + 0.043MS + 0.355CRM + 2.557SD + 1.316TI (1)

PROF= Profitability

MS= Market Sensing

SD= Service Delivery

TI= Technological Innovation

CRM= Customer Relationship Management

Further analysis indicates that taking all the constant parameter at zero, a hange in
Market Sensing result in an increase of 0.043 in the Profitability of S Q} agos State
given that all other factors are held constant. Similarly, the result s <}Lt a unit change in
Customer relationship management will lead to a 0.355 incr eléroﬁtability of SME:s in

Lagos State given that all other factors are held constant@i arly, a percentage increase in

service delivery will improve Profitability by @%ile technological innovation will

increase Profitability by 1.316 \Qrb

This shows that service delivery has h@relative effect on profitsbility of SMEs in Lagos
State with a coefficient of 2.557 @\ value of 2.825 and then technological innovation with

a coefficient of 1.316 an t@ of t=2.336. Hence from this we can confirm that marketing

capabilities has significant influence on Profitability of SMEs in Lagos State, Nigeria (B1=

0.043, p2= Q‘sngs 2.557, p4= 1.316 R2=0.702, P-value =0.000 < 0.05).

Add@fg the PLS-SEM predictive significance was ascertained using the Q? value.
Market Sensing have a Q? value of 0.262, which is more than zero. This suggests that the
predictive significance of the PLS path model is present for both marketing capabilities and
Profitability of SMEs in Lagos State. The effect size was also established using the F-square.
According to Table 4.13 above, the f-square value for marketing capabilities is 5.381, which

suggests that the sample impact is sizable, as shown in Table 4.13, indicating that the sample
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effect is considerably large. This confirmed that the relationship between marketing

capabilities and the Profitability of SMEs in Nigeria is statistically significant and has a

strong predictive power.

4.3.3Hypothesis Three

Ho3: Marketing capabilities does not significantly affect Market Share of SMEs in Lagos
State

Table 4.17: PLS-SEM Assessment Results of Reflective Measurement Mo?@%del 2

Convergent validity Internal co@n@y reliability
AVE Cronbach’ posite reliability
(> 0.50) alp >0.7)
>
Latent Variable Indicator Estimate Es%e Estimate
Item C\
Market Sensing MS 0.558 \0.720 0.703
Customer Relationship CRM 0.628 0.742 0.711
Management
Service delivery SD 0.865 0.802
Technological Innovation TI 2 0.809 0.764
Market share MKS ‘®0.593 0.737 0.722

)

The result in Table 4.17 showsé‘{%of 0.558, 0.628, 0.621, 0.522 and 0.593 for Market
Sensing, Customer Relatio@ﬂ*/[anagement, service delivery, technological innovation and
Market share, which 'Q\re the benchmark of 0.5 confirming that the model has a good
convergent Val@m

composite @ity of (0.720 and 0.703 for Market Sensing; 0.742, 0.711 for Customer

O

Relaﬁql/%fp Management; 0.865, 0.802 for service delivery; 0.809, 0.764 technological

the internal consistency, the result shows a Cronbach alpha and

innovation; 0.737 and 0.722 for Market share) which are both above 0.7 indicating that
Market Sensing, Customer Relationship Management, service delivery, technological
innovation and Market share are reliable constructs in the model. Hence, the statistical
analysis indicates that the relationship between the market capabilities and Market share is

significant and robust, providing strong support for the research.
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Figure 4.5: Path Coefficient and P values sl@g
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The result in Figure 4.5 sho.w&at all the outer loadings of the latent constructs are above

0.708 and the p value @ a value 0.000 which is below the threshold of 0.05. This shows

that all the lateQ.b:éut cts and strong in explaining each of the main constructs, which is

desirable. F@e 4.6 below shows the T statistics of the patch coefficients to determine

Wheh@y are significant.
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The T statistics of the latent const@above the threshold of 1.96 confirming that the
latent constructs are statistiqa%@iﬁcant and provide further evidence of the relationship
between Market Sensi \ustomer Relationship Management, service delivery,

Technological ingt&d%m and Supply Chain Resilience of SMEs in Lagos State, Nigeria.
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Table 4.18 Discriminant Validity for Hypothesis Two

MS CRM SD TI MKS
MS
CRM 0.847
SD 0.735 0.849

TI 0.703 0.743 0.578 Q\
MKS 0.745 0.763 0.583 0.623 < :

Source: Author’s Computation (2024) using SMAR@S\%(
Discriminant validity is another important aspect of constru \ﬁy that ensures that the
measures in the study are distinct from each other. In t 9 , discriminant validity was
assessed through the heterotrait-monotrait (HT T)&%} and cross-loading analysis. The
result of the HTMT as indicated in Table 4\16 s that the constructs of market sensing,
customer relationship management, servix livery, technological innovation and Market

.

share are less than 1, as evidenc@‘ correlations among the constructs and high factor
loadings on their respective{ﬁ s. This further strengthens the validity of the research
findings and reinforces\@%ationship between marketing capabilities and performance of
SMEs on Lago @urthermore, there is less of an average link between heterotraits and

heterometho@han there is between monotraits and heteromethods. Discriminant validity is

ther@en.
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Table 4.19

: Summary of the PLS-SEM for the effect of Marketing Strategies on Market

share
Path Original sample t Prob. R? Prob. Q? F? Remarks
. . (0)
Description Unstandardized
Beta
0.737 0.000 0.573 5.023 Significant
Market Sensing-- Pagsitive/
0.208 1.180  0.238 .
--> Market share Insignificant
CRM ---—> Positive/
0.007 0.035 0.972 o
Market share Insignificant
Service Delivery Positive/
----> Market 2.554 2.784  0.005 Significant
share
Technological Positive/
Innovation---> 0.940 2.182  0.029 Significant

Market share

Source: Researcher’s Result via SmayxtPLS Version 4.0 (2024)

The R? was used to establish the predietive power of the study’s model. From the results, the

adjusted coefficient of degermination (R?) of 0.737 showed that marketing capabilities

practices (market sensing;=€ustomer Relationship Management and service delivery) account

for 73.7% of Market, Share is caused by marketing capabilities while the remaining 26.3% of

changes in.Market share is explained by other factors that are not covered in the model and

the effect-is statistically significant at 95% confidence interval and p value less than 0.05.

This result suggests that market sensing, Customer Relationship Management and service

delivery influence 73.7% of the Market share of SMEs in Lagos State, Nigeria.

The result in table 4.19 shows the regression model of marketing capabilities and

performance of SMEs in Lagos State, Nigeria. The path coefficient shows 0.208 indicating
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that Market Sensing has a positive effect on Market share of SMEs in Lagos State. This
confirms that Market Sensing plays a positive role in influencing Market share of SMEs in
Lagos State. The p value shows 0.238 which is greater than 0.05 indicating an insignificant
effect between Market Sensing and Market share of SMEs in Lagos State. Also, the path
coefficient shows 0.007 indicating that customer relationship management has a positive
effect on Market share of SMEs in Lagos State. This confirms that customer rel«tionship
management plays a positive role in influencing Market share of SMEs in La te. The p
value shows 0.972 > 0.05 confirm that the poritive relationship between and market
share is not significant. The result also showed that service delive @ a’'positive effect on
Market share of SMEs in Lagos State. This is revealed fror@ doefficient of 2.554 and is
statistically significant to support this assertion (p=0@< 0.05). Also, technological
innovation also has a positive effect on Market h&BQ SMEs in Lagos State, Nigeria as
revealed from the coefficient of 0.940. Simi e result shows a significant effect (p=

0.029 < 0.05) between technological i@n and Market share of SMEs in Lagos State,
Nigeria \C—)\

MKS = 0.000 + 0.2081\/%@7CRM +2.554SD + 0.940TI (1)

MKS= Market sh.age\'
MS= Marke S@

SD= Servi livery

TI= Mological Innovation

CRM= Customer Relationship Management

Further analysis indicates that taking all the constant parameter at zero, a unit change in
Market Sensing result in an increase of 0.208 in the Market share of SMEs in Lagos State
given that all other factors are held constant. Similarly, the result shows that a unit change in

Customer relationship management will lead to a 0.007 increase in Market share of SMEs in
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Lagos State given that all other factors are held constant. Similarly, a percentage increase in
service delivery will improve Market share by 2.554 while technological innovation will

increase Market share by 0.940

This shows that service delivery has highest relative effect on market share of SMEs in Lagos
State with a coefficient of 2.554 and t value of 2.784 and then technological innovation with
a coefficient of 0.940 and t value of t=2.182. Hence from this we can confirm th rketing
capabilities has significant influence on Market share of SMEs in Lagos S@geria B1=

0.208, B2=0.007, p3=2.554, B4= 0.940 R*=0.737, P-value =0.000 < 0.

Additionally, the PLS-SEM predictive significance was §md using the Q? value.
Market Sensing have a Q? value of 0.573, which is mo@an zero. This suggests that the
predictive significance of the PLS path model is %Qor both marketing capabilities and
Market share of SMEs in Lagos State. The eff f@ze was also established using the F-square.
According to Table 4.19 above, the f}@alue for marketing capabilities is 5.023, which
suggests that the sample impact is \@E, as shown in Table 4.19, indicating that the sample
effect is considerably 1arg'e$h1s confirmed that the relationship between marketing

capabilities and the M@ hare of SMEs in Nigeria is statistically significant and has a

strong predictiv(p%@r%

\,‘?:Z>b
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4.3.4 Hypothesis Four
Ho4: Marketing capabilities does not significantly affect Supply Chain Resilience of SMEs
in Lagos State.

Table 4.20: PLS-SEM Assessment Results of Reflective Measurement Models for Model 2

Convergent validity Internal consisteQr iability
AVE Cronbach’s C@) ite reliability
(> 0.50) alpha >0.7)
>0.7)
Latent Variable Indicator Estimate Estim ’\ Estimate
Item N
Market Sensing MS 0.558 200 0.703
Customer Relationship CRM 0.628 Q] 2 0.711
Management Q
Service delivery SD 0.621 0.865 0.802
Technological Innovation TI Q 0.809 0.764
Supply Chain Resilience SCR ,g;.@ 0.889 0.841

\O

The result in Table 4.20 shows AVE}&SSS, 0.628, 0.621, 0.522 and 0.634 for Market
Sensing, Customer Relationship %{Q\ement, service delivery, technological innovation and
Supply Chain Resilience, W@ above the benchmark of 0.5 confirming that the model has
a good convergent V%@From the internal consistency, the result shows a Cronbach alpha

and composite (aﬁs&\y

Relationsi@anagement; 0.865, 0.802 for service delivery; 0.809, 0.764 technological

f (0.720 and 0.703 for Market Sensing; 0.742, 0.711 for Customer

inno%xti/ 7 0.889 and 0.841 for Supply Chain Resilience) which are both above 0.7
indicating that Market Sensing, Customer Relationship Management, service delivery,
technological innovation and Supply Chain Resilience are reliable constructs in the model.
Hence, the statistical analysis indicates that the relationship between the market capabilities
and Supply Chain Resilience is significant and robust, providing strong support for the

research.
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Figure 4.7: Path Coefficient and P values showin x)elationship Between Market
Sensing, Customer Relationship Manag , Service delivery, Technological

Innovation and S@' Chain Resilience

The result in Figure 4.7 shows tha‘Kﬁs\he outer loadings of the latent constructs are above
0.708 and the p value shows @%@ 0.000 which is below the threshold of 0.05. This shows
that all the latent consm@%d strong in explaining each of the main constructs, which is
desirable. Figu '@slow shows the T statistics of the patch coefficients to determine

whether theg@a significant.
\‘,?:b
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Figure 4.8: T Statistics showing the Relations@tween Market Sensing, Customer

Relationship Management, Service de@, ; echnological Innovation and Supply

'@Resilience
The T statistics of the latent (@Jcts are above the threshold of 1.96 confirming that the
latent constructs are st@y significant and provide further evidence of the relationship

between Market sing, Customer Relationship Management, service delivery,

Technologi(%igzd/ation and Supply Chain Resilience of SMEs in Lagos State, Nigeria.

&
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Table 4.21 Discriminant Validity for Hypothesis Four

MS CRM SD TI SCR
MS
CRM 0.847
SD 0.735 0.849

TI 0.703 0.743 0.578 Q\
SCR 0.665 0.534 0.612 O.738< :

Source: Author’s Computation (2024) using SMAR@S\%(
Discriminant validity is another important aspect of constru \ﬁy that ensures that the
measures in the study are distinct from each other. In t 9 , discriminant validity was
assessed through the heterotrait-monotrait (HT T)&%} and cross-loading analysis. The
result of the HTMT as indicated in Table 4.1 s that the constructs of market sensing,

N

customer relationship management, ser@elivew, technological innovation and Supply
Chain Resilience are less than 1, a@enced by correlations among the constructs and high

factor loadings on their respe@ctors. This further strengthens the validity of the research
findings and reinforces\@ lationship between marketing capabilities and performance of
SMEs on Lago @urthermore, there is less of an average link between heterotraits and

heterometho@han there is between monotraits and heteromethods. Discriminant validity is

ther@en.
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Table 4.22: Summary of the PLS-SEM for the effect of Marketing Strategies on Supply

Chain Resilience

Path Original sample t Prob. R? Prob. Q? F? Remarks
. . (0)
Description Unstandardized
Beta
0.871 0.002 0.734 3.271 Significant
Market Sensing-- ..
. Positive/
--> Supply Chain 0.319 1.180  0.988 o
Insignificant
Resilience
CRM ----> L
_ Positive/
Supply Chain 0.309 0.035 0.576 o
- Insignificant
Resilience
Service Delivery -
Positive/
----> Supply 0.297 2.784  0.846 .
Insignificant
Chain Resilience
Technological
Innovation---> Positive/
. 0.447 2,182 07 ..
Supply Chain Insignificant
Resilience

Source: Researcher’s Result vid SmartPLS Version 4.0 (2024)

The R? was used to establish the predictive power of the study’s model. From the results, the

adjusted coefficient.Of determination (R’) of 0.871 showed that marketing capabilities

practices (market serising, Customer Relationship Management and service delivery) account

for 87.1% pef” Supply Chain Resilience is caused by marketing capabilities while the

remaimiag 12.9% of changes in Supply Chain Resilience is explained by other factors that are

not covered in the model and the effect is statistically significant at 95% confidence interval

and p value less than 0.05. This result suggests that market sensing, Customer Relationship

Management and service delivery influence 87.1% of the Supply Chain Resilience of SMEs

in Lagos State, Nigeria.
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The result in table 4.13 shows the regression model of marketing capabilities and
performance of SMEs in Lagos State, Nigeria. The path coefficient shows 0.319 indicating
that Market Sensing has a positive effect on Supply Chain Resilience of SMEs in Lagos State.
This confirms that Market Sensing plays a positive role in influencing Supply Chain
Resilience of SMEs in Lagos State. The p value shows 0.988 which is greater than 0.05
indicating an insignificant effect between Market Sensing and Supply Chain Resilience of
SMEs in Lagos State. Also, the path coefficient shows 0.309 indicating chstomer
relationship management has a positive effect on Supply Chain Resﬂle SMEs in Lagos
State. This confirms that customer relationship manageme a’ positive role in
influencing Supply Chain Resilience of SMEs in Lagos St ép value shows 0.576 >
0.05 confirm that the poritive relationship between C @u pply Chain Resilience is not
significant. The result also showed that service de V%QS a positive effect on Supply Chain
Resilience of SMEs in Lagos State. This i ed from the coefficient of 0.297 but not
statistically significant to support fhi éﬁion (p=0.846 > 0.05). Also, technological
innovation also has a positive ef@ Supply Chain Resilience of SMEs in Lagos State,
Nigeria as revealed from the' &ien‘[ of 0.447. Similarly, the result shows an insignificant

effect (p= 0.070 > 0.05), bétween technological innovation and Supply Chain Resilience of

SMEs in Lagosé)@geria

SCR = O.G@)SNMS + 0.309CRM + 0.297SD + 0.447TI (1)

SCR>Sxpply Chain Resilience
MS= Market Sensing

SD= Service Delivery

TI= Technological Innovation

CRM= Customer Relationship Management
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Further analysis indicates that taking all the constant parameter at zero, a unit change in
Market Sensing result in an increase of 0.319 in the Supply Chain Resilience of SMEs in
Lagos State given that all other factors are held constant. Similarly, the result shows that a
unit change in Customer relationship management will lead to a 0.309 increase in Supply
Chain Resilience of SMEs in Lagos State given that all other factors are held constant.
Similarly, a percentage increase in service delivery will improve Supply Chain Re&nce by

0.297 while technological innovation will increase Supply Chain Resilience b}@%

This shows that technological innovation has highest relative effé\on Supply Chain
Resilience of SMEs in Lagos State with a coefficient of 0.447 a e of 2.784 and then
market sensing with a coefficient of 0.319 and t value of @2. Hence from this we can
confirm that marketing capabilities has significant inﬂ@@on Supply Chain Resilience of
SMEs in Lagos State, Nigeria (B1= 0.319, p2= &[B: 0.297, B4= 0.447 R>=0.871, P-
value =0.002 < 0.05). @

Q)
Additionally, the PLS-SEM predi g;\ss'igniﬁcance was ascertained using the Q? value.
Market Sensing have a Q* \'/@ of 0.734, which is more than zero. This suggests that the
predictive signiﬁcance\be PLS path model is present for both marketing capabilities and
Supply Chain 's%uc of SMEs in Lagos State. The effect size was also established using
the F-squareégcording to Table 4.22 above, the f-square value for marketing capabilities is
3.27@? suggests that the sample impact is sizable, as shown in Table 4.22, indicating
that the sample effect is considerably large. This confirmed that the relationship between
marketing capabilities and the Supply Chain Resilience of SMEs in Nigeria is statistically
significant and has a strong predictive power.

4.3.5 Hypothesis Five
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Ho5: Marketing orientation resource does not significantly moderate the relationship

between marketing capabilities and performance of SMEs in Lagos State.

Customer Orientation

0.2879(0.0004)

[+1]

D BER6
OLFOE({0.016)
Marketing Capabilities Performance
N
Figure 4.9: Path Coefficient and P value of Market tion in Moderating the

Relationship between Marketing Capabilities and l"@brmance of SMEs in Lagos State.

6’6

The result in Figure 4.9 shows that all th @adings of the latent constructs are above
0.708 and the p value shows a value 0 which is below the threshold of 0.05. This shows

that all the latent constructs and in explaining each of the main constructs, which is
AR

desirable. Figure 4.10 bel@ws the T statistics of the patch coefficients to determine

whether they are signi lcg
o« %

Customer Orientation

35528

Marketing Capabilities Performance
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Figure 4.10: T Statistics of Market Orientation in Moderating the Relationship between
Marketing Capabilities and Performance of SMEs in Lagos State.

The T statistics of the latent constructs are above the threshold of 1.96 confirming that the

latent constructs are statistically significant and provide further evidence of the relationship

between Market Sensing, Customer Relationship Management, service delivery,

Technological innovation and Supply Chain Resilience of SMEs in Lagos State, Niggria.

Table 4.23: Summary of the PLS-SEM for the effect of Marketing Strategies,on Supply

Chain Resilience

Path Original sample T Prob. R?  Prob. « \Q’ F? Remarks
. . (0)
Description Unstandardized
Beta
0.869 Q004 0.426 2.711 Significant
Positive/
MC----> PERF 0.706 2427 0.016 o
Insignificant
Positive/
CO----> PERF 0.869 2956 10.003 o
Insignificant
MC*CQO ----> Positive/
0.288 3,583 0.000
PERF Insignificant

The R? was usegh te_establish the predictive power of the study’s model. From the results, the
adjusted coefficient of determination (R’) of 0.869 showed that the moderation role of
custemer/ orientation in fluencing the relationship between marketing capabilities practices
(market sensing, Customer Relationship Management and service delivery) account for
86.9% of SMEs performance. while the remaining 13.1% of changes in SMEs performance is
explained by other factors that are not covered in the model and the effect is statistically
significant at 95% confidence interval and p value less than 0.05. This result suggests that

marketin capabilities influence 86.9% of the performance of SMEs in Lagos State, Nigeria.
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In establishing the moderating effect of customer orientation in establishing a relationship
between marketing capabilities and performance of SMEs in Lagos State, three aspects will
be looked into; (1) the direct offect of marketing capabilities on performance of SMEs, (2)
the direct relationship between customer orientation and performance of SMEs and (3) the
indirect relationship between marketing capabilities and performance of SMEs when

customer orientation is used as a moderator. \

The result in table 4.23 shows a path coefficient of 0.706 indicati marketing
capabilities has a positive effect on Performance of SMEs in Lagos StA\T he p value shows
0.016 < 0.05 indicating a significant direct relationship betwee@ etin Capabilities and
Performance of SMEs in Lagos State. To establish the of customer orientation on
performance of SMEs in Lagos State, the path co@ie t shows 0.867 indicating that
customer orientation has a positive effect on pence of SMEs in Lagos State. The p
value shows 0.003 < 0.05 confirm that the ﬁ@re relationship between customer orientation
and performance is statistically signi%g ) When looking at the indirect relationship, it is
shown that customer orientat.iokéﬁvely and significantly moderate the relationship etween
marketing capabilities a \@)rmance of SMEs in Lagos State. This is revealed from the
coefficient of 0.2.82<‘§p < 0.000 confirming this assertion. From this we can conclude that
customer 0r'en&i>‘s significantly moderate the relationship etween marketing capabilities

and perfo e of SMEs in Lagos State, Nigeria.

\/Q/

PERF = 0.000 + 0. 0.706MC + 0.869CO + 0.288MC*CO (1)

PERF= Performance
MC= Marketing Capabilities

CO= Customer Orientation
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Further analysis indicates that taking all the constant parameter at zero, a unit change in
marketing capability result in an increase of 0.706 in the performance of SMEs in Lagos State
given that all other factors are held constant. Similarly, the result shows that a unit change in
Customer orientation will lead to a 0.869 increase in performance of SMEs in Lagos State
given that all other factors are held constant. Similarly, customer orientation plays a
significant and positive role in mederating the relationship between marketing (@ilities
and performance of SMEs in Lagos State, Nigeria as revealed in the coefficient’ of 0.288.
Hence from this we can confirm that customer orientation positi%@ significantly

e 'of SMEs in Lagos

moderate the relationship between marketing capabilities and perfor@

State, Nigeria (B1= 0.706, B2= 0.869, Z;= 0.288, R2=0.869, P@ﬁom <0.05).

Additionally, the PLS-SEM predictive significance Q{chrtained using the Q? value.
Market Sensing have a Q? value of 0.426, Whic&ore than zero. This suggests that the
predictive significance of the PLS path m(N\KQ present for both marketing capabilities and
Supply Chain Resilience of SMEs in'Ls\ng State. The effect size was also established using
the F-square. According to "l:ab @3 above, the f-square value for marketing capabilities is
2.711, which suggests t t@ample impact is sizable, as shown in Table 4.23, indicating
that the sample ?f w considerably large. This confirmed that the relationship between

marketing ap@es, customer orientation and performance of SMEs in Nigeria is

statisticall ificant and has a strong predictive power.

\/QJ
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4.4 Summary of Findings

Tablw 4.24: Summary of Findings

Hypotheses Tested Sales Profitability Market Supply Overall
Growth Share Chain Remarks
Resilient

Hol: Marketing capabilities does not ~ Rejected Rejected Accepted A(e/h.eﬁ "~ Rejected
significantly affect Sales /\
growth of SMEs in Lagos State. Q

Ho2: Marketing capabilities does not ~ Accepted Accepted Rej c% Rejected Rejected
significantly affect Profitability 6
of SMEs in Lagos State. Q

Ho3: Marketing capabilities does not  Accepted Accep@Rej ected Rejected Rejected
significantly affect market share fb
of SMEs in Lagos State. @

Ho4: Marketing capabilities does not Accepte@%cepted Accepted  Accepted Rejected

significantly affect supply chain

resilience of SMEs in Lagos .

N
Marketing orientation does $
significantly moder: .ﬂé

relationship betwggfrketing
capabilities a; 0
SMEs in State

State.
H052

rmance of

&

Rejected

178



4.5 Resultant Model

Market Capabilities Performance
B1=0.714, 2= 0. 823, B3=0. v
358, B4=0.905 R>=0.739,
Market Sensing
Sales Growth
B1=0.043, p2=0.355, B3= -
— 2,557, B4= 1.316 R™=0.702, FAND
Customer Relationship
Management Profitability
B1=0.208, B2=0.007, B3= =
. . 2.554, B4=0.940 R2=0.737, N
Service Delivery _‘
> Market Share

B1=0.319, p2=0. 9(§
: 0.297, p4= 0447 71
Technological
Innovation

\ 4

Supply Chain
Resilience

%

é 1706, B2=0.869, Z,=
88, R>=0.869, P-value

% Market Orientation

A 4

6
’b Customers

Orientation
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4.6 Discussion of Findings

From the above result, it is confirmed that marketing capabilities has a significant effect on
performance of SMEs in Lagos State. This indicates that SMEs in Lagos State that invest in
developing and enhancing their marketing capabilities are more likely to experience better

performance outcomes compared to those that do not prioritize marketing efforts.

From hypothesis one, the result revealed that market sensing and custo@inship
i

management has a positive and significant effect on sales growth of §< agos State,

Nigeria. However, service delivery and technological innovation a'positive effect on
sales growth but the effect is not statistically significant to \§Js assertion. This shows
that Market sensing and CRM directly influence an SM ﬁ to understand and respond
to customer needs and preferences, leading to i d@ customer satisfaction and loyalty,
which drive sales growth. Effective CRM a gbusinesses to manage customer interactions
and build lasting relationships, enh?r@peat business and referrals'. Conversely, the
statistically insignificant impact o Qice delivery and technological innovation on sales
growth may result from V@Js issues. Service delivery improvements may not be
immediately recognize&@%tomers or may be inconsistently applied, diluting their overall
effect. Additio 'lk’)k&te nological innovations may require time for implementation and
customer ad@uion before showing measurable impacts on sales. SMEs might also face
challen ch as limited resources, inadequate infrastructure, or a lack of skilled personnel
to fully leverage new technologies, thus mitigating their potential benefits on sales growth?.
This result is inline with exant literature which found that market sensing and customer
relationship management has a significant effect on performance of SMEs**>¢, The study of

some author Iso contradict this result. They found no significant relationship between

marketing capabilities and performance of SMEs’#,
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The result in the second hypothesis, which seeks to determine whether marketing capabilities
has a significant effect on profitability of SMEs in Lagos State shows that market sensing and
customer relationship management has a positive but an insignificant effect on profitabilit but
service delivery and technological innovation shows a positive and significant effect on
profitability of SMEs in Lagos State. While market sensing and CRM enhance customer
relationships and satisfaction, these benefits might not translate immediately into p&ability.
The costs associated with implementing CRM systems and market resear 1d” offset
short-term gains, making their impact on profitability less pronounced initi l}gn the other
hand, service delivery and technological innovation directly c@b’g\e to operational
efficiency and cost reduction, which are critical for profitabili ﬁllaﬂy, improved service
delivery enhances customer retention and satisfaction, 1@ to repeat business and lower
churn rates. Technological innovation streamline Qses, reduces operational costs, and
creates competitive advantages, directly i g profitability'®>. SMEs that effectively
leverage technology can optimize res.ogr\'kduce waste, and improve productivity, thereby
realising significant gains in pro{@ﬁty. These immediate and tangible benefits make
service delivery and technolggigal innovation more significant contributors to profitability
compared to market seﬁs@%d CRM. This result is inline with exant literature which found
that marketing h@es has a significant effect on profitability of SMEs*#>!1:12, This

highlights the\importance of staying up-to-date with technological trends and incorporating

then@ siness operations for sustained profitability.

The result in the third hypothesis, which seeks to determine whether marketing capabilities
has a significant effect on market share of SMEs in Lagos State shows that market sensing
and customer relationship management have a positive but an insignificant effect on market
share but service delivery and technological innovation shows a positive and significant

effect on market share of SMEs in Lagos State. While market sensing and CRM are
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important for understanding customer needs and building relationships, they might not
immediately translate into increased market share due to the time required to build trust and
customer loyalty. In contrast, service delivery and technological innovation provide
immediate and tangible benefits that can directly enhance market share. Superior service
delivery improves customer satisfaction and retention as it leads to positive word-of-mouth
and a broader customer base. Technological innovation allows SMEs to d&eren‘[iate
themselves from competitors and improve operational efficiency, directly ¢ ting to a

higher market share. Service delivery showing the highest effect unders o@e importance

of consistently meeting customer expectations and providing ee ice in gaining a

competitive edge. Q

The result in hypothesis four showing that m Qensing, customer relationship
management (CRM), service delivery, and tech@’gcal innovation individually have no
significant effect on supply chain resilienc\\\@MEs in Lagos State, while their combined
effect is statistically significant, sugg'e@ these marketing capabilities are interdependent.
Individually, each capabilitzl &éot sufficiently address the multifaceted challenges of
supply chain resilience. r@ﬁnce, market sensing and CRM alone may not directly impact
operational disru.pi or logistical issues. However, when combined, these capabilities
create a syn rg@fect that enhances overall resilience. Effective market sensing and CRM
can antici customer needs and disruptions, while service delivery ensures consistent
perf(h\Wwe and technological innovation optimizes processes. Together, they provide a
comprehensive approach to managing and mitigating supply chain risks, indicating that a
holistic strategy integrating multiple capabilities is crucial for achieving supply chain

resilience.
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The result in hypothesis five indicating that customer orientation significantly moderates the
relationship between marketing capabilities and SME performance in Lagos State suggests
that a strong customer focus enhances the effectiveness of marketing strategies. Customer
orientation ensures that marketing capabilities like market sensing, CRM, service delivery,
and technological innovation are aligned with customer needs and preferences. This
alignment increases customer satisfaction, loyalty, and overall performance. ( Without

customer orientation, these capabilities may not be as impactful, highlighting @nportance

,\(/

The results linking market sensing, customer relationship m@ ent (CRM), service

of a customer-centric approach in driving SME success.

delivery, and technological innovation to SME perform% Lagos State align with the

Dynamic Capability Theory. This theory posits that q@m ability to integrate, build, and

reconfigure internal and external competencie%fbessential for adapting to changing
environments'3. Market sensing and CRN&@ough showing varied significance in direct
outcomes, contribute to building dﬁ@ apabilities by enabling firms to anticipate and
respond to customer needs a arket changes'¥. Service delivery and technological
.
innovation, which sh%s@ﬁcant positive impacts on market share and profitability,
directly enhance. a. firm's operational agility and efficiency, crucial for maintaining
competitive ad@e”. The combined effect of all marketing capabilities on supply chain
resilience r underscores their role in dynamic capability development, highlighting how
integkced strategies enhance adaptability and robustness!®. Customer orientation's
moderating effect reinforces the theory, as a strong customer focus ensures these capabilities
are effectively leveraged, enhancing overall performanc'’. Thus, these results illustrate how

SMEs in Lagos State can build and deploy dynamic capabilities to achieve sustainable

competitive advantage.

183



END NOTES

1. Zeynab Soltani and N. J. Navimipour. "Customer relationship management
mechanisms: A systematic review of the state of the art literature and
recommendations for future research." Comput. Hum. Behav., 61 (2016): 667-688.
https://doi.org/10.1016/J.CHB.2016.03.008.

2. Yahia Baashar, H. Alhussian, Ahmed Patel, G. Alkawsi, A. Alzahrani, O. Alfarraj and
G. Hayder. "Customer relationship management systems (CRMS) in the healthcare
environment: A systematic literature review." Computer Standards & I &es, 71
(2020): 103442 - 103442. https://doi.org/10.1016/j.cs1.2020.103442. Q

3. A., Ibrahim, & J., Hemsley-Brown. "Market orientation an SQU ‘performance:
Investigating the role of high-order marketing capabilities. xnatlonal Journal

of Contemporary Hospitality Management, 1(1), 2019,

4. D., Subhasish, & M., Mishra. "The impact of relationship management
(CRM) practices on customer satisfaction."In &1 ess Governance and Society,

Palgrave Macmillan, Cham, 2019, pp. 43646

5. A., Pamela, .M., Bodas Freitas, ntana. "Strategic orientation, innovation
performance and the moderat ,% uence of marketing management." Journal of
Business Research, 97(1), 2((1%,, 140.

6. L., Pramod, A., DaV %I Zolfagharian, & A., Paswan. "Market orientation,

positioning  str and  brand  performance.” Industrial Marketing
2019, 16-29.

Managemen‘&

7. E., ., Agyabeng-Mensah, C., Baah, G., Asamoah, & K.L., Yaw. Green
m rientation, green value-based innovation, green reputation and enterprise

s%al performance of Ghanaian SMEs: The role of lean management. Journal of
Business & Industrial Marketing, 38(10), 2023, pp.2151-2169.

8. M., Rubio-Andrés, M.D.M., Ramos-Gonzélez, & M.A., Sastre-Castillo. Do high
performance work systems improve workplace well-being in SMES? Implications for

financial performance. Applied Research in Quality of Life, 17(3), 2022, pp.1287-
1309.

184



10.

11.

12.

13.

14.

15.

16.

Yeni Susilowati and Yasri Yasri. "The Effect of Service Quality and Customer
Satisfaction Toward Word of Mouth Intention." Proceedings of the 2nd Padang
International Conference on Education, Economics, Business and Accounting
(PICEEBA-2 2018) (2019). https://doi.org/10.2991/PICEEBA2-18.2019.52.

M. Nasir, M. Adil and A. Dhamija. "The synergetic effect of after sales service,
customer satisfaction, loyalty and repurchase intention on word of mouth."
International Journal of Quality and Service Sciences (2021).
https://doi.org/10.1108/ijqss-01-2021-0015. %
Zaenal Aripin, V. Paramarta, Didin Kosasih, Farida Saepudin, Yuli uliaty
Fitriana. "The Impact of Bank Service Quality on Satisfaction tha Ibts Word of
Mouth Promotion." Jurnal Syntax Ad tlon (2023).

https://doi.org/10.46799/jsa.v418.690.

Niklaus Leemann and D. Kanbach. "Toward a taxon %}namic capabilities — a
systematic  literature  review." Managemegﬁearch Review  (2021).
https://doi.org/10.1108/mrr-01-2021-0066.

Seidali Kurtmollaiev. "Dynamic Capabilit % Where to Find Them." Journal of

Management Inquiry, 29 (2020): 1 ps //doi.org/10.1177/1056492617730126.
B. Baharuddin, S. Kamaruddin zm arlfuddln Halim. "Customer Relationship

Management, Service Delive an’ esponsiveness: A supply chain Perspective for
t

Customer’s Retention." ]&{

(2019): 211-216.

ional Journal of Supply Chain Management, §

Taiwen Feng, ng Wang, A. Lawton and Ben Nanfeng Luo. "Customer

orlentatlon aud, firm performance: The joint moderating effects of ethical leadership
% intensity."  Journal of Business Research (2019).

https@m org/10.1016/J. JBUSRES.2019.03.021.

%%121 C. Racela and Amonrat Thoumrungroje. "When do customer orientation and

\'wnovation capabilities matter? An investigation of contextual impacts." Asia Pacific

17.

Journal of Marketing and Logistics (2019). https://doi.org/10.1108/apjmI-03-2019-
0143.
G. Ziggers and J. Henseler. "The reinforcing effect of a firm's customer orientation

and supply-base orientation on performance." Industrial Marketing Management,

52 (2016): 18-26. https://doi.org/10.1016/JINDMARMAN.2015.07.011.

185


https://doi.org/10.1177/1056492617730126

CHAPTER FIVE
CONCLUSION AND RECOMMENDATIONS
This chapter discusses the summary of findings, conclusion, recommendations, areas for
further studies and contributions to knowledge. The summary of findings summarises the key
findings as revealed in the chapter four. Also the key findings are summarized to show the

contributions to knowledge to various stakeholders and also devise means wh&further

studies can be conducted. QQ

5.1 Summary of Findings ’\

The purpose of this research is to examine the effect of m capabilities (market
sensing, consumer relationship management, service delive@chnological innovation) on
the performance of small and medium enterprises in g; State, Nigeria. The study was

structured into five chapters, each of which foc@on a different stage of the research
process. @

Chapter one dealt with the introduc{ﬁ%&ﬁbackground of the study, identified the problems
of the study, defined the wobjSctives of the study, and formulated appropriate research

questions and hypothes%%ide the investigation of the study. It also highlighted the scope,

the significance @udy to different categories and group and as well operationalized the
S

variables of 6

Chap\&o of the study reviewed relevant related literature. The chapter is made up of 3

y amongst others.

main sections: the conceptual review, the theoretical review and the empirical review. The
concepts of market sensing, consumer relationship management, service delivery,
technological innovation were reviewed. The theories that were reviewed are; stressor-

emotion model, frustration-aggressive model, and organisational support theory were
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reviewed based on the study objectives. The empirical reviewed was also discussed on the

study objectives based on the findings of previous authors as it relates to this study.

Chapter three focused on the methodology, this study adopts the survey research design
which involves the use of adapted questionnaire designed to obtain information from
respondents. 380 sample size was used using total enumeration sampling technique. Copies
of the questionnaire were administered and collected through the use of Micr@orms.
The research instrument used in this study is the questionnaire. The questi consisted
of three sections, section A and B. section A comprised of bio-data and'%tion B was to find
out how marketing capabilities and marketing orientation influe performance which
aided in answering the research questions and testing the stat@potheses. The 5-point likert

scale was adopted (SA- Strongly Agree), (A-Agree), - gndecided), (D- Disagree), (SD-

Strongly Disagree). rbb’b

Chapter four presents’ data analysis, resu &?discussion of findings, the data presentation
and analysis were done in two stag e%rst stage of analysis was the descriptive statistics
using percentages, mean and sta&gfd deviations on the responses of respondents as it relates
to research questions *@ijectives. Inferential statistics was done using the multiple
regression via t E{Q' tical package for science solution (SPSS) 23.0 to test the research
hypothesis a@o cted in the study. SmartPLS V4.0 was equally use to determine the Path, T
and Q2 @ics for the hypothesis. Multiple regression analysis was used to test the effect of
the independent variable on each of the dependent variables which was utilized for
hypothesis one to five.

Chapter five summarized the study by lightening the findings of the study, conclusion and

suggested recommendation based on the findings for the SMEs respondent in Lagos State.
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The chapter also gave contribution to knowledge both theoretically and empirically and

suggested areas for further studies.

The summary of the key findings and interpretations are as stated below:

1.

ii.

1il.

1v.

Marketing Capabilities (market sensing, customer relationship management, service
delivery and technological innovation) has a significant influence on sales growth of
SMEs in Lagos State, Nigeria (B1= 0.714, B2= 0. 823, B3= 0. 358, B4= 0.905 R?=0.739, P-value
=0.000 < 0.05). Q
Marketing Capabilities (market sensing, customer relationship ma Qnt, service
delivery and technological innovation) has a significant inﬂut@o sales growth of
SME:s in Lagos State, Nigeria (1= 0.043, 2= 0.355, B3@ 4=1.316 R?>=0.702, P-
value =0.000 < 0.05). Q

Marketing Capabilities (market sensing, cu C%Qrelationship management, service

delivery and technological innovation) ignificant influence on sales growth of

=0.000 < 0.05). \C;\\'

Marketing Capabilities ’(&[ sensing, customer relationship management, service

SME:s in Lagos State, Nigeria (B1= O@b 0.007, B3= 2.554, B4= 0.940 R?=0.737, P-value
°

delivery and techn&@% innovation) has a significant influence on sales growth of

SMEs in L o@ Nigeria (B1= 0.319, B2= 0.309, B3= 0.297, B4= 0.447 R*=0.871, P-value

=0.002 <@).

@g orientation positively and significantly moderate the relationship between
marketing capabilities and performance of SMEs in Lagos State, Nigeria (B1= 0.706, p2=

0.869, Zi= 0.288, R*=0.869, P-value =0.004 < 0.05).

5.2 Conclusion

Based on the findings, this study concludes that the integration of market sensing, customer

relationship management (CRM)), service delivery, and technological innovation is crucial for
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enhancing the performance of SMEs in Lagos State. The positive and significant impact of
market sensing and CRM on sales growth suggests that understanding customer needs and
maintaining strong relationships are vital for business success'. However, their insignificant
effect on profitability and market share indicates that these capabilities alone are insufficient;
they must be complemented by robust service delivery and technological innovation to
achieve significant results?>. Even when customer needs are well understood and re&nships
are strong, without efficient service delivery and technological innovatio Q/’ES may
struggle to compete effectively in the market. This highlights the import&g of a holistic
approach to business management that incorporates various capabit drive sustainable
growth and success.

The significant impact of service delivery and technolog@nnovation on both profitability
and market share highlights their critical role&@rational efficiency and customer
satisfaction, aligning with the Dynamic %@y Theory3. The insignificant individual
effects of these capabilities on sulzp;{\am resilience, contrasted with their combined
significant effect, underscore th.Kc%mssity of an integrated approach to capability
development for enhanced d ility and robustness®. We can see that organizations that
prioritize the developmb@%integration of these capabilities are better equipped to respond
to disruptions 'd@‘ges in the market environment. By focusing on building a strong
foundation c@rvlce delivery and technological innovation, companies can not only improve
their%@;qine but also build a competitive advantage that sets them apart from their peers.
This holistic approach to capability development not only benefits the organization in the
short term but also lays the groundwork for long-term success and sustainability in an
increasingly dynamic and uncertain business landscape.

Moreover, the study reveals that customer orientation significantly moderates the relationship

between marketing capabilities and SME performance, reinforcing the importance of a
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customer-centric approach in leveraging these capabilities effectively®. This finding aligns
with the assertion that dynamic capabilities must be aligned with customer needs to drive
performance (). In conclusion, marketing capabilities that adopt a holistic strategy that
integrates market sensing, CRM, service delivery, and technological innovation, underpinned

by a strong customer orientation help SMEs build dynamic capabilities that enhance

performance and sustain competitive advantage. \

5.3 Recommendations Q

Based on the findings of the study on the relationship between maﬂ%:\(cgpabilities and
O

performance of small and medium enterprises, here are four detailed endations:

1. The world is adopting technology and any business th o prosper must put this into
consideration. In line with this, SMEs in Lagos Sta@h 1d allocate resources source for
information that can provide insights into & trends, customer preferences, and
competitor activities. This investment wi ble them to make data-driven decisions and
stay ahead of market changes. A'Q@y establishing robust systems for collecting and
analyzing customer fee?b&%&n help SMEs understand their customers' needs and
preferences better. T s@ be achieved through surveys, social media monitoring, and

direct interactig@(egulaﬂy analyzing this feedback can guide product development,

marketirg&%ies, and customer service improvements.
2. SMEéCb

"I%Wan be done by maintaining a close relationship with the customers through the use

agos State should focus on personalizing their interactions with customers.

of marketing messages, offers, and communications to individual customer preferences
and behaviors. Personalized experiences can foster stronger customer loyalty and increase
the likelihood of repeat sales. Also, integrating CRM systems with sales and marketing
automation tools can streamline processes and improve efficiency. This integration can

help SMEs track customer interactions across multiple touchpoints, automate follow-ups,
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and provide sales teams with better insights into customer needs, ultimately driving more
effective sales strategies.

3. SMEs should work on building strong, collaborative relationships with their suppliers.
This includes regular communication, establishing mutual trust, and working together on
contingency planning. Strong supplier relationships can help ensure better service
delivery even during disruptions.

4. SMEs should ensure that technology solutions are fully integrated across t re supply
chain. This includes integrating systems for procurement, inv ntQXJmanagement,
logistics, and customer relationship management. Comprehensiv@tfggation can enhance
data flow, improve decision-making, and increase 0@1 upply chain efficiency.
However, technology innovation alone is not sufﬁci@mployees must be efficient in

using these technologies. &Q

5.4 Contributions to Knowledge &Qrb

The study has contributed to know \from various perspectives which are discussed below:
Theoretical Perspectiv @ﬁndings contributes to the Dynamic Capability Theory by

illustrating how di@t marketing capabilities serve as strategic resources that affect firm
performance;1E 'lcg}ndings, particularly the significant impact of market sensing and the

insignific
&

perfo}vrlce metrics, challenge and refine existing theories. This study suggests that the

fects of CRM, service delivery, and technology innovation on specific

effectiveness of marketing capabilities may be context-dependent, necessitating a

reconsideration of the RBV and other related theories in the context of SMEs in developing

economies like Nigeria.
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Conceptual Perspective: The study enriches the conceptual understanding of marketing
capabilities within the context of SMEs in Lagos State, Nigeria. It highlights the specific
marketing capabilities that significantly impact performance metrics such as market share and
Market share. This study refines the conceptual framework by demonstrating the differential
impact of various marketing capabilities (e.g., market sensing, CRM, service delivery,
technology innovation) on specific performance outcomes. This nuanced understwg can

lead to a more targeted approach in conceptualizing marketing strategies for S@

Empirical Perspective: The study provides valuable data and insi @nto the marketing
practices of SMEs in Lagos State. By identifying which g capabilities have
significant or insignificant effects on performance outco r research fills a gap in the
literature and offers evidence-based guidance for fut ‘Qes. This empirical evidence is

particularly valuable for comparative studies and t&ierstandmg the unique challenges and

opportunities faced by SMEs in Lagos \chus contributing to the broader body of

empirical research on marketing capab@and firm performance.

O

Practical Perspective: The % ings offers actionable insights into which marketing
capabilities should be p\b?ed to enhance performance. The findings suggest that SMEs in
Lagos State sh 1@ on enhancing market sensing capabilities to improve market share,
while re-ev@tlng the emphasis placed on CRM, service delivery, and technology
inno@%ith respect to supply chain resilience and Market share. These practical
recommendations can help SMEs allocate resources more effectively and develop strategies

that are more likely to yield positive outcomes.

Academia: Academically, the study provides a foundation for further research on marketing
capabilities and SME performance in Nigeria and other similar contexts. It highlights the

need for more nuanced and context-specific investigations into how different marketing
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capabilities influence various performance metrics. Your findings can serve as a basis for
developing new hypotheses and conducting longitudinal studies to explore the dynamic
relationships between marketing capabilities and firm performance over time. Additionally,
the study can be used as a teaching case in business and marketing courses to illustrate the

complexities and practicalities of marketing in emerging markets.

5.5 Limitation of the Study \

N\
This study is not without its limitations. Some of the limitations of this stuc@/@t it focuses
on only SMEs in Lagos State without considering all other states in th Western States
of Nigeria. Infact not all SMEs are catered for in this study,%tudy only focused on
registered SMEs in Lagos State while the unregistered re not used. Similarly, the
study was conducted using quantitative data using @ended questionnaires. Qualitative

data through the use of interviews were not uspb nce deep experience was of the SMEs

were not used. F @
Q)

5.6 Suggestions for Further Stu@gc)\
N

Future studies should %%\the geographical limitation by including SMEs from other
South Western sta&sg Nigeria, providing a broader understanding of regional variations.
Expanding % y to cover both registered and unregistered SMEs would offer a more
compre %e view of the sector. Incorporating qualitative data through interviews could
provide deeper insights into the experiences and challenges faced by SMEs, complementing
the quantitative findings. Additionally, future research should explore different industries
such as manufacturing, banking, and technology companies to compare the effectiveness of
marketing capabilities across sectors. Including the perspectives of customers and suppliers

could also enrich the analysis by highlighting external factors influencing SME performance.
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These enhancements would provide a more holistic understanding of the dynamics at play

and help develop more targeted strategies for improving SME performance in Nigeria.

Appendix I \
Questionnaire Q
Department of Management & Accounting ( Q
5\

Lead City University, Ibadan, Oyo State, Nigeri

Dear Respondent
I am a Doctoral candidate from the above named institution conducting %rch on “Marketing
Capability and Performance of SMEs in Lagos, State, Nigeria”. respond to each section

of the questionnaire as it is purely for academic purpose. Pleaee to give your since opinion

and feelings as your response with be treated with utmost confidentiafity. I humbly appreciate your
decision to participate in this study. Q

Section A:
Socio-Demographic Characteristics of Regg&n s
Instruction: Kindly tick (v') and fill where a ble.

Q1: Gender: Male () Female () |,

Q2: Age-group: a. Below 21 years 1-30 years [ ] c 31-40years[ ] d. 41-50 years
[ T e. 51-60years [ é and above [
Q3: Highest educatlonal quall a.b. B.SC/HND [ ] ¢ MSc/MBA [ ] d.Ph.D [ ]

e. Others
QS5: Years of Experien &elow lyear [ ] b.1-3years [ ] c.4-6years|[ |.7-9years [ ]
e. 10-12 years [ ] f A e 12 years [ ]
Q6: SME Sect iculture. [ | b. Mining and Quarrying[ | c. Manufacturing [ ].
d. Constructi g e Services [ ] f. Others

Section B
Inst n@c Please indicate by ticking (v') your stand on the following statements. SD:
StrO\:g%Dlsagree, D: Disagree, U: Undecided A: Agree and SA: Strongly Agree.

Items SD D U A

Marketing Capability

Market Sensing SD | D U A

Our company acquire and use market information

Our company anticipate rivals’ actions”
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Our company establish database to serve customers

4 Our company integrate market and technology information

Customer Relationship Management SD | D SA
1 My firm use friendly service skills
2. My organization has skills to speed up response
3 My customers feel at ease while making purchases
4 My organization has clear business objectives with respect to customer \

acquisition, retention, and expansion 40

Service Delivery .?)@ SA
1 There is an availability of parking space for my customers & ~I

SN

2 We perform the promised service :\)
3 We deliver services and products at the exact time (\\
4 I have an accurate knowledge of my employees QV

Technological Innovation SD | D SA

%)
1 My firm uses new technology to speed up sales pr @
2 My firm can survive with a cashless system NC
NV

3 My organization has adequate informatio}(!t%astructure to serve its

customers (_)\

(

4 My firm is capable of the quicl.c iﬁ@:tion of new information

technology into the process of C\ er service delivery

A N

5 My firm is capable of therquiek introduction of new information

technology into the procgss 6t customer service delivery

A
( \\' ) Section C:
b SMEs Performance
(. \

Sales Q@’ SD | D SA
1 Sales have consistently increased over the past year.
2 I have experienced an increase in sales volume in recent years
3 We achieve our sales targets regularly.
4 Sales have improved due to understanding and meeting customer needs.

Profitability SD | D SA
1 My business has consistently achieved high profit over the past year.
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Profit margins have improved compared to previous years.

I effectively manage costs to enhance profitability.

I usually buy at low cost from suppliers to improve my profit

Market Share SD | D SA
I have a clear understanding of my business’s market position relative to
competitors.
My business holds a significant share of the customers in this market
A
I have been able to consistently improve my market share. 4Q\
Customer feedback is regularly used to improve purchase intention which &
in turn translate to high market share < \
Supply Chain Resilience éGD D SA
«§
I have contingency plans in place to handle supply chain dismptio@’
effectively
Our supply chain is flexible enough to adjust to sudden cha@m
demand.
AN
I have strong supply chain network and responsiveness,
O
I have clear communication channels with su. nd customers during
disruptions.
Marketing Orientation '\6 S SD | D SA
<
Customer Orientation N\~ SD | D SA

I try to answer all questions o y, Customers correctly

&

I keep my patience even M my customer is upset and annoyed

I put the interest ((t' r@tomers first

I ask my customer$*t6 evaluate our services

N

\/QJ

196




Biodata

A. Personal Data

1. Full Names: Adebola Godwin LASISI
2. Email: adebolagodwin@yahoo.com
3. Phone no :07064016050

4. Address: Block 49 Flat 3 Kings Court Estate, Shasha,Akowonjo,Lagos. \

6. Nationality:Nigeria /\QJ

7. Name and Address of Next of Kin: Oluwagbolahan Lasisi

5. Date and Place of Birth: 3/11/72  Iwopin,Ogun state.

B. Educational Background with Dates 0
1. Educational Institutions Attended with Dates &ualiﬁcations
University of Lagos: MBA Master of Business Ad@raﬁonl999—2001
University of Lagos: B.Sc. (Mathematics a@ics) University of Lagos 1991-1996
Idi Araba High School: Senior Second@hool Certificate Isaga 1985-1991
Close Primary School, Mushin L@é?\irst School Leaving Certificate 1979-1984
2. Academic Qualiﬁc@ Obtained (with dates):
1. MBA Master Qness Administration 2002
2. BSc Ma(;%gsﬂ’% & Statistics 1997

3. Secg@y School Leaving Certificate 1991

4\{&{ary School Leaving Certificate 1984

3. SCRessional Qualifications with Dates:Nil
C. Working Experience with Dates
» Green Earth Technologies Global, Africa 23, Allen Avenue, lkeja, Lagos, Nigeria
General Manager August 2019 — Till Date

» La-lkon Unique International Ltd, 74, Ladipo Street, Mushin Lagos.

197



General Manager August 2011 — July, 2019

Income Electrix Limited, Kilometer 16, Aba/ Port-Harcourt Road, River State.

Senior Manager-Procurement - November 2009 — July 2011.

Shoreline Power Company Limited Formerly ABB Electrical Systems Limited 46
Industrial Avenue, Ilupeju Lagos.

Logistics/Procurement Manager - 2005 -2009

De-united Foods Industries Ota, Ogun State Maker of Indomie N@ ORE/

Member of Academic SCRessional Bodies: ICAN 0 s

Publication (s) Q

Major Conferences Attended with Dates be

Warehouse Manager - January1997-2005

Award and Fellowship (if any) none

2021 and 2022 edition of Academic & | al edge organized by the Department of

» Mr. Gbenga Awe

Management and accounting, Lead Cit@sity, Ibadan.

N
&

Head of departm t@-‘ysiotherapy,
Lagos Universit}@ hing Hospital, Lagos.

o
N

References

"4
Sign}w% Date

198



The University Compliance Certification

This is to certify that, this thesis was written by Adebola Godwin LASISI with
Matriculation number LCU/PG/002105 in the Department of Management & Accounting,
Faculty of Management and Social Sciences, Lead City University, Ibadan, Oyo State, in full

compliance with the approved University format and style.

Date

Signature ®

N
¢

x@@

199



	Word Count: 291
	1.1Background to the Study1
	1.2Statement of the Problem6
	1.3Aims and Objectives of the Study9
	1.4Research Questions10
	1.5Hypotheses10
	1.6Significance of the Study11
	1.7Scope of the Study12
	1.8Operational Definition of Terms13

	4.3          Summary of Correlations Analysis Sho
	Market Sensing and Social Performance136
	4.4Model Summary Regression Showing Effect of Mar
	Social Performance137
	4.5Descriptive Statistics of Employee Performance
	Relationship Management 139
	4.6      Summary of Correlations Analysis Showing
	Employee Performance and Customer Relationship Ma
	4.7Summary of Regression Analysis Showing Effect 
	on Customer Relationship Management141
	4.8Descriptive Statistics of Service Delivery and
	Performance143
	4.9Summary of Correlations Analysis Showing Relat
	Service Delivery and SMEs’ Environmental Performa
	4.10Summary of Regression Analysis Showing Influe
	SMEs’ Environmental Performance145
	4.11Descriptive Statistics of Technological Innov
	Performance147
	4.12Summary of Correlation Analysis Showing Relat
	Technological Innovation and SMEs Innovative Perf
	4.13Summary of Regression Analysis Showing Influe
	Innovation on SMEs Innovative Performance149
	4.14Summary of Regression Analysis Showing Modera
	Orientation Resource in the Relationship between 
	and SMEs Performance151
	2.1       Researcher’s Conceptual Model          
	Chapter One
	Introduction
	1.1    Background to the Study
	1.2    Statement of the Problem
	1.3 Aim and Objectives of the Study
	1.4Research Questions

	1.5Hypotheses
	1.6   Significance of the Study
	1.7   Scope of the Study
	1.8 Operational Definition of Terms

	Chapter Two
	Literature Review
	Preamble
	2.1 Conceptual Review
	2.1.1 SME Performance
	2.1.2    Marketing
	2.1.2.1    Marketing Capability
	2.1.2.2Market Sensing
	2.1.2.3Customer Relationship Management (CRM)
	2.1.2.4Service Delivery
	2.1.2.5 Technological Innovation
	2.1.4Financial Capability
	2.1.3 Small and Medium Enterprises (SMEs)
	2.1.4   Marketing Orientation
	2.2Theoretical Review
	2.2.1The Dynamic Capabilities Theory
	2.2.2 The Relationship Marketing Theory
	2.3Review of Empirical Studies 
	2.3.1 The Relationship Between Market Sensing and
	2.3.2Customer Relationship Management on SME’s Pe
	2.3.3The Relationship Between Service Delivery an
	2.3.4The Relationship between Technological Innov
	2.5. Summary of Gaps in Literature Reviewed

	Chapter Three
	Methodology
	3.1 Research Design
	3.2    Population of the Study
	3.3Sample and Sampling Techniques
	Table 3.1: Tale for Determining Sample Size of a K

	3.4Description of Research Instrument
	3.5.Validity of Research Instrument
	3.7Method of Data Collection
	3.8Method of Data Analysis

	Table 4.12 Discriminant Validity for Hypothesis On
	Table 4.15 Discriminant Validity for Hypothesis Tw
	Table 4.18 Discriminant Validity for Hypothesis Tw
	Table 4.21 Discriminant Validity for Hypothesis Fo
	Conceptual Perspective: The study enriches the con
	Empirical Perspective: The study provides valuable
	Practical Perspective: The findings offers actiona
	Academia: Academically, the study provides a found
	5.5 Limitation of the Study

	Appendix I
	Questionnaire

