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Abstract:

This research scrutinizes the influence of dynamic capabilities in achieving and
sustaining competitive advantage by women who own enterprises in Malaysia. The
contribution of the businesswomen is highly significant to the economy of the nation.
Malaysian businesswomen strive hard to stay competitive in the business environment.
Therefore, they understand the significance of dynamic capabilities to attain competitive
advantage. However, dynamic capabilities in solo will not lead to competitive advantage
because the businesswomen operate their business in a volatile business environment.
Another significant factor that impacts competitive advantage is entrepreneurial
marketing strategies. Therefore, the intervening effect of entrepreneurial marketing
strategy between dynamic capabilities and competitive advantage was investigated in
this research. A total of 1023 businesswomen imparted their views through
questionnaires in this research. Additionally, in-depth literature was presented to reveal
the association between dynamic capabilities, entrepreneurial marketing strategies, and
competitive advantage of the businesswomen. The findings of this research implied a
statistically significant relationship between dynamic capabilities and entrepreneurial
marketing strategy as well as competitive advantage. Finally, all the hypotheses
formulated for this study were supported by data, which illuminated that
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entrepreneurial marketing strategy statistically mediates the relationship between
dynamic capabilities and competitive advantage of the women-owned businesses in
Malaysia. Moreover, this study verifies that the businesswomen in Malaysia who engage
in dynamic capabilities will be able to apply entrepreneurial marketing strategies in their
enterprises to achieve competitive advantage, ensuring the business's survival and
success in an ever-changing business environment.

JEL: M10; M30; M31; L62

Keywords: women-owned business, entrepreneurship, dynamic capabilities,
entrepreneurial marketing strategy, competitive advantage

1. Introduction

This research aims to discover how dynamic capabilities lead to the competitive
advantage of women-owned businesses in Malaysia through the intervening
entrepreneurial marketing strategy applied by the businesswomen. Based on (Vogel &
Gittel, 2013) dynamic capabilities approach is an important topic in strategic
management initiatives. It was introduced in the 1990s, and many studies were
undertaken to hypothesize and explain its fundamental facts and postulations according
to (Ambrosini & Bowman, 2009). Nevertheless, (Eisenhardt & Martin, 2000) mentions
several divergent interpretations of how dynamic capabilities are theorised and related
in business. This causes confusion among researchers, according to (Barreto, 2010).

All businesses, including businesses owned by women, operate in a competitive
and uncertain business atmosphere whereby businesses must face frequent technological
leaps, customers’ expectations, and the activities of competitors, which create new
opportunities and threats (Teece, 2007). To counter this situation, (Teece et al., 1997)
presented the dynamic capabilities technique, which gives an altered viewpoint to
comprehend the sources of competitive advantage. Additionally, (Teece et al., 1997)
proposed a framework for businesses to create and sustain competitive advantage in a
turbulent business environment.

Despite the importance of the impact of dynamic capabilities on a business’s
competitive advantage, the exploration of this matter remains at an embryonic level
(Laaksonen & Peltoniemi, 2018). Therefore, there is still an absence of studies on how
dynamic capabilities affects businesses, especially businesses owned by women (Helfat
& Peteraf, 2009; Shamsie et al., 2009).

Moreover, according to (Fallgatter, 2002), there are significant differences between
smaller and larger businesses. Businesses owned by women are usually smaller, and
women face many hurdles and uncertainties when operating their businesses. Women-
owned businesses are usually illustrated as operating in a low growth, less demanding
market and lack competitive advantage. Therefore, the application of entrepreneurial
marketing strategies was deemed as a competitive advantage enhancer for the businesses
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owned by women. Consequently, this study was also undertaken to investigate if
entrepreneurial marketing impacts the competitive advantage of women-owned
businesses.

Based on (Hills & Hultman, 2006), entrepreneurial marketing strategies have
recently gained popularity among businesses. According to (Morris et al., 2002),
entrepreneurial marketing is a tie between entrepreneurship and marketing. In other
words, it is a collective force of entrepreneurship and marketing orientation. There is
solid evidence that entrepreneurial marketing is also a significant factor in attaining
competitive advantage for businesses operating in a turbulent environment (Li et al,,
2006). Therefore, this study has attempted to investigate how dynamic capabilities impact
competitive advantage with the mediating effect of entrepreneurial marketing of women-
owned enterprises in Malaysia.

1.1 Background and Challenges of the Women-Owned Enterprises in Malaysia

The contribution of Malaysian women to entrepreneurial activities is highly significant.
Women's participation in business has significantly contributed to the country's growth
over the past three decades. Based on a previous survey, there are a total of 20.6% out of
98.5% of business establishments owned by women in Malaysia (DOSM, 2021).
According to (DOSM, 2016), the contribution of women-owned businesses to the Gross
Domestics Product has gradually increased from 36.3% in 2015 to 36.6% in 2016.
Considering this, the Malaysian government has recognized the significant contribution
of women to the nation's economy and started taking steps to mine women's talents and
capabilities. Therefore, the government of Malaysia has taken various approaches to
empower Malaysian women to get involved in various industries instead of indulging in
traditional home-based businesses. In 2018, the Malaysian government inaugurated a
campaign called the Women's Empowerment Year 2018 to encourage more women to
participate in various business activities that can contribute to women's and the nation's
economic growth.

Furthermore, the women's latent has increased as more women have attained their
tertiary education in Malaysia. The heightened educational level has enabled women to
participate and contribute to the labour force together with their male counterparts.
Based on the Female Labour Participation Rate survey in 2016, women's labor force
participation was 54.3%. In other words, for every 100 women, 54 women have
participated in the labour force (DOSM, 2021). However, the participation of women was
still insufficient in the professional arena (Kanapathipillai & Azam, 2019b). A mere 18.3%
of women were involved in the professional labour market. According to (Mohamad &
Bakar, 2017), many women who have completed their tertiary education have not
participated in the labour force but are involved in entrepreneurial activities to seek
entrepreneurial opportunities and gain extra income (Kanapathipillai & Azam, 2019a).

Studies on women'’s entrepreneurship have indicated that the women of Malaysia
are well equipped with knowledge, skills, abilities, and experiences that would help them
enhance their businesses. Even though the numbers depict the high growth rate of
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women in starting businesses, the economic potentials of the women stay untapped.
Despite the women's success in business, many of them only operate small-scale
businesses, mainly in the food and beverage, hairdressing, clothing, and retail sectors.
Additionally, the women only serve the local markets and have not attempted to venture
into the foreign markets. Moreover, (Rashid, et al., 2015) has discovered that many
businesswomen enjoy high income from their businesses, but it is not reported in the
Gross Domestic Product. Based on (Kanapathipillai & Azam, 2019a), some
businesswomen have refused to expand their businesses even though they were
provided with sufficient support and funding by the Malaysian government. This is
mainly due to the lack of support from their spouses and family (Kanapathipillai &
Azam, 2019a). Additionally, the women were reluctant to expand their business because
of their lack of business experience and exposure. Therefore, they tend to refrain from
developing their businesses (Mohamad & Bakar, 2017). Research conducted by (Mutalib
et al., 2015) has shown that Malaysian women were not exposed to proper business
training. According to (Hashim et al., 2015), if women are trained in the art of business,
they will be able to identify opportunities in the business environment and enhance their
dynamic capabilities to achieve competitive advantage.

1.2 Research Problem Statement

This study was undertaken to provide a robust scientific understanding and extensive
managerial interest, with empirical proof to fill the gap and limitedness of studies on the
impact of dynamic capabilities on competitive advantage and consider the intervening
factor, entrepreneurial marketing strategies in women-owned businesses in Malaysia.
According to (Mitchelmore & Rowley, 2013), further studies are needed in this area to
understand the impact of dynamic capabilities on the competitive advantages of
businesses.

Firstly, previous research did not consider the impact of dynamic capabilities on
the competitive advantage of women-owned businesses in Malaysia (Ibidunni et al.,
2018). Several research scholars have indicated that businesses owned by women are
small. Therefore, businesswomen cannot attain the significant dynamic capabilities
needed to achieve competitive advantage (Tambunan, 2011; Fernandez & Wise, 2010).
According to (Hashim et al., 2018), businesswomen operate small-scale businesses.
Therefore, women must adopt the dynamic capabilities approach to achieve competitive
advantage. Additionally, (Lagat & Frankwick, 2017; Ferreira & Fernandes, 2017; Wang et
al., 2015; Tutueanu & Serban, 2013; Borch & Madsen 2007) elucidated that dynamic
capability offers an integrative mechanism so that small and medium businesses owned
by women can integrate, create, and reshape its internal and external capabilities to
achieve competitive advantage.

Secondly, research scholars who studied businesses owned by women have not
conducted an in-depth analysis of the relationship between entrepreneurial marketing
strategies and competitive advantage in Malaysia. Additionally, previous studies did not
consider the intervening impact of entrepreneurial marketing strategy between dynamic
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capabilities and competitive advantage in Malaysia. Literature shows that
entrepreneurial marketing strategies applied by entrepreneurs enhance competitive
advantage and elevates the business to overcome all adverse effects of the business
environment and reduce potential threats or weaknesses (Buccieri et al., 2021; Buccieri et
al., 2020; Sadiku-Dushi et al., 2019; Hakala, 2011; Short et al., 2008; Hult & Ketchen, 2001;
Meyer et al., 1993; Thomas et al., 2013). Besides, (Kraus et al., 2009) has illuminated that
entrepreneurial marketing strategies combine the central features of advanced thinking
and marketing traditions within the entrepreneurial turf to be a formidable combination
that enhances competitive advantage. Moreover, (Morris et al., 2002) has cited that
entrepreneurial marketing strategies are a consolidative feature that conceptualizes
marketing when entrepreneurs use their dynamic capabilities to achieve competitive
advantage. Though entrepreneurial marketing strategies provide an upper hand to
businesswomen, research pertaining to this significant factor is not comprehensively
reviewed.

Finally, most research findings on dynamic capabilities are from developed
nations. This research aims to generalize the findings to Malaysia, a developing nation.
Most of the studies on dynamic capabilities are conducted in China, and a few studies
were conducted in Eastern and Central European nations. According to (Parida, 2008),
inadequate research has been conducted on small and medium industries in developing
nations to prove the significance of dynamic capabilities and entrepreneurial marketing
in enhancing competitive advantage. Therefore, given the significance of dynamic
capabilities and entrepreneurial marketing strategies to achieve competitive advantage
in the small and medium businesses owned by women in Malaysia, an extensive
literature review and quantitative analysis were conducted to provide the relationships
between dynamic capabilities, entrepreneurial marketing strategies, and competitive
advantage.

1.3 Research Questions

RQ1: Is there a statistically significant relationship between dynamic capabilities and
entrepreneurial marketing strategies of women-owned enterprises.

RQ2: Is there a statistically significant relationship between entrepreneurial marketing
strategies and competitive advantage of women-owned enterprises.

RQ3: Is there a statistically significant relationship between dynamic capabilities and
competitive advantage of women-owned enterprises.

RQ4: Do entrepreneurial marketing strategies mediate the relationship between dynamic
capabilities and competitive advantage of women-owned enterprises.

1.4 Research Objectives

RO1: To explore the significant relationship between dynamic capabilities and
entrepreneurial marketing strategies of women-owned enterprises.

RO2: To scrutinise the significant relationship between entrepreneurial marketing
strategies and competitive advantage of women-owned enterprises.
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RO3: To study the significant relationship between dynamic capabilities and competitive
advantage of women-owned enterprises.

RO4: To investigate the mediating effect of entrepreneurial marketing strategies between
dynamic capabilities and competitive advantage of women-owned enterprises.

2. Literature Review and Hypothesis Development

The following sub-sections focus on the literature and hypotheses developed concerning
dynamic capability, entrepreneurial marketing strategy, and competitive advantage.

2.1 Dynamic Capability

The founding of the dynamic capability theory is from the resource-based view theory
introduced by (Barney, 1991; Eisenhardt & Martin, 2000). Based on (Wheeler, 2002),
dynamic capabilities are the abilities of businesses to achieve competitive advantage by
revitalising proficiencies, identifying resources that are vital to achieving business
objectives in a turbulent business environment. Additionally (Wheeler, 2002) also
describes dynamic capabilities as an organisational process that exploit various resources
to incorporate, reposition, achieve, and disseminate resources to fit or engage with the
changes and challenges in the marketing environment of businesses.

According to (Helfat et al., 2007), dynamic capabilities are the abilities of a business
to persistently produce, increase, or transform its resources to attain competitive
advantage. Consequently, businesses must incessantly entice, reinforce, and rebuild
capabilities to fit the turbulent business environment (Teece et al., 1997). Dynamic
capabilities are also organisations’ nature to acclimatise and organise various resources
necessary to heighten its performance and competitiveness in the business environment
(Eisenhardt & Martin, 2000).

In line with this (Maclnerney-May, 2012; Barreto, 2010; Teece, 2007), dynamic
capability can be illuminated firstly as sensing capability, which is a business’s tendency
to identify the changes and challenges in the business environment centered on its
present competencies. Secondly, (Eisenhardt & Martin, 2000; Verona & Ravasi, 2003)
elucidate that learning capability is the capacity to build, procure and disseminate
knowledge to recognise opportunities and intimidations present in the business
environment. Finally, (Lavie, 2006; Capron & Mitchell, 2009) mention that
reconfiguration capability is a business’s propensity to create capabilities to amalgamate
all its existing capabilities to meet the challenges faced in the business environment.
These capabilities, when combined, will aid a business to recognise the crucial
competencies needed to respond to the changes in the business environment and devise
the appropriate strategies to maintain and achieve competitive advantage.

2.2 Entrepreneurial Marketing Strategy
Various scholars (Morrish & Jones, 2020); Whalen et al., 2016; Becherer et al., 2012; Hills
and Hultman, 2011; Kraus et al., 2009) have defined entrepreneurial marketing strategy
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based on their understanding and research areas, but all the definitions were not
commonly accepted (Becherer et al.,, 2012; Whalen et al., 2016). The recent definitions
provided by research scholars (Rezvani & Fathollahzadeh, 2020; Fard & Amiri, 2018)
originated from the definition illuminated previously by (Morris et al., 2002), who stated
that entrepreneurial marketing strategy is the diligent search, manipulation, and
management of opportunities within the turbulent business environment for creating
loyal and repeat consumers through innovation, resources identification and allocation,
calculated risk management, and customer value creation.

Additionally, entrepreneurial marketing strategy is currently a significant area of
study by mainstream entrepreneurship and marketing scholars (Algahtani & Uslay, 2020;
Sadiku-Dushi et al., 2019; Morris et al.,, 2002). Based on (Collinson & Shaw, 2001),
entrepreneurial marketing strategy emphasises entrepreneurial innovation and change
management as functions of contemporary marketing strategy. Additionally, (Ismail &
Zainol, 2018) mention that entrepreneurial marketing strategy describes the main
potencies of organisations while stressing the consumers' value. According to (Lee and
Watkins, 2016) Entrepreneurial marketing strategy can augment brand equity,
consumers' alertness, and purchase decisions through celebrity endorsement on social
platforms. Furthermore, (Ramos, 2016) elucidated that entrepreneurial marketing
strategies enable a business to achieve competitive advantage in a capricious business
environment. The entrepreneurial marketing strategy was acknowledged as an
economical strategy for newly established businesses that rely on scarce resources
(Hisrich & Ramadani, 2017; Morris et al., 2002).

Moreover, entrepreneurial marketing strategy was analysed by various research
scholars using a multitude of measurements. The first measurement is calculated risk-
taking, which is the talent of the business in analysing the genetic risks within the
business environment and overcoming these vulnerabilities, which enhances
competitiveness (Becherer et al., 2012). The second measurement is pre-emptive, which
is the firm's capability to continuously mine vital data and analyse its industry
surrounding to maintain its competitiveness (Ranatunga et al., 2020; Vargo & Lusch,
2008); Sarasvathy, 2001). The third measurement is an innovation that enables the
business to contemplate thoughts that create new markets, processes, products, and
services (Becherer et al., 2012). The fourth measurement is the opportunity-seeking
measurement, which is the business's capability to identify and allocate vital
opportunities in the environment to achieve competitive advantage (Hamel, 2000). The
fifth measurement is resource leveraging, whereby the business uses its primary
competencies, which are unavailable to its competitors, to exploit vital opportunities in
the business environment to create new profitable prospects (Nwankwo & Kanyangale,
2020; Morris et al., 2002). The sixth measurement is customer centrical, whereby the firm
will attain success and competitiveness when it focuses on its ability to fulfill the benefits
that customers seek (Sheth et al., 2000). The seventh measurement is value creation for all
business stakeholders, which enables the business to maintain its survival and
competitive advantage (Miller and Floricel, 2004).
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2.3 Competitive Advantage

Several mainstream researchers have enlightened differing meanings of competitive
advantage in their research. Based on (Bambang et al., 2021), elements that allow a
business to outdo its rivals are the competitive advantage possessed by the business.
Competitive advantage can be created by gaining the loyalty of consumers, strategizing
the business location, devising an inimitable merchandising method, identifying
appropriate channels of distribution, forming excellent relationships with intermediaries,
maintaining an exceptional reputation through customer service, and identifying and
allocating vital resources (Teguh et al., 2021). According to (Fahey, 1989), competitive
advantage distinguishes a business, its products, and markets from other players within
a similar industry. This definition (Chukwuemeka & Onuoha, 2018) elucidated that
value-creating strategies that cannot be imitated by existing and new competitors become
a competitive advantage for the business.

Moreover, (Kay, 1993) illuminated that competitive advantage is the forte a
business possesses compared to its competitors within its industry, market, or strategic
group. In other words, these are the core capabilities that help organisations transform
into a formidable business entity that distinguishes them from their rivals. Additionally,
(Porter, 1998) stressed the measurements of competitive advantage as businesses that
possess product or service quality, brand equity, and businesses that emphasize
exceeding customers' expectations and are continuously involved in research and
development.

Additionally, (Rothaermel, 2013) describes competitive advantage as the strategies
that a business devises and applies, which results in better performance than its
competitors within the same business environment. Furthermore, (Berdine, 2008) defines
competitive advantage as a state by which businesses function more effectively than their
rivals, which results in gaining valuable benefits for survival and continued success.
Therefore, competitive advantage is the outcome of the business's core capabilities. In
other words, it displays the prominent distinction of one firm from its competitors within
its business environment.

2.4 Relationship between Dynamic Capabilities and Entrepreneurial Marketing
Strategy

Most often, businesswomen are confronted with an ever-changing and turbulent
business and marketing environment. Therefore, businesswomen have to be ready to
counter the adverse internal and external environmental effects that can impact their
business in a blink of an eye. According to (Teece et al., 1997), the dynamic capabilities
possessed by a business enable the business to incorporate, create and reshape its internal
and external proficiencies to tackle turbulent business and marketing environments. In
other words, dynamic capabilities possessed by businesswomen will enable them to
manipulate and manage opportunities within the turbulent business environment for
creating loyal and repeat consumers through entrepreneurial marketing strategies.
According to (Prabowo et al., 2021), dynamic capabilities positively affect entrepreneurial
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marketing. Therefore, entrepreneurs with sufficient dynamic capabilities will be able to
undertake various entrepreneurial marketing efforts to achieve their business goals.

Moreover, entrepreneurial marketing strategy plays a vital role in efficiently
addressing the turbulent and dynamic business environment in several ways. Based on
(Zahra et al., 2006), dynamic capabilities are the ability to reshape a company’s resources
and activities in a way intended and considered relevant by its key business owners.
Additionally, (Zahra et al.,, 2006) revealed that entrepreneurial activities related to
marketing and management such as innovation, resources identification, allocation,
calculated risk management, and customer value creation are the starting point for the
beginning, formation, design, and sustenance of dynamic capabilities. Therefore,
dynamic capabilities, in turn, will aid entrepreneurial marketing strategy in augmenting
brand equity, increasing consumers’ alertness, and enhancing purchase intentions.
Furthermore, (Lee et al, 2008) insinuated that dynamic capabilities enhance
innovativeness which impacts entrepreneurial marketing strategies by disbursing
significant resources.

Furthermore, (Lee et al, 2008) suggested that dynamic capabilities are
entrepreneurial attempts constituting entrepreneurial innovation, change management
as functions of modern marketing strategy, manipulation, and management of
opportunities. In other words, they are dimensions of entrepreneurial marketing strategy
as indicated by (Ismail & Zainol, 2018; Morris et al., 2002). This shows a significant
connection between dynamic capabilities and entrepreneurial marketing strategies.
Moreover, entrepreneurs undertake activities such as gathering and amalgamating vital
resources through their dynamic capabilities, which are then used to create value for their
business and customers (Hisrich & Ramadani, 2017; Morris et al., 2002). In line with this,
(Wu, 2007) advocated that dynamic capability is a significant factor intervening between
entrepreneurial marketing strategy and organisational performance.

Additionally, several mainstream authors have indicated that the factors of
dynamic capability are resource integration capability (Teece et al.,, 1997), resource
reconfiguration capability (Eisenhardt et al., 2000), learning capability (Luo, 2000) are
fundamental factors that enable entrepreneurial marketing strategy to be implemented
successfully and can create loyal customers even in a turbulent market and business
environment. A study conducted by (Wilden & Gudergan, 2015) in 228 organisations
reveals that dynamic capabilities utilisation has a more significant impact on
entrepreneurial marketing strategies in business settings categorized by elevated
competition. Contrarily, dynamic capabilities have insignificant relationships with
entrepreneurial marketing strategies in stable business settings (Wilden & Gudergan,
2015).

Therefore, the studies conducted by the researchers mentioned above have
indicated the gap in the literature and the relationships between dynamic capability and
entrepreneurial marketing strategy. Therefore, it is worthwhile to explore if dynamic
capabilities impact entrepreneurial marketing strategies in women-owned businesses.
Thus, the first hypothesis is formulated for this study is as follows:

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 9


http://oapub.org/soc/index.php/EJMMS

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

H1: There is a statistically significant relationship between dynamic capabilities and
entrepreneurial marketing strategies in the women-owned enterprises in Malaysia.

2.5 Relationship between Entrepreneurial Marketing Strategy and Competitive
Advantage

Several researchers have found the positive influence of applying entrepreneurial
marketing strategy by entrepreneurs to exploit resources in the environment which led
to the success of the business, maintain its competitive advantage, and sustain its
existence (Gontur et al., 2022; Buccieri et al., 2021; Fiore et al., 2013; Morrish et al., 2010;
Baker & Sinkula, 2009; Bhuian et al., 2005; Kohli & Jaworski, 1990).

Entrepreneurial marketing strategy employs innovation and creativity, which
prompts the development of new products and services to meet consumers' expectations
and enables entrepreneurs to achieve competitive advantage over other rivals in the
industry (Ha et al., 2021). Additionally, there is empirical proof showing the positive
results of employing entrepreneurial marketing strategies, which creates competitive
advantage for the business. Based on research conducted by (Sadiku-Dushi et al., 2019),
entrepreneurial marketing strategies increase market growth rate and expand sales.
Moreover, (Orlando & Alexander, 2018) has found that entrepreneurial marketing
strategies build the business's reputation. According to (Ferreira et al.,, 2019),
entrepreneurial marketing strategies induce hybrid entrepreneurship. Furthermore,
another significant entrepreneurial marketing strategy factor that ensures the survival of
a business is consumer engagement was elucidated as a crucial element of competitive
advantage (Al-Mamum et al., 2017). Therefore, the research conducted by several
mainstream researchers shows that entrepreneurial marketing strategy is prevalent
among entrepreneurs to gain competitive advantage for their businesses. This is parallel
to (Mahrous et al., 2020), who has mentioned that entrepreneurial marketing strategy is
a low-cost method that businesses could use to differentiate themselves and attain its
competitive advantage.

Coherent with the dynamic capability theory introduced by (Teece et al., 1997),
which emphasizes how firms amalgamate, reshape, and reorganise resources to match
the threat posed by the ever-changing business environment, it is anticipated that
businesses with superior dynamic capabilities will outperform their rivals with less
capability within the industry.

Comparatively, entrepreneurial marketing strategies, which comprise market-
driver and risk-taking elements, can easily overcome the unpredictable business
environment, maintain their success, and reach greater heights than businesses with
lower entrepreneurial marketing capabilities. As cited by (Eggers et al., 2020), radical,
proactive, market-driving actions, resource-leveraging, and intense focus on customers
are part of the entrepreneurial marketing strategy, which becomes a formidable barrier
to businesses that cannot be replicated by rivals, thus enhancing its strength in the
business environment and outperforming rivals.
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Additionally, (Thomas et al., 2013) has established that many businesses adopt
entrepreneurial marketing strategy to create a market niche to maintain competitive
advantage and enhance their defensive position in the business environment. Therefore,
businesses are said to adopt entrepreneurial marketing strategies which comprise
proactiveness and market-driven tactics to achieve greater competitive advantage
(Morris et al., 2002).

Product or service development initiatives are a form of competitive advantage
that all entrepreneurial ventures must undertake to maintain their existence and success
in the business environment and outperform rivals. According to (Li et al., 2006), firms
engaged in entrepreneurial marketing strategies can improve their products or services
development initiatives and maintain competitive advantage. Comparably, (Frishammar
et al., 2007) noticed a positive relationship between innovation and entrepreneurial
marketing strategy and the performance of product or service development initiatives to
achieve competitive advantage.

Conversely, there was no association between risk-taking and proactiveness,
which are entrepreneurial marketing strategies, and the performance of product or
service development initiatives, according to a study conducted by (Frishammar et al.,
2007). Based on the study by (Lee et al.,, 2007; Lassen et al., 2006), risk-taking and
proactiveness significantly influence product, service, and process innovation, which
leads to competitive advantage. According to (Hills & Hultman, 2011), entrepreneurial
marketing strategies do not significantly consider the competitors in the marketplace.
Additionally (Hills & Hultman, 2011) mention that entrepreneurial marketing strategies
are only suitable for small firms which operate with scarcer resources. Therefore, small
tirms operated by businesswomen will face extreme difficulty in sustaining competitive
advantage. On the other hand, (Eggers et al., 2020) has challenged this idea and cited that
small and large businesses can use entrepreneurial marketing strategies. However,
(Marjanova et al., 2015) has quoted that smaller firms operated by entrepreneurs do not
reach high levels of competitive advantage through their marketing efforts. Another
contradicting finding was highlighted by (Bavarsad, 2015), who discovered an
insignificant relationship between entrepreneurial marketing strategies and competitive
advantage.

Consequently, the studies conducted by the researchers mentioned above have
indicated gaps in the literature and also the relationships between entrepreneurial
marketing strategy and competitive advantage. Therefore, it is valuable to scrutinise if
entrepreneurial marketing strategies influence competitive advantage in the businesses
owned by women. Thus, the second hypothesis is formulated for this study is as follows:

H2: There is a statistically significant relationship between entrepreneurial marketing
strategy and competitive advantage in the women-owned enterprises in Malaysia.
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2.6 Relationship between Dynamic Capabilities and Competitive Advantage

Mainly three theories complement the association between dynamic capabilities and
competitive advantage which are the resource-based view (Barney, 1991), the
evolutionary theory of the firm (Nelson & Winter, 1982), and the dynamic capabilities
approach (Teece & Pisano, 1994). The theories and concepts developed by these
mainstream scholars become a guide to businesses when embracing and creating
capabilities to attain and maintain competitive advantage when enduring the turbulent
environment and intimidations of rivalries (Aguirre, 2011).

An organisation's dynamic capabilities exhibit that it can undertake activities that
produce and sustain competitive advantage over rivalries (Hashim et al., 2018; Agyapong
& Acquaah, 2016; Rice et al., 2015; Leornard-Barton, 1992). In other words, innovative
and creative ideas are forms of dynamic capabilities that organisations use to achieve
competitive advantage and overcome environmental challenges.

Several mainstream researchers undertook the research (Hongyun et al., 2019;
Kim, 2019; Wu, 2010; Hou & Chien, 2010; Ogunkoya et al., 2014) has indicated the
significant relationship between the dynamic capabilities of a business and its
competitive advantage. According to (Monteiro et al., 2017; Hou & Chien, 2010), the
dynamic capability is a significant element of a business's competitive advantage.
Comparably, (Aguirre, 2011) has implied that dynamic capabilities enhance competitive
advantage and are essential for businesses' growth and survival in a turbulent business
environment. According to (Aguirre, 2011), businesses should encourage everyone in the
organisation to utilise all forms of dynamic capabilities to maintain a competitive position
in the marketplace. Thus, the dynamic capabilities of a firm and competitive advantage
are connected, as businesses constantly develop capabilities to confront the rapid changes
in the business environment.

According to (Agbim & Idris, 2015), competitive advantage is the ability of a
business to outshine its rivalries in terms of products and services offered. Additionally,
(Kaur & Mehta, 20164, b; Li & Liu, 2014) mention that competitiveness is a state whereby
businesses identify dynamism in the external business environment and continuously
meet consumers' expectations through their products and services. Similarly, (Chahal &
Bakshi, 2015) cited that competitive advantage can only be attained if businesses identify,
acquire, and organise dynamism.

Based on (Helfat & Peteraf, 2003), the capability of a business to exploit its
organizational resources efficiently and competently and commence all its operations to
realize organizational objectives is known as organisational capability. According to (Ali
& Christofferson, 2011), there are two types of organizational capabilities: dynamic
capabilities and operational capabilities. The capabilities that assist an organisation to
receive present earnings are also known as the zero-order capabilities or operational
capabilities (Ali & Christofferson, 2011; Helfat & Winter, 2011; Winter, 2003). Though
operational capabilities are crucial, it is static and will not be able to encounter the
turbulent business environment (Kaur & Mehta, 2016b). Therefore, dynamic capabilities
are an organisation's savior as such dynamic capabilities must be created by all
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organisations to meet the challenges posed by the environment it operates and reach its
competitive advantage.

There are mainly three types of dynamic capabilities created by businesses to
compete with rivalries and maintain their competitive advantage. The first is an adaptive
capability which is the ability of a business to swiftly synchronise and coordinate its
resources in response to the turbulent business environment (Gibson & Birkinshaw, 2004)
while sustaining high levels of performance to maintain competitive advantage
(Aggarwal et al., 2015; Kaur & Mehta, 2016b). The second is absorptive capability which
is the capacity of a business to recognise, attain and employ external knowledge in its
favour which enables the business to achieve its desired competitive advantage according
to (Cohen & Levinthal, 1990; Helfat & Peteraf, 2003; Hou & Chien, 2010; McKelvie, 2007).
The third is innovative capability, which is the business's capability to present novel
products and services or penetrate new markets through its strategic alignment with the
business processes, leading to competitive advantage (Wang & Ahmed, 2004). According
to (Kaur & Mehta, 2016a; Manuj et al., 2013), it is the knack of a business to demonstrate
innovative actions while continually transforming knowledge, skills, abilities, and
experiences into new products, services, and processes which enables a business to
survive in a turbulent business environment and preserve its competitive advantage.

Thus, dynamic capabilities introduced and explicated by (Teece et al., 1990, 1997;
Tondolo & Bitencourt, 2014) plays a vital role in businesses when businesses encounter
the adverse effects of the business environment to maintain their competitive advantage
(Kaur & Mehta, 2016a; Breznik & Lahovnik, 2016; Karimi & Walter, 2015; Nieves & Haller,
2014). Conversely, (Pezeshkan et al., 2016) remark that the influence exerted by dynamic
capabilities in achieving competitive advantage remains elusive, although several studies
have been conducted. This is in line with the findings of (Sijabat et al., 2021), who
conducted research on the shipping companies in Indonesia and realised that dynamic
capabilities are unable to generate competitive advantage.

Therefore, the studies conducted by the researchers mentioned above have shown
gaps in the literature and also the relationship between dynamic capabilities and
competitive advantage. Therefore, it is important to study if dynamic capabilities affect
competitive advantage in the businesses owned by women. Thus, the third hypothesis is
formulated for this study is as follows:

H3: There is a statistically significant relationship between dynamic capabilities and
competitive advantage in the women-owned enterprises in Malaysia.

2.7 The Mediating Effect of Entrepreneurial Marketing between Dynamic Capability
and Competitive Advantage

Businesswomen face many trials and tribulations when framing their competitive
strategies for their firms in a turbulent business environment. Some research scholars
have discovered that the ever-changing business environment affects the dynamic
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capabilities available to businesses, thus impeding the business from realising its
competitive advantage (Power & Reid, 2005; Lin & Germain, 2003).

On the other hand, (Arend & Bromiley, 2009; Wang & Ahmed, 2007; Zott, 2003;
Eisenhardt & Martin, 2000) research has shown that dynamic capabilities do not indicate
apparent heterogeneity features, limited exhibit roles, and are indirect; therefore, it
cannot lead to the achievement of competitive advantage by businesses. According to
(Khouroh et al., 2020; Morris et al., 2002), an acceptable way for businesses to augment
dynamic capabilities to attain competitive advantage is by incorporating entrepreneurial
marketing strategies into the business. Based on (Teguh et al., 2021; Morris et al., 2002),
entrepreneurial marketing comprises a cohesive conceptual marketing approach that
enables entrepreneurs to connect their dynamic capabilities to their strategies to achieve
competitive advantage.

Businesswomen who endure marketing hurdles, the wrath of the environmental
turmoil, and inadequate resources when trying to attain competitive advantage require
an appropriate method that associates the components of marketing and
entrepreneurship is entrepreneurial marketing strategies (Teguh et al, 2021;
Kanapathipillai & Azam, 2019a, b). Mere marketing methods will not enable businesses
to attain competitive advantage, but when it is amalgamated with entrepreneurial
practices, then it significantly enables dynamic capabilities of the business to attain
competitive advantage. In other words, the intervening role of entrepreneurial marketing
strategies significantly enables a business to utilise its resources attained from its
dynamic capabilities to achieve competitive advantage.

Based on the rationalisation above, there is a literature gap that needs examination.
Therefore, it is significant to investigate if entrepreneurial marketing strategies act as an
intervening factor between dynamic capabilities and competitive advantage in the
businesses owned by women. Hence, the fourth hypothesis is formulated for this study
is as follows:

H4: There is a statistically significant mediating effect of entrepreneurial marketing
strategies between dynamic capabilities and competitive advantage of women-owned
enterprises.

2.8 Proposed Conceptual Framework

This research aims to analyse the mediating effect of entrepreneurial marketing strategy
on the relationship between dynamic capabilities and competitive advantage in women-
owned businesses in Malaysia. Figure 1 expresses the proposed conceptual framework
modeled to illuminate the interactions between the variables of this research.
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Figure 1: Proposed Conceptual Framework
3. Methodology

This study intends to investigate the relationship between dynamic capabilities and
competitive advantage with entrepreneurial marketing strategy as the interceding factor.
A total of 1400 self-administered survey questionnaires were distributed among women
business owners in various industries in Malaysia. The questionnaires utilised Likert's 5-
points scale varying from "Strongly disagree (1)" to "Strongly agree (5)". The survey
instrument encompassed four divisions. The first division envisioned acquiring data
about the businesswomen's demographic profile, and the second division spawned data
on dynamic capabilities. The third division generated data on entrepreneurial marketing
strategy. Finally, the fourth division furnished data on competitive advantage.

To attain data on the independent variable (dynamic capabilities), the 5-point
Likert's scale was developed based on the literature presented and adapted from (Garrido
et al., 2019). It contains 5 items. Next, to attain data on the mediating variable
(entrepreneurial marketing strategy), the questions were based on literature and adapted
from (Hempenius, 2012). The measure comprises 5 items. To assess the dependent
variable (competitive advantage), the questions were constructed based on the literature
and adapted from (Ferro de Guimardes, 2017). The measure included 5 items. The
demographic profile comprised 4 items to discover the profile of the women business
owners who contributed to this research.

To assess the instrument's reliability used to gather the data for this study,
Cronbach's Alpha was examined. The a values were between 0.7 and 0.9, indicating that
the instrument's internal consistency was good. Table 1 shows the reliability of the
instrument used in this study.

Table 1: Reliability Analysis

Variables Cronbach’s Alpha No of Items
Dynamic Capabilities 0.742 5
Entrepreneurial Marketing Strategy 0.879 5
Competitive Advantage 0.806 5

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 15


http://oapub.org/soc/index.php/EJMMS

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

3.1 Population, Sampling and Measurements

The population of this research comprises Malaysian citizens who are women involved
in businesses in Malaysia. The total self-employed workforce in Malaysia is 2.61 million
in the second quarter o0f 2021 (DOSM, 2021). Out of this 28.76 percent, or approximately
750,636 are businesswomen (The World Bank, 2021). The (Krejcie & Morgan, 1970)
population and sample size tabulation offer a suitable sample size for this research from
the population. Based on (Krejcie & Morgan, 1970) tabulation, the value of a = 0.05, and
the degree of accuracy is 0.05. Subsequently, no calculations were required when
deciding the sample size for this research. Based on (Krejcie & Morgan, 1970) formulation,
the adequate sample size is 384 as the population of women business owners in Malaysia
is 750,636. Therefore, a sample size of 1400 was considered suitable for this research by
the researchers.

This research was performed using the simple random sampling technique. The
respondents willingly contributed to the survey without any persuasion. A total of 1400
questionnaires were distributed to the businesswomen through social media platforms.
A total of 1068 questionnaires were collected, which is approximately a 76.3 percent rate
of return. During systematisation, it was identified that 45 out of 1068 questionnaires
returned were incomplete. Therefore, a total of 1023 questionnaires furnished the data
for this research.

Factor Analysis was conducted, which illuminates the associations' structure
within the group of items. To investigate the descriptive statistics and correlation
analysis, which delivered the association between variables, SPSS version 26 was
employed. Moreover, a series of regression analyses were conducted using Jamovi
(Version 2.0) (The Jamovi Project, 2021) to examine the mediation effect, hypothesis, and
path estimates. Additionally, the Hayes Process Macro Version 3.5 (Model Number: 4)
was used to verify the indirect effect between the independent and dependent variables
via the mediating variable (Hayes & Rockwood, 2020).

4. Findings and Interpretation
The following section provides the findings of this study, including the respondents'
demographic profiles, factor analysis, descriptive analysis, correlation, and regression

analysis.

4.1 Demographic Profile of Businesswomen
The profile of the businesswomen studied is displayed in Table 2.
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Table 2: Demographic Profile of Businesswomen (N=1023)

Demographics Category Frequency Percentage
Age 25-30 157 15.3
35-40 421 41.2
45 -50 284 27.8
55 - 60 161 15.7
Industry Wholesale and Retail Trade 411 40.2
Type Manufacturing 26 2.5
Education 382 37.4
Accommodation 28 2.7
Food Service 109 10.7
Fashion 67 6.5
Academic Primary 0 0
Qualification Secondary 136 13.2
Diploma 317 31.0
Undergraduate degree 463 45.3
Post-Graduate degree 107 10.5
Years of 1-5 639 62.4
Experience 6-10 216 21.1
11-15 106 10.4
16 -20 62 6.1

The demographic profile of the women business owners surveyed in this research is
shown in Table 2. The survey displays that the majority of (41.2%) of businesswomen
were between (35-40) years old. A majority of (40.2%) of women business owners
indulged in the wholesale and retail sector. In terms of academic qualification, a majority
of 463 or (45.3%) of the businesswomen have achieved an undergraduate degree. Finally,
A majority of (62.4%) of the women business owners are still new to their businesses with
(1-5) years of experience in their respective industries.

4.2 Factor Analysis

Table 3 Factor Analysis displays the principal variables that explain the framework of
associations within the group of variables. Table 3 displays the factors, the items, and the
factor loading of each item used in this study. 6 factor loadings were greater than
0.8._Eight factors loaded between 0.7 and 0.8, and one factor loaded between 0.6 and 0.7.
Therefore, it can be deduced that all 15 factors' loadings were adequate in this study.
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Table 3: Factor Analysis (N = 1023)

Factor ID | Factors & Items Fact.or
Loading

Dynamic Capabilities (DC)

DC1 I know how to decode my business environment, the available technologies 0.811
that should be exploited, and the markets that I should concentrate on and
engage.

DC2 I take proactive measures to ensure that data gathered flows between the 0.762
stakeholders of my firm who can adequately utilise it to identify market
opportunities and threats as well as recognise technological advancements.

DC3 I devise a business plan and analyse various alternatives before making a 0.701
final decision.

DC4 I get the opinions from the internal and external stakeholders of my firm as 0.864
part of the management decision process.

DC5 I form partnerships with other firms and stakeholders to generate value for 0.831
customers.

Entrepreneurial Marketing Strategy (EMS)

EMS1 I use social media marketing sources such as Facebook, Instagram, Twitter, 0.791
TikTok, etc. to promote my products or services to consumers.

EMS2 I undertake relationship marketing efforts to strengthen the relationship 0.893
between my business and my customers.

EMS3 I utilise buzz marketing techniques to get potential target market and the 0.748
local media to exchange positive dialogues about my company’s products
or services.

EMS4 I emphasise on personalised marketing methods in order to differentiate 0.811
and highlight the uniqueness of my company’s products or services from
competitors’ products or services

EMS5 I engage in viral marketing techniques to propagate information about my 0.787
products or services offering to ensure that the target market is aware of
and is able to pass the message to other prospect customers.

Competitive Advantage (CA)

CA1l My company’s competitive strategy has allowed me to exploit all market 0.753
opportunities that are available.

CA2 I was able to neutralise all competitors’ threats within my industry. 0.774

CA3 I was able to utilise vital resources to provide customers with excellent 0.618
products or services compared to competitors within my industry.

CA4 I was able to promote the well-being or quality of life of my customers with 0.793
my products or services offerings compared to competitors.

CA5 I am able to exploit all valuable, rare, imitable, and non-substitutable 0.806
resources available in my country compared to other rivals” within my
industry.

4.3 Mean, Standard Deviation and Normality Analysis
The descriptive statistics in Table 4 show the mean, standard deviation (SD), skewness
and kurtosis values of this study.
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Table 4: Descriptive Statistics (N=1023)

Factors Mean SD Skew | Kurtosis | Min | Max
Dynamic Capabilities (DC) 2101 | 0.475 | 1.544 1.625 1 4.2
Entrepreneurial Marketing Strategy (EMS) 2482 | 0.615 | 1.134 1.689 1 4.6
Competitive Advantage (CA) 2411 | 0.577 | 1.085 1.479 1 4.4

From Table 4, the entrepreneurial marketing strategy (EMS) factor indicates the highest
mean value of 2.482 + 0.615. The lowest mean value is dynamic capabilities (DC), 2.101 +
0.475. The normality test indicates that the skewness and kurtosis values have a threshold
of +2 which means that the data are distributed normally as clarified by (Chinna & Yuen,
2015; Gravetter & Wallnau, 2014).

4.4 Correlation Analysis
To study how the variables are correlated, the correlation analysis is shown in Table 5:
Correlation Matrix.

Table 5: Correlation Matrix (N = 1023)

Factors DC EMS CA
Dynamic Capability 1

Entrepreneurial Marketing Strategy 0.747 1
Competitive Advantage 0.775 0.714 1

** Correlation is significant at the 0.01 level (2-tailed)

Based on the correlation matrix shown in Table 5, it was observed that the data
significantly supported the measurement model. The correlation matrix recorded that the
variable dynamic capabilities (DC) highly and significantly correlated with the variable
competitive advantage (CA) (r = 0.775; p < 0.001) and highly and significantly correlated
with entrepreneurial marketing strategy (EMS) (r = 0.747; p < 0.001). The variable
entrepreneurial marketing strategy (EMS) highly and significantly correlated with the
variable competitive advantage (CA) (r = 0.714; p < 0.001).

Therefore, it can be concluded that there is a strong positive association between
the variable dynamic capabilities and entrepreneurial marketing strategy. Additionally,
the variable dynamic capabilities indicate a strong positive association with competitive
advantage. Moreover, a strong positive correlation can be observed between the factor of
entrepreneurial marketing strategy and competitive advantage.

4.5 Goodness-of-Fit

From Table 6 Goodness-of-Fit, it was observed that all the values fulfil the criteria and
are within range as such the goodness-of-fit of the model hypothesised in Figure 1
Conceptual Framework indicates that the model fits well with data.
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Table 6: Goodness of Fit

Goodness of fit values Author Good Observed
p Meyer et al., 2005 0.05<p<1.00 0.087
x2/df Hair et al., 2010 0-2 1.773
RMSEA Meyers et al., 2005 <0.05 0.018
RMR Hair et al., 2010 <0.05 0.021
CFI Bentler, 1990 >0.95 0.986
IFI Meyers et al., 2005 >0.95 0.964
GFI Gefen et al., 2000 >0.90 0913
AGFI Hair et al., 2010 >0.90 0.989
TLI Tucker & Lewis, 1973 >0.90 0.973
NFI Bentler & Bonett, 1980 >0.90 0.911

4.5 Mediation Analysis
A series of regression analyses were performed using Jamovi (Version 2.0) (The Jamovi
Project, 2021) to investigate the mediation analysis.

Table 7: Mediation Effect

Effect Estimate SE V4 P % Mediation LLCI ULCI
Indirect (a*b) 0.379 0.025 15.5 <0.001 54.3 0.331 0.427
Direct (c) 0.302 0.030 10.6 <0.001 45.7 0.260 0.379
Total (c+a*b) 0.699 0.031 22.5 <0.001 100 0.638 0.760
Table 8: Path Effect
Variable Path Variable Estimate SE V4 p
DC (a) > EMS 0.710 0.034 20.9 <0.001
EMS (b) --—-> CA 0.534 0.023 22.9 <0.001
DC (") —> CA 0.320 0.030 10.6 <0.001
Table 9: Hayes Process Macro-Indirect Effect of Dynamic Capabilities
on Competitive Advantage via Entrepreneurial Marketing Strategy
Effect Boot SE Boot LLCI Boot ULCI
0.379 0.028 0.325 0.437

Table 7: Mediation Effect, enlightens the output for total effects that dynamic capabilities
positively predicts competitive advantage (c+a*b=0.699, Z=22.5, p < 0.001). Scrutinizing
the indirect effects, the output bares that entrepreneurial marketing strategy significantly
mediates the relationship between dynamic capabilities and competitive advantage
(a*b=0.379, Z=15.5, p < 0.001). Therefore, this implies that entrepreneurial marketing
strategy is a statistically significant mediator between dynamic capabilities and
competitive advantage of the enterprises owned by women in Malaysia.

Furthermore, applying Hayes Process Macro, using Model number=4 (Hayes &
Rockwood, 2020), validate the result of the mediating effect of entrepreneurial marketing
strategy between dynamic capabilities and competitive advantage of the enterprises
owned by the women in Malaysia, which is illustrated in Table 9: Hayes Process Macro.
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The indirect effect of dynamic capabilities on competitive advantage through
entrepreneurial marketing strategy indicates that the bootstrap lower level confidence
interval (LLCI=0.325) and the upper-level confidence interval (ULCI=0.437) are positive.
Therefore, the zero value does not drop between the LLCI and ULCI, indicating that the
entrepreneurial marketing strategy is an interceding agent between dynamic capabilities
and competitive advantage in women’s enterprises.

Thus, it can be inferred that entrepreneurial marketing strategy significantly
mediates the relationship between dynamic capabilities and competitive advantage in
women’s enterprises in Malaysia. Therefore, it can be deduced that the statistical data
significantly authenticated the suggested hypothesis H4.

Based on Table 8: Path Effect for (path a) exhibited in Figure 1: Proposed
Conceptual Framework, dynamic capabilities positively affect entrepreneurial marketing
strategy (B=0.710, Z=20.9, p < 0.001). Consequently, hypothesis H1 proposed in this
research is confirmed by statistical data. Path estimate for (path b) exhibited in Figure 1:
Proposed Conceptual Framework, entrepreneurial marketing strategy, in turn, positively
affects competitive advantage (B=0.534, Z=22.9, p < 0.001). Therefore, the proposed
hypothesis H2 is supported by statistical data.

Additionally, the result implies that even after accounting for the mediating effect
of entrepreneurial marketing strategy, dynamic capabilities still positively impact
competitive advantage, indicated as path ¢’ in Figure 1: Proposed Conceptual Framework
(B=0.320, Z=10.6, p < 0.001). Additionally, the mediating effect of entrepreneurial
marketing strategy accounts for 54.3% of the total effect between dynamic capabilities
and competitive advantage in women’s enterprises, as exhibited in Table 7: Mediation
Estimates and Table 8: Path Effect. Therefore, it can be construed that the proposed
hypothesis H3 is reinforced by statistical data.

Conclusively, through these statistical inferences, it can be confirmed that
entrepreneurial marketing strategy significantly and statistically mediates the
relationship between dynamic capabilities and competitive advantage in women’s
enterprises in Malaysia.

5. Discussion

This study focused on the mediating effect of entrepreneurial marketing strategy
between dynamic capabilities and competitive advantage in the enterprises owned by
women in Malaysia. The responses from 1023 respondents generated the data for this
research.

Firstly, this study unveiled a statistically significant relationship between dynamic
capabilities and entrepreneurial marketing strategy in women-owned enterprises in
Malaysia, supporting hypothesis H1. The results of this study can be supported by
previous research (Prabowo et al., 2021; Ismail & Zainol, 2018), which found that dynamic
capabilities positively influence entrepreneurial marketing. Therefore, businesswomen

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 21


http://oapub.org/soc/index.php/EJMMS

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

with adequate dynamic capabilities will be able to embark on numerous entrepreneurial
marketing activities to attain their business ambitions.

Additionally, (Hisrich & Ramadani, 2017; Lee et al., 2008; Zahra et al., 2006)
disclosed that dynamic capabilities aid entrepreneurial marketing strategy in
augmenting brand equity, increasing consumers’ alertness, and boosting purchase
intentions, encouraging innovation, and enabling customer value creation. On the other
hand, this research invalidates the findings of (Wilden & Gudergan, 2015), who
mentioned that dynamic capabilities exhibit an insignificant relationship with
entrepreneurial marketing strategies in stable business environments compared to more
volatile business environments. However, the women-owned enterprises in Malaysia
operate in stable business surroundings and proofs a statistically significant relationship
exists between dynamic capabilities and entrepreneurial marketing strategy. Thus, the
tindings of this research have answered the first research question and have bridged the
gap in the literature.

Secondly, this study disclosed a statistically significant relationship between
entrepreneurial marketing strategy and competitive advantage of women-owned
enterprises in Malaysia, supporting hypothesis H2. The results of this research
corroborate the findings of previous researchers, such as (Gontur et al., 2022; Buccieri et
al., 2021), who elucidated that entrepreneurial marketing strategy enables entrepreneurs
to identify and accumulate vital resources in the environment to achieve competitive
advantage.

Additionally, the findings of this study negate the findings of (Bavarsad, 2015;
Marjanova et al., 2015; Hills & Hultman, 2011; Frishammar et al., 2007), who stated that
entrepreneurial marketing strategy does not guarantee competitive advantage because
entrepreneurial marketing strategies can only be implemented by larger organisations
which are more proactive and could withstand the risks posed by the business
environment. This study strongly signifies that the enterprises owned by women though
smaller in size, can use entrepreneurial marketing strategies to their advantage to sustain
their competitiveness in the marketplace. Thus, the findings of this research have
answered the second research question and have narrowed the gap in the literature.

Thirdly, this research has validated a statistically significant relationship between
dynamic capabilities and competitive advantage, supporting hypothesis H3. This
research result is parallel to the findings of previous scholars (Hongyun et al., 2019;
Hashim et al., 2018; Agyapong & Acquaah, 2016; Rice et al., 2015; Chahal & Bakshi, 2015;
Aguirre, 2011) who found that dynamic capabilities enhance competitive advantage and
is essential for businesses’ growth and survival in a turbulent business environment.
Likewise, (Kaur & Mehta, 2016a; Breznik & Lahovnik, 2016; Karimi & Walter, 2015;
Nieves & Haller, 2014) mentions that dynamic capabilities also assure that businesses can
meet and overcome the tribulations that competition poses the business.

Additionally, the findings of this research repudiate the findings of (Pezeshkan et
al., 2016), who claimed that the influence exerted by dynamic capabilities in achieving
competitive advantage remains elusive and dynamic capabilities do not always
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guarantee the sustenance of competitive advantage. Moreover, the findings of (Sijabat et
al., 2021), who mentioned that dynamic capabilities could not generate competitive
advantage, can be rejected based on the findings of this research. Thus, the findings of
this research have answered the third research question and have narrowed the gap in
the literature. Finally, this study also converged on the mediating role of entrepreneurial
marketing strategy between dynamic capabilities and competitive advantage of the
enterprises owned by women in Malaysia.

This research shows that entrepreneurial marketing strategies have a mediating
effect between dynamic capabilities and competitive advantage. These findings validate
and parallel to previous scholars (Khouroh et al., 2020; Morris et al., 2002) who found that
the most significant method for businesses to strengthen dynamic capabilities to realise
competitive advantage is by integrating entrepreneurial marketing strategies into the
business. The findings of this research are parallel to the findings of (Teguh et al., 2021),
who elucidate that entrepreneurial marketing strategies encompass a cohesive
conceptual marketing method that empowers entrepreneurs to associate their dynamic
capabilities to realise competitive advantage.

Thus, the findings of this research have answered the fourth research question and
have proven that entrepreneurial marketing strategies are a significant intervening factor
that links the dynamic capabilities of the businesswomen to attain competitive
advantage.

6. Conclusion and Managerial Implications

This research was formulated and executed to reveal if entrepreneurial marketing
strategies mediate the relationship between dynamic capabilities and competitive
advantage in the enterprises owned by women in Malaysia. Based on the results, it can
be concluded that all the objectives of this study were realized, and the gaps accentuated
in the literature were bridged. The researchers have revealed that dynamic capabilities
have a statistically significant influence on the entrepreneurial marketing strategies and
competitive advantage in the businesses owned by women in Malaysia. Therefore, this
study is in line with the findings of (Prabowo et al., 2021; Hisrich & Ramadani, 2017;
Zahra et al., 2006; Morris et al., 2002), who have also proven the significance of dynamic
capabilities in achieving competitive advantage and the use of crucial resources to
undertake entrepreneurial marketing strategies which will ensure the survival and
success of the businesses owned by the women, which is operated in a turbulent business
environment.

Moreover, this study has established that businesswomen who execute
entrepreneurial marketing strategies in their business can sustain high levels of
competitive advantage. This creates a barrier to entry, stopping competitors in their
tracks when they try to strike the businesses owned by the women. This is parallel to the
studies of previous researchers (Gontur et al., 2022; Buccieri et al., 2021; Sadiku-Dushi et
al., 2019; Thomas et al., 2013).
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This study also proves that entrepreneurial marketing strategies are a significant
mediating factor between dynamic capabilities and competitive advantage. This shows
that businesswomen can realize competitive advantage in their businesses through the
intervening factor of entrepreneurial marketing strategies. This is in line with the studies
conducted by (Teguh et al., 2021; Khouroh et al., 2020; Morris et al., 2002), who have
discovered that entrepreneurial marketing strategies play a significant mediating role
between dynamic capabilities and eventually have a significant influence on competitive
advantage.

Moreover, the managerial implication is to ensure that the businesswomen
enhance their dynamic capabilities to revitalise proficiencies, identify and utilise
resources mustered from the environment, which will unlock new opportunities for the
businesswomen to devise entrepreneurial marketing strategies that lead to the
achievement of strengthened competitive advantage. The overwhelming dynamism and
marketing strategies coupled with entrepreneurial knowledge will enable the
businesswomen to sustain a formidable competitive position in a turbulent business
environment.

Finally, this study will add value to all women business owners and scholars as to
why dynamic capabilities through entrepreneurial marketing strategies are significant to
overpower the rivals in the business environment and retain competitive advantage.
Therefore, this research is highly significant as it will encourage and create positive social
change among business practitioners and academics.

7. Limitations and Further Research

The focus of this study was on the mediating effect of entrepreneurial marketing strategy
between dynamic capabilities and competitive advantage in the businesses owned by
women in Malaysia. This research was only conducted in West Malaysia on the business
owned by women. Consequently, an assessment can be undertaken in East Malaysia to
acquire more knowledge on this mediation study. A comparison study can be undertaken
between businesswomen in developed and developing countries to shed more light on
the mediating role of entrepreneurial marketing strategies between dynamic capabilities
and competitive advantage.

Acknowledgements

The authors would like to express their genuine appreciation to all the businesswomen
for allowing the authors to conduct this research and value the time they have spent
answering the questionnaire.

Conflict of Interest Statement

The authors of this research would like to assert that there are no conflicts of interest
linked with this research, and this research was not supported by anyone that could have
influenced its results. As the researchers of this study, the authors authenticate its

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 24


http://oapub.org/soc/index.php/EJMMS

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

originality, accentuate that this research has not been published previously, and validate
that it is not presently intended for publication elsewhere.

About the Authors
The authors are academicians and researchers who have been involved in scholarly and
research activities for over two decades.

References

Agbim, K. C, & Idris, A. ]J. (2015). Competitive advantage through knowledge
dissemination: An empirical analysis of hotels in Makurdi metropolis, Benue state,
Nigeria. European Journal of Business and Innovation Research, 3(1), 22-35.

Aggarwal, V. A., Posen, H. E., & Workiewicz, M. (2015). Adaptive capacity and the dynamics
of operational capabilities (1-40). INSEAD Working Paper Series No. 2015/09/EFE.
Fontainebleau, France: INSEAD

Aguirre, M. G. (2011). Dynamic capabilities and competitive advantage into Mexican
tirms: Testing Gibrat’s Law. Revista Nicolaita de Estudios Economicos, 6(2), 35 — 56.

Agyapong, A., & Acquaah, M. (2016). The direct and indirect effects of innovative capability
on firm performance: Evidence from micro and small family businesses in Ghana. In
Family Businesses in SubSaharan Africa, Palgrave Macmillan, New York.

Al-Mamun, A., Mohiuddin, M., Fazal, S. A, & Ahmad, G. B. (2018). Effect of
entrepreneurial and market orientation on consumer engagement and
performance of manufacturing SMEs. Management Research Review, 41(1), 133- 147.

Ali, A., & Christofferson, K. (2011). Internal Internationalization — A peek into the Black Box.
Gothenburg, Sweden: University of Gothenburg.

Algahtani, N., & Uslay, C. (2020). Entrepreneurial marketing and firm performance:
synthesis and conceptual development. Journal of Business Research, 113, 62-71.

Ambrosini, V., & Bowman, C. (2009). What are dynamic capabilities and are they a useful
construct in strategic management? International Journal of Management Reviews,
11(1), 29-49. Retrieved from: http://d0i:10.1111/j.1468-2370.2008.00251.x

Arend, R. J., & Bromiley, P. (2009). Assessing the dynamic capabilities view: Spare
change, everyone? Strategic Organization, 7(1), 75-90.

Baker, W. E., & Sinkula, J. M. (2009). The complementary effects of market orientation
and entrepreneurial orientation on profitability in small businesses. Journal of
Small Business Management, 47(4), 443-464.

Bambang, A., Kusumawati, A., Nirman, U., & Suharyono, S. (2021). The effect of spiritual
marketing and entrepreneurship orientation on determining sustainable
competitive advantage. The Journal of Asian Finance, Economics, and Business, 8(2),
231-241. Retrieved from: http://doi.org/10.13106/jafeb.2021.

Barney, J. B. (1991). Firm resources and sustained competitive advantage. Journal of
Management, 17(1), 99-121.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 25


http://oapub.org/soc/index.php/EJMMS
http://doi:10.1111/j.1468-2370.2008.00251.x
http://doi.org/10.13106/jafeb.2021

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Barreto, I. (2010). Dynamic capabilities: A review of past research and an agenda for the
tuture.  Journal of Management, 36(1), 256-280. Retrieved from:
http://doi:10.1177/0149206309350776

Bavarsad, B., Jafari, S., Hosseini, S. A., & Hozhabri, A. A. (2015). Analysing the impact of
entrepreneurial marketing on sustainable competitive advantage in SMEs. In 2015 9th

International Conference on e-Commerce in Developing Countries: With a focus
on e-Business (ECDC), Isfahan, Iran, 16 April 2015 (1-10). Retrieved from:
https://sciexplore.ir/Documents/Details/644-821-172-399

Becherer, R. C., Haynes, P. J., & Helms, M. M. (2008). An exploratory investigation of
entrepreneurial marketing in SMEs: the influence of the owner/operator. Journal of
Business and Entrepreneurship, 20(2), 44-63.

Bentler, P. M. (1990). Comparative Fit Indexes in Structural Models. Psychological Bulletin,
107, 238-246.

Bentler, P., & Bonett, D. (1980). Significance Tests and Goodness-of-Fit in Analysis of
Covariance Structures. Psychological Bulletin. 88, 588-606.

Berdine, M., Parrish, E., Cassill, N. L. & Oxenham, W. (2008). Measuring the competitive
advantage of the US textile and apparel industry, in Alfred, P, Boston Industry
Studies, Sloan Foundation.

Bhuian, S. N., Menguc, B., & Bell, S.]. (2005). Just entrepreneurial enough: the moderating
effect of entrepreneurship on the relationship between market orientation and
performance. Journal of Business Research, 58(1), 9-17.

Breznik, L., & Lahovnik, M. (2016). Dynamic capabilities and competitive advantage:
Findings from case studies. Management. Journal of Contemporary Management,
21(Special issue), 167-185.

Buccieri, D., Javalgi, R. G., & Gross, A. (2021). Innovation and differentiation of emerging
market in international new ventures the role of entrepreneurial marketing.
Journal of Strategic Marketing (2021), 1- 29

Buccieri, D., Javalgi, R. R. G, & Cavusgil, E. (2020). International new venture
performance: Role of international entrepreneurial culture, ambidextrous
innovation, and dynamic marketing capabilities. International Business Review
29(2): 101639.

Capron, L., & Mitchell, W. (2009). Selection capability: How capability gaps and internal
social frictions affect internal and external strategic renewal. Organization Science,
20(2), 294-312.

Chahal, H., & Bakshi, P. (2015). Examining intellectual capital and competitive advantage
relationship: Role of innovation and organizational learning. International Journal
of Bank Marketing, 33(3), 1-35.

Chinna, K. & Yuen, C. W. (2015). Statistical Analysis Using SPSS. (2" ed.). Pearson
Malaysia.

Chukwuemeka, O. W., & Onuoha, B. C. (2018). Dynamic Capabilities and Competitive
Advantage of Fast Foods Restaurants, International Journal of Management Science
and Business Administration, 4(3), 7 -14.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 26


http://oapub.org/soc/index.php/EJMMS
http://doi:10.1177/0149206309350776
https://sciexplore.ir/Documents/Details/644-821-172-399

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Cohen, W. M., & Levinthal, D. A. (1990). Absorptive capacity: A new perspective on
learning and innovation. Administrative Science Quarterly, 35(1), 128-152.

Collinson, E., & Shaw, E. (2001). Entrepreneurial marketing — a historical perspective on
development and practice. Management Decision, 39(9), 761-766.

DOSM., Department of Statistics Malaysia. (2016). Labor Force Survey Report. Retrieved
from https://www.dosm.gov.my.

Eggers, F.,, Niemand, T. Kraus, S, & Breier, M. (2020). Developing a scale for
entrepreneurial marketing: Revealing its inner frame and prediction of
performance. Journal of Business Research, 113, 72-82.

Eisenhardt, K., & Martin, J. (2000). Dynamic capabilities: what are they? Strategic
Management Journal, 21(10-11), 1105-1121. Retrieved from: http://d0i:10.1002/1097-
0266.

Fahey, L. (1989). Discovering your firm’s strongest competitive advantage. In L. Fahey (ed.)
The strategic planning management reader, Englewood Cliffs, NJ: Prentice Hall.

Fallgatter, M. J. (2002). Theorie des Entrepreneurship. Wiesbaden: DUV/Gabler.

Fard, M. H., & Amiri, N. S. (2018). The effect of entrepreneurial marketing on halal food
SMEs performance. Journal of Islamic Marketing, 9(3), 598-620.

Fernandez, S., & Wise, L.R. (2010). An exploration of why public organisations ingest
innovations. Public Administration, 88(4), 979-998.

Ferreira, C. C., Ferguson, S. L., & Pitt, L. F. (2019). Entrepreneurial marketing and hybrid
entrepreneurship; the case of Reid Bamboo Rods. Journal of Marketing of
Management, 35(9), 867 — 885.

Ferreira, J., & Fernandes, C. (2017). Resources and capabilities’ effects on firm
performance: What are they? Journal of Knowledge Management, 21(5), 1202-1217.

Ferro de Guimaraes, J. C., Severo, E. A., Maia de Vasconcelos, C. R. (2017). Sustainable
competitive advantage: A survey of companies in Southern Brazil. Brazilian
Business Review, 14(3), 353-367. Retrieved from:
http://dx.doi.org/10.15728/bbr.2017.14.3.6

Fiore, A. M., Niehm, L. S., Hurst, ]J. L., Son, J., & Sadachar, A. (2013). Entrepreneurial
marketing: scale validation with entrepreneurial marketing, scale validation with
small independent owned businesses firm. Journal of Marketing Development and
Competitiveness, 7(4), 63-86.

Frishammar, J., & Horte, S. A. (2007). The role of market orientation and entrepreneurial
orientation for new product development performance in manufacturing firms.
Technology Analysis & Strategic Management 19(6), 765-788.

Garrido, I. L., Kretschmer, C., Luis de Vasconcellos, S., & Goncalo, C. R. (2019). Dynamic
capabilities: A measurement proposal and its relationship with performance.
Brazilian Business Review, 17, 47-65. Retrieved from:
http://dx.doi.org/10.15728/bbr.2020.17.1.3

Gefen, D., Straub, D., & Boudreau, M. C. (2000). Structural Equation Modeling and
Regression: Guidelines for research practice. Communications of the Association for
Information Systems, 4(1): 7-21.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 27


http://oapub.org/soc/index.php/EJMMS
https://www.dosm.gov.my/
http://doi:10.1002/1097-0266
http://doi:10.1002/1097-0266
http://dx.doi.org/10.15728/bbr.2017.14.3.6
http://dx.doi.org/10.15728/bbr.2020.17.1.3

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Gibson, C. B., & Birkinshaw, J. (2004). The antecedents, consequences, and mediating role
of organizational ambidexterity, Academy of Management Journal, 47(2), 209-226.

Gontur, S., Vem, L. J., Goyit, M. G., & Davireng, M. (2022). Entrepreneurial marketing,
corporate reputation, corporate creativity and competitive advantage: A research
framework and proposition. International Journal of Business, Management and
Economics, 3(1). 52 - 80. Retrieved from: DOL:
https://doi.org/10.47747/ijbme.v3i1.352

Gravetter, F. & Wallnau, L. (2014). Essentials of Statistics for the Behavioural Sciences. (8t
ed.), Belmont, CA: Wadsworth.

Ha, J. C, Lee, ]. W., & Seong, J. Y. (2021). Sustainable competitive advantage through
entrepreneurship, market-oriented culture, and trust. Sustainability 13(3986), 1-14.
Retrieved from: https://doi.org/10.3390/su13073986

Hair, J. F., Anderson, R. E., Babin, B. J., Black, W. C. (2010). Multivariate data analysis: A
global perspective. Pearson, Upper Saddle River, NJ, USA, (7).

Hakala, H. (2011). Strategic Orientations in Management Literature: Three Approaches
to Understanding the Interaction between Market, Technology, Entrepreneurial
and Learning Orientations. International Journal of Management Reviews, 13, 199-217.
Retrieved from: http://dx.doi.org/10.1111/j.1468-2370.2010.00292.x

Hamel, G. (2000). Leading the Revolution, Cambridge, MA: Harvard University Press.

Hashim, N. A. B, Raza, S., & Minai, M. S. (2018). Relationship between entrepreneurial
competencies and small firm performance: are dynamic capabilities the missing
link. Academy of Strategic Management Journal, 17(2).

Hashim, N. A. B, Raza, S., & Minai, M. S. (2018). Relationship between entrepreneurial
competencies and small firm performance: Are dynamic capabilities the missing
link. Academy of Strategic Management Journal, 17(2).

Hashim, N. S. A., Yaakob, M. R., & Muhayiddin, M. N. (2015). The environmental factors
that influence success of women entrepreneurs: entrepreneurial intention as a mediator.
In: The Proceedings of the 4th International Seminar on Entrepreneurship and
Business (ISEB 2015). Faculty of Entrepreneurship and Business, UMK, 698-711.
ISBN 9789670955032. Retrieved from http://umkeprints.umk.edu.my/5047.

Hayes, A. F., & Rockwood, N. J. (2020). Conditional process analysis: concepts,
computation, and advances in modelling the contingencies of
mechanisms. American Behavioral Scientist, 64, 19-54.

Helfat, C. E., & Peteraf, M. A. (2003). The dynamic resource-based view: Capability
lifecycles. Strategic Management Journal, 24(10), 997-1010.

Helfat, C. E., & Peteraf, M. A. (2009). Understanding dynamic capabilities: Progress along
a developmental path. Strategic Organization, 7(1), 91-102. Retrieved from:
http://d0i:10.1177/1476127008100133

Helfat, C. E., & Winter, S. G. (2011). Untangling dynamic and operational capabilities:
Strategy for the (N) everchanging world. Strategic Management Journal, 32(11),
1243-1250.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 28


http://oapub.org/soc/index.php/EJMMS
https://doi.org/10.47747/ijbme.v3i1.352
https://doi.org/10.3390/su13073986
http://dx.doi.org/10.1111/j.1468-2370.2010.00292.x
http://umkeprints.umk.edu.my/5047
http://doi:10.1177/1476127008100133

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Helfat, C. E., Finkelstein, S., Mitchell, W., Peteraf, M. A., Singh, H., Teece, D., & Winter,
S. (2007). Dynamic capabilities: Understanding strategic change in organisations,
Blackwell Publishing, Malden.

Hempenius, S. (2012). Entrepreneurial marketing: Effects on performance of SMEs. Thesis.
Rotterdam School of Management, Erasmus University.

Hills, G. E.,, & Hultman, C. M. 2011a. Academic Roots: The Past and Present of
Entrepreneurial Marketing. Journal of Small Business and Entrepreneurship, 24(1): 1-
10. Retrieved from: https://doi.org/10.1080/08276331.2011.10593521

Hills, G.,, & Hultman, C. (2006). From Marketing - Broadening the Horizons.
Studentlitteratur Ab.

Hills, G. E., & Hultman, C. M. (2011). Academic roots: the past and present of
entrepreneurial marketing. Journal of Small Business and Entrepreneurship, 24(1), 1-
10.

Hisrich, R. D., & Ramadani, V. (2017). Effective Entrepreneurial Management: Strategy,
Planning, Risk Management and Organization. Springer international publishing.

Hongyun, T., Adomako, K. W., Appiah-Twum, F. & Akolgo, I. G. (2019). Effect of social
capital on firm performance: The role of entrepreneurial orientation and dynamic
capability. International Review of Management and Marketing, 9(4), 63-73.

Hou, J.]., & Chien, Y. T. (2010). The effect of market knowledge management competence
on business performance: a dynamic capabilities perspective. International Journal
of Electronic Business Management, 8(2), 96-109.

Hult, G. T. M., & Ketchen, D. J. (2001). Does market orientation matter? A test of the
relationship between positional advantage and performance. Strategic Management
Journal, 22(9), 899-906.

Ibidunni, A. S., Atolagbe, T. M., Obj, J., Olokundun, M. A., Oke, O. A., Amaihian, A. B.,
Borishade, T. T., & Obaoye D. (2018). Moderating effect of entrepreneurial
orientation on entrepreneurial competencies and performance of Agro-Based
SMEs. International Journal of Entrepreneurship, 22(1).

Ismail, M., & Zainol, F. A. (2018). A review on the evolution and definition of
entrepreneurial marketing. International Journal of Academic Research in Business and
Social Sciences, 8(5), 649-663.

Kanapathipillai, K., & Azam, S.M.F. (2019a). Women entrepreneurs path to success: an
investigation of the critical success factors in Malaysia. European Journal of Human
Resource Management Studies. 3(1), 106-129. Retrieved from:
https://www.oapub.org/soc/index.php/EJHRMS/article/view/615

Kanapathipillai, K., & Azam, S. M. F. (2019b). A conceptual understanding of the critical
factors that induce women entrepreneurial success in the Klang Valley, Malaysia.
European Journal of Management and Marketing Studies 4(2). 90-110. Retrieved from:
https://oapub.org/soc/index.php/EJMMS/article/view/634/1216

Karimi, J., & Walter, Z. (2015). The role of dynamic capabilities in responding to digital
disruption: A factor-based study of the newspaper industry. Journal of Management
Information Systems, 32(1), 39-81.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 29


http://oapub.org/soc/index.php/EJMMS
https://doi.org/10.1080/08276331.2011.10593521
https://www.oapub.org/soc/index.php/EJHRMS/article/view/615
https://oapub.org/soc/index.php/EJMMS/article/view/634/1216

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Kaur, V., & Mehta, V. (2016a). Knowledge-based dynamic capabilities: A new perspective
for achieving global competitiveness in IT sector. Pacific Business Review
International, 1(3), 96-106.

Kaur, V., & Mehta, V. (2016b). Leveraging knowledge processes for building higher-order
dynamic capabilities: An empirical evidence from IT sector in India. The Journal of
Indian Management & Strategy, 21(3), 37-47.

Kay, J. (1993). The structure of strategy, Business Strategy Review, 4, 17-37

Khouroh, U., Sudiro, A., Rahayu, M., & Indrawati, N. K. (2020). The mediating effect of
entrepreneurial marketing in the relationship between environmental turbulence
and dynamic capability with sustainable competitive advantage: An empirical
study in Indonesian MSMEs. Management Science Letters 10 (2020), 709-720

Kim, H. J. (2019). Reconciling Entrepreneurial Orientation and Dynamic Capabilities: A
Strategic Entrepreneurship Perspective. The Journal of Entrepreneurship, 27(2), 180—
208.

Kohli, A. K., & Jaworski, B. J. (1990). Market Orientation: The Construct, Research
Propositions, and Managerial Implications. Journal of Marketing, 54(April), 1-18.

Kraus, S., Harms, R., & Fink, M. (2009). Entrepreneurial marketing: moving beyond
marketing in new ventures. International Journal of Entrepreneurship and Innovation
Management, 11(1), 19.

Kraus, S., Harms, R., & Fink, M. (2009). Entrepreneurial marketing: moving beyond
marketing in new ventures. International Journal of Entrepreneurship and Innovation
Management, 11(1), 19-34.

Laaksonen, O., & Peltoniemi, M. (2018). The essence of dynamic capabilities and their
measurement. International Journal of Management Reviews, 20(2), 184-205.
Retrieved from: http://d0i:10.1111/ijmr.12122

Lagat, C. & Frankwick, G. L. (2017). Marketing capability, marketing strategy
implementation and performance in small firms. Journal for Global Business
Advancement, 10(3), 327-345.

Lassen, A. H., Gertsen, F., & Riis, J. O. (2006). The nexus of corporate entrepreneurship
and radical innovation. Corporate Entrepreneurship and Radical Innovation, 15
(4),359-372.

Lavie, D. (2006). Capability reconfiguration: An analysis of incumbent responses to
technological change. Academy of Management Review, 31(1), 153-174.

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

Lee, J. E., & Watkins, B. (2016). YouTube bloggers’ influence on consumer luxury brand
perceptions and intentions. Journal of Business Research, 69(12), 5753-5760.

Lee, L. T. S., & Sukoco, B. M. (2007). The Effects of Entrepreneurial Orientation and
Knowledge Management Capability on Organizational Effectiveness in Taiwan:
The Moderating Role of Social Capital. International Journal of Management
24(3),549-572.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 30


http://oapub.org/soc/index.php/EJMMS
http://doi:10.1111/ijmr.12122

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Leornard-Barton, D. (1992). Core capabilities and core rigidities: A paradox in managing
new product development. Strategic Management Journal, 13,111-125

Li, D. Y, & Liu, J. (2014). Dynamic capabilities, environmental dynamism, and
competitive advantage: Evidence from China. Journal of Business Research, 67(1),
2793-2799.

Li, Y., Liu, Y., & Zhao, Y. B. (2006). The role of market and entrepreneurship orientation
and internal control in the new product development activities of Chinese firms.
Industrial Marketing Management, 336-347.

Lin, X., & Germain, R. (2003). Organizational structure, context, customer orientation,
and performance: Lessons from Chinese state-owned enterprises. Strategic
Management Journal, 24(11), 1131-1151.

Luo, Y. (2000). Dynamic Capabilities in International Expansion. Journal of World Business,
35(4), 355-378.

Maclnerney-May, K. (2012). The value of dynamic capabilities for strategic management.
Unpublished doctoral thesis. Universitat zu Koln.

Mahrous, A., Genedy, M. A., & Kalliny, M. (2020). The impact of characteristics of intra —
organizational environment on entrepreneurial marketing intensity and
performance in Egypt. Journal of Entrepreneurship in Emerging Economies. 12(5), 621-
642.

Manuj, I, Omar, A., & Yazdanparast, A. (2013). The quest for competitive advantage in
global supply chains. Transportation Journal, 52(4), 463—492.

Marjanova, T. J.,, Sofijjanova, E. Davcev, & L. Temjanovski, R. Entrepreneurial
Competition Orientation and Profitability: The Case of a Developing
Economy. Procedia - Social and Behavioral Sciences, 207, 652-661. Retrieved from:
https://doi.org/10.1016/j.sbspro.2015.10.135.

McKelvie, A. (2007). Innovation in new firms: Examining the role of knowledge and growth
willingness.  (Doctoral Dissertation). Jonkoping, Sweden: Internationella
Handelshogskolan.

Meyer, A. D., Tsui, A. S., & Hinings, C. R. (1993). Configurational approaches to
organizational analysis. The Academy of Management Journal, 36(6), 1175-1195.

Meyers, L. S., Gamst, G. C., & Guarino, A. J. (2005). Applied multivariate research: Design
and interpretation. Sage Publications, Thousand Oaks.

Miller, R., & Floricel, S. (2004). Value creation and games of innovation. Research-
Technology Management, 47(6), 25-37.

Mitchelmore, S. & Rowley, J. (2013). Entrepreneurial competencies of women
entrepreneurs pursuing business growth. Journal of Small Business and Enterprise
Development, 20(1), 125-142.

Mohamad, M., & Bakar, M. S. (2017). Malay Women Entrepreneurial Success: Challenges
and Barriers. International Journal of Accounting, Finance and Business, 2(5), 76-84.

Monteiro, A. P., Soares, A. M., & Rua, O. L. (2017). Entrepreneurial orientation and export
performance: the mediating effect of organisational resources and dynamic
capabilities. International Business and Entrepreneurship Development, 10(1), 3-20.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 31


http://oapub.org/soc/index.php/EJMMS
https://doi.org/10.1016/j.sbspro.2015.10.135

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Morris, M., Schindehutte, M., & LaForge, R. (2002). Entrepreneurial marketing: A
construct for integrating emerging entrepreneurship and marketing perspectives.
Journal of Marketing Theory & Practice, 10(4), 1-19.

Morrish, S. C., & Jones, R. (2020). Post disaster business recovery. An entrepreneurial
marketing perspectives. Journal of Business Research, 113(2020), 83-92

Morrish, S.C., Miles, M.P. & Deacon, J.H. (2010). Entrepreneurial marketing;
Acknowledging the entrepreneurs and customer centric. Journal of Strategic
Marketing 18(4), 303-316

Mutalib, R. A., Arshad, R, Ismail, N. S, & Ahmad, Z. (2015). Women and
entrepreneurship: An overview of women entrepreneurship programs in
Malaysia. Special Issue on Social Entrepreneurship 11, 15-28.

Nelson, R. R., & Winter, S. (1982). An evolutionary theory of economic change. The Belknap
Press, Cambridge MA.

Nieves, J., & Haller, S. (2014). Building dynamic capabilities through knowledge
resources. Tourism Management, 40 (February), 224-232.

Nwankwo, C. A., & Kanyangale, M. (2020). Entrepreneurial orientation and survival of
small and medium enterprises in Nigeria: an examination of the integrative
entrepreneurial marketing model. International Journal of Entrepreneurship, 24(2), 1-
14.

Ogunkoya, O., Hassan, B., & Shobayo, P. B. (2014). Dynamic capabilities and competitive
advantage: An analysis of the Nigerian banking sector. Journal of Accounting and
Management, 4(2), 24-36.

Orlando, L.R., & Alexandra, F. (2018). Assessing the relationship between entrepreneurial
orientation a reputational essential and absorptive capability. A Resources Based
Approach. 26(1) 30-37.

Parida, V. (2008). Small Firm Capabilities for Competitiveness. Lulea University of
Technology.

Pezeshkan, A., Fainshmidt, S., Nair, A., Lance Frazier, M., & Markowski, E. (2016). An
empirical assessment of the dynamic capabilities— performance relationship.
Journal of Business Research, 69(8), 2950-2956.

Porter, M. (1998). The competitive advantage of nations. New York: The Free Press

Power, B., & Reid, G. C. (2005). Flexibility, Firm-Specific Turbulence and the Performance
of the Long-lived Small Firm. Review of Industrial Organization, 26(4), 415-443.

Prabowo, H., Sriwidadi, T., & Ikhsan, R.B. (2021). The influence of dynamic capability on
sustainable competitive advantage: An empirical study of small businesses in
Indonesia. Journal of Asian Finance, Economics and Business, 8(6), 949-959.

Ramos, S.V. (2016). Entrepreneurial marketing: a historical exploration and implications for
practice. Selected Honors Theses, Paper 46.

Ranatunga, R., Priyanath, H. M. S., & Megama, R. G. N. (2020). Digital literacy, business
uncertainty and economic performance: an empirical study of small businesses in
Sri Lanka. Journal of Academic Research in Business and Social Sciences, 10(5), 50-76.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 32


http://oapub.org/soc/index.php/EJMMS

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Rashid, K. M., Ngah, C. H., Mohamed, Z., & Mansor, N. (2015). Success factors among
women entrepreneur in malaysia. International Academic Research Journal of
Business and Technology, 1(2), 28-36.

Rezvani, M., & Fathollahzadeh, Z. (2020). The impact of entrepreneurial marketing on
innovative marketing performance in small-and medium-sized companies. Journal
of Strategic Marketing, 28(2), 136-148.

Rice, J., Liao, T. S., Galvin, P., & Martin, N. (2015). A configuration-based approach to
integrating dynamic capabilities and market transformation in small and medium-
sized enterprises to achieve firm performance. International Small Business Journal,
33(3), 231-253.

Rothaermel, F. T. (2013). Strategic Management: Concepts & Cases (-). New York: Irwin
McGraw-Hill.

Sadiku-Dushi, N., Leo-Paul, D., & Veland, R. (2019). Entrepreneurial marketing
dimensions and SMEs performance. Journal of Business Research, 100, 86-99.
https://doi.org/10.1016/j.jbusres.2019.03.025

Sarasvathy, S. D. (2001). Effectual reasoning in entrepreneurial decision making: existence and
bounds. Academy of management proceedings 2001: Briarcliff Manor, New York,
NY 10510: Academy of Management, D1-Dé.

Shamsie, J., Martin, X., & Miller, D. (2009). In with the old, in with the new: Capabilities,
strategies, and performance among the Hollywood studios. Strategic Management
Journal, 30(13), 1440-1452. Retrieved from: http://d0i:10.1002/smj.789

Sheth, J. N., Sisodia, R. S., & Sharma, A. (2000). The antecedents and consequences of
customer-centric marketing. Journal of the Academy of Marketing Science, 28(1), 55-
66.

Short, J. C., Payne, G. T, & Ketchen, D. ]J. (2008). Research on organizational
configurations: Past accomplishments and future challenges. Journal of
Management, 34(6), 1053-1079.

Sijabat, E. A. S., Nimran, U., Utami, H. N., & Prasetya, A. (2021). The effects of dynamic
capabilities, entrepreneurial creativity and ambidextrous innovation on firm’s
competitiveness. The Journal of Asian Finance, Economics and Business, 8(1), 711-721.
Retrieved from: http://doi.org/10.13106/jafeb.2021.vol8.nol.711

Tambunan, T. T. H. (2011). Development of small and medium enterprises in a
developing country: The Indonesian case. Journal of Entreprising Communities:
People and Places in the Global Economy. 5(1), 68-82.

Teece, D. J. (2007). Explicating dynamic capabilities: The nature and microfoundations
of(sustainable) enterprise performance. Strategic Management Journal, 28(13), 1319-
1350. Retrieved from: http://d0i:10.1002/smj.640

Teece, D. ]., & Pisano, G. (1994). The dynamic capabilities of firms: An introduction.
Industrial and Corporate Change, 3(3), 537-556.

Teece, D. J., Pisano, G., & Shuen, A. (1990). Firm capabilities, resources and the concept of
strateg. Economic Analysis and Policy Working Paper EAP 38, University of

California.

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 33


http://oapub.org/soc/index.php/EJMMS
https://doi.org/10.1016/j.jbusres.2019.03.025
http://doi:10.1002/smj.789
http://doi.org/10.13106/jafeb.2021.vol8.no1.711
http://doi:10.1002/smj.640

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

Teece, D. ].,, Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic
management. Strategic Management Journal, 18(7), 509-533. Retrieved from:
http://doi:10.1002/(SICI)10970266

Teguh, S., Hartiwi, P., Ridho, B. I, Bachtiar, S. H., Synthia, A. S., & Noor, H. A. (2021).
Innovation capability and sustainable competitive advantage: An entrepreneurial
marketing perspective. The Journal of Asian Finance, Economics, and Business, 8(5),
127-134.

The Jamovi Project (2021). Jamovi. (Version 2.0) [Computer Software]. Retrieved from:

https://www.jamovi.org.

The World Bank. (2021). Self-employed, total (% of total employment) (modelled ILO
estimate) — Malaysia. Retrieved from: http://data.worldbank.org/indicator
Thomas, L. C., Painbéni, S., & Barton, H. (2013). Entrepreneurial marketing within the
French wine industry. International Journal of Entrepreneurial Behaviour and Research,

19(2), 238-260.

Tondolo, V. A. G., & Bitencourt, C. C. (2014). Compreendendo as capacidades dinamicas
a partir de seus antecedentes, processos e resultados. Brazilian Business Review,
11(5), 124-147.

Tucker, L. R., & Lewis, C. (1973). The reliability coefficient for maximum likelihood factor
analysis. Psychometrika, 38: 1-10.

Tutueanu, G., & Serban. (2013). The effects of dynamic capabilities in the entrepreneurial
tirms. International Management, 7(1), 477-490.

Vargo, S. L., & Lusch, R. F. (2008). Service-dominant logic: continuing the evolution
Journal of the Academy of Marketing Science, 36(1), 1-10.

Verona, G., & Ravasi, D. (2003). Unbundling dynamic capabilities: An exploratory study
of continuous product innovation. Industrial and Corporate Change, 12(3), 577-606.

Vogel, R., & Guttel, W. H. (2013). The dynamic capability view in strategic management:
A bibliometric review. International Journal of Management Reviews, 15(4), 426-446.
Retrieved from: http://d0i:10.1111/ijmr.12000.

Wang, C. L., & Ahmed, P. K. (2004). Leveraging knowledge in the innovation and
learning process at GKN. International Journal of Technology Management, 27(6/7),
674—688.

Wang, C. L., & Ahmed, P. K. (2007). Dynamic capabilities: A review and research agenda.
International Journal of Management Reviews, 9, 31-51.

Wang, C. L., Senaratne, C. & Rafiq, M. (2015). Success traps, dynamic capabilities and
tirm performance. British Journal of Management, 26(1), 26-44.

Whalen, P., Uslay, C., Pascal, V. ].,, Omura, G., McAuley, A., Kasouf, C. J., & Gilmore, A.
(2016). Anatomy of competitive advantage: towards a contingency theory of
entrepreneurial marketing. Journal of Strategic Marketing, 24(1), 5-19.

Wheeler, B. (2002). NeBIC: A dynamic capabilities theory for assessing net-enablement.
Information Systems Research 13(2), 125-146.

Wilden, R., & Gudergan, S. P. (2015). The impact of dynamic capabilities on operational
marketing and technological capabilities: Investigating the role of environmental

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 34


http://oapub.org/soc/index.php/EJMMS
http://doi:10.1002/(SICI)10970266
https://www.jamovi.org/
http://data.worldbank.org/indicator
http://doi:10.1111/ijmr.12000

Kumaran Kanapathipillai, Sharvena Kumaran, Subaneewasri Narayanan
THE MEDIATING EFFECT OF ENTREPRENEURIAL MARKETING STRATEGY BETWEEN DYNAMIC
CAPABILITIES AND COMPETITIVE ADVANTAGE IN THE WOMEN-OWNED ENTERPRISES IN MALAYSIA

turbulence. Journal of the Academic of Marketing Science. 43, 181-199. Retrieved
from: https://doi.org/10.1007/s11747-014-0380-y

Winter, S. (2003). Understanding dynamic capabilities. Strategic Management Journal,
24(10), 991-995.

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

Wu, L. Y. (2010). Applicability of the resource-based and dynamic-capability views under
environmental volatility. Journal of Business Research, 63, 27-31

Zahra, S., Sapienza, H. J., & Davidsson, P. (2006). Entrepreneurship and dynamic
capabilities: A review, model and research agenda. Journal of Management Studies,
43(4), 917-946.

Zott, C. (2003). Dynamic capabilities and the emergence of intraindustry differential firm
performance: Insights from a simulation study. Strategic Management Journal, 24(2),
97-125.

Creative Commons licensing terms

Authors will retain copyright to their published articles agreeing that a Creative Commons Attribution 4.0 International License (CC BY 4.0) terms will be
applied to their work. Under the terms of this license, no permission is required from the author(s) or publisher for members of the community to copy,
distribute, transmit or adapt the article content, providing a proper, prominent and unambiguous attribution to the authors in a manner that makes clear
that the materials are being reused under permission of a Creative Commons License. Views, opinions and conclusions expressed in this research article
are views, opinions and conclusions of the author(s). Open Access Publishing Group and European Journal of Management and Marketing Studies shall
not be responsible or answerable for any loss, damage or liability caused in relation to/arising out of conflict of interests, copyright violations and
inappropriate or inaccurate use of any kind content related or integrated on the research work. All the published works are meeting the Open Access
Publishing requirements and can be freely accessed, shared, modified, distributed and used in educational, commercial and non-commercial purposes
under a Creative Commons Attribution 4.0 International License (CC BY 4.0).

European Journal of Management and Marketing Studies - Volume 7 | Issue 3 | 2022 35


http://oapub.org/soc/index.php/EJMMS
https://doi.org/10.1007/s11747-014-0380-y
https://creativecommons.org/licenses/by/4.0/

