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Abstract 
Introduction: The motivation behind this stud is to explore the business procedure and 
execution in Small and Medium-Sized Enterprises (SMEs). The study zeroed in on SME's a 
result of the significance of SME's in the economy and the high level of them in the Malaysian 
business population. The current study inspected the connection between the coordinated 
integrated communication (for example Market-driving vision, Organizational Collaboration, 
Marketing Learning, Information Technology Resources and Market Turbulence) and SME's 
business performance. 
Methodology: This study used a survey methodology, then analysed by using a descriptive 
analysis, correlation and regression analysis.  
Findings: The outcome uncovered that variables had blended outcomes on SME's business 
achievement that lone marketing turbulences been accepted, though market-driving vision, 
marketing learning, information technology resources and organization collaboration came 
about the hypothesis been dismissed. 
Conclusions/and Recommendations: This study gave significant commitments to 
professionals in creating approaches and procedures for business accomplishment among 
SME's in Malaysia. 
Keywords: Business Performance, Integrated Marketing Communication, SME’s 
 
Introduction 
SMEs represented 99% of all organizations over the Organization for Economic Co-activity and 
Development (OECD) nations and contributed between 50-60% of significant worth included. 
Commonly, SMEs work in administrations division with lower section expenses and asset 
necessities, especially discount and retail exchange and development. There are generally less 
SMEs in assembling area, prominently those that are capital or information escalated, 
requiring a bigger size of creation. Zafirah and Masri (2020) highlighted that,   In Malaysia a 
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systemic quality control for small businesses, which can be assessed in terms of specifications 
of the ISO 9001 quality standard or model framework of excellence, is not endorsed if you do 
not in most cases have high levels of low sophistication for enterprises.  
 
Regarding worldwide economic situation of SMEs and enterprise, consistent improvement 
has been seen since the 2008/2009 monetary emergency, primarily determined by worldwide 
speculations and a bounce back in business certainty. Regardless of late indications of fixing, 
bank loaning to SMEs has been expanding at a moderate pace across nations reflecting lower 
interest for conventional bank financing by SMEs that have re-established their net revenues, 
inner financing limit and improved the business profiles to pull in elective financing sources. 
Simultaneously, challenges in getting to fund persevere for microenterprises, new companies 
and imaginative endeavours with novel plans of action. 
 
This paper endeavours to examine the consistence of SME practice with integrated marketing 
communication correspondence hypothetical methodology for example market-driving 
vision, organization learning, marketing learning, information technology resources and 
market turbulence. In moving the examination field to SME together break down the various 
components of incorporation of marketing communication, exercises, hierarchical cycle and 
objectives. 
 
Literature Review 
The literature review was reviewed relating to the construct of the study and the relationship 
between integrated marketing communication i.e. market-driving vision, organizational 
collaboration, marketing learning, information technology resources and market turbulence 
with business performance of which the research gap was identified with five (5) research 
hypothesis. 
 
Small and Medium Enterprises in Malaysia 
SMEs are portrayed as the substances with the quantity of faculty fall underneath to a specific 
limit or other models, for example, by size, resource, deals turnover, and settled up capital 
(Chin and Lim, 2018). In Malaysia, SMEs are classified into administration or assembling area.  
For assembling division, SMEs are accumulated into three sorts of size which are smaller than 
usual (laborers under 5 and arrangements turnover of under RM300, 000); little (5 to 75 
delegates with less turnover from RM300, 000 to under RM15 million) and medium (agents 
from 75 to 200 with bargains turnover of RM15 million to not outperforming RM50 million). 
At that point, the organizations and various territories are depicted as components with 
bargains turnover not outperforming RM20 million or full-time agents not outperforming 75 
workers. Therefore, if SMEs are to achieve their goals efficiently, they must change traditional 
management concepts and adapt the concepts of modern management. Zafirah and Masri 
(2020) 
 
Business Performance 
The business performance has been generally analysed by researchers. Researchers have 
considered various factors which have sway business performance. They found that there are 
numerous factors which impact business performance, for example, entrepreneurial 
orientation (Wales, Parida, Patel, 2013; Alegre, Chiva, 2013), information technology (Chae, 
Koh, Prybutok, 2014) procedure and different factors. Regardless of whether there are 
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different factors affecting business performance, authority style and inventiveness factors 
effect sly affect business execution. 
Since pioneers have imperative effects over association procedures and innovativeness is 
crucial effect on genuine condition. After competition has become a weight contraption for 
associations wherever on over the world, the subjects of creativity and advancement have 
raised its place rapidly and these thoughts have ensured about their circumstance inside the 
degree of business strategies. Additionally, this there is brooder composing which has 
examined with association among imagination and execution. Rubera and Kirca (2012) have 
highlighted the relationship on firm inventiveness and execution for meta-informative 
confirmation. As demonstrated by the study, firm innovativeness in an indirect way impacts 
firm a motivator through its ramifications for market position and money related position. 
 
Integrated Marketing Communication. 
Since its origin in the mid-1990s, incorporated integrated marketing communication (IMC) 
has picked up prevalence among the two scholastics and specialists [Taylor, 2010a; Laurie and 
Mortimer, 2011; Association of National Advertisers (ANA), 2011], and research here is in 
crescendo (Kliatchko, 2008a, 2008b; Schultz et al., 2014; Muñoz-Leiva et al., 2015). Masri and 
Sallina (2020), defined that Integrated marketing communication is a strategic business 
method used for preparation, developing, executing, assessing, evaluating, organizing and 
convincing brand communication strategies with buyers, customers, prospective clients, 
suppliers and all other stakeholders in the organization. While this idea has been deciphered 
diversely and its hypothetical position is to some degree obscure, Tafesse and Kitchen (2016) 
have called attention to that most of the surviving writing has arrived at an agreement in its 
thought of IMC as an important methodology.  
 
In any case, IMC is still under-investigated (Ots and Nyilasy, 2015) and the restricted 
observational proof supporting positive outcomes got from its execution stays a hindrance 
compelling practice and more extensive acknowledgment in meeting rooms. Masri and Tan  
(2020) suggested that, the researcher can emphasis more on the Integrated Marketing 
Communication (IMC) such as direct selling, mobile marketing, social media marketing, sales 
promotion and others, to investigate its role to build strong relationship with customers. 
 
Hence, the hypothesis of the study as follows:- 
H1:- Marketing turbulence positively affect business performance. 
H2:- Market-driving vision positively affect business performance. 
H3:- Marketing learning positively affect business performance. 
H4:- Information technology resources positively affect business performance. 
H5:- Organization collaboration positively affect business performance. 
 
Research Methodology 
Research is a step-by-step procedure to provide a better comprehension of a problem or issue 
by collecting and analysing info and acquiring knowledge (Creswell, 2012; Matthews & Ross, 
2010; Paniel, 2015). Research design is a work plan which includes the complete methodology 
in detail to make sure the collected data can accurately answer the research questions. As 
mentioned by Sekaran (2003), employing the correct approach will significantly strengthen 
the value of the research outcomes. Sekaran and Bougie’s (2016) research model described 
the causal relationship amongst variables instead of describing variables as either cause or 
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effect whereby the cause is the independent variable while the direction of the effect 
(dependent variable) can be either be positive or negative in nature.  
 
Therefore, to draw a powerful and convincing conclusion with the ability to answer the 
research questions, the research design should be planned according to the research problem, 
questions, objectives, and hypotheses. Based on the research objectives, this study intends to 
determine the factors influencing integrated marketing communication toward business 
performance in SME’s in Malaysia. Therefore, this study is a causal research that looking for 
in testing cause-and-effect relationship between variables. 
 
Target survey is entrepreneur’s owners and highest managers in SME’s companies. The main 
reason for the researcher to choose owners or managers or management over other 
companies is because these types of people need to be vigilant and familiar with the overall 
performances and activities of their company. A manager or owner can always be defined as 
having a vision and ability to manage it. Therefore, top management has the ability to better 
view and evaluate their firm, and they need to be aware of their organization in terms of 
decision-making, operations, performances and employee relationships (Barry 2008). 
 
Data Analysis and Findings 
The data collection that was done through the survey method, which is using the 
questionnaire that involved 225 respondents, is to increase the probabilities of collecting the 
data. The total response rate recorded is 1.05%.  The distribution of questionnaires was 
randomly based to SME business based in Kuala Lumpur that represent a total population of 
21, 344 SME’s. Overall response rate is 1.05% of the 225 questionnaires distributed. 
 
Background of the respondents is the initial part of the conduct surveys through survey forms. 
Through the background of the respondents, researchers can see more detail of all aspects 
such as gender, age, highest level of education, marital status, and position in the company, 
company’s establishment, total employees, types of ownership and type of industry. The 
purpose to obtain the profile of the respondents is to ensure the equal representation in the 
stud by using SPSS version 23.0. The following is an analysis of respondents' background made 
overall in the test frequency through the test SPSS version 23.0. 

 
The total number of respondents is 225 SME’s in Kuala Lumpur, and percentage of male is 
84.0% and 16.0% were female and showing the highest rate for male in  SME’s. The highest 
age recorded is 31-40 years forming 56.9%, followed by 24.9% respondents from age 25-30 
years, then, 10.7% from age 41-50 and lastly is 7.7% from respondents age from age 51 years 
old and above. 
 
For company’s establishment, the highest ranking is above 16 years which represent 35.1%, 
followed by SME below y years 30.7%, 6 to 10 years 17.3% and 11 to 15 years 16.9%. For total 
employees that SME have is represent 41.3% by above 151 staffs, followed by below 20 staffs 
34.2%, 21 to 50 staffs 12.0%, 101 staffs to 150 staffs 7.1% and 51 to 100 staff 5.3%. For types 
of ownership the highest ranking represent 41.3% is sole proprietorship, followed by 
partnership 33.3% and private limited (sdn bhd) 25.3%.   
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As to identify the reliability of the items measure, the reliability analysis is done.  Based on 
the result of the test for dependent variable and independent variables, the requirements of 
Cronbach Alpha must more than 0.7 and acceptable to conduct the research (Salkin, 2009). 
The Cronbanch Alpha value is within the range of 0.8 and 0.9 is very good and acceptable for 
conduct the research (Salkin, 2009). If the reliability of the Cronbach Alpha smaller than 0.6 
the valued is poor (Salkin, 2009). Table 4 is the summary of reliability results. Thus, the 
Cronbach Alpha for this study are business performance; .879, marketing turbulences; .902, 
market-driving vision; .896, market learning; .907, information technology resources; .932 
and organization collaboration; .897. 

 
Further, the descriptive investigation is to recognize the general scope of answer for each 
construct and assists with clarifying the attributes of the respondents in this research. The 
reactions that got in this investigation recorded 1.00 in the base reaction and 5.0 in the 
greatest estimation of reaction in this examination. Other than that, the estimation of mean 
were measure on a five Likert scale, which implies the higher number on the five point scale, 
will be more higher the integrity of the variable. On the off chance that the appropriate 
response is closer to five, will give a positive answer, and if the appropriate response near 
zero mirrors a negative idea from the respondents. What's more, if the estimation of mean is 
more than 4 shows a high arrangement, under 2 were considered as low understanding and 
mean estimation of 3 was considered as a moderate understanding. In this examination, the 
most noteworthy estimation of mean is 3.9441 for data innovation assets and the least worth 
is at 3.8009 which is business performance. Table underneath introduced a descriptive 
analysis in this research. 
 
Table 1 
Descriptive Analysis  

Variables (n=412) 
N Minimum Maximum Mean Std. Deviation 

Statistic Statistic Statistic Statistic Statistic 

Business 
Performance 

225 2.20 5.00 3.8009 .73497 

Marketing 
Turbulences 

225 2.00 5.00 3.8770 .72302 

Market driving 
vision 

225 1.67 5.00 3.8467 .72362 

Marketing Learning 225 2.00 5.00 3.8809 .76160 

Information 
Technology 
Resources 

225 2.00 5.00 3.9441 .72816 

Organization 
Collaboration 

225 2.00 5.00 3.8259 .73796 

 
The correlation testing in this research was done to know the connection between the 
variables utilized. Mayers, Gamst and Guarine (2006) referenced the issues of 
multicollinearity and as per Cooper and Schindler (2003), no accurate level on building up the 
connection between the variables that have multicollinearity. They additionally contend the 
relationship of 0.80 or more may cause issues and propose a lower connection as good. In 
this examination, the connection between the factors will tried dependent on the rules by 
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Guilford (1956). On the off chance that the connection is under .20 demonstrated as 
powerless relationship, .20 to .40 as a feeble relationship, .40 to .70 as moderate relationship 
and .70 to .90 as solid and more than .90 as solid relationship. Correlations not include the 
circumstances and logical results and just show how palatable the connection between the 
factors (Zikmund, 2003).  
 
Researcher utilized Pearson connection to test the goal in this examination to test the goal. 
Below table shows the relationship between all the variables in this investigation. The most 
elevated relationship coefficient is enrolled between business performance and marketing 
turbulences .801**, p<0.000 followed by correlation coefficient between and least 
relationship is .691**, p<0.000 between business performance and marketing learning. 
 

Table 2 
Summary of Correlations 

 BP MT MDV ML ITR OC 

BP Pearson 
Correlation 

1 .801** .760** .691** .706** .721** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 225 225 225 225 225 225 

MT Pearson 
Correlation 

.801** 1 .865** .808** .828** .784** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 225 225 225 225 225 225 

MDV Pearson 
Correlation 

.760** .865** 1 .867** .843** .860** 

Sig. (2-tailed) .000 .000  .000 .000 .000 

N 225 225 225 225 225 225 

ML Pearson 
Correlation 

.691** .808** .867** 1 .839** .828** 

Sig. (2-tailed) .000 .000 .000  .000 .000 

N 225 225 225 225 225 225 

ITR Pearson 
Correlation 

.706** .828** .843** .839** 1 .816** 

Sig. (2-tailed) .000 .000 .000 .000  .000 

N 225 225 225 225 225 225 

OC Pearson 
Correlation 

.721** .784** .860** .828** .816** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 225 225 225 225 225 225 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
In order to determine the relationship between the dependent variable (business 
performance) and independent variables (marketing turbulences, market-driving vision, 
marketing learning, information technology resources and organization collaboration) to 
ensure these variables has a stronger or weaker relationship with the job performance. 
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Table 3 
Multiple Regression analysis of independent variable to dependent variable 

Independent Variables Beta Sig. 

Marketing Turbulences .556 .000 

Market-driving Vision .172 .099 

Marketing Learning -.068 .442 

Information Technology Resources -.001 .989 

Organization Collaboration .194 .020 

**P<0.01, R Square = .669 
Thereafter, the summary of the hypothesis shows as follows: - 
 
Table 4 
Hypothesis  

 No Hypothesis Result 

H1 
Marketing turbulences affects business 
performance. 

Accepted 

H2 
Market-driving vision affects business 
performance. 

Rejected 

H3 
Marketing learning positively affects 
business performance 

Rejected 

H4 
Information technology resources affects 
business performance 

Rejected 

H5 
Organization collaboration affects business 
performance 

Rejected 

 
The Discussion 
Overall the relationship between marketing turbulence and business performance shows 
positively significant. In correlation result in table 4.6 indicates the hypothesis been accepted 
between marketing turbulence and business performance. Based on this result, it is shows 
that SME’s that react on any changes in their industries that could affect their business 
performance. 
 
As per Saridan and Mohamed (2012) has found that few components developed as 
profoundly affecting the achievement of these undertakings: the presence of key linkages 
with other private ventures, the lead of different advancements and the appropriation of in 
reverse coordination system. These equivalent components, nonetheless, were found to have 
no huge effect on the undertakings in the midst of serious rivalry. It’s reflected that the 
marketing turbulences having significant role in ensuring SME’s performance. 
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However, the relationship between market-driving vision and business performance 
registered not significant relationship. In correlation result in table 4.6 indicates the 
hypothesis been rejected between market-driving vision and business performance. Based on 
this, it’s indicate that SME’s not having properly set-up within their organization that resulted 
did not aware on the changes of their customer’s need and want. 
 
Alluding to Richard and Diane (2001) marketing driving vision can be depicted as a culture in 
which associations endeavour to make predominant incentive for their clients (and unrivalled 
performance for the business) by zeroing in on client needs and long haul gainfulness. While 
all organizations are unequivocally affected by their outside condition, little to medium 
estimated firms (SMEs) might be significantly more impacted by their own inward culture. 
The littler firms are not so much regulatory but rather more their very own impression explicit 
administration and inside conditions. 
 
However, for this study, the independent variables did not significantly reflect to the SME’s 
business performance that indicate that most of the SME’s did not re-act on the changes 
either internally or externally. 
 
In addition to the relationship between marketing learning and business performance 
registered not significant relationship. In correlation result in table 4.6 indicates the 
hypothesis been rejected between market-driving vision and business performance. Based on 
this, it’s indicate that SME’s did not re-act on any changes towards their industries.  
 
As indicated by Porcu et al. (2016) referenced that better bits of knowledge into the impacts 
authoritative and pioneer qualities have on marketing learning can prompt more powerful 
advertising rehearses and furthermore the inward attributes of an association can assume a 
deciding function in executing an association wide marketing learning. It shows that the 
capacity to make and support the required hierarchical culture and asset foundation might 
be harder for SME's. 
 
Looking forward on the relationship between information technology and business 
performance registered not significant relationship. In correlation result in table 4.6 indicates 
the hypothesis been rejected between information technology and business performance. 
Based on this, it’s indicate that SME’s did not upgrades the related information about their 
firm’s based on the changes of the information technology.  
 
In view of Tim Pett et al. (2010) that the capacity to utilize data information technology for 
business measure improvement, in the help of data gathering for better dynamic, and in any 
case upgrade of firm execution has for quite some time been the domain of huge firms. In any 
case, with declining costs, improved processing power, and quicker web network little and 
medium-sized endeavours (SMEs) might have the option to make and build up a compelling 
information technology competency. It shows that the important of the information 
technology that could reshape the performance of the SME’s. 
 
The relationship between organization collaboration and business performance registered 
not significant relationship. In correlation result in table 4.6 indicates the hypothesis been 
rejected between organization collaboration and business performance. Based on this, it’s 
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indicate that SME’s did not communicate within the organizational regards to changes of the 
market whether internally or externally. 
 
As per Radziwon and Bogers (2018) that small and medium measured undertakings (SMEs) 
regularly participate involved with outside accomplices that supplement their exercises in 
improving their items and administrations so as to keep up their piece of the overall industry 
in a serious scene. Other than that the favourable circumstances offered by being installed 
inside territorial ecosystem system limits, for example, low exchange costs and decreased 
dangers of crafty practices, ecological open doors for outer information sourcing or increment 
of the range of authority. It shows that there is a difficulties, for example, low self-governance 
and authority over the accomplices and demonstrate shared issues and obligations critical for 
additional environment advancement for SME's in Malaysia. 
 
Limitation and Conclusion 
This study has limitation need to be face. The time is very limited to conduct this research for 
the whole SME’s especially in Kuala Lumpur. The natures in policing career also have some 
difficulties to collect the data and to get some information. This is because, researcher need 
to follow their time and also schedule before meeting up. The main aim of this paper is to 
comprehensively review the connection between the market-driving vision, organizational 
collaboration, marketing learning, information technology resources, market turbulence and 
its impact on the business performance. In light of this research, it very well may be closed 
from the review of literature that the marketing turbulence is exceptionally connected with 
business performance. Modern vulnerabilities, by examination, identify with inputs utilized 
by the undertaking, rivalry and market, and ought to change across enterprises. Information 
vulnerabilities allude to the unconventionality in the procurement of satisfactory amounts 
and characteristics of creation inputs. Market vulnerabilities result from eccentric changes in 
the client condition, while serious vulnerabilities allude to the contender condition which 
envelops new contestants, industry contenders and item substitutes. Since mechanical 
vulnerabilities differ across enterprises, it is proper when the unit of analysis is an industry. 
 
This research investigates intentionally oversaw shared information streams across 
hierarchical limits applied by SMEs that add to the advancement of the development of the 
ecosystem system they are drenched in. Besides, defining limits of productivity in the 
opportune spot could essentially expand open advancement exercises consequently 
emphatically affecting environment individuals' general presentation. Ecosystem system 
embeddedness could give an uncommon situation where, because of solid 
interdependencies, which diminish dangers of crafty practices, exchange expenses may 
fundamentally diminish for SME's to perform better in their ventures generally. 
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