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Abstract
This study investigates the impact of competitive aggressiveness on the performance of textile-based
manufacturing small enterprises in Kenya. Employing a mixed-methods approach, the research combines
quantitative data from surveys with qualitative insights from interviews to assess how aggressive competitive
strategies influence key performance indicators such as sales growth, profitability, and market share. The
findings reveal a significant positive correlation (r = 0.58, p < 0.01) between competitive aggressiveness and
overall firm performance. Enterprises classified as highly competitive reported an average annual sales growth of
30%, while those exhibiting lower levels of aggressiveness showed only 15%. Regression analysis indicates that
competitive aggressiveness accounts for approximately 55.8% of the variance in performance, with a
standardized coefficient (Beta) of 0.747, underscoring its substantial role.Qualitative insights from respondents
highlight that firms employing aggressive marketing tactics, competitive pricing, and adaptive strategies to
competitor actions are more effective in improving their market positions. However, challenges such as limited
financial resources and market saturation hinder many SMEs from fully implementing aggressive strategies. The
study emphasizes the need for a competitive mindset among entrepreneurs and suggests that policymakers can
bolster this by fostering environments that promote innovation and facilitate access to resources. In conclusion,
the research demonstrates that competitive aggressiveness significantly influences the performance of textile-
based manufacturing SMEs in Kenya. Recommendations include providing financial assistance and training for
effective marketing strategies, encouraging investment in market research, and promoting collaboration with
industry associations. By adopting these measures, both entrepreneurs and policymakers can enhance
competitiveness and sustainability within the textile sector, ultimately contributing to economic growth in
Kenya.
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Introduction

Competitive aggressiveness refers to a firm's propensity to challenge rivals, seize market share, and outperform
competitors through assertive tactics such as aggressive pricing, product differentiation, and proactive marketing
strategies. In the context of textile-based manufacturing small enterprises (SMEs) in Kenya, competitive
aggressiveness plays a pivotal role in determining the overall performance of these firms within a highly
competitive and rapidly evolving market landscape. As the textile industry grapples with both local and
international competition, understanding the influence of competitive aggressiveness on performance becomes
crucial for the survival and growth of these SMEs. This paper seeks to explore the dynamics of competitive
aggressiveness in relation to the performance of textile-based manufacturing SMEs in Kenya, shedding light on
the strategies employed by these enterprises to navigate the complexities of the market.

The textile industry in Kenya is an essential sector contributing significantly to the country's economic
development, employment, and foreign exchange earnings. According to the Kenya National Bureau of Statistics
(KNBS, 2021), the textile and apparel sector accounted for approximately 7% of the total manufacturing output
and employed over 20,000 individuals. However, the industry faces numerous challenges, including high
production costs, fluctuating raw material prices, and stiff competition from imported products. In this context,
competitive aggressiveness becomes a vital strategy for textile-based SMEs to enhance their market positioning
and performance.
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Recent studies have highlighted the importance of competitive aggressiveness in driving firm performance in
various industries. For instance, research by Zhang et al. (2020) indicates that firms demonstrating high levels of
competitive aggressiveness are more likely to achieve superior financial performance and market share. This is
particularly relevant for SMEs, which often lack the resources and scale of larger competitors. In Kenya, where
the textile sector is characterized by a mix of traditional and modern practices, SMEs that adopt aggressive
competitive strategies can better navigate market challenges and capitalize on emerging opportunities.

Furthermore, the rapid evolution of consumer preferences and technological advancements necessitates that
textile-based SMEs remain agile and responsive to market changes. Competitive aggressiveness enables these
enterprises to introduce innovative products, improve service delivery, and enhance customer satisfaction. As
highlighted by Munyiri and Muriithi (2022), firms that engage in aggressive marketing and competitive tactics
are better positioned to retain customers and grow their market share in a crowded marketplace. This underscores
the need for a deeper understanding of how competitive aggressiveness influences the performance of textile-
based manufacturing SMEs in Kenya.

The interplay between competitive aggressiveness and performance is multifaceted, with various factors
influencing this relationship. The dimensions of competitive aggressiveness, including pricing strategies,
marketing initiatives, and product innovation, significantly impact the operational and financial outcomes of
textile-based SMEs. Additionally, the role of external factors, such as government policies, market trends, and
economic conditions, further complicates this relationship. Thus, exploring the influence of competitive
aggressiveness on performance requires a comprehensive examination of both internal and external variables that
shape the strategic decisions of textile-based SMEs in Kenya.

Global Perspective

The concept of competitive aggressiveness has garnered significant attention in the global business landscape,
particularly in industries characterized by rapid change and intense competition. Competitive aggressiveness is
often viewed as a key driver of innovation and market success, as firms seek to establish a strong market
presence and differentiate themselves from competitors. According to a study by Chen and Miller (2020), firms
that actively engage in competitive aggressiveness are better positioned to leverage opportunities in dynamic
environments, resulting in enhanced market share and profitability. This perspective underscores the importance
of adopting assertive competitive strategies to navigate challenges and capitalize on emerging trends.

In various regions, including North America and Europe, competitive aggressiveness has been linked to
successful market performance. For instance, research by Li and Zhao (2021) highlights that companies in the
technology sector that embraced aggressive pricing and rapid innovation strategies outperformed their peers.
This trend is evident in the textile industry, where firms that adopt aggressive marketing tactics, invest in product
development, and engage in strategic partnerships tend to achieve higher sales and customer loyalty. The global
textile market's evolution, driven by changing consumer preferences and technological advancements, reinforces
the necessity for competitive aggressiveness as a critical success factor.

Furthermore, the impact of competitive aggressiveness is increasingly recognized in emerging markets, where
SMEs often face unique challenges related to resource constraints and market access. In regions such as
Southeast Asia and Latin America, studies indicate that SMEs demonstrating competitive aggressiveness through
innovative approaches and proactive market strategies are more likely to succeed despite the competitive
pressures they encounter (Zhang et al., 2019). The global perspective thus highlights the universal relevance of
competitive aggressiveness as a vital component for firms striving to enhance their performance and sustain their
growth in an ever-evolving marketplace.

African Perspective

In the African context, competitive aggressiveness is becoming increasingly essential for small and medium-
sized enterprises (SMEs) in navigating the continent's complex and rapidly changing business environment.
African economies are characterized by a diverse range of industries and varying levels of market maturity,
where SMEs often play a crucial role in economic development and job creation. According to the African
Development Bank (2020), SMEs contribute approximately 80% of the continent's employment and are pivotal
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in fostering innovation and competition. As such, the need for aggressive strategies to capture market share and
enhance performance is paramount for these enterprises.

Research indicates that African SMEs are increasingly adopting competitive aggressiveness to respond to the
challenges posed by globalization and heightened competition. For instance, a study by Asimakopoulos et al.
(2021) highlights how SMEs in the textile industry in countries like Nigeria and Ghana have leveraged
aggressive marketing strategies, innovative product offerings, and competitive pricing to establish themselves
against larger competitors and international brands. This proactive approach has allowed these SMEs to tap into
local markets more effectively, enhancing their overall performance and sustainability.

Moreover, the interplay between competitive aggressiveness and the entrepreneurial spirit is particularly
noteworthy in the African context. African entrepreneurs are often characterized by their resilience and
resourcefulness, qualities that fuel competitive aggressiveness in challenging market conditions. A study by
Ngwira et al. (2022) emphasizes that SMEs that embrace an aggressive competitive stance are better equipped to
adapt to changing consumer preferences and economic fluctuations. This adaptability not only contributes to
their performance but also supports broader economic growth by fostering innovation and improving market
dynamics across various sectors. Thus, the African perspective underscores the critical role of competitive
aggressiveness in enhancing the performance of SMEs and contributing to the continent's economic
development.

Kenyan Perspective

In Kenya, competitive aggressiveness is a crucial determinant of performance for textile-based manufacturing
SMEs, as the sector faces both opportunities and challenges in a rapidly evolving market landscape. The Kenyan
textile industry, which was once a significant contributor to the economy, has experienced a resurgence in recent
years, primarily due to government initiatives aimed at reviving local manufacturing. According to the Kenya
National Bureau of Statistics (2021), the textile and apparel sector accounts for approximately 2% of the
country’s GDP and employs a significant number of people, highlighting the importance of competitive
strategies in this sector.

A key aspect of competitive aggressiveness in Kenya is the emphasis on innovation and differentiation among
textile SMEs. Many local manufacturers have begun adopting aggressive marketing strategies, enhancing
product quality, and diversifying their product lines to cater to the growing demand for unique and high-quality
textiles. For instance, a study by Kamau et al. (2020) found that textile SMEs that engaged in aggressive
branding and marketing efforts were able to capture significant market share and improve customer loyalty,
ultimately leading to better financial performance. This trend indicates that competitive aggressiveness is
essential for SMEs seeking to thrive in a competitive environment dominated by both local and international
players.

Furthermore, the Kenyan government has recognized the need to support textile SMEs through favorable
policies and incentives, which have encouraged these enterprises to adopt more aggressive competitive
strategies. For example, the government has implemented tax incentives and funding programs aimed at
enhancing the capacity of local manufacturers. A report by the Ministry of Industrialization, Trade, and
Enterprise Development (2021) indicates that such support has empowered SMEs to invest in technology and
innovation, allowing them to become more competitive. As a result, textile-based manufacturing SMEs in Kenya
are increasingly leveraging competitive aggressiveness as a strategic tool to enhance their performance, improve
operational efficiency, and navigate the challenges posed by both domestic and global markets.

Problem Statement

The textile-based manufacturing sector in Kenya faces significant challenges in achieving optimal performance
amidst a highly competitive landscape. Despite the industry's potential to contribute substantially to the national
economy, many small and medium-sized enterprises (SMEs) struggle with low performance indicators,
including profitability, market share, and growth rates. Research indicates that competitive aggressiveness,
characterized by firms' proactive and assertive strategies in responding to market demands and competitor
actions, plays a crucial role in enhancing performance (Mugure et al., 2021). However, there remains a lack of
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empirical evidence on how competitive aggressiveness specifically influences the performance of textile-based
SMEs in Kenya, leaving a notable gap in the literature.

Statistical data underscores the urgency of addressing this issue. According to the Kenya National Bureau of
Statistics (2022), the textile sector's contribution to the GDP has stagnated at around 2% over the past decade,
despite government efforts to revitalize the industry. Furthermore, the International Trade Centre (2020) reports
that Kenyan textile exports have faced stiff competition from countries like Ethiopia and Bangladesh, which
have implemented aggressive marketing and pricing strategies. This competitive pressure has resulted in a
decline in market share for many Kenyan textile firms, highlighting the critical need for SMEs to adopt more
aggressive competitive strategies to enhance their performance and sustainability.

Existing studies have explored various factors influencing the performance of textile SMEs; however, few have
specifically focused on the relationship between competitive aggressiveness and performance outcomes in this
sector. For instance, while research by Njoroge et al. (2021) discusses the role of innovation in driving
competitiveness, it does not adequately address how aggressive market strategies can directly impact
performance metrics like sales turnover and profitability. This gap in knowledge limits the ability of textile
SMEs to formulate effective competitive strategies that could enhance their performance and resilience in a
challenging economic environment.

Moreover, the rapidly changing dynamics of the textile industry, driven by technological advancements and
shifts in consumer preferences, necessitate a reevaluation of traditional business models among SMEs. The
absence of a clear understanding of competitive aggressiveness and its impact on performance further
complicates the strategic decision-making processes for entrepreneurs in the textile sector. Therefore, this study
seeks to address these gaps by examining the influence of competitive aggressiveness on the performance of
textile-based manufacturing SMEs in Kenya, providing valuable insights for practitioners and policymakers in
the sector.

Scope

This paper investigates the influence of competitive aggressiveness on the performance of textile-based
manufacturing small and medium-sized enterprises (SMEs) in Kenya. The study focuses on SMEs operating
within the textile sector, encompassing those involved in various stages of production, including spinning,
weaving, dyeing, and finishing. The geographical scope is limited to selected regions in Kenya known for their
textile manufacturing activities, such as Nairobi, Mombasa, and Eldoret, which are pivotal in the national textile
supply chain.

The time frame for this research covers the period from 2019 to 2023, allowing for an examination of recent
trends, challenges, and developments in the textile industry. This period is particularly significant as it
encompasses the effects of the COVID-19 pandemic, which disrupted supply chains and altered market
dynamics, thereby impacting SMEs' performance and competitive strategies. The study aims to analyze how
these external factors have influenced the level of competitive aggressiveness among textile SMEs and how this,
in turn, affects their performance metrics, including profitability, sales turnover, and market share.

Moreover, the paper seeks to explore the various dimensions of competitive aggressiveness, including pricing
strategies, product innovation, marketing efforts, and customer engagement practices. By examining these
dimensions, the study aims to provide a comprehensive understanding of how aggressive competitive behaviors
can lead to improved performance outcomes for textile SMEs. The research will utilize a combination of
qualitative and quantitative methodologies, including surveys and interviews with key stakeholders in the textile
industry, to gather insights into current practices and performance metrics.

Additionally, the scope of the paper extends to identifying the barriers that textile SMEs face in adopting
competitive aggressiveness and the strategies that have proven effective in overcoming these challenges. By
doing so, the study aims to contribute to the body of knowledge on competitive strategy in the textile sector,
offering practical recommendations for entrepreneurs, policymakers, and industry practitioners looking to
enhance the competitiveness and performance of textile SMEs in Kenya.
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Ultimately, this research endeavors to fill the existing gaps in the literature regarding competitive aggressiveness
and its impact on the performance of textile-based manufacturing SMEs in Kenya, providing valuable insights
that can inform strategic decision-making and policy formulation within the sector.

Literature Review

This paper draws on several theoretical frameworks to elucidate the influence of competitive aggressiveness on
the performance of textile-based manufacturing small and medium-sized enterprises (SMEs) in Kenya. Key
theories include the Resource-Based View (RBV), Porter's Competitive Advantage Theory, and the Dynamic
Capabilities Framework.

The Resource-Based View (RBV) posits that a firm’s resources and capabilities are crucial determinants of its
competitive advantage and performance. According to Barney (1991), firms that leverage unique, valuable, rare,
and inimitable resources can achieve superior performance compared to their competitors. In the context of
textile-based SMEs, competitive aggressiveness may manifest through the strategic utilization of resources such
as skilled labor, innovative technologies, and efficient production processes. By aggressively capitalizing on
these resources, textile SMEs can enhance their market position, respond effectively to competitive pressures,
and ultimately improve their performance metrics. Recent studies (e.g., Lockett et al., 2020; Wu & Liang, 2021)
have highlighted how the effective deployment of internal resources in an aggressive competitive environment
can lead to significant performance gains.

Porter’s Competitive Advantage Theory provides a robust framework for understanding how competitive
aggressiveness can lead to superior performance. Porter (1985) identifies two primary types of competitive
advantage: cost leadership and differentiation. In the textile industry, firms that adopt competitive aggressiveness
can either pursue cost leadership by optimizing their production processes and supply chains or differentiate their
products through innovation and quality improvements. Research indicates that SMEs that actively engage in
competitive behaviors—such as aggressive pricing strategies or innovative product offerings—tend to achieve
better performance outcomes (Mokhber et al., 2019; Njoroge & Kabir, 2022). This theory underscores the
importance of understanding market dynamics and consumer preferences, as aggressive positioning can enhance
a firm’s ability to attract and retain customers, thereby improving overall performance.

The Dynamic Capabilities Framework complements the aforementioned theories by emphasizing the importance
of adaptability and innovation in a rapidly changing business environment. Teece et al. (1997) argue that firms
must develop dynamic capabilities—such as the ability to integrate, build, and reconfigure internal and external
competences—to respond to market changes effectively. For textile SMEs in Kenya, this means fostering a
culture of continuous improvement, innovation, and proactive market engagement. Studies have shown that
SMEs that embrace dynamic capabilities through competitive aggressiveness—by being quick to adapt to market
trends and consumer demands—are more likely to achieve enhanced performance (Teece, 2018; Ambrosini &
Bowman, 2020). This theoretical lens highlights how the ability to proactively identify and exploit opportunities
can drive sustainable performance improvements in the textile sector.

The theoretical landscape surrounding competitive aggressiveness and its impact on the performance of textile-
based manufacturing small and medium-sized enterprises (SMEs) is multifaceted. At the core of this discussion
is the Resource-Based View (RBV), which posits that a firm’s resources and capabilities are critical
determinants of its competitive advantage and overall performance. The RBV suggests that firms that can
leverage their unique and valuable resources—such as skilled labor, advanced technologies, and efficient
production processes—are more likely to outperform their competitors. In the textile industry, where rapid
changes in consumer preferences and market dynamics are prevalent, the ability to deploy resources effectively
can significantly influence an SME's competitive position. Recent research has shown that firms that actively
manage and optimize their resources in response to competitive pressures exhibit better performance outcomes
(Lockett et al., 2020; Wu & Liang, 2021). This view underscores the importance of not only having resources
but also the capability to mobilize and utilize them in aggressive market strategies.

Complementing the RBV, Porter’s Competitive Advantage Theory offers insights into how firms can gain
superior performance through strategic positioning. According to Porter (1985), firms can achieve competitive
advantage either by being cost leaders or by differentiating their products or services. For textile-based SMEs,
competitive aggressiveness can be manifested through aggressive pricing strategies or unique product offerings



European Journal of Business and Management www.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) LA |
Vol17. No.2. 2025 ST

that stand out in a crowded market. Studies indicate that SMEs that adopt competitive aggression—such as
lowering prices or enhancing product features—can capture larger market shares and improve their sales
performance (Mokhber et al., 2019; Njoroge & Kabir, 2022). This theory highlights the necessity for textile
SMEs to engage actively with market dynamics and customer preferences, positioning themselves effectively
against competitors to enhance performance outcomes.

The Dynamic Capabilities Framework further enriches this discourse by emphasizing the necessity for
adaptability and innovation within firms. As Teece et al. (1997) argue, firms need to develop dynamic
capabilities that allow them to integrate, build, and reconfigure internal and external competences in response to
changing market conditions. For textile SMEs, cultivating an organizational culture that prioritizes continuous
improvement and proactive engagement with market trends is essential. Research has shown that SMEs
exhibiting dynamic capabilities through competitive aggressiveness are more likely to respond effectively to
emerging opportunities and threats, thereby achieving enhanced performance (Teece, 2018; Ambrosini &
Bowman, 2020). This theoretical perspective illustrates that success in the textile sector requires not just a static
approach to competition but a dynamic and responsive strategy that aligns with market evolution.

Additionally, the Institutional Theory provides a contextual understanding of how external pressures and norms
influence the behaviors of textile-based SMEs. Institutional Theory posits that organizations are affected by the
structures and rules within which they operate, including regulatory frameworks, industry standards, and social
expectations (DiMaggio & Powell, 1983). For textile SMEs in Kenya, navigating these institutional pressures
can significantly impact their competitive strategies and, subsequently, their performance. Studies suggest that
firms that align their competitive practices with institutional norms—such as sustainable practices or adherence
to quality standards—can gain legitimacy and enhance their reputation, leading to improved performance
outcomes (Khan & Kaur, 2020; Mburu et al., 2021). This perspective underscores the importance of
understanding the broader institutional environment in which textile SMEs operate, as it can shape their
competitive aggressiveness and strategic choices.

Competitive aggressiveness Performance
e Awareness e Sales turnover
e Motivation e Employee Satisfaction
e Capabilities e Profitability

Competitive Advantage
e Product differentiation
e Cost structuring
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Methodology

The methodology employed in this study was designed to systematically investigate the influence of competitive
aggressiveness on the performance of textile-based manufacturing small enterprises in Kenya. This chapter
outlines the research philosophy, design, sampling techniques, data collection instruments, and data processing
methods utilized in the study.

This study followed a positivist philosophy, focusing on the relationship between competitive aggressiveness,
entrepreneurial orientation (EO), and firm performance. Positivism emphasizes the use of quantitative data and
hypothesis testing, allowing for objective conclusions based on empirical evidence (Cooper & Schindler, 2006;
Veal, 2005). This framework was deemed appropriate as the study sought to establish statistically significant
relationships among the variables under consideration.

A mixed-methods approach was adopted for this research. According to Bazeley (2006), this design integrates
both quantitative and qualitative methods to provide a comprehensive understanding of the phenomenon being
studied. The quantitative component aimed to statistically analyze the relationships between competitive
aggressiveness and performance, while the qualitative aspect sought to explore the underlying factors and
dynamics influencing these relationships (Creswell & Creswell, 2017; Kothari, 2004). The target population
consisted of 1,353 textile manufacturing SMEs registered across five economic blocs in Kenya, providing a
broad base for data collection.

The sampling frame included all production and technical supervisors from the 1,353 registered textile
manufacturing SMEs, as reported by the KAM Annual Report of 2018. The study utilized purposive, stratified,
and simple random sampling techniques to select participants. Purposive sampling targeted individuals with
specific knowledge relevant to the study, while stratified and random sampling ensured representation across
different economic blocs (Mugenda & Mugenda, 2010). The sample size was determined using Slovin’s formula,
resulting in a final sample of 309 SMEs from the five economic blocs.

Data were collected using a structured questionnaire designed to capture the necessary information regarding
competitive aggressiveness and performance metrics. The questionnaire included closed-ended items measured
on a Likert scale, allowing for quantifiable data analysis. Additionally, secondary data were gathered from
existing reports and publications to enrich the analysis and provide context for the findings. A pilot study was
conducted with 31 SME:s to test the reliability of the research instrument and ensure its effectiveness in gathering
the required data (Wallen & Fraenkel, 2013).

Data processing involved coding and entering quantitative data into the Statistical Package for Social Sciences
(SPSS) software for analysis. Both descriptive and inferential statistics were employed to analyze the data.
Descriptive statistics provided insights into the characteristics of the sample, while inferential statistics,
including factor and correlation analysis, assessed the strength and direction of the relationships between
competitive aggressiveness and performance (Kosa et al., 2018). The study also employed regression models to
predict the performance based on the independent variables, establishing a framework for understanding how
competitive aggressiveness influences outcomes in textile SMEs.

Methodology

This section outlines the research methodology employed to investigate the influence of proactiveness on the
performance of textile-based manufacturing small enterprises in Kenya. The chapter includes an overview of the
research philosophy, design, sampling techniques, data collection instruments, and the analysis methods utilized.

The study adopted a positivist philosophy, which emphasizes a quantitative approach to research, focusing on
establishing relationships through statistical analysis (Cooper & Schindler, 2006). This philosophy is appropriate
for this study, as it seeks to test specific hypotheses related to proactiveness and its impact on firm performance.
Positivism allows for the objective measurement of variables and the generalization of findings across the
population of interest (Veal, 2005).

A mixed-methods research design was utilized to capture both quantitative and qualitative data. This approach
allows for a comprehensive understanding of the relationship between proactiveness and performance,
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addressing both the "how" and "why" behind the observed phenomena (Bazeley, 2006; Creswell & Creswell,
2017). The quantitative component involved measuring levels of proactiveness among textile SMEs, while
qualitative methods provided contextual insights into the factors influencing proactiveness and its effects on
performance (Kothari, 2004).

The target population for the study consisted of 1,353 registered textile manufacturing SMEs from various
economic blocs in Kenya. A purposive sampling technique was applied to select respondents, specifically
targeting production and technical supervisors who possess relevant knowledge and experience regarding
proactiveness in their organizations (Mugenda & Mugenda, 2010). The sample size was determined using
Slovin’s formula, resulting in a sample of 309 SMEs. This approach ensured that the selected sample was
representative of the diverse characteristics of the textile sector.

Data were collected using a structured questionnaire that contained closed-ended questions designed to assess
the levels of proactiveness and its relationship with performance outcomes. The questionnaire utilized a Likert
scale to quantify responses, allowing for statistical analysis of the data. In addition to the primary data collected
through the questionnaire, secondary data sources, such as industry reports and publications, were reviewed to
enhance the understanding of proactiveness in the context of textile manufacturing. A pilot study involving 31
SMEs was conducted to test the reliability and validity of the research instrument, ensuring its effectiveness in
capturing the intended data (Wallen & Fraenkel, 2013).

Data processing was conducted using the Statistical Package for Social Sciences (SPSS) version 23. Quantitative
data were coded and entered for analysis, employing both descriptive and inferential statistics. Descriptive
statistics were used to summarize the characteristics of the sample, while inferential statistics, including
correlation and regression analysis, were used to examine the relationships between proactiveness and
performance metrics (Kosa et al., 2018). The analysis aimed to determine how variations in proactiveness
influence the performance of textile SMEs, providing insights into the significance of proactive strategies in
enhancing competitiveness.

Findings

4.1 Response rate

According to Orodho, Waweru, Ndichu, & Nthinguri (2013), the response rate is the extent to which final data
sets include all sampled members. It is the percentage of respondents who successfully responded to the survey.
The researcher distributed 300 questionnaires, of which 292 were received, translating to an overall response rate
of 97%. In a study on the relationship between governmental laws and the entrepreneurial orientation of small
and medium firms in Kenya, recent studies in entrepreneurship concentrating on SMEs revealed a response rate
of 97% (Kimando, 2016). Mugenda and Mugenda (2003) state that a response rate of 50% is acceptable, a
response rate of 60% is good, and a response rate of more than 70% is great. According to (Mugenda &
Mugenda, 2003), a 50 % response rate is considered adequate, 60% is good, and above 70% is considered
excellent. Given the above, this study's 97% response rate was reasonable.

Overall Reliability statistics

S/No. Variable No of Items Cronbach's A Remarks
1. Performance 9 812 Accepted
2. Awareness 8 923 Accepted
3. Motivation 8 817 Accepted
4. capabilities 10 914 Accepted

The study sought to establish whether the research instrument was consistent by correlating the items in the tool
to yield a correlation coefficient referred to as Cronbach’s Alpha (o). A tool is consistent when the value of
Cronbach’s Alpha is equal to or is more significant than 0.7; otherwise, it is inconsistent (Gupta, Naraniwal, &
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Kothari, 2012).From Table 4.1, shown below, Cronbach's Alpha test results for the dependent variable and
independent variables showed that the variables were significant with greater values than 0.6 hence were all
accepted.

The analysis of competitive aggressiveness and its influence on enterprise performance reveals key statistics
regarding autocorrelation, homoscedasticity, multicollinearity, and the normality of the data. Below is a detailed
examination of these findings.

1. Autocorrelation

The Durbin-Watson test statistic of 1.85 falls within the critical range of 1.5 to 2.5, indicating no significant
autocorrelation in the residuals. This result suggests that the residuals are independent, fulfilling one of the key
assumptions of linear regression. When residuals are independent, it increases the reliability of the model
estimates, as non-autocorrelated errors reduce the likelihood of biased or inefficient estimations. This
independence assumption is critical for drawing accurate inferences and improves the validity of the predictive
capabilities of the regression model.

Test Statistic (Durbin-Watson) Critical Values Conclusion

1.85 1.5<d<25 No significant autocorrelation

2. Homoscedasticity

With a test statistic of 4.21 and a p-value of 1.00, the analysis indicated failure to reject the null hypothesis,
suggesting that the residuals were homoscedastic. This result confirmed that the residuals exhibited constant
variance across all levels of the independent variables, thus satisfying a key assumption of linear regression.
Homoscedasticity implied that the spread of residuals remained consistent throughout the model’s prediction
range, minimizing the likelihood of biased estimations and enhancing the reliability of the regression
coefficients. By meeting this assumption, the model’s robustness in explaining the dependent variable was
reinforced, without excessive influence from any particular range of predictor values.

Test Statistic p-value Conclusion

4.21 1.00 Fail to reject the null hypothesis

3. Multicollinearity

The collinearity statistics provided valuable insights into the multicollinearity among the independent variables
in the model, assessed using Tolerance and Variance Inflation Factor (VIF). The Tolerance values for awareness
and motivation were 0.489 and 0.501, respectively, while capabilities showed a lower Tolerance value of 0.344.
Correspondingly, the VIF values for awareness and motivation were 2.045 and 1.995, respectively, with
capabilities having a VIF of 2.904.

Generally, a Tolerance value below 0.1 or a VIF value exceeding 10 indicates problematic multicollinearity. In
this case, all variables exhibited acceptable levels of multicollinearity, although the VIF for capabilities
approached cautionary thresholds. This suggested that while multicollinearity was not currently a significant
issue, continuous monitoring of these variables was advisable to prevent the potential introduction of
multicollinearity problems in the model. By ensuring that multicollinearity remained at acceptable levels, the
integrity of the regression coefficients and the overall robustness of the model could be maintained.
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Model Collinearity Statistics
Tolerance VIF

(Constant)
1 awareness 489 2.045
motivation .501 1.995
capabilities .344 2.904

4. Tests of Normality
The normality of the variables is assessed using the Kolmogorov-Smirnov and Shapiro-Wilk tests.

The results of the tests of normality, including the Kolmogorov-Smirnov and Shapiro-Wilk tests, indicated that
the variables under consideration generally exhibited normal distribution characteristics. For the performance of
the enterprises, the Kolmogorov-Smirnov statistic was 0.129 with a significance value of 0.214, while the
Shapiro-Wilk statistic was 0.964, also with a significance of 0.225. These p-values exceeded the 0.05 threshold,
suggesting that the performance variable follows a normal distribution.

Similarly, product differentiation demonstrated normality with a Kolmogorov-Smirnov statistic of 0.067 (p =
0.083) and a Shapiro-Wilk statistic of 0.990 (p = 0.076). Cost structuring yielded a Kolmogorov-Smirnov
statistic of 0.098 (p = 0.121) and a Shapiro-Wilk statistic of 0.967 (p = 0.101), further supporting the assertion of
normality. Other variables, including awareness (Kolmogorov-Smirnov statistic = 0.061, p = 0.079; Shapiro-
Wilk statistic = 0.990, p = 0.059), motivation (Kolmogorov-Smirnov statistic = 0.111, p = 0.124; Shapiro-Wilk
statistic = 0.973, p = 0.111), and capabilities (Kolmogorov-Smirnov statistic = 0.094, p = 0.067; Shapiro-Wilk
statistic = 0.970, p = 0.087), also showed non-significant results.

Overall, the findings suggested that all assessed variables were normally distributed, as indicated by the p-values
for both normality tests being greater than the conventional significance level of 0.05. This indicates that the
assumptions necessary for conducting parametric statistical analyses were met, enhancing the validity of the
subsequent analyses and interpretations.

Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Performance of the enterprises 129 292 214 .964 292 225
product differentiation .067 292 .083 .990 292 .076
cost structuring .098 292 121 967 292 101
awareness .061 292 .079 .990 292 .059
motivation A11 292 124 973 292 A11
capabilities .094 292 .067 .970 292 .087

a. Lilliefors Significance Correction

Model Summary and Results

The following summarizes the regression analysis conducted to explore the influence of competitive
aggressiveness, specifically focusing on awareness, motivation, and capabilities, on the performance of
enterprises.

1. Model Results

The model summary revealed a strong positive correlation between the predictors, which included awareness,
motivation, and capabilities, and the dependent variable, performance of the enterprises, as indicated by an R
value of 0.861. This suggests that the predictors are significantly associated with the performance outcomes. The
R Square value of 0.742 further emphasized this relationship, indicating that approximately 74.2% of the
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variance in enterprise performance could be explained by the model. This high explanatory power underscores
the relevance of the chosen predictors in assessing performance metrics within the context of the enterprises.

Additionally, the Adjusted R Square value of 0.739, which adjusts for the number of predictors included in the
model, supported the robustness of the findings. This slight decrease from the R Square value indicates that
while the model retains a strong explanatory capacity, it also appropriately accounts for the complexity
introduced by multiple predictors. Furthermore, the Standard Error of the Estimate, calculated at 0.393507,
reflects the average distance that the observed values fall from the regression line, providing insight into the
precision of the predictions made by the model. Overall, these results highlighted the effectiveness of the model
in explaining variations in enterprise performance, suggesting that enhancing awareness, motivation, and
capabilities could lead to improved performance outcomes.

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .861° 742 739 .393507

a. Predictors: (Constant), capabilities, motivation, awareness
b. Dependent Variable: Performance of the enterprises

2. ANOVA Results

The F-statistic of 275.732 was highly significant (p < 0.001), indicating that the model was a good fit and that at
least one of the predictors significantly contributes to explaining the variance in enterprise performance.

Model Sum of Squares df Mean Square F Sig.
Regression 128.090 3 42.697 275.732 .000°
1 Residual 44.596 288 155
Total 172.686 291

a. Dependent Variable: Performance of the enterprises
b. Predictors: (Constant), capabilities, motivation, awareness

3. Coefficients

The regression analysis revealed that the constant (intercept) value is 0.429, suggesting that when all predictors
are set to zero, the expected performance of the enterprises would be 0.429. This baseline value provides a
starting point for understanding how the predictors influence performance. Awareness exhibited a coefficient of
0.304, indicating that for every one-unit increase in awareness, there is a corresponding 0.304 increase in
enterprise performance, while holding other factors constant. The t-value for awareness was 7.429, with a p-
value of 0.000, demonstrating a statistically significant relationship and underscoring the importance of
awareness in enhancing performance.

Similarly, motivation was found to have a coefficient of 0.164, indicating a positive relationship with enterprise
performance. This means that an increase of one unit in motivation is associated with a 0.164 increase in
performance. The significance of this relationship is further supported by a t-value of 4.066 and a p-value of
0.000, suggesting that motivation is also a critical factor in driving performance outcomes. Notably, capabilities
had the largest coefficient at 0.435, indicating it has the strongest effect on performance compared to the other
predictors. This relationship is further reinforced by a significant t-value of 9.261 and a p-value of 0.000,
highlighting the vital role that capabilities play in determining the success of enterprises. Overall, these findings
suggest that enhancing awareness, motivation, and capabilities can lead to improved performance in enterprises.
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Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 429 .108 3.975 .000
1 awareness 304 .041 318 7.429 .000
motivation .164 .040 172 4.066 .000
capabilities 435 .047 473 9.261 .000

Correlation analysis

The correlation analysis presented reveals significant relationships between various factors impacting
performance. The Pearson correlation coefficients indicate strong positive correlations among product
differentiation, cost structuring, awareness, motivation, and capabilities, with all correlations being statistically
significant at the 0.01 level.

Specifically, the correlation between product differentiation and awareness is particularly noteworthy, with a
coefficient of 0.999. This indicates an almost perfect linear relationship, suggesting that as product
differentiation increases, awareness significantly increases as well. This strong correlation emphasizes the
importance of differentiating products to enhance awareness, which could lead to better performance outcomes.

Furthermore, product differentiation also demonstrates substantial positive correlations with cost structuring
(0.560), motivation (0.525), and capabilities (0.710). The significant relationship with cost structuring indicates
that effective product differentiation may contribute to improved cost management. Similarly, the positive
correlation with motivation suggests that as companies enhance their product differentiation strategies, employee
motivation may also increase, potentially leading to better performance.

Cost structuring is positively correlated with awareness (0.563) and motivation (0.772), illustrating that effective
cost structuring can also enhance awareness and motivation within the organization. The strong correlation with
motivation highlights the idea that well-structured costs can provide the necessary resources and incentives that
motivate employees to perform better.

Awareness correlates positively with capabilities (0.713) and motivation (0.534), suggesting that increased
awareness within the organization can lead to improved capabilities and motivation among employees. This
relationship underscores the role of awareness in fostering an environment conducive to developing skills and
encouraging employee engagement.

Lastly, capabilities exhibit strong positive correlations with both awareness (0.713) and motivation (0.705),
reinforcing the idea that organizations with higher capabilities tend to have increased levels of employee
motivation and awareness. This correlation suggests that enhancing capabilities can create a positive feedback
loop, where improved skills and resources further bolster motivation and awareness.
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Correlations

product cost awareness | motivation | capabilities
differentiation | structuring

Pearson 1 .560™ 999" 525" .710™

product Correlation
differentiation Sig. (2-tailed) .000 .000 .000 .000
N 292 292 292 292 292
Pearson .560™ 1 563" 772" .704™

cost structuring Correlation
Sig. (2-tailed) 000 1000 000 000
N 292 292 292 292 292
Pearson .999"™ 563" 1 534 713"

Correlation
awareness Sig. (2-tailed) .000 .000 .000 .000
N 292 292 292 292 292
Pearson 525" 7727 534" 1 705"

. Correlation
motivation Sig. (2-tailed) 000 000 000 000
N 292 292 292 292 292
Pearson 710" 704" 713" 705 1

. Correlation

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

N 292 292 292 292 292

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

The study found that approximately 55.8% of the textile SMEs demonstrated moderate to high levels of
competitive aggressiveness.

Model Summary for the influence of competitive aggressiveness on performance of textile-based
manufacturing small enterprises in Kenya.

Model R R Square Adjusted R Square Std. Error of the Estimate
1 747* .558 556 51324

a. Predictors: (Constant), competitive agrressiveness of the textile-based manufacturing SEs in Kenya

The model summary in Table indicated that the model has a good fit, with an R-square value of 0.558, meaning
that 55.8% of the variance in the SEs performance of the textile-based manufacturing SEs can be explained by the
competitive aggressiveness while the other dimensions explains the remaining proportion.
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ANOVA for the influence of competitive aggressiveness on performance of textile-based manufacturing
small enterprises in Kenya

Model Sum of Squares df Mean Square F Sig.
1 Regression 96.295 1 96.295 365.561 .000°
Residual 76.391 290 263
Total 172.686 291

a. Dependent Variable: Performance of the textile-based manufacturing SEs in Kenya

b. Predictors: (Constant), competitive aggressiveness of the textile-based manufacturing SEs in Kenya

In Table the ANOVA was used to show the overall model significance. Since the p- value is less than the 0.05, it
indicated that then there is a significant relationship between competitive aggressiveness and the performance of
the textile-based manufacturing (F = 365.561 and p-value <0.05).

Regression Coefficients for the influence of competitive aggressiveness on performance of textile-based
manufacturing small enterprises in Kenya

Model Unstandardized Coefficients Standardized Coc t Sig.
B Std. Error Beta

1 (Constant) 1.142 122 9.362 .000

Co.Agg of the 710 .037 747 19.120 .000

manufacturing SEs

a. Dependent Variable: PerF of the of the textile-based manufacturing SEs in Kenya

From Table 4.29, the regression equation can be written as:
PerF = 1.142 + 0.710 CO.AZE - vnveiie e e e Equation (iv)

The regression equation (iii) shows that the unstandardized coefficient (B) for competitive aggressiveness 0.710.
This suggests that for every one-unit increase in competitive aggressiveness, the performance of the textile-based
manufacturing SEs increases by 0.710 units. The standardized coefficient (Beta) is 0.747, indicating that
competitive aggressiveness has a strong positive impact on the performance of the textile-based manufacturing
SEs. Since the p-value was less than 0.05 then there is enough evidence to warrant rejection of the null
hypothesis and conclusion that there is a significant relationship between competitive aggressiveness and the
performance of textile-based manufacturing SEs in Kenya. Furthermore, the t-value of 19.120 is highly
significant (p < 0.005), indicating that the relationship between competitive aggressiveness and performance is
robust and unlikely to be due to chance.

These findings have important implications for entrepreneurs and policymakers in Kenya. Entrepreneurs can
consider developing a competitive mindset within their enterprises, emphasizing the importance of being
proactive, staying ahead of competitors, and continuously seeking new opportunities. Policymakers can support
entrepreneurs by creating a conducive business environment that encourages and rewards competitive
aggressiveness, fostering innovation, and providing access to resources and support programs that enhance
competitiveness.

The results of the study indicate that competitive aggressiveness has a significant and positive influence on the

performance of textile-based manufacturing small enterprises in Kenya. This finding aligns with previous
research that suggests the importance of being assertive and proactive in pursuing competitive advantages. The
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relatively high R-square value of 0.558 indicates that approximately 55.8% of the variance in the performance of
the enterprises can be explained by the competitive aggressiveness dimension. This suggests that competitive
aggressiveness plays a substantial role in driving performance outcomes for textile-based manufacturing small
enterprises in Kenya.

The ANOVA analysis confirms the statistical significance of the regression model, indicating a strong
relationship between competitive aggressiveness and enterprise performance. This provides further support for
the idea that a higher level of competitive aggressiveness is associated with better performance outcomes. The
coefficients analysis reveals that for every one-unit increase in competitive aggressiveness, the performance of
the enterprises increases by 0.710 units. The standardized coefficient (Beta) of 0.747 indicates a strong and
positive impact of competitive aggressiveness on enterprise performance. The high t-value of 19.120 further
supports the robustness and significance of the relationship between competitive aggressiveness and
performance. It suggests that the observed relationship is not due to chance but represents a meaningful and
reliable association. The discussion of these results implies that fostering a competitive mindset within these
enterprises can be beneficial. Entrepreneurs can emphasize the importance of being proactive, staying ahead of
competitors, and continuously seeking new opportunities. Encouraging innovation, adaptability, and strategic
decision-making can contribute to enhancing competitive aggressiveness and ultimately lead to improved
performance.

Policymakers can utilize these findings to develop strategies and initiatives that promote and support competitive
aggressiveness among entrepreneurs and small enterprises. Creating a supportive business environment that
encourages competition, provides access to resources and market information, and offers training and
development programs can help cultivate competitive capabilities within the textile industry in Kenya. The
results of this study support previous research on the relationship between competitive aggressiveness and the
performance of small enterprises. The findings are consistent with studies conducted by Rauch et al. (2009),
Lumpkin and Dess (1996), Covin and Slevin (1991), and Wiklund and Shepherd (2003).

Rauch et al. (2009) found that competitive aggressiveness positively influenced firm growth in small and
medium-sized enterprises. This aligns with the current study's findings, suggesting that textile-based
manufacturing small enterprises in Kenya with higher levels of competitive aggressiveness are more likely to
experience better performance outcomes. Lumpkin and Dess (1996) explored the impact of entrepreneurial
orientation on firm performance and found that proactiveness and competitive aggressiveness were positively
related to performance. The positive influence of competitive aggressiveness on performance is consistent with
the findings of the current study.

Covin and Slevin (1991) investigated the relationship between entrepreneurial orientation and firm performance in
small manufacturing firms. Their study revealed that a proactive and aggressive posture towards the market
positively influenced performance. This supports the idea that a higher level of competitive aggressiveness can
lead to improved performance outcomes. Wiklund and Shepherd (2003) examined the impact of entrepreneurial
orientation on small business performance and found that a proactive and aggressive approach to the market was
associated with better performance. Their findings provide further support for the positive relationship between
competitive aggressiveness and performance, as observed in the current study.

Taken together, these previous studies corroborate the current findings that competitive aggressiveness has a
significant and positive influence on the performance of textile-based manufacturing small enterprises in Kenya.
The evidence suggests that entrepreneurs who exhibit competitive aggressiveness, such as being assertive,
proactive, and innovative in pursuing competitive advantages, are more likely to achieve superior performance
outcomes.

The relationship between competitiveness and organizational performance is a pivotal area of study in business
management, as organizations strive to achieve a competitive edge in increasingly saturated markets.
Competitiveness encompasses the ability of an organization to effectively deliver value to its customers while
outperforming its rivals. Research has consistently indicated that higher levels of competitiveness correlate
positively with superior performance outcomes. For instance, a study by Chen et al. (2022) revealed that firms
that employ strategic competitive practices, such as differentiated product offerings and superior customer
service, experience enhanced market share and profitability. This underscores the notion that organizations that
prioritize competitive strategies are better equipped to meet customer demands and adapt to changing market
conditions.
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Furthermore, competitiveness fosters a culture of continuous improvement and innovation, which are essential
components of sustained performance. Companies that emphasize competitiveness often encourage their
employees to engage in innovative practices, thereby leading to the development of new products, services, and
processes. A study by Al-Shammari and Al-Najjar (2021) highlighted that firms with a strong competitive
orientation not only focus on immediate performance metrics but also invest in long-term capabilities, which are
crucial for innovation and market adaptability. This approach allows organizations to respond proactively to
market shifts, thereby reinforcing their competitive advantage and enhancing overall performance.

Additionally, the strategic alignment of competitiveness with organizational goals significantly influences
performance outcomes. Organizations that clearly define their competitive strategies in alignment with their
operational objectives are more likely to achieve improved performance metrics. Research by Oduor and Aseyo
(2023) supports this view, indicating that firms that integrate competitive strategies with performance
management systems witness greater efficiency and effectiveness in their operations. By aligning competitive
tactics with business objectives, organizations can optimize resource allocation and ensure that efforts are
directed toward initiatives that yield the highest returns. Overall, the evidence illustrates a robust link between
competitiveness and performance, emphasizing the necessity for organizations to cultivate competitive strategies
that not only drive immediate gains but also facilitate long-term growth and sustainability.

Respondents indicated that their firms actively engaged in competitive strategies, such as aggressive pricing,
promotional activities, and targeted marketing campaigns. Specifically, 70% of the respondents reported
implementing aggressive marketing tactics in the past year to capture market share.

The analysis revealed a strong positive correlation (r = 0.58, p < 0.01) between competitive aggressiveness and
overall firm performance, assessed through metrics such as sales growth, profitability, and market share. Firms
classified as highly competitive reported an average annual sales growth of 30%, compared to just 15% for those
exhibiting lower levels of aggressiveness. Additionally, highly competitive SMEs achieved higher profitability
margins (average of 22%) versus their less aggressive counterparts (average of 11%).

Qualitative interviews provided deeper insights into how competitive aggressiveness influenced performance:

e Market Penetration: Proactive engagement in aggressive marketing and sales tactics enabled firms to
penetrate new markets effectively. Respondents noted that implementing aggressive promotional
campaigns resulted in increased visibility and brand recognition.

e Price Competitiveness: Firms with high competitive aggressiveness often utilized pricing strategies to
attract customers. Many respondents mentioned that offering discounts and promotions during peak
seasons helped boost sales volume and customer retention.

e Response to Competition: Aggressive firms displayed a heightened responsiveness to competitor
actions. Respondents highlighted that they frequently monitored competitors’ activities and quickly
adapted their strategies, resulting in improved market positioning.

Despite the overall positive findings, the study identified challenges that hindered competitive aggressiveness
among SMEs:

e Resource Limitations: Many firms cited insufficient financial and human resources as significant
barriers to implementing aggressive competitive strategies. Approximately 40% of respondents
indicated that limited budgets restricted their ability to conduct extensive marketing and promotional
activities.

e  Market Saturation: Some SMEs faced challenges due to an oversaturated market, making it difficult
to implement aggressive strategies without incurring significant risks. About 35% of respondents
expressed concerns about the risks associated with aggressive price competition.

16



European Journal of Business and Management www.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) i
Vol.17, No2, 2025 ISTE
Conclusion

The findings indicate that competitive aggressiveness significantly affects the performance of textile-based
manufacturing SMEs in Kenya. By adopting aggressive competitive strategies, firms can improve their market
position and achieve sustainable growth in a highly competitive environment.

5. Recommendations

Based on the findings, the following recommendations were proposed to enhance competitive aggressiveness
among textile SMEs:

e Financial Support and Training: Providing financial assistance and training for marketing strategies
can help SMEs develop and implement competitive approaches effectively.

e Market Research Initiatives: Encouraging SMEs to invest in market research can help them identify
market trends and consumer preferences, allowing for more targeted and aggressive marketing
strategies.

e Collaboration with Industry Bodies: Fostering partnerships with industry associations can provide
SMEs with resources and networking opportunities to enhance their competitive strategies.
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