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Abstract

This study investigates the impact of proactiveness on the performance of textile-based manufacturing small and medium-sized
enterprises (SMEs) in Kenya. With approximately 60.1% of the surveyed SMEs exhibiting moderate to high levels of
proactiveness, the research employs regression analysis to assess the relationship between proactiveness and enterprise
performance, measured through indicators such as sales turnover, profitability, and employee growth. The model demonstrates a
strong fit, with an R-square value of 0.601, indicating that proactiveness explains 60.1% of the variance in SME performance.
The ANOVA results confirm a significant relationship (F = 437.603, p < 0.05) between proactiveness and performance,
reinforcing the hypothesis that a proactive approach is critical for enhancing business outcomes. Qualitative insights gathered
from interviews reveal that proactive firms exhibit heightened market responsiveness, foster a culture of innovation, and engage
in strategic networking, all contributing to superior performance metrics. Highly proactive SMEs reported average annual sales
increases of 25% and profitability margins of 18%, significantly outperforming their less proactive counterparts. Despite these
advantages, SMEs face barriers such as limited financial resources and inadequate market knowledge, which hinder their ability
to capitalize on proactive initiatives. The findings underscore the importance of cultivating a proactive organizational culture
within textile SMEs to drive competitiveness and sustained growth in a dynamic market environment. Recommendations for
enhancing proactiveness include investing in employee training, facilitating access to financial support, and promoting
networking opportunities within the textile industry. By addressing these challenges and fostering proactiveness, SMEs can
better position themselves for success in an increasingly competitive landscape.
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1. Introduction

The textile industry in Kenya is a crucial sector that sig-  turing small and medium-sized enterprises (SMEs) face nu-
nificantly contributes to the country's economic development. merous challenges that impede their growth and competi-
As one of the largest manufacturing sectors, it provides em-  tiveness, including market fluctuations, technological ad-
ployment opportunities, fosters local entrepreneurship, and  vancements, and stringent competition from both local and
promotes export earnings. However, textile-based manufac- international players. In this dynamic environment, the ca-
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pacity of SMEs to adapt and respond proactively to changing
market conditions is essential for their survival and success.

Proactiveness, defined as the ability of firms to anticipate
future needs and act on opportunities before they arise, is a
critical dimension of entrepreneurial orientation (EO). It
empowers enterprises to innovate, capitalize on emerging
trends, and mitigate risks effectively. In the context of the
textile industry, proactiveness can manifest in various forms,
such as the introduction of new products, exploration of new
markets, and the adoption of advanced production techniques.
By fostering a proactive mindset, textile-based manufacturing
SMEs can enhance their competitive advantage and overall
performance.

The textile sector in Kenya has undergone significant
transformations in recent years, driven by factors such as
globalization, changes in consumer preferences, and ad-
vancements in technology. Despite its potential, the sector
continues to grapple with challenges, including inadequate
access to finance, limited technological know-how, and in-
consistent supply chains. Furthermore, the emergence of fast
fashion and e-commerce has intensified competition, com-
pelling SMEs to rethink their strategies and operations to
remain relevant.

Research has shown that the entrepreneurial orientation of

firms plays a vital role in shaping their performance outcomes.

Proactiveness, as a core component of EO, encourages en-
terprises to engage in strategic planning, invest in research
and development, and adopt innovative practices that can lead
to improved performance metrics. A study by Raju and
Dhanraj [1] highlighted that proactive firms are more likely to
identify market gaps, innovate products, and adapt to chang-
ing consumer demands, thereby enhancing their profitability
and market share.

In Kenya, the textile industry has seen a rise in small en-
terprises that demonstrate a proactive approach to addressing
market challenges. For instance, SMEs that have invested in
sustainable practices, such as eco-friendly materials and eth-
ical production processes, have gained a competitive edge by
appealing to environmentally conscious consumers. Accord-
ing to a report by the Kenya National Bureau of Statistics [2],
the growth of SMEs in the textile sector has been linked to
their ability to respond quickly to market changes and con-
sumer preferences.

Moreover, government initiatives aimed at promoting en-
trepreneurship and innovation have further supported the
growth of textile-based SMEs in Kenya. Policies such as the
“Big Four Agenda,” which emphasizes manufacturing and
value addition, have encouraged small enterprises to adopt
proactive strategies. These initiatives have created an ena-
bling environment for SMEs to thrive, facilitating access to
finance, training, and market opportunities.

Despite the importance of proactiveness in enhancing the
performance of textile-based manufacturing SMEs, there is
a dearth of empirical studies focusing specifically on this
relationship in the Kenyan context. Most existing literature
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has concentrated on general factors affecting SME per-
formance, leaving a gap in understanding how proactive-
ness influences specific performance metrics within the
textile sector. This paper aims to fill this gap by exploring
the impact of proactiveness on the performance of tex-
tile-based manufacturing SMEs in Kenya, focusing on key
performance indicators such as profitability, sales turnover,
and employee growth.

2. Global Perspective

The global textile industry has experienced profound
changes driven by technological advancements, shifting
consumer preferences, and heightened competition. In recent
years, sustainability has emerged as a significant focus, with
companies adopting eco-friendly practices to meet the grow-
ing demand for environmentally responsible products. Ac-
cording to a report by [3], the global fashion industry is pro-
jected to be worth over $3 trillion by 2030, but it also faces
increasing scrutiny regarding its environmental impact. As a
result, many firms are investing in innovation and sustainable
production methods to enhance their competitive advantage.
Proactive companies are leveraging emerging technologies,
such as artificial intelligence and blockchain, to optimize
supply chains and improve transparency, which further un-
derscores the importance of proactiveness in navigating this
dynamic landscape.

Moreover, the rise of e-commerce has transformed the way
textile products are marketed and distributed. Online plat-
forms have enabled manufacturers to reach a broader audi-
ence, allowing even small enterprises to compete on a global
scale. As consumers become more accustomed to digital
shopping experiences, businesses must be proactive in their
online presence and marketing strategies to capture market
share. Research shows that firms that embrace digital trans-
formation and engage proactively with consumers through
social media and online marketing report higher sales growth
and customer loyalty [4]. Consequently, the global textile
industry is witnessing a shift towards more agile and respon-
sive business models that prioritize proactivity as a core
strategy for long-term success.

In addition to these trends, global supply chain disruptions,
exacerbated by the COVID-19 pandemic, have highlighted
the need for resilience and adaptability in the textile sector.
Companies that have adopted proactive risk management
strategies are better positioned to mitigate the impact of un-
foreseen events and maintain operational continuity. busi-
nesses with robust risk management frameworks experienced
less disruption and faster recovery during the pandemic. As
the global textile industry continues to navigate complexities,
the emphasis on proactiveness as a vital component of or-
ganizational strategy will remain crucial for fostering com-
petitiveness and sustainability [4].
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3. African Perspective

In the African context, the textile and apparel industry
holds significant potential for economic growth and job crea-
tion. The sector has been identified as a priority area for de-
velopment in various national strategies, given its capacity to
contribute to industrialization and reduce unemployment.
However, African textile SMEs often face challenges such as
inadequate infrastructure, limited access to finance, and skills
gaps, which hinder their ability to compete effectively in both
local and global markets. Proactiveness among these enter-
prises is essential to overcoming these barriers and enhancing
their performance. For instance, proactive firms are more
likely to engage in strategic partnerships, adopt innovative
production techniques, and invest in market research to iden-
tify and capitalize on emerging trends.

Additionally, African governments are increasingly rec-
ognizing the importance of proactivity in driving the growth
of the textile sector. Policies aimed at promoting entrepre-
neurship, innovation, and sustainable practices are being
implemented to create a conducive environment for SMEs.
Initiatives such as the African Continental Free Trade Area
(AfCFTA) aim to bolster intra-African trade and provide
SMEs with greater access to regional markets. By fostering a
proactive entrepreneurial ecosystem, African nations can
enhance the competitiveness of their textile industries and
encourage the growth of small enterprises. Moreover, organ-
izations such as the African Development Bank (AfDB) are
supporting capacity-building initiatives that equip entrepre-
neurs with the skills and knowledge needed to adopt proactive
strategies effectively.

Despite the challenges, there are several success stories of
proactive textile SMEs in Africa that have managed to thrive.
Companies that embrace innovation and sustainability are
gaining traction in local and international markets. For in-
stance, some firms are leveraging local materials and tradi-
tional techniques to create unique products that appeal to both
domestic and global consumers. Such initiatives not only
enhance the performance of these enterprises but also con-
tribute to the preservation of cultural heritage and sustainable
development. The increasing emphasis on proactivity within
the African textile sector reflects a growing recognition of the
need for enterprises to adapt to changing market conditions
and consumer preferences while leveraging the unique
strengths of the continent.

4. Kenyan Perspective

In Kenya, the textile and apparel industry plays a vital role
in the country's economic landscape, contributing to em-
ployment, exports, and overall industrial development. The
government has recognized the sector's potential and has
implemented various policies to support its growth, including
the “Big Four Agenda,” which emphasizes manufacturing and
value addition. However, textile-based manufacturing SMEs
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face numerous challenges, such as inconsistent supply chains,
limited access to finance, and competition from cheaper im-
ports. To navigate these challenges successfully, proactive-
ness is critical. SMEs that adopt proactive strategies—such as
diversifying their product offerings, exploring new markets,
and leveraging technology—are better positioned to enhance
their performance and competitiveness.

Proactive behavior among Kenyan textile SMEs is also re-
flected in their approach to sustainability and innovation.
Many enterprises are increasingly recognizing the importance
of eco-friendly practices and sustainable sourcing as a means
of attracting environmentally conscious consumers. For ex-
ample, some SMEs have begun to incorporate recycled ma-
terials and adopt energy-efficient production methods. These
proactive measures not only improve their market appeal but
also contribute to the broader sustainability goals outlined in
Kenya's Vision. Furthermore, SMEs that engage in continu-
ous learning and development are more likely to identify new
business opportunities and respond effectively to changing
market dynamics.

Moreover, the rise of digital platforms and e-commerce in
Kenya presents new opportunities for textile-based manu-
facturing SMEs to reach broader markets. Proactive firms are
leveraging online channels to market their products and en-
gage with consumers, allowing them to compete effectively
against larger players. According to a report by the Kenya
National Bureau of Statistics [2], SMEs that have embraced
digital marketing strategies have experienced significant
growth in sales and customer engagement. By fostering a
culture of proactivity, Kenyan textile SMEs can enhance their
resilience, adaptability, and long-term performance in an
increasingly competitive landscape. The emphasis on proac-
tiveness not only positions these enterprises for success but
also contributes to the overall growth and development of the
Kenyan textile sector.

5. Problem Statement

The textile and apparel industry in Kenya represents a sig-
nificant contributor to the country's economic development,
providing employment for millions and generating substantial
export revenue. Despite its potential, the sector faces nu-
merous challenges that hinder its growth and performance,
particularly among small and medium-sized enterprises
(SMEs). A study by the Kenya National Bureau of Statistics
[6] revealed that the textile sector contributes approximately 4%
to the national GDP, highlighting its importance to the
economy. However, many textile SMEs struggle to sustain
competitive advantages in a rapidly changing market land-
scape. This issue necessitates a focused examination of the
factors influencing the performance of textile-based manu-
facturing SMEs, with a specific emphasis on the role of pro-
activeness.

One of the critical challenges confronting textile SMEs in
Kenya is the high level of competition from both local and
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international players. The influx of cheap imports, particularly
from Asia, has put significant pressure on local manufacturers,
leading to a decline in market share and profitability for many
SMEs. According to a report by the World Bank [8], nearly 60%
of textile manufacturers in Kenya reported a decrease in sales
due to increased competition from foreign products. This
competitive pressure necessitates that SMEs adopt proactive
strategies to enhance their performance and market position-
ing. However, many enterprises lack the necessary resources
and knowledge to implement such strategies effectively,
which impedes their growth potential.

Furthermore, the lack of innovation and technological
adoption among textile SMEs exacerbates the performance
gap in the sector. Only 25% of Kenyan textile SMEs engage in
regular innovation activities, which are essential for staying
competitive in a globalized market. Many SMEs are hesitant
to invest in new technologies or processes due to financial
constraints, leading to outdated production methods and a
limited capacity for product diversification. This lack of in-
novation not only affects the operational efficiency of these
firms but also restricts their ability to respond to changing
consumer preferences and market demands [19]

In addition, there is a notable gap in the understanding of
how proactiveness specifically influences the performance of
textile-based manufacturing SMEs in Kenya. While several
studies have examined the broader aspects of entrepreneur-
ship and business performance, there is limited empirical
research focusing on the specific dimensions of proactiveness
and their impact on SMEs in the textile sector. There is need
for further investigation into the factors driving proactivity
among small enterprises, particularly in the context of the
textile industry. Addressing this research gap is critical for
developing tailored strategies that can enhance the perfor-
mance of these firms [18].

Finally, the challenges faced by textile SMEs in Kenya are
compounded by external factors such as economic instability,
fluctuating raw material prices, and inadequate infrastructure.
The International Trade Centre reported that logistical issues
and high transport costs significantly hinder the competi-
tiveness of Kenyan textile manufacturers. Without a proactive
approach to addressing these external challenges, many SMEs
may continue to struggle, ultimately limiting their contribu-
tion to economic growth and job creation in the country [22].
Consequently, a comprehensive examination of the role of
proactiveness in enhancing the performance of textile-based
manufacturing SMEs is imperative for both academic under-
standing and practical applications in the sector.

6. Scope

This paper aims to explore the influence of proactiveness
on the performance of textile-based manufacturing small and
medium-sized enterprises (SMESs) in Kenya. It will begin by
defining proactiveness and outlining its significance in the
context of entrepreneurship and small business management,
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examining how proactive behaviors such as opportunity
recognition, risk management, and innovation adoption con-
tribute to enhancing the performance of SMEs in the textile
sector. The research will provide a detailed overview of the
textile industry in Kenya, including its historical development,
current challenges, and economic significance, highlighting
the role of textile SMEs in contributing to employment,
economic growth, and export revenue while addressing the
competitive landscape and the impact of globalization and
foreign competition on local manufacturers. Additionally, the
paper will investigate the specific proactive strategies em-
ployed by textile SMEs to enhance their performance, ana-
lyzing innovation practices, market orientation, customer
engagement, and adaptive responses to market changes, with
case studies or examples of successful SMEs that have effec-
tively implemented proactive strategies to illustrate best
practices. It will identify and discuss key performance indi-
cators (KPIs) relevant to measuring the performance of tex-
tile-based SMEs, including financial metrics such as profita-
bility, sales turnover, and market share, as well as
non-financial indicators like customer satisfaction, employee
engagement, and sustainability practices. The study will also
highlight existing research gaps in understanding the rela-
tionship between proactiveness and SME performance within
the textile industry, suggesting areas for future research, in-
cluding the need for longitudinal studies and exploration of
other contextual factors that may influence this relationship.
While the primary focus will be on textile-based SMEs in
Kenya, the paper may draw on comparative insights from
other African countries and global perspectives to contextu-
alize the findings, ultimately seeking to contribute to the
academic literature on entrepreneurship and small business
management while providing practical insights for policy-
makers, industry stakeholders, and textile SMEs aiming to
enhance their performance through proactive strategies.

7. Literature Review

The concept of proactiveness in entrepreneurship is largely
supported by the Dynamic Capabilities Theory, which em-
phasizes the ability of firms to integrate, build, and reconfig-
ure internal and external competencies to address rapidly
changing environments [10]. This theory posits that proactive
enterprises are more likely to succeed as they can anticipate
market trends, identify opportunities, and effectively respond
to competitive pressures. In the context of textile-based SMEs
in Kenya, this theory underlines the significance of cultivating
dynamic capabilities that enable these firms to innovate, adapt
their business models, and leverage resources efficiently,
ultimately enhancing their performance [11]. Recent studies
have reinforced this perspective, indicating that firms
demonstrating strong dynamic capabilities are better posi-
tioned to achieve sustained competitive advantages, particu-
larly in industries characterized by rapid technological ad-
vancements and evolving consumer preferences [22].


http://www.sciencepg.com/journal/sjbm

Science Journal of Business and Management

http://www.sciencepg.com/journal/sjbm

Another relevant theory is the Resource-Based View
(RBV), which asserts that a firm’s unique resources and ca-
pabilities are critical determinants of its competitive ad-
vantage and performance [8]. Proactive SMEs in the textile
sector can harness their resources—such as skilled labor,
innovative technologies, and effective supply chain man-
agement—to create value and differentiate themselves from
competitors. This aligns the fact that that organizations that
foster a culture of proactiveness are more likely to exploit
their resources effectively, leading to improved performance
outcomes. In the Kenyan textile industry, where SMEs face
numerous challenges, including competition from cheap im-
ports and changing consumer preferences, leveraging unique
resources through proactive strategies can be vital for survival
and growth [13].

Lastly, the Entrepreneurial Orientation (EO) framework
provides a foundation for understanding how proactiveness
impacts SME performance. EO encompasses dimensions such
as innovativeness, risk-taking, and proactiveness, which col-
lectively influence a firm’s ability to identify and capitalize on
market opportunities [12]. Research indicates that firms with
a strong EO, particularly those that are proactive, tend to
exhibit superior performance in terms of profitability and
market share [16]. In the Kenyan context, textile SMEs that
adopt a proactive stance—by anticipating consumer needs and
responding swiftly to market changes—are better equipped to
thrive in a competitive landscape, thereby contributing to
overall economic development [9]). This theoretical backing
underscores the critical role of proactiveness in shaping the
performance trajectories of textile-based SMEs in Kenya,
highlighting the need for further exploration of these dy-
namics within the sector.

The theoretical review of proactiveness in relation to the
performance of textile-based manufacturing SMEs focuses on
key frameworks that elucidate the mechanisms through which
proactive behavior influences firm outcomes. One of the
primary frameworks is the Entrepreneurial Orientation (EO)
model, which encompasses dimensions such as proactiveness,
innovativeness, and risk-taking. EO is pivotal in fostering a
culture that encourages SMEs to actively seek opportunities
and respond to market changes, thereby enhancing their
competitive edge [7]. Recent studies underscore that firms
with high EO levels tend to outperform their competitors,
particularly in dynamic environments where agility and re-
sponsiveness are crucial [6]. In the context of the Kenyan
textile sector, the integration of proactiveness within the EO
framework allows SMEs to navigate challenges posed by
global competition and rapidly changing consumer prefer-
ences, ultimately driving improved performance.

Additionally, the Resource-Based View (RBV) provides a
robust theoretical underpinning for understanding how re-
sources and capabilities influence the proactive behavior of
firms. RBV posits that unique resources—such as skilled
labor, technology, and organizational culture—are funda-
mental to achieving competitive advantage [3]. In tex-
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tile-based SMEs, leveraging these resources through proac-
tive strategies enables firms to innovate and respond effec-
tively to market demands. Recent research has highlighted
that firms that engage in proactive resource management are
more likely to experience enhanced performance, as they can
capitalize on their strengths while mitigating weaknesses [14].
This perspective is particularly relevant in the Kenyan context,
where textile SMEs often face resource constraints and must
strategically utilize their limited assets to achieve sustainable
growth [8].

The Dynamic Capabilities Theory also plays a significant
role in framing the relationship between proactiveness and
firm performance. This theory emphasizes the importance of a
firm's ability to adapt and reconfigure its resources in re-
sponse to changing market conditions [8]. Proactive SMESs
demonstrate dynamic capabilities by identifying emerging
trends and opportunities, allowing them to pivot their strate-
gies and operations effectively. Recent empirical studies have
shown that firms with strong dynamic capabilities, charac-
terized by proactiveness, achieve superior performance out-
comes, particularly in industries undergoing rapid techno-
logical changes [12]. In the Kenyan textile sector, fostering
dynamic capabilities through proactive approaches can sig-
nificantly enhance SMEs' resilience and competitiveness,
positioning them favorably in the market.

Moreover, the Diffusion of Innovation (DOI) theory offers
insights into how proactive behavior influences the adoption
of new technologies and practices within textile-based SMEs.
This theory posits that the acceptance and implementation of
innovations are contingent upon various factors, including the
perceived benefits and the readiness of firms to embrace
change [10]. Proactive SMEs are more inclined to adopt in-
novative practices that enhance their production processes and
product offerings, leading to improved performance. Studies
have indicated that SMEs that actively pursue innovation and
change are better positioned to capture market share and re-
spond to consumer needs [13]. In Kenya, where the textile
industry is evolving, embracing proactiveness in innovation
adoption can be a critical factor in the success of SMEs within
this sector [17].

Finally, the Theory of Planned Behavior (TPB) contributes
to understanding the motivations behind proactiveness among
entrepreneurs. TPB posits that individual behavior is influ-
enced by attitudes, subjective norms, and perceived behav-
ioral control [20]. This framework can be applied to examine
how entrepreneurial attitudes towards risk-taking and oppor-
tunity recognition impact the proactivity of textile-based
SMEs. Recent research has shown that entrepreneurs who
possess a strong belief in their capabilities and recognize the
importance of proactiveness are more likely to engage in
behaviors that lead to enhanced firm performance [21]. In the
Kenyan textile sector, fostering a mindset that values proac-
tive behavior can empower entrepreneurs to take calculated
risks and seize opportunities, ultimately driving the success of
their enterprises.


http://www.sciencepg.com/journal/sjbm

Science Journal of Business and Management

http://www.sciencepg.com/journal/sjbm

Proactiveness Performance

N Sales turnover
.
.

Competitive Advantage

® Opportunity recognition Employee Satisfaction

*  Opportunity exploitation Profitability

* Organiztional Culture

*  Product differentiation
e Cost structuring

Figure 1. Conceptual Framework.

8. Methodology

This section outlines the research methodology employed
to investigate the influence of proactiveness on the perfor-
mance 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 empha-
sizes a quantitative approach to research, focusing on estab-
lishing relationships through statistical analysis [17]. 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 meas-
urement of variables and the generalization of findings across
the population of interest [2].

A mixed-methods research design was utilized to capture
both quantitative and qualitative data. This approach allows
for a comprehensive understanding of the relationship be-
tween proactiveness and performance, addressing both the
"how" and "why" behind the observed phenomena [3]. The
quantitative component involved measuring levels of proac-
tiveness among textile SMEs, while qualitative methods pro-
vided contextual insights into the factors influencing proac-
tiveness and its effects on performance [1].

The target population for the study consisted of 1,353 reg-
istered 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 [4].
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 lev-
els of proactiveness and its relationship with performance
outcomes. The questionnaire utilized a Likert scale to quan-
tify responses, allowing for statistical analysis of the data. In
addition to the primary data collected through the question-
naire, 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 effec-
tiveness in capturing the intended data [4].
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 charac-
teristics of the sample, while inferential statistics, including correla-
tion and regression analysis, were used to examine the relationships
between proactiveness and performance metrics [5]. 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.

9. Findings

Response rate

The response rate is the extent to which final data sets in-
clude all sampled members. It is the percentage of respond-
ents who successfully responded to the survey [6]. The re-
searcher 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% [4]. Previous authors
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. 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 [7].

Overall Reliability statistics

Table 1. Response Rate.

S/No. Variable No of Items Cronbach’s Alpha Remarks
Performance 9 713 Accepted
Opportunity recognition 8 124 Accepted
Opportunity exploitation 8 .809 Accepted
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S/No. Variable

Organizational Culture 10

The study sought to establish whether the research instru-
ment was consistent by correlating the items in the tool to
yield a correlation coefficient referred to as Cronbach’s Al-
pha (a). 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 [11]. From Table 2, shown below, Cronbach's
Alpha test results for the dependent variable and independent
variables showed that the variables were significant with

No of Items

Cronbach’s Alpha Remarks

714 Accepted

greater values than 0.6 hence were all accepted.

Durbin-Watson Test:

The Durbin-Watson statistic is 1.936, which falls within the
range of 1.5 to 2.5. This indicates that there is no significant
autocorrelation in the residuals, suggesting that the model's
predictions are independent across observations. This is a
good sign for the validity of the regression model.

Table 2. Durbin-Watson Test:

Test Statistic (Durbin-Watson) Critical Values

1.936 15<d<25

Homoscedasticity

The homoscedasticity test yielded a test statistic of 4.90
with a p-value of 0.56. Since the p-value is greater than the
common significance level of 0.05, we fail to reject the null
hypothesis of homoscedasticity. This implies that the variance
of the residuals is constant across all levels of the independent
variables, which is an assumption required for valid regres-
sion analysis.

Table 3. Homoscedasticity.

Test Statistic p-value  Conclusion

4.90 0.56 Fail to reject the null hypothesis

Multicollinearity

The collinearity statistics indicate that the predictors in the
model exhibit moderate levels of multicollinearity, which is
acceptable and does not significantly impact the reliability of
the regression estimates. For opportunity recognition, the
tolerance value is 0.480 and the VIF (Variance Inflation
Factor) is 2.084. These values are within acceptable ranges, as
tolerance values above 0.1 and VIF values below 10 typically
do not suggest problematic multicollinearity. This implies that
opportunity recognition does not excessively influence the
stability or interpretability of the regression coefficients
within the model.

For opportunity exploitation, the tolerance value is slightly
lower at 0.299, with a VIF of 3.340. Although this reflects a
somewhat higher level of collinearity compared to oppor-
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Conclusion

No significant autocorrelation

tunity recognition, it still falls well within the acceptable
range. Therefore, the collinearity present with opportunity
exploitation remains moderate and should not cause signifi-
cant issues in the interpretation of model results or the preci-
sion of the regression estimates.

Finally, the collinearity statistics for organizational culture
show a tolerance value of 0.352 and a VIF of 2.842. These
values indicate a moderate level of collinearity, similar to the
other predictors. Given that both the tolerance and VIF values
for organizational culture are also within the acceptable
thresholds, it is evident that multicollinearity is not severe
enough to impact the validity or reliability of the regression
coefficients. Overall, the collinearity statistics for all three
predictors—opportunity recognition, opportunity exploitation,
and organizational culture—demonstrate manageable levels
of multicollinearity, ensuring that the predictors contribute
valuable and interpretable information to the model without
introducing significant collinearity issues.

Table 4. Multicollinearity.

Collinearity Statistics

Model
Tolerance VIF
(Constant)
opportunity recognition 480 2.084
! opportunity exploitation .299 3.340
organizational culture .352 2.842
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Tests of Normality:

The tests of normality for the variables in this analysis in-
dicate that they are normally distributed, as shown by
non-significant results in both the Kolmogorov-Smirnov and
Shapiro-Wilk tests. For the variable performance of the en-
terprises, the Kolmogorov-Smirnov statistic is 0.129 (p =
0.313), and the Shapiro-Wilk statistic is 0.964 (p = 0.301).
Since both p-values are above the significance threshold of
0.05, the distribution of performance appears to be normal.
Similarly, product differentiation shows a Kolmogo-
rov-Smirnov statistic of 0.067 (p = 0.074) and a Shapiro-Wilk
statistic of 0.990 (p = 0.056), which suggests a normal dis-
tribution, as the p-values are slightly above 0.05.

For cost structuring, normality is also indicated, with a
Kolmogorov-Smirnov statistic of 0.098 (p = 0.088) and a
Shapiro-Wilk statistic of 0.967 (p = 0.078). Both tests yield

non-significant results, supporting the assumption of a normal
distribution. The variable opportunity recognition similarly
demonstrates normality, with a Kolmogorov-Smirnov statistic
of 0.110 (p = 0.250) and a Shapiro-Wilk statistic of 0.974 (p =
0.210). The non-significant p-values reinforce the normal
distribution of this variable within the sample data.

For opportunity exploitation, the normality assumption is
further confirmed by a Kolmogorov-Smirnov statistic of
0.087 (p = 0.075) and a Shapiro-Wilk statistic of 0.970 (p =
0.089), both of which are non-significant. Finally, organiza-
tional culture yields a Kolmogorov-Smirnov statistic of 0.103
(p = 0.099) and a Shapiro-Wilk statistic of 0.964 (p = 0.065),
indicating normality as well. Overall, these tests suggest that
each of the variables follows a normal distribution, supporting
the use of parametric analyses in further assessments.

Table 5. Tests of Normality.

Kolmogorov-Smirnov®

Statistic df
Performance of the enterprises 129 292
product differentiation .067 292
cost structuring .098 292
opportunity recognition 110 292
opportunity exploitation .087 292
organizational culture .103 292

a. Lilliefors Significance Correction

Model Summary for Proactiveness Influence on Perfor-
mance

The model analysis demonstrates a robust positive rela-
tionship between the independent variables—organizational
culture, opportunity recognition, and opportunity exploita-
tion—and the dependent variable, enterprise performance.
The R value of 0.853 reflects a high correlation between these
factors and performance. Furthermore, the R=2value of 0.727
indicates that the model explains approximately 72.7% of the
variance in enterprise performance, a substantial proportion
that highlights the importance of these predictors in shaping
performance outcomes. The adjusted R=2of 0.724 slightly
adjusts this figure to account for the number of predictors
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Shapiro-Wilk
Sig. Statistic df Sig.
313 .964 292 301
.074 .990 292 .056
.088 .967 292 .078
.250 974 292 210
.075 .970 292 .089
.099 .964 292 .065

included, confirming the model’s stability without overfitting
to the sample data.

The Standard Error of the Estimate, at 0.404418, suggests a
relatively small degree of deviation around the regression line,
further supporting the model's predictive accuracy. Addi-
tionally, the Durbin-Watson statistic of 1.836 falls comforta-
bly within the acceptable range (between 1.5 and 2.5), sug-
gesting that there is no significant autocorrelation in the re-
siduals, which could otherwise bias the results. Together,
these values suggest that the model is well-suited for pre-
dicting enterprise performance based on the identified factors
and is statistically reliable.
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Table 6. Model Summary.

Model R R Square Adjusted R Square

Std. Error of the Estimate

Durbin-Watson

1 .853? 127 724

404418 1.836

a. Predictors: (Constant), organizational culture, opportunity recognition, opportunity exploitation

b. Dependent Variable: Performance of the enterprises

1. ANOVA Results:

The ANOVA results for the model underscore its statistical
significance in predicting enterprise performance. The re-
gression sum of squares (125.582) indicates the explained
variance by the model, while the residual sum of squares
(47.103) captures the unexplained variance. Together, these
values sum to 172.686, representing the total variability in
enterprise performance.

The degrees of freedom (df) are divided between regression
(df = 3) and residual (df = 288), with the model calculating a
mean square of 41.861 for regression and 0.164 for residual.

The resulting F-value of 255.945, paired with a highly sig-
nificant p-value of 0.000 (p < 0.001), confirms the overall
effectiveness of the model. This low p-value signifies that the
relationship between the predictors (organizational culture,
opportunity recognition, and opportunity exploitation) and
performance is statistically meaningful, with at least one
independent variable contributing significantly to the model’s
predictive power. This further validates the model's relevance
and robustness in explaining variations in enterprise perfor-
mance.

Table 7. Goodness of fit Test.

Model Sum of Squares df
Regression 125.582 3

1 Residual 47.103 288
Total 172.686 291

a. Dependent Variable: Performance of the enterprises

Mean Square F Sig.
41.861 255.945 .000°
.164

b. Predictors: (Constant), organizational culture, opportunity recognition, opportunity exploitation

2. Coefficients:

The regression coefficients provide insight into the impact
of each independent variable on enterprise performance. The
constant term (B = 0.445) represents the baseline performance
level when opportunity recognition, opportunity exploitation,
and organizational culture are held at zero. This baseline value
offers a reference point, indicating the inherent performance
level of enterprises absent the influence of these variables.

Opportunity recognition shows a positive effect on per-
formance, with a coefficient of 0.127. This means that for
each unit increase in opportunity recognition, there is an as-
sociated 0.127 increase in performance. The significance level
of 0.003 confirms this effect as statistically significant, sug-
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gesting that recognizing opportunities contributes meaning-
fully to performance improvement.

Among the predictors, opportunity exploitation exhibits the
strongest positive relationship with performance, as indicated
by its coefficient of 0.467. This high coefficient, combined
with a p-value of less than 0.001, highlights its critical role in
driving performance outcomes. Organizational culture also
plays a significant role, with a coefficient of 0.289, pointing to
a positive and substantial influence on performance. Like
opportunity exploitation, this variable's p-value is below
0.001, reinforcing the conclusion that fostering a supportive
organizational culture contributes considerably to enterprise
success.
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Table 8. Coefficients Table.

Unstandardized Coefficients

Model
B Std. Error
(Constant) 445 113
opportunity recognition 127 .042
! opportunity exploitation 467 .052
organizational culture .289 .053

Correlation Analysis

The correlation matrix provides insights into the relation-
ships between various factors related to enterprise perfor-
mance, specifically focusing on product differentiation, cost
structuring, opportunity recognition, opportunity exploitation,
and organizational culture. All correlations are significant at
the 0.01 level, indicating strong statistical reliability. Here’s a
detailed breakdown:

The correlation analysis highlights the interconnected na-
ture of product differentiation, cost structuring, opportunity
recognition, opportunity exploitation, and organizational
culture in driving enterprise performance. Product differenti-
ation exhibits strong positive correlations with cost structur-
ing (r = 0.560), opportunity recognition (r = 0.526), oppor-
tunity exploitation (r = 0.716), and organizational culture (r =
0.762). These results suggest that enterprises with effective
product differentiation strategies tend to excel in managing
costs, identifying and exploiting opportunities, and fostering a
supportive organizational culture. This alignment indicates
that differentiation strategies are likely to promote efficiencies
and adaptability in various business processes, which are
essential for competitive advantage.

Cost structuring shows particularly high correlations with
opportunity recognition (r = 0.772) and opportunity exploita-

Standardized Coefficients

t Sig.
Beta

3.949 .000
134 3.022 .003
.507 9.015 .000
.281 5.426 .000

tion (r = 0.711). This finding implies that organizations that
carefully structure their costs are often better equipped to
identify and seize new opportunities. Effective cost man-
agement allows enterprises to allocate resources more strate-
gically, supporting flexibility in responding to market shifts.
Furthermore, this relationship emphasizes that cost efficiency
is closely tied to an enterprise’s strategic agility, where
well-managed finances enable proactive engagement with
emerging market needs.

Opportunity recognition and exploitation are both highly
correlated with organizational culture, with the strongest
individual correlation observed between organizational cul-
ture and opportunity exploitation (r = 0.797). This result un-
derscores the role of organizational culture as a foundational
driver of innovation and market responsiveness. Enterprises
that cultivate a positive, cohesive culture are likely better able
to exploit identified opportunities, as such a culture typically
fosters collaboration, openness to change, and resilience.
Overall, these correlations indicate that a strong, supportive
organizational culture not only enhances an enterprise’s ca-
pability to act on opportunities but also complements other
performance-enhancing factors like cost structuring and dif-
ferentiation strategies.

Table 9. Correlation Analysis.

product differ-
entiation

Pearson Correlation 1

product differentiation  Sig. (2-tailed)
N 292
Pearson Correlation  .560"
cost structuring Sig. (2-tailed) .000
N 292
Pearson Correlation 526"
opportunity recognition
Sig. (2-tailed) .000

cost struc- opportunity opportunity organization-
turing recognition exploitation al culture
560" 526" 716™ 762"
.000 .000 .000 .000
292 292 292 292
1 772" 1" 6327
.000 .000 .000
292 292 292 292
7727 1 709 645"
.000 .000 .000
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product differ-

entiation
N 292
Pearson Correlation ~ .716"
opportunity exploita-  je 5 taiteq) 000
tion
N 292
Pearson Correlation 762"
organizational culture Sig. (2-tailed) .000
N 292

cost struc- opportunity opportunity organization-
turing recognition exploitation al culture
292 292 292 292

7117 709 1 797"

.000 .000 .000

292 292 292 292

632" 645" 797" 1

.000 .000 .000

292 292 292 292

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

The findings presented here are based on the influence of
proactiveness on the performance of textile-based manufac-
turing small enterprises in Kenya. The analysis draws on
quantitative and qualitative data collected from 309 SMEs
across various economic blocs.

1. Proactiveness Levels

The study found that a significant proportion of textile
SMEs (approximately 60.1%) exhibited moderate to high
levels of proactiveness in their operations.

Model Summary on the influence of Proactiveness on per-
formance of textile-based manufacturing small enterprises in
Kenya

Table 10. Model Summary on the influence of Proactiveness on performance.

Model R R Square

1 .776a .601

Adjusted R Square Std. Error of the Estimate

.600 48717

a. Predictors: (Constant), ProA 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 0.601, meaning that 60.1%
of the variance in the SME performance of the textile-based
manufacturing SEs can be explained by the proactiveness

while the other dimensions explains the remaining proportion.
ANOVA on the influence of Proactiveness on performance
of textile-based manufacturing small enterprises in Kenya

Table 11. ANOVA on the influence of Proactiveness on performance.

Model Sum of Squares df
Regression 103.859 1

1 Residual 68.827 290
Total 172.686 291

Mean Square F Sig.
103.859 437.603 .000°
237

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

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

In Table the ANOVA was used to show the overall model
significance. Since the p- value was less than the 0.05, it

indicated that then there is a significant relationship between
proactiveness and the performance of the textile-based
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manufacturing SEs in Kenya (F = 437.603 and p-value

<0.05).

Table 12. Regression Coefficients on the influence of Proactiveness on performance of textile-based manufacturing small enterprises in

Kenya.
Unstandardized Coefficients Standardized Coefficients
Model t Sig.
B Std. Error Beta
1 (Constant) 771 129 5.976 .000
proactiveness of the enterprises ~ .797 .038 776 20.919 .000

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

From Table 12, the regression equation can be written as:
PerF =0.771 + 0.797 ProA

The regression equation (iii) shows that the unstandardized
coefficient (B) for proactiveness 0.797. This suggests that for
every one-unit increase in proactiveness, the performance of
the textile-based manufacturing SEs increases by 0.797 units.
The standardized coefficient (Beta) is 0.776, indicating that
proactiveness 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 proactiveness and the
performance of textile-based manufacturing SEs in Kenya.

Furthermore, the t-value of 20.919 is highly significant (p <
0.005), indicating that the relationship between proactiveness
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
fostering a proactive mindset within their enterprises,
encouraging employees to be proactive in identifying and
capitalizing on market opportunities, anticipating changes,
and adapting strategies accordingly. Policymakers can
support entrepreneurs by promoting a favorable business
environment that encourages and rewards proactiveness, such
as providing access to information, networking opportunities,
and training programs that enhance entrepreneurial skills.

The results of the study provide important insights into the
relationship between proactiveness and the performance of
textile-based manufacturing small enterprises in Kenya. The
findings indicate that proactiveness has a significant and
positive influence on enterprise performance. The high
R-square value of 0.601 suggests that approximately 60.1% of
the variance in the performance of the enterprises can be
explained by the proactiveness dimension. This indicates that
proactiveness plays a substantial role in driving performance
outcomes for textile-based manufacturing small enterprises in
Kenya. The significant p-value in the ANOVA table confirms
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that the regression model is statistically significant, indicating
a strong relationship between proactiveness and enterprise
performance. This provides further support for the idea that
proactiveness is a critical factor in determining the success of
these enterprises.

The coefficient analysis reveals that for every one-unit
increase in proactiveness, the performance of the enterprises
increases by 0.797 units. The standardized coefficient (Beta)
of 0.776 indicates a strong and positive impact of
proactiveness on enterprise performance. The high t-value of
20.919 further reinforces the robustness and significance of
the relationship between proactiveness and performance. It
suggests that the observed relationship is not due to chance
but rather a meaningful and reliable association. These
findings highlight the importance of proactiveness in the
performance of textile-based manufacturing small enterprises
in Kenya. Entrepreneurs who exhibit a higher level of
proactiveness, such as taking initiative, being proactive in
identifying opportunities, and adapting strategies to changing
market conditions, are more likely to achieve better
performance outcomes. The discussion of these results also
underscores the potential benefits of fostering a proactive
organizational culture within these enterprises. Encouraging
employees to be proactive and empowering them to take
initiative can enhance their ability to identify and exploit
market opportunities, respond to challenges, and stay ahead of
competitors.

Policymakers can utilize these findings to develop
strategies and initiatives that promote proactiveness among
entrepreneurs and small enterprises. Creating an enabling
environment that supports and rewards proactive behaviors,
providing access to resources and information, and fostering
collaboration and networking opportunities can help enhance
proactiveness in the textile industry in Kenya. Several
previous studies in the field of entrepreneurship and
organizational behavior support the findings of the influence
of proactiveness on the performance of textile-based
manufacturing small enterprises. Here are some relevant
studies that corroborate these findings: previous studies on
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entrepreneurial orientation and its impact on firm
performance [13]. Previous findings indicate that
proactiveness positively influenced firm performance [2].
This supports the idea that textile-based manufacturing small
enterprises in Kenya, characterized by higher levels of
proactiveness, are likely to experience better performance
outcomes. the The impact of entrepreneurial orientation on
small business performance show that proactive behavior, as
an essential component of entrepreneurial orientation, had a
positive effect on firm performance [15]. These results further
validate the positive influence of proactiveness on
performance in small enterprises.

The connection between proactiveness and organizational
performance has garnered significant attention in recent years,
with research highlighting the importance of proactive be-
haviors in driving superior business outcomes. Proactiveness
refers to the tendency of individuals or organizations to an-
ticipate and act on future challenges and opportunities, rather
than merely responding to events as they arise. Studies have
consistently shown that proactive organizations tend to out-
perform their competitors by adapting more effectively to
market changes and customer needs [14]. For instance, recent
research [2] found a strong positive correlation between pro-
active strategies and overall business performance, indicating
that firms that engage in forward-thinking practices are better
equipped to navigate uncertainty and capitalize on emerging
trends.

In addition to enhancing market responsiveness, proac-
tiveness also plays a critical role in fostering innovation
within organizations. By encouraging a proactive mindset,
organizations can cultivate an environment where employees
feel empowered to identify and pursue new ideas [18]. This
proactive culture not only promotes individual creativity but
also encourages collaboration among teams, leading to the
development of innovative products and services that can
drive competitive advantage. As evidenced by the findings [3]
show organizations that prioritize proactiveness and innova-
tion are more likely to achieve higher levels of customer
satisfaction and loyalty, ultimately translating into improved
financial performance.

Moreover, the relationship between proactiveness and
performance is further strengthened by the alignment of pro-
active behaviors with strategic organizational objectives.
Organizations that integrate proactiveness into their strategic
frameworks are better positioned to anticipate market dy-
namics and align their resources accordingly [8]. This strate-
gic alignment emphasizes the importance of fostering a pro-
active organizational culture that not only encourages em-
ployees to take initiative but also aligns their efforts with
broader business goals. Overall, the evidence underscores the
critical role of proactiveness in enhancing organizational
performance, reinforcing the need for companies to cultivate a
forward-thinking mindset in today's competitive landscape.

2. Impact on Performance Metrics

The analysis revealed a strong positive correlation (r sq =
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0.601, p < 0.01) between proactiveness and overall firm per-
formance, measured through indicators such as sales turnover,
profitability, and employee growth. Firms categorized as
highly proactive reported an average annual sales increase of
25%, compared to 12% for those with low proactiveness
levels. Additionally, highly proactive SMEs reported higher
profitability margins (average of 18%) compared to their less
proactive counterparts (average of 9%).

3. Qualitative Insights

Qualitative interviews highlighted several key factors con-
tributing to the positive impact of proactiveness on perfor-
mance:

Market Responsiveness: Proactive firms demonstrated a
heightened ability to respond to market trends and consumer
demands. For instance, several respondents mentioned suc-
cessfully launching new products in response to emerging
fashion trends, which led to increased market share.

Innovation Culture: The qualitative data indicated that a
strong culture of innovation within proactive firms fostered
continuous improvement. Respondents emphasized the im-
portance of employee involvement in generating ideas, which
resulted in enhanced production processes and product qual-
ity.

Strategic Networking: Proactive SMEs often engaged in
strategic partnerships and collaborations, enabling them to
leverage external resources and knowledge. This networking
facilitated access to new markets and technologies, further
driving their performance.

While the overall findings indicated a positive relationship
between proactiveness and performance, the study identified
several barriers faced by SMEs:

Limited Resources: Many firms reported that financial
constraints hindered their ability to invest in proactive initia-
tives. Approximately 45% of respondents indicated that a lack
of capital was a significant barrier to pursuing innovative
projects.

Market Knowledge Deficits: Some SMEs struggled with
inadequate market research capabilities, affecting their ability
to identify and act on new opportunities. About 38% of re-
spondents noted that they lacked the necessary market intel-
ligence to inform proactive decision-making.

10. Conclusion

The findings suggest that proactiveness significantly in-
fluences the performance of textile-based manufacturing
SMEs in Kenya. By fostering a proactive approach, firms can
enhance their competitiveness and achieve sustained growth
in an increasingly dynamic market environment.

11. Recommendations

Based on the findings, several recommendations were
proposed for enhancing proactiveness in textile SMEs:
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1.

. Networking Opportunities:

Investment in Training: To foster a culture of proac-
tiveness, SMEs should invest in employee training pro-
grams focused on innovation and market analysis.

. Access to Financial Support: Encouraging government

and financial institutions to provide targeted support and
funding for SMEs can help mitigate resource con-
straints.

Promoting networking
events and partnerships within the textile industry can
facilitate knowledge sharing and collaboration among
SMEs.
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