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ABSTRACT 

Small and medium-sized enterprises (SMEs) 
are functioning in a dynamic corporate 
environment where SMEs are on the 
lookout for novel strategies to market the 
brand and stand out from the competition. 
Gaining competitive advantage has become 
an important goal for the SMEs and hence 
has led to brand competitiveness an 
important factor to focus on. Brand 
competitiveness would allow for the 
organization to initiate the right marketing 
strategies to compete with other competitors 
in the market. Extant literature studies how 
brand competitiveness helps in survival for 
the brands but little is known about how 
brand value and marketing innovation 
would impact the brand competitiveness in 
the customer’s perspective of SMEs in 
emerging countries. The main objective of 
the research was to examine the influence of 
brand value and marketing innovation on 
the brand competitiveness of SMEs in 
emerging countries. Descriptive and 
inferential statistical analysis was used to 
display the associations of the independent 
variables within each construct. The 
quantitative findings from 103 customers 
were analyzed using Statistical Package for 
Social Sciences (SPSS) version 21 and AMOS 
21 to indicate that brand value and 
marketing innovation develops brand 
competitiveness among SMEs in emerging 
countries. The findings of the study would  

 

contribute to the current marketing 
literature available to be adopted by SMEs 
to develop customer perception and build 
brand competitiveness with the use of the 
right innovative marketing strategies and by 
improving brand value. 

Keywords - Brand Value, Marketing 
Innovation, Brand Competitiveness, SMEs, 
emerging countries. 

1. INTRODUCTION 

Competitive markets have led organizations to 
strive to survive, grow and build their brands 
and businesses irrespective of how big or 
small. Small and medium-sized enterprises 
(SMEs) are vital for emerging markets and are 
functioning in dynamic environments 
providing homogenous products and services. 
Existing literature states that the gross domestic 
product of most emerging markets is influenced 
by the economic activities contributed to by the 
SMEs (Odoom et al., 2017) and also drives 
innovation and competition in the market 
(Beneke, et al., 2016). SMEs also contribute to 
the majority of the number of corporations in 
developing nations (Johnson, 2015). Tools 
including the marketing activities of 
organizations affect the SME goals (Johnson, 
2015) and in turn, would affect the 
competitiveness of an organization. Marketing 
allows SMEs to educate and inform their 
potential customers about the organization, 
brand and what they offer. Brands in emerging 
markets are working tirelessly towards being 
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up-and- coming, yet the brand building stage in 
these markets is still quite in the early stages 
(Wang et al., 2017). SMEs need to improve 
their brand competitiveness (BC) and this 
study aims to examine if BC could be 
influenced through the combination of brand 
value (BV) and marketing innovation (MI). 

Literature from studies conducted states that 
the BC is influenced by both BV (Gupta et al., 
2020) and MI (Gupta et al., 2016) whereas in 
both studies a significant relationship has been 
established. Managers of SMEs are required to 
take into consideration the influencing factors 
of BC to ensure that the business will be 
competitive in a vigorous environment. 

MI could have an impact on the enhancement 
of the BC of an organization. SMEs find the 
strength of the brand to be an intangible 
resource (Parnellet al., 2015). This could be 
achieved by the BC that the SME has against 
other competitors which could be supported 
through MI. MI refers to what the companies 
would invest in the aim of marketing to the 
customers using a new method (Medrano et al., 
2020). There is a need for more literature in 
relation to MI (Medrano et al., 2020). For 
companies, BV allows for the organization to 
become more competitive in the market (Gupta 
et al., 2020) by achieving the same via brand 
differentiation to drive BC. 

Emerging markets have lower-income but the 
economies are growing while using economic 
freedom as their primary mode of growth 
(Sharma et al., 2018). This new freedom could 
lead to a dynamically changing market in 
which SMEs are to survive. The problem lies 
in how these SMEs are to survive and one way 
of doing so is how they are competitive in the 
market. This can be explored in detail by 
understanding how BC would impact these 
organizations. 

The following study will be focused on 
understanding the impact MI and BV have in 
aiding the enhancement of the BC of the 
organization. This is accomplished by 
understanding the significant relationships 
between the variables BV, MI and BC. MI & 
BC as well as BV and its relationship with BC 

has been studied as separate relationships. 
However, literature on how these two variables 
integrated could drive BC lacks literature and a 
gap can be identified. This study aims to bridge 
this gap by exploring how the combined factors 
would affect BC while also understanding this 
from the perspective of an SME in an emerging 
market. 

Understanding the relationship and impact of 
BV and MI on BC is a question that is 
required to be studied. The problem statement 
of the study has been identified as the lack of 
knowledge of the SMEs to be competitive in 
the homogenous market. As a large number 
of SMEs exist in emerging countries and with 
the contribution of these SMEs to the 
economies of emerging countries it is 
important for these organizations to be 
competitive and surviving is vital. In Sri 
Lanka SMEs account for 75% of the 
enterprises of the country (Ministry of 
Industry and Commerce, 2021) this accounts 
to a large portion of the economic growth 
being dependent on SMEs and also depicting 
large competition for these SMEs. 

This study aims at enhancing the 
understanding and knowledge concerning the 
impact of brand value, and marketing 
innovation on brand competitiveness related 
to SMEs in emerging countries. 

Accordingly, this study focuses on two 
research questions namely: 

1. What is the extent to which Marketing 
Innovation is related to Brand 
Competitiveness? 
2. What is the extent to which Brand Value 
is related to Brand Competitiveness? 

Based on the above-mentioned questions, the 
research objectives are as follows: 

1.  To evaluate the effect of Marketing 
Innovation on Brand Competitiveness. 
2. To evaluate the effect of Brand Value on 
Brand Competitiveness. 

The following study would significantly 
contribute to the literature available on SMEs 
in emerging countries to understand the 
importance of BC and strategically build the 
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right methods to improve BV and engage in 
MI. Thereby, the study would bridge the gap 
existing in the literature studying the impact 
of BV and MI on BC for emerging country 
SMEs. The principal benefit of this study 
would be acquired by the large number of 
SMEs owners who would be able to 
understand the developed framework 
developed based on the Dynamic Capabilities 
Theory. 

The study in brief would consist of five 
sections. The following section would consist 
of the literature review clarifying about the 
selected variables with the support of already 
existing literature and the conceptual 
framework developed to be tested. The third 
section would be focused on the data collected, 
the constructs and data collection. The fourth 
section would analyze the already collected 
data, which would aid the fifth and final section 
that would explain the conclusion of the data 
findings, the implications and limitations of the 
study. 

2. LITERATURE REVIEW 

Research conducted for emerging markets has 
identified that a lack of understanding of 
marketing infrastructure in emerging markets 
could lead to low profitability and lower 
market share (Sharma et al., 2018). In order to 
overcome this issue, it has been identified by 
prior research that it is required to develop 
marketing strategies that would allow 
overcoming these challenges faced by 
organizations (Sharma et al., 2018). Branding 
for an SME is a long-term investment that does 
not attract the SMEs as there are no short-term 
financial prizes for the firm (Lin et al., 2019). 
However, it is important for the brands to be 
competitive and significant in the market for 
SMEs. This research identified three main 
factors that could contribute to an 
organizations brand success in an emerging 
market, namely BC, BV and MI. 

2.1. Brand Competitiveness 

BC allows for organizations to lead the market 
ahead of their competitors (Gupta et al., 2020). 
BC allows for brands to be a step ahead of their 
competitors in the marketplace (Gupta et al., 

2020) while displaying their competitive 
advantage (Baumann, 2018). Marketing is an 
indicator of competitiveness (Ahmedova, 
2020) and adequate knowledge in this regard 
would allow for the SMEs to be more 
competitive in the energetic and changing 
market with a level of value and innovation 
incorporated in their marketing activities. Prior 
studies suggest that organizations in emerging 
markets strive to grow to become strong global 
brands (Wang et al., 2017). For organizations 
to ascend to a global platform from being an 
SME one needs to compete effectively in the 
market. As project success is an important 
dependent factor for an SME success (Goerzig 
& Bauernhansl, 2018), this could also be the 
same when we look at marketing projects and 
activities of an organization. The ultimate 
result expected from brand competitiveness for 
an organization is to elevate the overall 
performance of a brand based on the unique 
marketing activities (Gupta et al., 2020a). 
These activities would thereby contribute to 
create BV. 

2.2. Brand Value 

BV permits organizations to achieve leading 
competitiveness in the market (Gupta et al., 
2020). BV allows for emotional and rational 
value for the customers (Gupta et al., 2020) 
which are also the constructs that would be 
used to measure brand value in this study. 
Simply, brand value is how the customers 
relate to and connect with the brand (Gupta et 
al., 2020). Building connections with and a 
perceived value with a customer is one way a 
SME can be competitive in the market. BV also 
depends on the actions of the customers as well 
for organizations (Gupta et al., 2020) which 
could influence the purchasing decisions of the 
customers. Existing studies have identified that 
BV is based on what customers believe to be 
the perceived value for the buyer (Merz et al., 
2018). BV allows for the performance to be 
driven for organizations (Muhonen et al., 2017) 
which is also related to the supporting of goals 
in an organization. BV can also be created by 
MI which could contribute to BC. 

2.3. Marketing Innovation 
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MI is viewed from a commercialization 
perspective by the marketing researchers 
(Gupta et al., 2016) which refers to how an 
organization is able to effectively use the 
resources to develop a competitive advantage 
(Gupta et al., 2016). For an idea derived from 
MI to be successful, it depends greatly on how 
it works with the environment the organization 
operates in (Gupta et al., 2016). For emerging 
markets, the competition is constantly growing 
(Akhmetshin, 2019) and hence MI would 
greatly assist in creating a differentiated 
advantage for the SMEs in the market if 
implemented correctly. 

SMEs are said to have marketing focused on 
areas that would evolve around new packages, 
designs, promotion methods and even pricing 
tactics and innovative and/or new distribution 
networks (Quaye & Mensah, 2019). The 
competitive advantage theory states that MI 
used to market a product to the consumers is 
key for firms (Gupta et al., 2016). Research 
conducted states that MI would support SMEs 
to overcome barriers and uplift their 
advantages in the market (Quaye & Mensah, 
2019). Regardless of whether a SME has the 
capability to change their offering 
product/service they could use their resources 
integrated to develop MI that would assist in 
sustaining any market advantage (Quaye & 
Mensah, 2019) allowing for brand 
competitiveness. 

2.4. Dynamic Capabilities Theory 

The dynamic capabilities theory (DCT) 
identifies that a critical determinant of an 
organization competitiveness is determined by 
its marketing capabilities (Tan & Sousa, 2015). 
By using the DCT the study understands that 
BV, MI would impact BC. This theory focuses 
on the relationships between marketing 
capabilities and competitive advantage. The 
use of this theory would enable to development 
of the framework in order to ensure sustainable 
competitiveness for the brand (Tan & Sousa, 
2015). The DCT argues hat the competitiveness 
of the organization would be based on the 
deeply embedded capabilities of the 
organization (Hernández- Linares et al., 2021, 
Tan & Sousa, 2015). DCT is vital for SMEs as, 

unlike large organizations, 

SMEs would find it challenging to utilize their 
resources in the constantly changing markets 
(Hernández-Linares et al., 2021) and is, 
therefore, a vital part of an SME competitive 
strategy (Rashidirad & Salimian, 2020). The 
following framework incorporates the notions 
of the DCT theory. 

2.5. Conceptual Framework and 
Hypotheses 

The present study presents a conceptual 
framework that discusses how MI and BV 
integrated would enhance the BC. The 
conceptual framework has been developed 
based on prior research-based which identifies 
a relationship and impact between MI & BC 
(Gupta et al., 2016) and also between BV & BC 
(Gupta et al., 2020). 

Figure 1: Conceptual Framework 

Based on the conceptual framework (Figure 1) 
above the variables brand competitiveness, 
brand value and marketing innovation has been 
hypothesized as follows: 

H1: Marketing Innovation of the organization 
will be positively related to the Brand 
Competitiveness of the organization. 

H2: Brand Value of the organization will be 
positively related to the Brand 
Competitiveness of the organization. 

3.     METHODS AND METHODOLOGY 

This study explores how the integration of BV 
and MI helps to enhance the value of the BC of 
SMEs. 

The findings comprise of the feedback received 
in relation to an SME player in the paint 
industry in an emerging market (Sri Lanka). 

3.1. Data Collection 

The present quantitative study utilized a survey 
research design that was conducted through the 
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use of a questionnaire that was distributed 
online. The sample population was based on 
the individuals who has previously purchased 
and consumed a product related to the selected 
industry among which a few consisted of those 
who had personally used products offered by 
the SME in concern. This questionnaire 
sampled the feedback of 103 respondents who 
each submitted their feedback based on their 
experience and exposure in the field of study 
(Table 1). Based on the feedback received from 
103 respondents 49.5% were females while 
50.5% belonged to the male population. 

 Table 1: Respondent Characteristics          

 

3.2. Measures  

 The questionnaire employed the constructs 
of existing tested literature. Two variables 
namely, BV and MI were used to identify 
relationships with BC. Two measures were 
used to study BV; Emotional (BVE) and 
Rational (BVR). To study MI, measures 
approach to market (MIAM) and channel of 
communication (MICC) was used. Finally, 
BC was studied using two measures; 
Creation of Value (BCCV) and Creation of 
Demand (BCCD). The measures used have 
been displayed in Table 2 displayed below. 

Table 2: Study constructs and scale items 

 

All responses related to the measures were 
recorded using a 5-point Likert scale ranging 
from 1 (strongly disagree) to 5 (strongly 
agree). All recorded feedback was then 
subjected to a comprehensive analysis to help 
understand any relationship between the 
variable selected brand value and marketing 
innovation with brand competitiveness. All 
measures displayed a Cronbach Alpha value 
of greater than 0.70 and thereby confirming 
reliability. 

4. DATA ANALYSIS AND PRESENTATION 

 The variables of the study concluded to have 
a positively skewed distribution of data as 
depicted from the normality test conducted to 
test the variables. The mean, mode and 

Demographics  Frequency  Precent  
Gender    
Female 51 49.5 
Male  52 50.5 
Age    
20–25 years 40 38.8 
26 – 30 27 26.2 
31 – 35 14 13.6 
36 – 40 4 3.9 
Above 40 18 17.5 
Education 
Level 

  

High School 12 11.7 
Undergraduate 
Level 

34 33.0 

Postgraduate 
and above 

57 55.3 

Level of 
Employment 

  

Junior 
Management 

24 23.3 

Executive 49 47.6 
Top 
Management 

8 7.8 

Retired 8 7.8 
Self Employed  14 13.6 

Main 
Const
ructs 

Measure Authors 

Marketi
ng Innovati
on 

Approach 
to market 

(Luo & 
Tung, 
2007) 

Channel of 
Communicat
ion 

(Di 
Gregorio 
et al., 
2009) 

Brand Value Emotional (Gupta et 
al., 2008) 

Rational (Štrach & 
Everett, 
2006) 

Brand 
Competitive
ness 

Creation 
of Value 

(Amit & 
Zott, 2001) 

Creation of 
Demand 

(Payne et 
al., 2008) 
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median values depicted graphically allowed 
to the conclusion othe same (Appendix A) and 
the normality curves for   each   variable   
have   been   displayed   in Creation of Value 
(BCCV) and Creation of Demand (BCCD). 
The measures used have been displayed in 
Table 2 displayed below.Appendix B, C, and 
D. Cronbach’ Alpha of all the measures used 
for the variables was higher than 0.7 thereby 
demonstrating adequate suitability for the 
research purposes (Table 3). 

Table 3: Factor Reliability 

Main 
Construct
s 

Measure Cronbach’s 
Alpha 

Marketin
g Innovatio
n 

Approach to 
market 

0.74
5 

Channel of 
Communication 

0.70
9 

Brand Value Emotional 0.78
1 

Rational 0.71
6 

Brand Competitivenes
s 

Creation of 
Value 

0.72
3 

Creation of 
Demand 

0.72
3 

 

The authors also estimated discriminant 
validity to further ensure the adequacy of the 
measures. As all the Average Variance 
Extracted (AVE) values were higher than the 
threshold value of 0.5, convergent validity 
was supported (Hair et al., 2014). 
Discriminant validity was further evaluated 
by comparing the square root of the AVE of 
each construct with the bivariate correlations 
among constructs (Table 4). Composite 
Reliability (CR) values were higher than 0.7, 
therefore, construct reliability was further 
supported. 

 Table 4: Discriminate and convergent 
Validity 

a square root of AVE in the diagonal 

b Pearson correlations among constructs 

4.1. Hypothesis testing 

To estimate the fitness of the model estimates 
including the χ2 statistic, the goodness of fit 
index (GFI), root mean square error of 
approximation (RMSEA), comparative fit 
index (CFI) and Standardized Root Mean 
Squared Residual (SRMR) were assessed 
using AMOS and SPSS. The model yielded 
acceptable fit indices: χ2 /df = 2.504, GFI = 
0.945, RMSEA = 0.032, CFI = 0.957, and 
SRMR =0. 0394. 

The stated hypotheses were tested by using 
the correlation analysis (Pearson) which 
concluded that a significant relationship is 
apparent between the independent and 
dependent variables (Table 5). The 
correlation between BC and MI was .247 and 
BC and BV displayed a correlation of .482 
thereby displaying a positive weak 
relationship. Therefore, the hypothesized 
relationships between BC and MI (H1) and 
BC and BV (H2) is accepted due to the 
displayed significant relationships of 0.012 
between BC and MI and 0.000 between BC 
and BV. 

Table 5: Correlation Analysis 

 

The study conducted displayed that the 
relationship between the use of the brand and 
the choice of brand displayed a value of 0.708 
and hence does not display a significant 
relationship 

 CR AVE MI BV BS 
M
I 

0.895 0.682 0.826a   

B
V 

0.914 0.728 0.248b 0.853a  

B
S 

0.901 0.652 0.372 0.365 0.937
a 
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5. DISCUSSION AND CONCLUSION 

5.1. Discussion 

This study examines the relationship between 
BV and MI with BC for SMEs in emerging 
markets. Therefore, the study emphasizes that 
based on the findings, a relationship could be 
established between BV, MI and BC. In 
addition, the results are aligned with the 
studies conducted by authors Gupta et al. 
(2016, 2020). The current study argues that 
BV and MI would contribute to the BC of 
SMEs which is a vital factor for these 
organizations that are operating in highly 
competitive environments. The study aimed 
at understanding if BV and MI influenced BC 
which has been proven to be true, while also 
understanding if BC would affect the 
perception of customers, which could be 
predicted as true as based on the 
competitiveness of the brand the customers 
could make the decisions regardless of the 
brand they may currently use. As limited 
literature is available in understanding the 
relationships between BC, MI and BV the 
current study would contribute to filling this 
gap. Therefore, also providing knowledge for 
the SMEs in emerging markets to align their 
marketing strategies to address BV and MI to 
guarantee BC. 

Further, this study extends the 
generalizability of previous studies conducted 
to understand the influencing factors 
contributing to brand competitiveness of 
SMEs. Sri Lanka as an emerging economy in 
the South Asian Region (Dissanayake et al., 
2016) was selected to conduct the study with 
the intention of testing and validating the 
developed hypotheses. Where the focus was 
on understanding how the customers in Sri 
Lanka and their perceptions on BV and MI 
impacted the BC of SMEs. 

This study provides interesting insights in to 
how the DCT would contribute to build BC 
with the use of effective marketing 
capabilities through MI and building BV. 
SMEs in emerging countries primarily 
achieve their competitiveness through 
innovation, and branding strategies are 

embraced to help these SMEs to create 
marketing visibility (Mudalige, 2015). 

It is understood that SME and economic 
growth in emerging countries have positive 
relationships (Mudalige, 2015), therefore 
with the given emergent nature of the current 
research area, this study would be one of the 
few to empirically examine how MI and BV 
contributes in refining BC and in turn 
encouraging success for the SMEs. 
Therefore, the study contributes to the 
conceptual understanding of BC through the 
application of the DCT for SMEs in emerging 
countries. 

The limitations of the study can be identified as 
that this study collected data only from a 
selected industry of SMEs in one emerging 
market and hence the findings would be 
biased towards one market. The study also 
only considered the variables BV and MI 
while there would also be other variables that 
would significantly contribute to BC. Finally, 
the study collected data by distributing a 
questionnaire and hence an in-depth analysis 
would have been possible had a mixed 
research approach been employed. 

5.2. Conclusion 

This study interrogates the relationship 
between BV and BC as well as MI and BC for 
SMEs. The methodology of the study was 
centered on the employment of a 
questionnaire owing to time and situational 
constraints. The tested model was prepared 
based on prior studies conducted by authors 
who have tested how BC would be affected 
by BV and MI in order to understand the 
importance of BC and affecting factors for the 
SMEs in competitive markets. A relationship 
was then identified between BC and BV as 
well as between BC and MI. 
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