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The rapid development of information communication technologies has created business opportunities for indi-

viduals to create wealth, where these individuals may or may not be employed by organizations. Online business

has gained popularity as it allows individuals to generate income at their convenience, regardless of their age,

marital status, or ethnicity. Nevertheless, not all individuals are successful with their online businesses. The per-

formance differenceswere found amongBumiputera online entrepreneurs, which then raised the question ofwhat

factors contributed to such differences. Using resource-based view as the underpinning theory, this research ar-

gued that marketing capability and network resources would contribute to their business performance. Hence,

this research was conducted to determine the relationship between marketing capability, network resources, and

performance of Bumiputera online entrepreneurs. Using face-to-face and online surveys, 158 responses were col-

lected from Bumiputera online entrepreneurs throughout Malaysia. Results from regression analysis found that

bothmarketing andnetworkdirectly correlatedwithmost of theperformance indicators. However, the in􀅫luenceof

the network as the moderator was not signi􀅫icant and needed to be further explored. The research 􀅫indings can be

useful to online entrepreneurs and contribute to the content development of entrepreneurship programs. It is rec-

ommended to strengthen measurements for marketing capability and network resources of online entrepreneurs

for future research.

© 2018 The Author(s). Published by TAF Publishing.

INTRODUCTION

The internet and the development of information commu-

nication technologies have given rise to online shopping be-

haviors among people around theworld. InMalaysia, it was

reported byMalaysia Digital Economy Corporation (MDEC)

that Malaysia consumerswere highlighted as the top (67%)

online shopaholic in the Asian countries, in which 7 percent

online shoppersmade daily online purchase, followedby 26

percent made a purchase once a week, followed by 54 per-

cent on monthly basis and 13 percent on a yearly basis (Ee,

2017). The online shopping behavior among consumers

thus has created a new business model and restructured

the distribution channels, where online stores are devel-

oped to cater the needs of online shoppers.

In Malaysia, the trend of online shopping has opened up

opportunities for individuals to create wealth by becoming

online entrepreneurs. In addition, the government put lots

of effort in strengthening the internet infrastructure and

usage, and offering various entrepreneurship programs to

support entrepreneurs (AT Kearney, n.d). Furthermore, the

bene􀅫its received from doing the business online are plenti-

ful as it enables sellers to save cost, advertise their products

and services, obtain information timely and consistently, be

ef􀅫icient in theuseof time in termsof ordering andpayment,

develops strong customer service and relationships, tai-

lors products to customers’ speci􀅫ications, achieves advan-

tages over competitors, and run their business at their own

convenience (Krisnawati, Perangin-Angin, Zainal, & Suardi,

2016; Kuo & Chen, 2015; Wen, Chen, & Hwang, 2001). With
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the government’s contribution and the collective bene􀅫its

this may contribute to the rise in the number of online en-

trepreneurs in Malaysia. Based on Companies Commission

of Malaysia (SSM) data as at May 2017, with an average

1,000 per month, there were 50,882 online entrepreneurs

that had registered their online business (Bernama, 2017).

The large number of online entrepreneurs indicates that

the competition among these online entrepreneurs may be

quite intense. As these online entrepreneurs need to 􀅫ight

for the attention of online consumers, they must develop

and enhance their marketing capability to ensure the prod-

ucts or services offered are demanded, reasonably priced,

attractively promoted, and fast and conveniently delivered.

However, network resource is also important for online

entrepreneurs. Since online entrepreneurs may work at

their convenience–own place, own time–they will be physi-

cally isolated from other people (Adora, 2017; Bizon, 2016;

Di Domenico, Daniel, & Nunan, 2014). Hence, they need

to build connections with family, friends, neighbour, cus-

tomers and even other online entrepreneurs in order to get

emotional and physical assistance.

Based on the discussion above, it can be seen that both

marketing capability and network resource are important

factors that could help online entrepreneurs to succeed.

However, the studies that investigate these factors as per-

formance determinants of online entrepreneurs inMalaysia

are still lacking. And it is more dif􀅫icult to 􀅫ind a study

that focuses on the Bumiputera entrepreneurs. To get an

overview of their performance an exploratory study was

conductedwhere interviewswith 20Bumiputera online en-

trepreneurswas done. Findings of the interviewdiscovered

that while there were entrepreneurs who satis􀅫ied with

their achievements, others felt disappointed due to various

obstacles and problems. This is quite worrisome because

as in 2017, Bumiputera was estimated to be 68.6% of the

Malaysian total population by the Department of Statistics

(Department of Statistics, 2017).

Creating wealth and correcting economic disparity

among communities especially the Bumiputera have been

Malaysia’s agenda since the institution of New Economic

Policy (NEP) in 1970 (Ishak, 2014). Therefore, this study

was conducted to con􀅫irm whether marketing capabil-

ity and network resource contribute towards the perfor-

mance satisfaction of Bumiputera online entrepreneurs in

Malaysia. There were three objectives of this study includ-

ing:

1. To determine the relationship between marketing

capability and performance of Bumiputera online en-

trepreneurs.

2. To identify the relationship between network resource

and performance of Bumiputera online entrepreneurs.

3. To test the moderating role of network resource on mar-

keting capability-performance of Bumiputera online en-

trepreneurs relationship.

The research 􀅫indings are signi􀅫icant as they provide some

advices to the practitioners–the Bumiputera online en-

trepreneurs–on which important resource and capability

needed to strengthen their business performance. Insti-

tutions that involve in entrepreneurship development pro-

gramsmay also get some input for their curriculum content.

LITERATURE REVIEW

Marketing and Marketing Capability

In general, marketing activities are discussed in the areas

of products and services conception and offering, price

setting, products and services promotion, and products

and services deliveries (Eze, 2017; Kali, 1999; Oetomo &

Budiyanto, 2017).

So how do online entrepreneurs carry out their marketing

activities?

Product: In doing online business, the entrepreneurs must

select the right products and services. According to Irfan

(2013), the choice of product dependsonaperson’s interest

ormarket demand, and therefore, online entrepreneurs can

sell anything that he or she wants. Hence, the products be-

ing offered can be new products or pre-loved products; can

be hand-made or created by other people or businesses.

Price: Technology makes the entry into online business

easier that resulted to higher level of competition (Porter

& ilustraciones Gibbs, 2001; Shin & Seo, 2017). Hence, on-

line entrepreneurs must be very careful in setting the price

for their products. In his book, Irfan (2013) wrote that for

new online entrepreneurs, lower price may be preferable

as this would encourage customers to make repeat pur-

chases. Nevertheless, he clari􀅫ies that the price set should

matchwith the true value of products sold because bene􀅫its

and values are the real buying decision criteria.

Promotion: Since online entrepreneurs conduct their busi-

ness virtually, their promotions are done using phones,

website and social media such as Instagram, Blog and Face-

book. The choice of advertising tools must be able to cap-

ture customers’ interest and in􀅫luence them to purchase the

products and services being offered. According to Miliza

(2016), pictures are very essential for online business be-

cause products’ pictures attract customer’s attention and

aid them to make decision to buy. In addition, there are

also online entrepreneurs who utilize the dropship system.

The systemuses agents to connect between buyers and sell-
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ers by helping online entrepreneurs to promote and accept

orders (Anggadwita, 2016; Nor Liza, 2016).

Place: One of the main distinctions between brick-and-

mortar and online entrepreneur is the way products are

beingdelivered (Ripain, Amirul, &Mail, 2017; Vertel, 2012).

Since online entrepreneurs work from any convenient

places such as their own home (Di Domenico et al., 2014),

the products reached the customers by hand or through

postal and delivery services (Miliza, 2016).

In performing these marketing activities, online en-

trepreneurs are said to have marketing capability. Mar-

keting capability re􀅫lect the ability to deploy collective re-

sources including knowledge, skills and other available re-

sources to satisfymarket needs andwants, better than com-

petitors (Chang, 1996; Krasnikov & Jayachandran, 2008;

Tsai & Shih, 2004; Vorhies, Harker, & Rao, 1999; Weer-

awardena, 2003).

How important is marketing capability? From resource-

based view theory, marketing capability allows market

needs to be met; and for that reason, marketing capabil-

ity is considered as valuable (Srivastava, Fahey, & Chris-

tensen, 2001). The capability is rare because it cannot be

procured and needs to be nurtured by the 􀅫irms themselves

(Krasnikov & Jayachandran, 2008). The capability is not

easy to be exactly replicated because its development is

basedonaccumulatedand integratedknowledge, skills, and

resources (Alshehhi, 2016; Vorhies et al., 1999), lessons

learnt over a period of time (Srivastava et al., 2001), and

interactions with people, physical and management com-

petences (Möller & Anttila, 1987). All of these elements

re􀅫lect causal ambiguity, time compression diseconomies

and path dependency, which prevent opponents from imi-

tating the same capability (Dierickx & Cool, 1989). Last but

not least, marketing capability can be considered as non-

substitutable because it relies on the knowledge, ability and

experience of a person (Wright, McMahan, & McWilliams,

1994).

Would marketing capability affect business performance?

According to the resource-based view theory, resources

and capabilities that have the four strategic traits–valuable,

rare, inimitable and non-substitutable–would result sus-

tainable competitive advantage and thus affect long term

performance of a business (J. Barney, 1991; Day, 1994;

Rouse & Daellenbach, 1999). Hence, various studies in the

past have found the signi􀅫icance in􀅫luence of marketing ca-

pability on business performance e.g., (Azizi, Movahed, &

Khah, 2009; Krasnikov & Jayachandran, 2008; Vorhies et

al., 1999). Based on the above review the 􀅫irst hypothesis

for this research is:

H1: The stronger the marketing capability, the higher the

performance of Bumiputera online entrepreneurs

Network Resources

Network resource is the direct and indirect connections or

ties that are built with other 􀅫irms, groups or individuals for

social or economic purposes (O’Donnell, Gilmore, Cummins,

& Carson, 2001). These individuals may be the suppliers,

customers, or other competitors (Gulati, Nohria, & Zaheer,

2000).

How important is network resource? From the perspec-

tive of resource-based view theory, network resource is an

intangible resource that is valuable, rare, inimitable and

non-substitutable. Both weak and strong ties are bene􀅫icial

to entrepreneurs as it could lead to success (Eyal, 2008).

Weak ties are important because they provide values of

non-redundant information,which in turn ensure the acqui-

sition of different kind of information from the connections

(Granovetter, 1983). Burt (2000) added that strong ties are

equally important because they created strong trust among

members within the network, and this would ensure that

the information passed through the network is reliable and

timely. Besides information, network also allows the net-

workmembers the opportunity to gain resources, technolo-

gies, and markets (Gulati et al., 2000). Hence, through net-

work, online entrepreneursmay be able to get the right and

timely information, and access to other resource that could

aid them to make use of the available opportunities and/or

defuse unfavorable pressures (Foss et al., 1999).

Network is considered as rare because it cannot be bought

in the openmarket but need to be built by own selves, which

make the network combination unique (Foss et al., 1999).

Furthermore, the opportunity to work together is not avail-

able to everybody equally (Ahuja, 2000).

Network is not easy to be imitated because it involves spe-

cial social relationships with many individuals and 􀅫irms,

which are created based on trust over a lengthy period of

time (Ainuddin, Beamish, Hulland, & Rouse, 2007; Foss et

al., 1999; Kali, 1999; Smith & Lohrke, 2008). Network is

also dif􀅫icult to be replaced. The support, information and

other resources available to one network are unique, and

thus different from other networks (Gulati et al., 2000).

Even if somebody is able to duplicate the same network, the

time taken for the process is a long one (Foss et al., 1999).

Therefore, it is argued here that network resource is equally

important to online entrepreneurs. Because they are physi-

cally isolated from other people, online entrepreneurs need

to connect and communicate with customers (Azlina, 2016;

Di Domenico et al., 2014). Both informal and formal net-

ISSN: 2414-309X

DOI: 10.20474/jabs-4.4.2



199 J. Admin. Bus. Stud. 2018

work would help online entrepreneurs to get the right and

timely information, advices, and other resources such as 􀅫i-

nancial, tools and machines, and even goods and services.

Since online entrepreneurship work with the aid of the in-

ternet, communication technologies, and social media, on-

line networking is very much play big role in their business

operation. Online entrepreneurs thus are advisable to uti-

lize the web-based social networking in a way that is reli-

ablewith theirmarketing strategy (Paquette, 2013). Anwar

andDaniel (2016) also stressed on the relevancy of network

to online entrepreneurs, where they said web-based net-

working could aid online entrepreneurs to be dynamic and

􀅫lexible enough to be close to clients, and at the same time

deal with constrained assets.

Would network resource contribute to business perfor-

mance? Since network resource is valuable, rare, inimitable

and non-substitutable, J. Barney (1991), J. B. Barney (1995)

said yes, the resource could in􀅫luence performance. This is

supported by many studies in the past that found positive

relationship between network resource and business and

entrepreneurship performance e.g., (Ainuddin et al., 2007;

Chen, Tzeng, Ou, & Chang, 2007; Jones & Jayawarna, 2010;

Lechner & Dowling, 2003; Madsen, 2007).

Nevertheless, it is important to note that network resource

could also moderate a certain relationship. For exam-

ple, Yang and Lin (2012) found that network resource

strengthen the effect of network dynamic and performance.

Based on this, it is argued that network resource could

also strengthen the effect of marketing capability and per-

formance of online entrepreneurs. But, Vissa and Chacar

(2006) found thatwhile network in􀅫luence theperformance

directly, there is no signi􀅫icance contribution of networks as

the moderator. Based on the foregoing review, the next hy-

potheses for this research are:

H2: The stronger the network resource, the higher the per-

formance of Bumiputera online entrepreneurs

H3: Network resource moderates the relationship be-

tween marketing capability and the performance of Bumi-

putera online entrepreneurs.

FIGURE 1. Research model

The relationship of the variables can be illustrated through

the framework shown in Figure 1.

METHODOLOGY

The measurement for marketing capability was adapted

from Weerawardena (2003). After the face validation and

pilot test, the measurement was adjusted. As a result, mar-

keting capability was measured by six items, where the re-

spondents were asked about their capability in terms of

product, price, promotion and distribution. The reliability

for marketing capability measurement was 0.803. Factor

analysis showed that KMOwas 0.810, and each item loading

was more than 0.5. Furthermore, only one component re-

sulted from the analysis indicating that all items were mea-

suring marketing capability.

The measurement for network resource was adapted from

Borch, Huse, and Senneseth (1999). After the face valida-

tion and pilot test, the measurement was adjusted. At the

end, network resource was measured by six items where

the Bumiputera online entrepreneurs were asked whether

their networks enable them to have trusted friends, busi-

ness opportunities, information, help when needed, timely

information, and resources that they do not have. The re-

liability for network resource was 0.841. Factor analysis

showed that KMO was 0.841, and each item loading was

more than 0.6. In addition, only one component resulted

from the analysis, indicating that that all items were mea-

suring network resource.

Performance was measured subjectively. This was the on-

line Bumiputera entrepreneurs’ performance satisfaction

towards pro􀅫it growth, sales growth, number of new cus-

tomers growth, and number of repeat customer growth.

Performance satisfaction was used because it ensured re-

spondents’ willingness to respond, and it re􀅫lected online

entrepreneurs’ personal aim. Factor analysis revealed that

all of the items can be treated unidimension–named overall

performance growth–where the KMO was 0.728 with item

loadings more than 0.7. The reliability for overall perfor-

mance was 0.797.
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A total of 158 Bumiputera online entrepreneurs responded

to the actual survey. The survey was done in the form of

questionnaire, whichwasdistributed randomly throughon-

line survey and by-hand. Datawere analyzed using descrip-

tive statistics, factor analysis and multiple regression anal-

ysis.

ANALYSIS AND FINDINGS

Respondents Pro􀅮ile

The oldest respondent was 53 years old while the youngest

was 14 years old. In term of gender, 81% respondents were

female and the rest 19%were male. 46% respondents said

they chose to do online business on a full time bases while

another 54% did their online business part-timely. In term

of formal education achievement, 58% respondents had

bachelor, master and doctorate degree while the rest 42%

had diploma, certi􀅫icate and completed only up to school

levels.

Marketing Capability, Network Resource and Pro􀅮it

Growth

Table 1 shows the result for the contribution of marketing

capability and network resource towards pro􀅫it growth sat-

isfaction of Bumiputera online entrepreneurs. When there

was no moderator, both marketing capability (β = 0.246, p

= 0.003) and network resource (β = 0.187, p = 0.026) pos-

itively in􀅫luenced pro􀅫it growth. Similar result was found

upon adding the moderator where marketing capability (β

= 0.605, p = 0.014) and network resource (β = 0.623, p =

0.033) positively in􀅫luenced pro􀅫it growth. However, net-

work resource did not moderate the relationship between

marketing capability and pro􀅫it growth (β = -0.685, p =

0.118).

TABLE 1. Marketing capibilities results

B SE-B β t Sig.

Model 1

MC 0.356 0.120 0.246 2.967 0.003

NR 0.268 0.119 0.187 2.252 0.026

Model 2

MC 0.876 0.352 0.605 2.491 0.014

NR 0.892 0.415 0.623 2.151 0.033

MC*NR -0.191 0.121 -0.685 -1.571 0.118

R2 0.136; 0.149

MC = Marketing Capability; NR = Network Resource

Marketing Capability, Network Resource and Sales

Growth

Table 2 shows the result for the contribution of marketing

capability and network resource towards sales growth sat-

isfaction of Bumiputera online entrepreneurs. When there

was no moderator, both marketing capability (β = 0.176, p

= 0.039) and network resource (β = 0.190, p = 0.026) pos-

itively in􀅫luenced sales growth. Similar result was found

upon adding the moderator where marketing capability (β

= 0.500, p = 0.046) and network resource (β = 0.584, p =

0.051) positively in􀅫luenced sales growth. However, net-

work resource did not moderate the relationship between

marketing capability and sales growth (β = -0.618, p =

0.168).

TABLE 2. Marketing capibilities results

B SE-B β t Sig.

Model 1

MC 0.263 0.127 0.176 2.078 0.039

NR 0.281 0.125 0.190 2.245 0.026

Model 2

MC 0.746 0.371 0.500 2.010 0.046

NR 0.862 0.438 0.584 1.969 0.051

MC*NR -0.178 0.128 -0.618 -1.384 0.168

R2 0.097; 0.108

MC = Marketing Capability; NR = Network Resource
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MarketingCapability, NetworkResourceandNumberof

New customers Growth

Table 3 shows the result for the contribution of marketing

capability and network resource towards new customers

growth satisfaction of Bumiputera online entrepreneurs.

Surprisingly, marketing capability did not in􀅫luence the

growth of new customers signi􀅫icantly neither directly, nor

whenmoderator came in play. Network resource positively

and directly in􀅫luenced new customers growth when there

wasnomoderator (β =0.291, p=0.001). Similar result – but

at 10% signi􀅫icant level – was found upon adding the mod-

erator (β = 0.515, p = 0.084). However, network resource

did not moderate the relationship between marketing ca-

pability and new customers growth (β = -0.352, p = 0.431).

TABLE 3. Marketing capibilities results

B SE-B β t Sig.

Model 1

MC 0.099 0.120 0.069 0.824 0.411

NR 0.409 0.118 0.291 3.454 0.001

Model 2

MC 0.360 0.353 0.254 1.022 0.309

NR 0.723 0.416 0.515 1.740 0.084

MC*NR -0.096 0.122 -0.352 -0.789 0.431

R2 0.107; 0.111

MC = Marketing Capability; NR = Network Resource

MarketingCapability, NetworkResourceandNumberof

Repeat Customer Growth

Table 4 shows the result for the contribution of market-

ing capability and network resource towards number of re-

peat customer growth satisfaction of Bumiputera online en-

trepreneurs. When there was no moderator, both market-

ing capability (β = 0.213, p = 0.011) and network resource

(β =0.219, p=0.009) positively in􀅫luenced the performance

growth. Similar result was found upon adding the modera-

tor where marketing capability (β = 0.468, p = 0.057) and

network resource (β = 0.530, p = 0.071) positively in􀅫lu-

enced number of repeat customer growth albeit at 10% sig-

ni􀅫icance level. However, network resource did not moder-

ate the relationshipbetweenmarketing capability andnum-

ber of repeat customer growth (β = -0.488, p = 0.267).

TABLE 4. Marketing capibilities results

B SE-B β t Sig.

Model 1

MC 0.315 0.123 0.213 2.561 0.011

NR 0.321 0.122 0.219 2.637 0.009

Model 2

MC 0.693 0.361 0.468 1.918 0.057

NR 0.775 0.426 0.530 1.820 0.071

MC*NR -0.139 0.125 -0.488 -1.113 0.267

R2 0.134; 0.141

MC = Marketing Capability; NR = Network Resource

Marketing Capability, Network Resource and Overall

Performance Growth

Table 5 shows the result for the contribution of market-

ing capability and network resource towards overall per-

formance growth satisfaction of Bumiputera online en-

trepreneurs. When there was no moderator, both market-

ing capability (β = 0.224, p = 0.006) and network resource

(β = 0.281, p = 0.001) positively in􀅫luenced the overall per-

formance. Similar result was found upon adding the mod-

erator where marketing capability (β = 0.581, p = 0.015)

andnetwork resource (β =0.714, p=0.012) positively in􀅫lu-

enced overall performance. However, network resource did

not moderate the relationship between marketing capabil-

ity and overall performance growth (β = -0.681, p = 0.110).
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TABLE 5. Marketing capibilities results

B SE-B β t Sig.

Model 1

MC 0.258 0.093 0.224 2.783 0.006

NR 0.320 0.092 0.281 3.483 0.001

Model 2

MC 0.669 0.272 0.581 2.463 0.015

NR 0.813 0.320 0.714 2.540 0.012

MC*NR -0.151 0.094 -0.681 -1.608 0.110

R2 0.184; 0.198

MC = Marketing Capability; NR = Network Resource

DISCUSSION

The research aimed to identify the contribution of market-

ing capability and network resource towards the perfor-

mance satisfaction of Bumiputera online entrepreneurs in

Malaysia.

Model 1: It was found that when network resource was

not treated as themoderator, bothmarketing capability and

network resourcehada signi􀅫icant andpositive relationship

with all performancemeasurement thatwere pro􀅫it growth,

sales growth, number of new customers growth, number of

repeat customer growth, and overall performance. Hence,

the study concurred with past studies that found the di-

rect in􀅫luence ofmarketing capability e.g., (Azizi et al., 2009;

Krasnikov & Jayachandran, 2008; Vorhies et al., 1999), and

network resource e.g., (Ainuddin et al., 2007; Chen et al.,

2007; Jones & Jayawarna, 2010; Lechner & Dowling, 2003;

Madsen, 2007) on the business performance.

Model 2: Analyses showed thatwhennetwork resourcewas

entered as the moderator, marketing capability still proved

to be a very valuable capability because it affected directly

the pro􀅫it growth, sales growth, number of repeat customer

growth, and overall growth performance. In other words,

Bumiputera online entrepreneurs of Malaysia need the ca-

pability to offer suitable and quality products and services,

acceptable price, effective promotion, and effective distri-

bution in order to gain performance satisfaction. Thus, H1

is accepted. Similarly, accepting 10% signi􀅫icant level, net-

work resource contribute directly and signi􀅫icantly to pro􀅫it

growth, sales growth, number of new customers, number of

repeat customer growth, and overall growth performance.

This showed that resources gain through network includ-

ing information, help, business opportunities, and other re-

sources, would lead to satisfaction in performance. Thus,

H2 is accepted.

However, network resource did not moderate the relation-

ship betweenmarketing capability and performance, hence

the rejection of H3. The 􀅫inding was consistent with the

study by Vissa and Chacar (2006). The reason may be be-

cause there was a gap in term of age of respondents, where

the youngest was 14while the oldest was 53 years old. This

could lead to different characteristics of network composi-

tion, which could in turn affect the 􀅫indings. In fact, analy-

ses showed that upon adding network resource as moder-

ating couldmake the relationship betweenmarketing capa-

bility and performance negative, as if network resource had

a damaging power. Fortunately the results were not signi􀅫i-

cant.

Analysis further revealed that in order to be satis􀅫ied with

the growth in the number of new customers, Bumiputera

online entrepreneurs should rely on the network instead

of marketing capability. This may be because the connec-

tions with potential new customers cannot be built through

marketing, but need the help of friends, family, current cus-

tomers, and acquaintances. In addition, only network could

provide the opportunities to acquire new customers; even

though marketing capability would in􀅫luence sales growth,

this did not mean that the number of new customers would

also grow.

CONCLUSION & IMPLICATIONS

Findings revealed that Bumiputera online entrepreneurs

in Malaysia need to strengthen their marketing capability

and network resource as both of these factors could make

them satis􀅫ied with their performance. Marketing capabil-

ity would enable Bumiputera online entrepreneurs to offer

quality and demanded products and services, put attractive

but pro􀅫itable price, effective promotion and ef􀅫icient dis-

tribution. Network resource would help Bumiputera online

entrepreneurs to get help if needed such as access to infor-

mation, resources, and advices. Network resource however,

was found not to have anymoderating effect on themarket-

ing capability-performance relationship.

The research is signi􀅫icant as this is one of the attempts to

understand and identify the performance factors for Bumi-
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putera online entrepreneurs, with the hope to help these

entrepreneurs can be successful. At the same time, this re-

search also could aid the government aim to create Bumi-

putera’s wealth and rectifying economic imbalance among

communities, which have been a national agenda since

the institution of NEP in 1970 (Ishak, 2014). The 􀅫ind-

ings could also support entrepreneurshipdevelopmentpro-

grams such as programs organized by MARA and MDEC. It

is recommended for future research to strengthen the mea-

surement for marketing capability and network resource of

entrepreneurs, since most past studies focus on the organi-

zation’s capabilities and resources. In addition, future re-

search could also further investigate other roles of network

resource.
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