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Introduction  

Small and Medium Enterprises (SMEs) in different countries account for nearly 95% of all businesses 

(Appiah et al., 2018), contributing to about 30% of Gross Domestic Product (GDP) and absorbing 

over 60% of all employees in developed economies (Woźniak et al., 2019). In developing economies 

like most African countries, SMEs contribute over 60% and 70% of the GDP and total employment, 

respectively (Zafar and Mustafa, 2017), generating almost 80% of all employment (Santos, 2015). 

SMEs in Tanzania generate over 50% of GDP (Argidius, 2017;  IFC, 2017; Nkwabi and Mboya, 

2019). These statistics demonstrate that SMEs are one of the main drivers of the global economy 

(Ghalke et al., 2018)).  

Micro and Small Enterprises (MSEs) make up the majority of SMEs in developing countries, 

as is the case in Tanzania (Argidius, 2017; Granata et al., 2018; and Mzomwe and Mutarubukwa, 

2015). According to Feela (2020), 97% of MSEs are not profitable due to the global economic crisis, 

lack of support from the government and business development services, unskilled personnel running 

them, and competition from medium and large firms within the industry. 

Although each type of SME impacts individuals, society, and the country’s economy (Wayan 

et al., 2021), handicrafts are particularly relevant in emerging economies since they are both pro-poor 

and leverage the homestead economy (Tambwe, 2017). The handicraft industry is a sector severely 

impaired by a lack of external assistance and tough competition from medium and large businesses 

This study in the handicraft industry in Arusha, Tanzania, was done to determine the influence 

of coopetition in generic advertising on the profitability of Micro and Small Enterprises 

(MSEs). It employed the theory of coopetition and resource dependence theory as theoretical 

frameworks. The objective was to investigate the influence of horizontal coopetition in generic 

advertising on MSEs’ profitability, with MSEs’ resource interdependence moderating the 

influence. Data collected by survey approach were quantitatively analysed using the 

moderated multiple linear regression (MLR) model to test the hypotheses. The results 

demonstrated that coopetition in generic advertising positively and significantly influenced the 

MSE’s profitability before and after moderation. The resource interdependence had no 

statistically significant moderating effect on the influence of horizontal coopetition in generic 

advertising on the MSE profitability. The results mean that coopetition occurs in all business 

cycle phases to create joint and firm profitability and that horizontal coopetition is a viable 

business model that can aid MSEs to be profitable and sustainable. More research needs to be 

done in a rural setting, involving more variables of coopetition in generic advertising and 

factoring in the MSE attributes as moderators. The study recommends similar studies on 

coopetition from industry-specific MSEs and in more tourist areas. 
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(Yasa et al., 2017). These difficulties have significantly impacted their performance and development 

(Tambwe, 2017). 

While economic crises, lack of support, inept employees, and tough competition were 

responsible for MSEs’ poor performance, they were also significant drivers behind enterprises’ desire 

to pool resources against giant firms’ domination in the competitive market, according to Feela 

(2020). According to Cygler et al. (2018), competing firms’ cooperation remains the only effective 

survival strategy for most businesses in today’s changing economy. Cooperation between competing 

companies is known as coopetition. Coopetition is defined as paradoxical business relation between 

firms that create value through cooperative interaction while competing to capture part of the value 

(Bengtsson and Kock, 2014; Bouncken et al., 2015).  

This study focused on coopetition on generic advertising. Jørgensen and Sigué (2015) define 

generic advertising as a marketing process aiming to enhance industry sales. According to (Friedman 

and Friedman, 1976), ―the major goals of generic advertising are to enlarge an existing market, 

increase per capita consumption of the product and lengthen the product’s life cycle‖ (p.2). Zheng et 

al. (2010) define generic advertising as the firms’ cooperative effort to disseminate information to the 

current or potential customers about the underlying characteristics of nearly homogenous products 

they produce. In this study, generic advertising is defined as marketing where the product category is 

promoted to enlarge an existing market and increase the per capita consumption of the product. 

Literature Review 

Coopetition on generic advertising is studied using the theory of coopetition (TOC) and resource 

dependence theory (RDT) as the frameworks. TOC is believed to have its roots in Raymond John 

Noorda's initial use of the term in the 1980s (Bouncken et al., 2015). Brandenburger and Nalebuff 

(1995) built the theory on the foundation of game theory. The basis of coopetition is the idea that 

cooperation creates value while competition appropriates it (Bengtsson and Kock, 2000; 

Brandenburger and Nalebuff, 1996). The value-net structure, in which participants in the company 

include suppliers, substitutors (traditionally referred to as competitors), complementors, and 

consumers, serves as the basis of coopetition's value offer (Brandenburger and Nalebuff, 1995,1996).  

Coopetition can be horizontal (competing and cooperating on the same activities, in the same 

market, and/or for the same product) or vertical (rival firms involved in a supplier-retailer relationship 

for a specific product). Horizontal and vertical cooperation can boost a company’s innovativeness, 

market placement, and profitability (Feela, 2020). Firms can coopete in pre-production, production, 

and/or post-production processes to improve their performance (Flanagan et al. 2018). Except for 

some service enterprises, pre-production and production processes are accomplished away from the 

customers, and post-production processes are performed near them. 

The research on the influence of horizontal cooperation in generic advertising on the 

profitability of handicraft MSEs focused on competitive businesses that cooperate to be powerful 

enough to profit by obtaining market share for their crafts. Cooperative and competitive behaviours 

are integrated to generate the main advantages of coopetition in terms of performance. TOC proposes 

a theoretical model which suggests that coopetition will add value and provide more significant 

results when compared to cooperation and competition models (Robert et al., 2018). The competitive 

aspect of coopetition is essential in avoiding complacency and maintaining creative friction among the 

firms involved.  

Enterprises access and exploit more resources during coopetition to achieve efficiency and 

high performance  (Bouncken et al., 2015; Ritala, 2012). Coopetition is about focusing on the 

customers’ demands. It perceives participants as complementors, co-value producers, and 

appropriators to bring in more customers, resulting in timely, more sales and more profits. When a 

company cooperates with a competitor, the goal is to assist the customer in appreciating the 

competitor’s products more when the customer has the competitor’s products than when the customer 

has the competitor’s products alone (Bouncken et al., 2015). TOC asserts that it is competition and 

cooperation attributes that can uniquely interplay simultaneously to create a coopetition mechanism, 

making it the best strategic option and the most efficient way of the relationship between firms that 

can generate profitability among the players  (Gnyawali and Charleton, 2018; Le Roy and Czakon, 

2016; Walley, 2007). 

The four constructs of coopetition are the simultaneous occurrence of competition and 

cooperation, the paradoxical character of coopetition, value creation intention, and value 



International Journal of Politics & Social Sciences Review (IJPSSR)………………………………..Vol. 1, Issue I, 2022 

The Influence of Horizontal Coopetition in Generic Advertising---------Mnzava, Raphael & Uiso  

Page | 3  

 

appropriation purpose (Bengtsson and Raza-ullah, 2017; Gnyawali and Charleton, 2018). These 

constructs produce two main variables: coopetition (also known as value creation intention and 

appropriation) as a predictive variable and performance (in this study, profitability) as a dependent 

variable. Coopetition happens throughout firms’ activities in pre-production, production, or post-

production phases, where various coopetition components impact the firm’s performance. The 

coopetition in this study takes place during the firm’s post-production phase. The coopetition’s 

element under investigation was generic advertising. 

 Brandenburger and Nalebuff (1996) claimed that in any phase of the business cycle, 

complementors and competitors play interchangeably to create value large enough to benefit all by 

bringing in more customers. According to the RDT, a firm’s performance is determined by its 

capacity to acquire and control essential external resources (Pfeffer and Salancik, 1978) and the 

market for its products (Davis and Cobb, 2009). According to Frączkiewicz-Wronka and Szymaniec 

(2012), RDT describes how the mutuality and interdependence of enterprises affect the operations of 

organisations.  

The RDT explains bilateral resource exchange for power through mutual reliance and power 

imbalance between two participants, as well as a circumstance in which bilaterally connected actors 

have control over a third-party actor due to dependency (Jen-Yin et al., 2017). In the first situation, 

RDT conceptualises a way for actors to exchange and share resources and use them to obtain power 

used to influence one another. In the second situation, the RDT conceptualises a way for actors to 

exchange and share resources and use them to get the power used to influence third-party actors 

(Casciaro and Piskorski, 2005). The degree of interdependence between enterprises determines their 

willingness to cooperate. According to the RDT, interdependence is contingent on mutual power 

between firms, which is contingent on the coopeting firms’ possession of resources required by the 

third party (market). 

The firm’s capacity to collaborate with competing enterprises to acquire vital resources from 

one another and lower market transaction costs boosts its market power and impacts its performance 

(McConnell et al., 2009). Therefore, the resource interdependence variable in RDT works as a 

moderator in the way coopetition influences profitability since firms become more cooperative when 

enterprises’ resources leverage power among themselves (van den Broek et al., 2018). Therefore, 

RDT can be used to explore moderation processes in coopetition’s influence on performance 

(profitability) in this regard (Brandenburger and Nalebuff, 1996; Casciaro and Piskorski, 2005)  

Because proper and strategic resource combining provides more value than the sum of the 

values generated by individual efforts in isolation, an individual MSE’s capacity to capture value in 

the market is dependent on the joint value creation accomplished through coopetition with another 

MSE. According to the RDT, this gives each MSE control over the market. The related cost savings, 

on-time delivery, and complete order fulfilment enhance the power imbalance between the MSE and 

the demand, resulting in a higher profit margin in the customer transaction.  

Development of Hypotheses 

According to Flanagan et al. (2018), firms can coopete to improve their performance at any stage in 

the business cycle. Various studies have focused on coopetition in the pre-production and production 

phases of business, which Robert et al. (2018) refer to as the technology-driven phase, and its impact 

on entrepreneurial skills development and innovation (Bacon et al., 2020; Pekovic et al.,, 2019). 

Scanty studies have focused on coopetition in the post-production phase, which Robert et al. (2018) 

refer to as the market-oriented phase, and its impact on firm profitability (Bacon et al., 2020; Pekovic 

et al., 2019). 

The impact of horizontal coopetition in increasing a firm’s profitability has been researched 

primarily on large corporations or comparing coopeting and non-coopeting firms (Lechner et al., 

2016). There are few studies on SMEs’ coopetition in emerging economies, particularly in handicrafts 

as a sector-specific business. Due to SMEs’ incapacity to access and efficiently exploit existing 

resources and their low market power due to their smallness and newness in the sector, many SMEs 

face profitability challenges throughout their life cycles (Argidius, 2017; Flanagan et al., 2018). 

Coopetition approach is based on a value-net framework of a firm with rivals, 

complementors, and customers as players in business activities (Robert et al., 2018). The RDT 

postulates that more profit is made on the customers’ side of the business (market side) because even 

a little shift in the consumer base may drastically affect sales and income (Brandenburger and 
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Nalebuff, 1996). Competitors engage on this side of the business to enable each firm to acquire more 

customer base through generic advertising, probably bundling it with brand advertising, to gain a 

significant market share and achieve high performance. 

 Lindström and Polsa (2015) conducted a study on SMEs and discovered that the firm’s 

success was connected to collaborative advertising by competitive enterprises. Williams and Capps 

(2020) investigated the influence of generic marketing on market performance and found that generic 

advertising improved profitability by lowering the price elasticity of the marketed drug and increasing 

the price. The study conducted by Williams and Capps is one of the very few studies that look at the 

influence of generic advertising on profitability (Prijadi and Desiana, 2017); hence more validation of 

their study was one of the goals of this study.  

The study was conducted in the context of handicraft MSEs in Arusha, Tanzania, to address 

coopetition in an emerging economy’s background. The study’s objective was to determine the 

influence of horizontal coopetition in generic advertising on an MSE’s profitability. The hypothesis, 

H1, in this quest was:  

H1: Horizontal MSEs’ coopetition in generic advertising positively influences the MSE’s 

profitability. 

Resource interdependence is one of RDT’s variables and antecedents and drivers of coopetition (Chai 

et al., 2019; Fredrich et al., 2019). According to Chai et al., resource interdependence is assumed to 

moderate coopetition, since coopetition becomes more cooperative when the enterprises’ resource 

leverages power among them. As a result, hypothesis H2 was developed. 

H2: The level of influence of Horizontal MSEs’ coopetition in generic advertising on the MSE’s 

profitability is positively moderated by the resource interdependence among MSEs. 

Conceptual Framework 

The theory of coopetition (TOC) and the resource dependence theory (RDT) are employed as 

theoretical frameworks in this study. The two theories aided in the formulation of the study’s 

conceptual framework and the theoretical knowledge of the variables assumed to influence MSE 

profitability and how the influence is moderated. A conceptual framework was created as a model to 

direct hypothesis testing after studying the literature and formulating hypotheses. As a result, Figure 1 

shows the relationships in terms of the tested hypotheses. 

 
Figure 1. Conceptual Framework 

Source: Field Study 

Methodology 

Sampling and Data Collection 

The study focused on handicrafts MSEs in Arusha city (Tanzania) centre since it is one of the top 

three cities in Tanzania with the most significant density of handicrafts and sales marketplaces 

compared to areas along tourism routes (Synovate, 2012). Arusha is one of the hubs of tourism in 

Tanzania and a key hub in the northern tourism circuit where the handicraft industry is flourishing 

(Charles, 2019).  

The sampling space consisted of 45 recognised handcraft markets in three clusters with 297 

MSEs. The sample size was arrived at by Yamane’s formula that factors in the confidence level of 

95% (the significance level = 0.05) for the maximum variability in a population (Uakarn et al., 2021).  

The sample size, n, was calculated as:  

   
 

     
 

The calculated sample size was 175; however, only 159 people responded (91% response 

rate). The Clusters consisted of Open Markets, Curio Shops, and tourist hotels’ duty-free shops. 

Within the clusters, MSEs congregated and transacted business together in the marketplaces. These 
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MSEs sold home décors, fashion accessories, or both home décors and fashion accessories to the local 

and or the export market, or both the local and export markets.  

This study took a quantitative, cross-sectional survey approach. A structured questionnaire 

was used to collect data in May/June 2021. The questionnaire was created, with most items being 5-

point Likert scale questions. The questionnaire was divided into two sections: the first featured 

demographic information questions and the second contained numerous claims in the form of five-

point Likert-like scales that progressed from weakest support of the item (represented by 1) to the 

strongest endorsement of the item (represented by 5). According to Creswell (2016), the questionnaire 

consisting of closed-ended questions was appropriate for the respondents to be able to reply quickly. 

All items in the same questionnaire had to have the same Likert-like scale grading so that 

measurements could be compared easily (Simms et al., 2019). 

Reliability of the Research Instrument 

The Cronbach’s alpha was used to test measures the internal consistency between variables in the 

scale (Taber, 2018). This test was used to explore the level of reliability of all the constructs across all 

the questions that were administered to the respondents. The average values of the 5-point Likert 

points were employed for all variables. The precaution was taken to ensure that all questions were in a 

positive direction. The Cronbach’s Alpha values test results for all variables are shown in Table 1 

Table 1: Item-Total Statistics 

Variable 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation Deleted 

ProftY 15.289 17.390 .793 .638 .711 

GadvX3 14.781 21.324 .589 .436 .769 

ResM 14.613 28.041 -.089 .015 .848 

Data Source: Field Study (2021) 

The column ―Cronbach’s Alpha if Item Deleted‖ indicates that the Cronbach’s Alpha value is reduced 

if any of the variables are deleted except the moderating variable. 

internal consistency between variables in the scale is generally good. The test was repeated with 

moderating variable deleted. The general valued moved from Cronbach’s alpha = .802 to Cronbach’s 

alpha = .848.  

Table 2: Moderated Reliability Statistics  
 

Cronbach's Alpha 

Cronbach's Alpha Based 

on Standardized Items N of Items 

Before Moderation .802 .750 2 

After Moderation .848 .852 3 

Data Source: Field Study (2021) 

The profitability of the MSE was the dependent variable in this study, whereas coopetition in generic 

advertising was the independent variable.  

Data Analysis 

The nature of the data variability and its associations were explored using descriptive and inferential 

statistical approaches. The parameters for the target population and the relationship between the 

variables were established using inferential statistical analysis. Here, simple linear regression (SLR) 

analysis model and moderated multiple linear regression that had the following general structures 

were used:  

Additive Model: 

0 1.X …………. (1) 

Moderated Model: 

0 1.X 2 3.X*ReM …………. (2) 

Where:  

Y - The dependent variable – Profitability.  

X – The independent variables: (GadvX = Generic Advertising) 

ReM - The moderator (Resource interdependence) 

1, 2 and 3 - The regression coefficients - changes in the dependent variable, Y, 

with a unit change in independent variables X, M and XM, respectively. 
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0 - The Profitability when coopetition is zero. 

(Mira et al., 2016; Wineaster, 2017). 

MLR Assumption Testing 

Then MLR assumptions checked were linearity of the independent variables, the normality of variable 

distributions of residues, and homoscedasticity of the variances of error terms (Williams et al., 2013). 

Linearity Assumption 

The linearity assessment was done to ensure a linear relationship between the dependent and 

independent variables (Osborne and Waters, 2002; Williams et al., 2013). It entailed partial 

regressions of MSE’s Profitability on coopetition in generic advertising. The residuals of the 

independent and dependent variables were checked during regression. The summary of the linearity 

assumptions for all variables is in Table 3. 

Table 3: Summary: Linearity Assumption Test for All Variable  

 

Profitability 

(DV) 

Regressed with 

Partial Regression Partial Correlation 

Constant Significant Values Coefficients Beta Value 

1 GadvX +0.185 p = .001 R
2
 = .377 +0.614 

2 ResM -0.139 p = .543 R
2
 = .002 -0.049 

Data Source: Field Study (2021) 

The regression coefficients and correlation coefficient of determination were statistically significant. 

The linearity assumption was not violated. 

Normality Test 

A normality test was performed to check the normal distribution of the residuals of the regression; the 

errors between observed and predicted values (Wu and Leung, 2017). The test produced both Q-Q 

plots of the studentised residual values and the numerical values of the Kolmogorov-Smirnov 

goodness of fit test (sig. value test). From Table 4, the Kolmogorov-Smirnov goodness of fit test (sig. 

value test) is .008. 

Table 4: Tests of Normality 

 

Kolmogorov-Smirnov
a
 Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Unstandardized Residual .088 159 .004 .977 159 .008 

a. Lilliefors Significance Correction 

Data Source: Field Study (2021) 

Multicollinearity 

Multicollinearity exists when the regression model’s two or more independent variables are highly 

correlated. The variance inflation factor (VIF) test was run to assess the Collinearity Statistics, and the 

results are in Table 5 (Williams et al., 2013). 

Table 5: Coefficients
a 
and Collinearity Statistics 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -0.097 .242  -.403 .687   

GadvX3 0.363 .079 0.278 4.603 .000 .645 1.549 

ResM -0.139 .228 -0.049 -0.610 .543   
a
Dependent Variable: Profitability of the MSE 

Data Source: Field Study (2021) 

The results indicate that VIF across the independent variables are less than 10, and p = .001. 

According to McClelland et al. (2017), checking the moderating variable may not be necessary when 

running the moderated multiple regression analysis, so the VIF index was ignored in this analysis. 

To avoid multicollinearity induced by the primary independent and interactive variables, 

centred interactive variables were employed. This study evaluated how the interacting factors affected 

the independent variable’s predictive abilities. The hierarchical regression model was used when 

working with an independent and a possible moderating variable. Therefore, hierarchical regression 

analysis of ProftY on GadvX, the centredResM, and the centredGadvX*ResM was performed.  

The Homoscedasticity 

The homoscedasticity of the variances of error terms means the equality of the variances of error 

terms across the values of the independent variables. Breusch-Pagan Test of heteroscedasticity was 
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used (Halunga et al., 2017). For the sample size (N) = 159 and the number of predictors (P) = 3, the 

R
2
 value was .0229, and the Breusch-Pagan test for heteroscedasticity was 4.601 (Chi-Square df = 

2,156). The significance level was p = .3307 (Null hypothesis, H0: homoscedasticity exists).  

The decision criterion is: If the p-value of the test is less than some significance level (α = 

.05), we reject the null hypothesis and presume that heteroscedasticity is present in the regression 

model. Since this p-value is not less than .05, we fail to reject the null hypothesis. Consequently, we 

expect that homoscedasticity was present. 

Descriptive analysis 

The descriptive analysis revealed that no handcraft MSE in the research region had more than 35 

employees, and about 79% of all MSEs had no more than five staff. The handcraft/curio stores cluster 

had the most handicraft MSEs, accounting for roughly half of all handicraft MSEs, followed by the 

open markets cluster, which has 30.2%. About 62% of all MSEs investigated sold home décor and 

fashion accessories, with less than 20% specialising in either home décor or fashion accessories 

exclusively. According to analysis, 57.2% of MSEs focused solely on the local market without 

exporting, while approximately 39% served both the domestic and export sectors. The fraction of 

MSEs focusing on exporting was relatively low (about 4%). 

When analysing the relationships of MSE features in the sample, 51.6% and 35.2% of MSEs 

in the open markets and handcraft/curio stores clusters served the domestic market. The art centre 

duty-free shops were the most significant cluster that sold handcrafts in the export market (about 

83.3% of MSEs). According to the findings, approximately 58.6% and 61.3% of all MSEs sold only 

home décor products and only fashion accessories in domestic markets. In contrast, about 37.9% and 

35.5% of all MSEs sold only home décor products and fashion accessories in domestic and export 

markets. Home décor and fashion accessories were offered by 40.4% of all MSEs that served both the 

local and export markets. 

The independent and dependent variables were cross-tabulated. It was shown that 

approximately 36.5% of all MSEs were involved in the coopetition. Still, the profitability was not 

noticeable, 35.2% of all MSEs with low to high coopetition achieved moderate to high profitability, 

and 27% of all MSEs with moderate to very high coopetition achieved high to very high profitability. 

The validity of the data was checked using the Pearson product-moment correlation, which 

involved comparing the significant values to the significance value, p =.05, and comparing it to the r 

table product-moment. The significance value was checked to see if questions in the questionnaire 

should be maintained or removed. According to Pearson (2019), the r-tables product-moment value 

(N = 159, p =.05) was r =.159. In the analysis, the significance levels were all p < .05 except under 

―What is the major category of goods sold in the business?‖ and ―The business is in high competition 

with other similar businesses‖ items, where both Pearson Correlation are low and p >.05 in both cases. 

The Cronbach’s Alpha test was performed to investigate the level of reliability of all 

constructs across all questions given to the respondents. The results indicated that Cronbach’s Alpha 

 

The association of GadvX and the different attributes of the MSEs 

The analysis of the GadvX and the MSE Cluster revealed that 87.6% of MSEs in the open markets 

cluster had low to moderate generic coopetition. In comparison, 77.3% of the MSEs in 

Handcraft/Curio shops had moderate to high generic coopetition. About 88.9% of MSEs in Art 

Centre/Duty-Free shops had high and very high generic coopetition.  

The comparison of the GadvX with the MSE sizes showed that 65.9%, 96%, and 75% of the 

MSEs within micro, moderately small, and small enterprises, respectively, had moderate, high and 

very high coopetition in generic advertising. Almost all small enterprises with employees over 21 had 

some degree of coopetition in generic advertising. 

The analysis compared the GadvX and the products sold. The analysis indicated that within 

the major categories of goods sold, almost all MSEs show some degree of coopetition in generic 

advertising. About 62.9% of the MSEs had low or moderate coopetition in generic advertising. When 

the GadvX and the market served were analysed, about 72.6% of the only MSEs in the domestic 

market category had low to moderate coopetition in generic advertising. In contrast, almost all the 

MSEs in the export market category had high coopetition in generic advertising. 
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Inferential analysis 

The association between GadvX and the ProftY 

Then the association between the MSEs’ coopetition in generic advertising and the profitability was 

done using a simple linear regression analysis. It was essential to check the strength, direction, and 

statistical significance of the correlation between GadvX and ProftY. Inferential analysis was done 

through SLR, and different coefficients were assessed. The summary of the regression of MSE 

profitability on coopetition in generic advertising is given in Tables 6 and 7.  

Table 6: Model Summary
b
 

Model R R
2
 Adjusted R

2
 Std. Error of the Estimate 

1 .614
a
 .377 .373 1.042 

a. Predictors: (Constant), Coopetition in Generic Adverting 

b. Dependent Variable: Profitability of the MSE 

Data Source: Field Study (2021) 

Table 7: Regression Coefficients 

Model 

Unstandardised Coefficients 

Standardised 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .185 .299  .621 .536 

GadvX .801 .082 .614 9.742 .000 

a. Dependent Variable: Profitability of the MSE 

Data Source: Field Study (2021) 

The moderator (ResM) on the influence of GadvX on profitability (ProftY) 

According to Chai et al. (2019) and Fredrich et al. (2019), one of the antecedents and drivers of 

coopetition is resource dependency as a variable in RDT. Interfirm resource interdependence 

positively influences interfirm collaboration (Chai et al., 2019). The interdependence of resources is 

assumed to have a moderating effect on coopetition. The coopetition becomes more cooperative when 

the enterprises’ resources leverage power. Resource interdependence (ResM) was used as an 

independent variable, and ProftY was regressed on ResM, with the findings shown in Tables 8 and 9. 

Table 8: Coefficients
a
 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 3.489 .839  4.157 .000   

ResM -.139 .228 -.049 4.157 .543 1.000 1.000 

a. Dependent Variable: ProftY 

Data Source: Field Study (2021) 

Table 9: Model Summary
b
 

Model R R
2
 Adjusted R

2
 

Std. Error 

of the 

Estimate 

Change Statistics 

R
2
 

F 

Change df1 df2 

Sig. F 

Change 

1 .049
a
 .002 -.004 1.318 .002 .372 1 157 .543 

a. Predictors: (Constant), Moderating Variable - Resource 

b. Dependent Variable: Profitability of the MSE 

Data Source: Field Study (2021) 

The significant regression equation (F[1,157]) = .372, p > .05) with R
2
 = .002 was found as: 

ProftY = 3.489 - .049ResM 

ProftY reduces by.149 units for every unit rise in ResM, all measured in the same unit. Regardless of 

this study, it was critical to see how this moderator affected the GadvX variable’s influence on 

profitability. 

The hierarchical regression analysis of ProftY on GadvX, ResM, and then on GadvX*ResM 

was done. The objective was to test hypothesis H2 to check how the ResM was statistically significant 

in changing the correlation coefficient of determination (R
2
 Change) of ProftY and GadvX. The 

hypothesis tested was: 

H2: The influence of Horizontal MSEs’ coopetition in generic advertising on the MSE’s 

profitability is positively moderated by the resource interdependence among MSEs. 
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The multicollinearity produced by the principal independent and interactive variables was 

prevented by centring the independent and interactive variables. After centring the variables and 

incorporating the interacting term, centeredGadvX*centredResM, the regression analysis was done 

again. Upon regressing ProftY on centredGadvX, centredResM, and centredGadvX*centredResM, the 

interaction coefficient was not statistically significant (p > .05).  

The correlation between ProftY, GadvX, and ResM was also examined. ProftY and GadvX 

had a positive, strong, and significant correlation, whereas the others were weak, negative, and not 

statistically significant (p < 001), as depicted in Table 10. The R
2
 change was only .086, and 

correlation improved from R
2
 = .474 to R

2
 = .560, and the effect is significant (p < .001) even though 

the regression analysis results were not statistically significant. 

Table 10: Model Summary 

Model R R
2
 Adjusted R

2
 

Std. Error 

of the 

Estimate 

Change Statistics 

R
2
 Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .689
a
 .474 .468 .960 .474 70.419 2 156 .000 

2 .748
b
 .560 .549 .884 .086 14.998 2 154 .000 

a. Predictors: (Constant), CentredResM, CentredGadvX 

b. Predictors: (Constant), CentredResM, CentredGadvX, CentredGadvX *CentredResM 

Data Source: Field Study (2021) 

Results and Discussion 

This study aimed to assess the influence of coopetition in generic advertising on the profitability of 

MSEs in the handicraft industry. Another aim was to assess how resource interdependence moderates 

the influence of coopetition in generic advertising on the MSEs’ profitability. 

The influence of Horizontal MSEs’ coopetition in generic advertising (GadvX) on MSE’s 

profitability (ProftY), Hypothesis H1 

Descriptive statistics showed that almost all clusters (open markets, handcraft/curio shops, and art 

centre/duty-free shops) had coopetition in generic advertising. However, the art centre/duty-free shops 

cluster showed high generic coopetition. The tendency to coopete was also high, irrespective of the 

MSE sizes. Almost all MSEs showed some degree of coopetition in generic advertising within the 

major categories of goods sold. Coopetition in generic advertising was not as high in MSEs dealing 

with the local market as in those dealing with the export market. Simple linear regression analysis was 

used to test the hypothesis that: 

H1: Horizontal MSEs’ coopetition in generic advertising positively influences the MSE’s 

profitability. 

Results showed that the regression equation (F(1,157) = 94.913 , p < .001) was found as: 

ProftY = .185 + .801GadvX 

The profitability (ProftY) increases by .801 units for every unit increase in GadvX. The influence was 

significant. The correlation coefficient of determination, R
2
 = .373, indicates that if other variables are 

kept constant, 37.3% of the variance in ProftY can be accounted for by GadvX. With this, the 

Horizontal MSEs’ coopetition in generic advertising positively influences the MSE’s profitability, and 

hypothesis H1 is accepted. 

The moderation effect of resources interdependence among MSEs (ResM) on the influence of 

GadvX on profitability (ProftY): Hypotheses H2 

In this study, the hierarchical regression tried to determine if the centredResM was statistically 

significant in changing changes of ProftY influenced by GadvX and the correlation coefficient of 

determination (R
2
 Change) of ProftY and GadvX. The hypothesis tested was: 

H2: The influence of Horizontal MSEs’ coopetition in generic advertising on the MSE’s 

profitability is positively moderated by the resource interdependence among MSEs. 

To test this hypothesis, MLR was used to check the coefficients of independent variables (GadvX and 

ResM) and the correlation. The results showed that the interaction impact of the moderation term on 

the regression coefficients was not statistically significant (p >.05) in the regression analysis of ProftY 

on centred GadvX, centred ResM, and centred GadvX *centred ResM (Table 9). The R
2
 change was 

only .086, and the effect was significant (p < .05). The correlation improved from R
2
 = .474 to R

2
 = 

.560, and the effect is significant (p < .001) 
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It was necessary to investigate the impact of the interaction term from a low to a high level. 

This was performed by sorting the data in increasing order of moderation degrees, separating it into 

three equal groups, and plotting it against ProftY as in Figure 2. 

 
Figure 2: Moderation Effect in GadvX Influence on ProftY 

Data Source: Field Study (2021) 

The correlation of ProftY and centred GadvX varies from a low degree of moderation to a high level, 

with the corresponding R
2
 values as shown in Table 11. 

Table 11: Correlation Summary   
Level of Moderation Correlation Coefficient Correlation Coefficient of Determination 

Low R = .6626 R
2
 = .439 

Moderate R = .5394 R
2
 = .291 

High R = .6458 R
2
 = .417 

Data Source: Field Study (2021) 

The moderating effect in the regression of ProftY on GadvX was not statistically significant, 

although the lower the resource dependence, the higher the correlation. So, hypothesis H2 which 

states that the level of influence of Horizontal MSEs’ coopetition in generic advertising on the MSE’s 

profitability is positively moderated by the resource interdependence among MSEs, is accepted. 

Conclusion  

This study aimed to determine the influence of horizontal coopetition in generic advertising on MSEs’ 

profitability. Within the limitations of this study, generic advertising coopetition has a considerable 

and positive influence on MSE profitability. The influence of coopetition in generic advertising on 

profitability was not significantly moderated by the resource interdependence between the coopeting 

MSEs. The moderation influence was not significant in regression analysis, although it was shown to 

exist in correlation analysis.  

The study contributes to a better understanding of how post-production coopetition influences 

MSE profitability and the establishment of a framework for defining post-production coopetition’s 

influence on MSE profitability. These empirical findings, which were based on the theory of 

coopetition and resource dependence theory, provide a platform for future post-production coopetition 

research. The current study has offered empirical proof of how coopetition in generic advertising 

influences profitability. Due to the competitive market being dominated by medium and large-scale 

enterprises, the findings may encourage MSEs in the handicraft industry to use coopetition as a 

marketing strategy. 

Recommendations for Future Studies 

Based on the findings, MSE attributes such as cluster type where they belong, the product sold, 

markets served, firm size, and firm age all affected coopetition in generic advertising. Further studies 
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are needed in this area of attributes impacting the degree of cooperation. This study was confined to 

Arusha city, Tanzania, and it is expected that the findings can be replicated to other cities with similar 

conditions in developing countries. More empirical data from industry-specific situations and data 

from different environmental contexts are recommended to support the findings of this study, as they 

will contribute to the coopetition theory’s understanding and knowledge. 
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