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ABSTRACT

The achievements of Malaysian fashion designers have been fraught with success and failure. The
intense competition in the fashion industry is one of the main obstacles for fashion designers who decide
to venture into fashion entrepreneurship.This study seeks to understand what additional skills are
necessary and how to face the challenges they encounter. The respondents in this study were fashion
design entrepreneurs who participated in group discussions, and fashion experts who were interviewed.
Throughout the entirety of the process of data collecting, a collection of standardised questionnaires was
utilised in focus group discussions. As a consequence of the findings of the study, they are faced with
the challenge of overcoming a variety of deficiencies, some of which include inadequate business
management, inadequate financial management, inadequate management of human resources, and other
deficiencies. Based on the findings, fashion experts who participated in this study have provided advice.
As a result, this study can provide fashion design entrepreneurs with preventative business continuity
and sustainability measures.

Keywords: Fashion design entrepreneurship, Management skills, Fashion design management

INTRODUCTION

Malaysian fashion designers are compelled to compete with entrepreneurs in the industry in order to
retain and sustain their business and visibility, much as their internationally renowned counterparts. Vivy
Yusuf, with her duCk and Lilit brands, and Neelofa for Nelofar are two names that dominate modest
fashion in the Malaysian fashion industry. It was thought to be another fashion movement associated with
Muslims, and it combined religious symbolism, contemporary fashion trends in mainstream apparel
labels, and local brand development marketing tactics centred on the Muslim population (Zulina &
Nazlina, 2020). It appears that the company's strategy of using social media to interact with its audience
has helped increase sales (Nor Hasliza & Zulnaidi, 2021). Nevertheless, a great number of fashion
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designers who have been operating in the fashion industry still require assistance for the continuity of
their business.

Fashion designers who are involved in all stages of garment production and product development,
as well as marketing and sales, can be classified as fashion design entrepreneurs (Benson & Sanders,
2017). Fernandes (2019) argues that fashion design entrepreneurs struggle to maintain a stable business
while the fashion industry evolves swiftly in response to shifting consumer tastes. This research aims to
understand better the challenges fashion design entrepreneurs face in Malaysia. This study also seeks to
identify the skills and expertise fashion design entrepreneurs require to be successful in the fashion
industry, as well as the solutions that may be developed to aid fashion design entrepreneurs in sustaining
their enterprises. The acquired results will immediately contribute to the development of a solution
presented as a framework to aid fashion design entrepreneurs in enhancing their chances of survival in the
fiercely competitive fashion business.

Fashion design entrepreneurs are synonymous with the Malaysian fashion industry due to their
innovative approach to fashion design and contribution to the local fashion landscape. The growth of
numerous local fashion labels affects the brand names of fashion designers in this business rivalry. It is
difficult for many fashion designers to increase their consumer base and, consequently, their revenue due
to the ongoing increase in competition among fashion entrepreneurs. According to prior research, fashion
design entrepreneurs strive to sustain their enterprises due to a lack of information, networking and
business-creation skills, as well as fundamental management, marketing, and branding abilities (Aakko &
Niinimäki, 2018; Fernandes, 2019). Fashion design entrepreneurs are more likely to be driven by their
artistic ambitions and the freedom to express their creativity than by business thinking, which might limit
business development plans and commercial goals (Aakko & Niinimäki, 2018). As a result, this study will
analyse the issues and difficulties within the landscape of the Malaysian fashion business. According to
previous research, the term "fashion design entrepreneur" (FDE) was coined by fashion designers who,
after gaining additional experience, went on to establish themselves as fashion entrepreneurs. These
individuals have the potential to positively impact the nation's economy by generating new job
opportunities. Google Scholar and Scopus were used to find indexed and non-indexed journals on fashion
design entrepreneurship, design management, and the Malaysian fashion industry. Table 1 shows the
research studies this study used after screening based on keywords. FDE's capacity to create original
product designs is unique. However, these FDEs have management issues. To balance their business
journey, they must address business stability (Fernandes et al., 2020).

Table 1. Literature review based on the selected keyword
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Fashion design entrepreneurship Design management and Fashion
design management Managerial skills

Fernandes et al. (2019) Wen Ying & Konstantinos (2019) Kozlowski et al. (2018)
R. Chepchumba et al. (2014) Williams (2018) Libânio & Amaral (2017)

Falay et al. (2007) Tutia et al. (2017) Zahro et al. (2017)
de Wet & Tselepis (2020) Abrahamson (1996) DiVito & Bohnsack (2017)

R. Chepchumba et al. (2014) Baskerville & Myers (2009) Overdiek (2016)
R. M. Chepchumba & Monica (2018) Zeng & Xu (2010) Marcella & Rowley (2015)

S. L. K. Benson (2017) Libânio & Amaral (2017) Kang et al. (2015)
Harvey (2013) Pikas et al. (2018) Moloi & Nkhahle-Rapita (2014)

Millspaugh & Kent (2016) Norman & Jerrard (2015) Radaelli et al. (2014)
Aakko & Niinimäki (2018) Kramoliš et al. (2020) Tremblay & Yagoubi (2014)

Torres & Lee (2016) Wolff & Amaral (2016)  
Fernandes et al. (2020) Topaloğlu & Er (2017)  
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LITERATURE REVIEW

Fashion design entrepreneur (FDE)

Entrepreneurship for designers usually starts with artistic expression and then shifts to fashion as a
business (Aakko & Niinimäki, 2018). Sustainable fashion designers must be creative and
business-minded. Strong fashion design entrepreneurs (FDE) must also focus on custom design. They
must expand their vision to include an entrepreneurial business model (Fernandes & Pereira, 2019);
Chepchumba & Monica, 2018). This is done to compete with fashion labels that are already available on
the market, and a few elements need to be addressed. According to Aakko & Niinimäki (2018) suggested,
FDE manages design, production, sales, networks, brand image, business strategy, and finances. Fashion
design management also includes firm size and growth.

Malaysian fashion industry

According to Statista (2022), the Internet's contribution to the global GDP will have reached 23%
by 2020. Despite this, the market will continue to expand over the next several years due to rising
middle-class wages and greater online purchasing in East and Southeast Asian nations, particularly
Malaysia. It is crucial to emphasise how the COVID-19 epidemic influences that nation's economic
growth. FDEs, or fashion design entrepreneurs, are a relatively new concept in the Malaysian fashion
business. However, there has been a discernible shift toward recognising the function of a fashion
designer as an entrepreneur. In Malaysia, the epidemic has led to the cancellation or closure of several
brand names (Mohd Zaimmudin et al., 2021), including experienced brands. However, beginning in 2022,
the Malaysian government will lift the Movement Control Order (MCO 3.0) for vaccinated people and
declare COVID-19 an endemic disease (Majlis Keselamatan Negara, 2022). It relieved the people while
slowly reviving the country's economy and reinvigorating all businesses. After two years of epidemic,
e-commerce has become the norm. FDEs offer their products via their website, Zalora, and social media.
Online shopping is prevalent (Rahimah et al., 2019). It is unclear how successful these platforms assist
FDEs in achieving sales targets.

Fashion design management

Fashion design entrepreneurs (FDE) produce distinctive and original designs. In order to create
sales, FDE needs to consider its customers' requirements and keep up with the trends, all without
compromising its identity. Aside from that, (Abrahamson & Fairchild, 1999) FDEs should improve their
skills and capabilities in order to advance in the company's management. The philosophy of design
management serves as the foundation for fashion design management, which is illustrated in Figure 1.

Figure 1. Theories in relation to the fashion design entrepreneur
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According to Topaloğlu & Er (2017) design management, it affects strategic organisational
structure during learning and competitiveness development to achieve sustainability. FDEs are also
business owners, and they are responsible for ensuring they are proficient in all elements of company
management, including marketing and sales. In addition, FDEs are responsible for managing the design as
a component of the company's strategic purpose, including the precise insertion and integration of its
competencies, processes, and strategies (Wolff & Amaral, 2016). The fundamental purpose of fashion
design management is to produce a solution to comprehend the needs of the industry, as well as to
determine the optimal time to market, construct a marketing strategy, and reduce design costs.

This is how the value of fashion design management is realised (Zeng & Xu, 2010). Tutia et al.
(2017) suggest that when creating new products, all phases of the project and their environmental impacts
must be considered. In the case of the FDEs, it is far simpler to develop new items that contribute to
sustainability. On the contrary, managing the point of sale and promoting the products being sold is far
more difficult. In other words, it is essential that each phase, including pre-production, production,
distribution, usage, and disposal, be considered as having the objective of minimising the chance of any
potential adverse results. In addition, Zeng & Xu (2010) recommend the establishment of a separate
department that is only dedicated to the management of fashion design. This department will be in charge
of conceptualising concepts for design management and considering how those ideas may be
implemented into the organisation's larger strategy. Therefore, FDE requires an in-depth understanding of
fashion design management and professional management skills to ensure the success of the business
course.

RESEARCHMETHODOLOGY

This study's data collection was conducted employing a qualitative methodology. The respondents are
fashion design entrepreneurs (FDEs), or business owners in the Malaysian fashion design industry from
Kuala Lumpur and Shah Alam. The selected respondents who agreed to engage in the focus group
sessions provided data. The selection was made on the basis of predetermined study-related factors.
Business owners who are also the most qualified individuals to provide invaluable research questions
answers were selected as respondents. Three respondents were selected to engage in the online focus
group discussion for the purposes of this study. Each respondent has more than five years of experience
operating their own business and their annual income is less than RM300,000.00, classifying them as
small to medium-sized enterprises.

The Zoom platform was employed for the study's virtual focus group discussion because it was
more accessible to the respondents, who are accustomed to meeting online (Dos Santos Marques et al.,
2020). One of the techniques used in qualitative research is called a focus group discussion, and its
purpose is to investigate the participants' thoughts, experiences, and perspectives (Dos Santos Marques et
al., 2020; Traynor, 2015). Focus group discussions utilised structured questionnaires throughout the
data-collecting process. The moderator explained the data collection process to the participants during the
focus group discussion, and the comments were videotaped throughout the process. Using NVivo 12, the
acquired data were transcribed and analysed to illustrate the findings.

FINDINGS AND DISCUSSION

Findings

Group discussion research is fascinating. The responders addressed the discussion questions based
on their personal experiences and business situations in the fashion industry. Respondents candidly
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discussed their struggles to survive in the sector. This study may shed light on fashion design
entrepreneurs' (FDEs) efforts to improve their talents and managerial abilities for the Malaysian fashion
industry. This study could assist fashion designers in understanding management competency (Libânio &
Amaral, 2017).

After transcribing the data, NVivo12 themes and coding were used to analyse the findings. Figure 2
shows the study's findings, showing respondents' challenges. The findings also reveal the support FDEs
need to thrive in fashion. According to the focus group discussions, five study findings which contribute
to FDE’s lack of competence are: firstly, business management; secondly, financial management; thirdly,
human resource management. Fourth is digital marketing; the fifth finding is additional influences that
may impact FDEs as business owners. In order to be more robust in the Malaysian fashion sector,
overcoming these flaws is of utmost importance.

Figure 2. Fashion design entrepreneurs’ findings using NVivo12

Business management

According to the report, business model use is low since survey respondents confront similar issues
in business administration. A respondent states that she shifted from business-to-customer (B2C) to the
business-to-business approach (B2B) to broaden the scope of her company’s target demographic. Most
responders have a fundamental understanding of management, resulting in limited comprehension of
business knowledge. This is apparent in their lack of business plan preparation.

Financial management

Successful businesses demand good financial management. Effective financial management is a
challenge for fashion entrepreneurs. The survey found that respondents lack financial management
knowledge. In addition, they stated that their self-financing is their company's only source of startup
capital, and that inadequate financial management limits have a detrimental impact on their business.
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Human resource management

The vast majority of respondents to this poll indicated that they managed their business on their
own with the assistance of part-time employees. Therefore, they have difficulty operating a fashion
business that involves attention to more than just the creation of design products. It is difficult for them to
be a steady business due to the absence of a team that can assist with financial management and
marketing. As a result, they lack a grasp of human resource management, and the absence of a team of
employees that assist in company management makes the situation much more challenging.

Digital marketing

Existing businesses are familiar with digital marketing as technology advances in Malaysia and
around the world. The study found that respondents employ digital marketing methods, including
developing a business website and using social media to promote and sell their fashion products.
However, according to them, it receives less attention. Therefore, it is suggested that these individuals be
provided adequate digital marketing opportunities to assist the business in reaching a wider audience. This
is due to the fact that gaining access to customers via an internet business is both simpler and cheaper than
gaining access to customers via a conventional, mainstream storefront.

Other deficiencies

Other deficiencies, as perceived by respondents and learned from the study's findings, require
attention and rectification. Everyone agrees that the Covid-19 pandemic has negatively affected their
business. Since incidences of this nature are inevitable, they must explore additional methods that can be
adopted to ensure the continuous success of their organisation. The limitation that must be overcome is
that the respondent must investigate supplier issues and effectively resolve them, as the supplier is crucial
to ensuring that the business functions without interruptions. It is recommended that fashion design
entrepreneurs should not only rely on government funding but also find other financial sources to resolve
financial management issues. The results show that most management issues are in business management,
human resources management, financial management, and digital marketing promotion. Thus, FDE must
explore ways to improve its management. This enables the company to operate more efficiently and
methodically in a fast-growing business world, especially the fashion industry. Preventing commercial
rivalry requires precautionary actions.

Discussions

According to the study's findings, FDEs require specific skills and knowledge to improve their
management capabilities in business management, finance, human resources, and digital marketing.
Figure 3 depicts six proposals made by industry experts in the fashion business. These recommendations
have the potential to be answers to the issues that FDEs are now facing. The implementation of these
recommendations should be able to assist FDEs in their fashion businesses in a variety of ways, such as 1)
obtaining financial support and grants, 2) expanding to international branding, 3) monitoring by industry
experts, 4) training programmes for reskilling, 5) expanding the business digitally, and 6) collaborating
with other businesses in the industry.
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Figure 3. Recommendations made by industry experts to help fashion design entrepreneurs
Obtaining financial support and grants

According to the findings of the study, the vast majority of respondents relied on their own means
to finance their activities. Some individuals are aware of financial support available from local banks and
government authorities. A few people have reported having knowledge of financial aid. They contend that
preparing the necessary documentation is a challenging task that necessitates a large number of
procedures. One of the respondents mentioned her participation in MARA in Fashion. Training and
management classes are both offered by this government agency for FDEs. Another participant in the
survey mentioned taking part in MARA in Fashion. She went on to say that participants who were eligible
received financial grants in addition to financial loans.

From the findings, government entities recognise the importance of entrepreneurs to the nation's
economy. Therefore, they provide assistance to those who wish to launch a business. Even though the
bank imposes some requirements, the proposal can be evaluated. This is because to succeed in commerce,
particularly in the fashion industry, one needs to make investments, either monetarily or in terms of
producing new items. This is done to ensure that the company's growth will proceed smoothly.

Expanding to international branding

Malaysia's fashion industry is thriving and fiercely competitive. Participants in this study expressed
a desire to expand their businesses internationally in the future. However, aggressive measures should be
implemented to ensure that the goal of introducing local companies to the global stage is met. Bernard
Chandran, for example, is Malaysia's King of Fashion, and his brand has been recognised in Paris and
London. His designs have also been worn by Michelle Yeoh, Lady Gaga, Estelle, Tori Amos, and many
others (Chandran, 2022). To expand their businesses internationally, FDEs must take advantage of any
opportunity that can enable them to expand worldwide. They might, for instance, participate in fashion
promotions organised by government entities like the Malaysia External Trade Development Corporation
(Matrade). Matrade may assist fashion entrepreneurs with international brand promotion. Additionally,
the government obtains a percentage of the revenues from the export of Malaysian fashion products, such
as batik and songket textiles. The location is suitable for showcasing FDE Malaysia to worldwide fashion
designers.

Monitoring by industry experts

According to the recommendations of fashion industry specialists, FDEs should seek monitoring
from appropriate professionals in order to develop their management skills. Continuous monitoring may
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give FDEs confidence in their ability to operate their enterprises successfully. Sessions devoted to the
exchange of information with industry experts are another tremendous resource for anyone interested in
enhancing their company management skills. This is owing to the fact that competencies and managerial
abilities cannot be developed quickly. Rather, people who exert constant effort can enhance their
understanding of company management.

Training programmes for reskilling

According to the findings, FDEs are expected to participate in continual training and upskilling in
order to develop business management or product development skills. Consequently, various
recommendations were obtained from the discussion, including enhancing one's digital marketing skills
and enrolling in a social media content course to promote high-quality, community-relevant content. This
is because the content shared on social media platforms may have an effect on the likelihood of
prospective purchasers engaging with the brand.

Expanding the business digitally

It is suggested that in order to aid FDEs in enhancing their businesses, they should boost their
digital business capabilities. Digital business is becoming an increasingly widespread trend in an
increasingly competitive corporate world. FDEs are obligated to invest in the creation of websites that are
both aesthetically pleasing and pertinent to the nature of their unique enterprises. Millennial generation
members are continually linked to their electronic gadgets, such as their cellphones, computers, and
tablets, and are always browsing the internet wherever they are. When looking for information about the
newest products on the market, people require information that is easy to obtain. In addition, utilising the
software supports the purchaser in getting a product that fulfils their requirements. Zalora Malaysia and
Poplook, two examples of e-commerce platforms, are successful e-commerce platforms that have a big
impact on the purchasing habits of the Malaysian populace. Therefore, FDEs should not reject this
proposal because it has the ability to contribute to both brand promotion and an increase in product sales.

Collaborating with other businesses in the industry

Collaborations with the Malaysian Investment Development Authority (MIDA), Kuala Lumpur
Fashion Week (KLFW), and AEON Retail Malaysia are a few examples of how FDEs can benefit in the
extension of their company's performance. This is due to the fact that they are among the agencies that
offer opportunities to promote domestic businesses on worldwide markets. FDEs are also capable of
forming cross-industry collaborative partnerships inside the industry. Contemplate the collaboration
between the local fashion designer Salikin Sidek and the local fashion company Kelambi. This method
has been employed by international corporations in other nations, such as Virgil Abloh’s Louis Vuitton x
Nike Air Force 1s, Birkenstock x Manolo Blahnik, Jimmy Choo x Timberland and many more (Bein,
2022). Due to the fact that both businesses have followers and followers of the other, it has the potential
to benefit both. If regarded in a positive manner, it may result in increased sales of their items.

As a driving force for the local fashion sector, FDEs should strive to increase their self-sufficiency
and construct a more solid organisation. The emergence of fashion entrepreneurs without a background in
fashion education has significantly impacted the local fashion industry climate. Nevertheless, FDEs
should not be dominated by their existence. Rather, they should be allowed to engage in constructive
competition and propose more inventive products in response to market demands.
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CONCLUSION

Successful fashion designers often start their own businesses due to their product creation and
management expertise. However, those hoping to find success in the fashion industry as entrepreneurs
must have a firm grasp on the best practices for managing a business to maximise output and profit. Based
on this research's results, a few key areas of business management could use some fine-tuning. Therefore,
the rules might be used as a reference for aspiring fashion designers looking to start their own businesses
and gain experience in key areas of business management.

ACKNOWLEDGMENT

The first author is a PhD student at Universiti Putra Malaysia and an academic staff at Muadzam Shah
Polytechnic, Pahang, Malaysia. The authors gratefully acknowledge the support of the Ministry of Higher
Education for providing the scholarship and the Faculty of Design and Architecture, Universiti Putra
Malaysia, which has made this study possible.

REFERENCES

Aakko, M., & Niinimäki, K. (2018). Fashion designers as entrepreneurs: Challenges and advantages of
micro-size companies. Fashion Practice The Journal of Design, Creative Process & the Fashion
Industry, 10(3), 354–380. https://doi.org/10.1080/17569370.2018.1507148

Abrahamson, E. (1996). Management fashion. Academy of Management Review, 21(1), 254–285.
https://doi.org/10.5465/AMR.1996.9602161572

Abrahamson, E., & Fairchild, G. (1999). Management fashion: Lifecycles, triggers, and collective
learning processes. Administrative Science Quarterly, 44(4), 708–740.
https://doi.org/10.2307/2667053

Baskerville, R. L., & Myers, M. D. (2009). Fashion waves in information systems research and practice.
MIS Quarterly, 33(4), 647–662.

Bein, K. (2022, December 15). 14 of the freshest fashion collaborations in 2022: Adidas, Gucci, Ferrari
and more. Retrieved from Gotham: https://gothammag.com

Benson, S. K., & Sanders, E. A. (2017). Where are all the black female fashion designers? International
Textile and Apparel Association, 1–2.

Benson, S. L. K. (2017). Black fashion designers matter: A qualitative study exploring the experiences of
Black female fashion design entrepreneurs. Iowa State University.

Chandran, B. (2022, December 31). About Bernard Chandran. Retrieved from
https://bernardchandran.com: https://bernardchandran.com/about/

Chepchumba, R. M., & Monica, C. (2018). Challenges facing Kenyan University Fashion and Apparel
Design Programs. Scholars Journal of Economics, Business and Management, 5(5), 344–353.
https://doi.org/10.21276/sjebm.2018.5.5.1

https://journal.uitm.edu.my/ojs/index.php/IJAD | eISSN: 2710-5776 |168

https://doi.org/10.1080/17569370.2018.1507148
https://doi.org/10.5465/AMR.1996.9602161572
https://doi.org/10.2307/2667053
https://gothammag.com
https://bernardchandran.com/about/
https://doi.org/10.21276/sjebm.2018.5.5.1


International Journal of Art & Design (IJAD), Volume 8(1), May/2024, Pg. 160-171
Establishing Fashion Design Entrepreneurs’ Management Competency in the

Malaysian Fashion Landscape

Chepchumba, R., Susan, P., David, P., & Tuigon, R. (2014). Establishing the training needs of Kenyan
University Fashion and Apparel Design graduates. International Journal of Sciences: Basic and
Applied Research, 13(I), 1–10.

de Wet, A. J. C., & Tselepis, T. J. (2020). Towards enterprising design: A creativity framework supporting
the fluency, flexibility and flow of student fashion designers. International Journal of Fashion
Design, Technology and Education, 13(3), 352–363.
https://doi.org/10.1080/17543266.2020.1818851

DiVito, L., & Bohnsack, R. (2017). Entrepreneurial orientation and its effect on sustainability decision
tradeoffs: The case of sustainable fashion firms. Journal of Business Venturing, 32(5), 569–587.
https://doi.org/10.1016/j.jbusvent.2017.05.002

Dos Santos Marques, I. C., Theiss, L. M., Johnson, C. Y., Fouad, M. M., Scarinci, I. C., & Chu, D. I.
(2020). Implementation of virtual focus groups for qualitative data collection in a global pandemic.
The American Journal of Surgery. https://doi.org/10.1016/j.amjsurg.2020.10.009

Falay, Z., Salimäki, M., Ainamo, A., & Gabrielsson, M. (2007). Design-intensive born globals: a multiple
case study of marketing management. Journal of Marketing Management, 23(9–10), 877–899.
https://doi.org/10.1362/026725707x250377

Fernandes, C. ., L., R., Silva, M. S., M., P., & Madeira, M. J. (2019). Emerging platforms for fashion
design entrepreneurs: An assessment. Reverse Design A Current Scientific Vision From The
International Fashion and Design Congress, 53(9), 463–468.
https://doi.org/10.1017/CBO9781107415324.004

Fernandes, C. E. (2019). Fashion design entrepreneurship: Skills and solutions to create a fashion
business. Journal of Textile Science & Fashion Technology, 3(1), 1–10.
https://doi.org/10.33552/jtsft.2019.03.000553

Fernandes, C. E., & Pereira, M. M. (2019). Fashion design entrepreneurs : A case study. In Global
Campaigning Initiatives for Socio-Economic Development (pp. 190–205). IGI Global.
https://doi.org/10.4018/978-1-5225-7937-3.ch011

Fernandes, C. E., Pereira, M., & Madeira, M. J. (2020). Fashion design entrepreneurship: A qualitative
approach. In Textiles, Identity and Innovation: In Touch (pp. 148–155).
https://doi.org/10.1201/9780429286872-23

Harvey, N. (2013). Sustaining Johannesburg’s fashion design incubators : The role of fashion design
education. Design Education Forum of Southern Africa, 110–118.

Kang, H. J., Chung, K. W., & Nam, K. Y. (2015). A competence model for design managers: A case study
of middle managers in Korea. International Journal of Design, 9(2), 109–127.

Kozlowski, A., Searcy, C., & Bardecki, M. (2018). The reDesign canvas: Fashion design as a tool for
sustainability. Journal of Cleaner Production, 183, 194–207.
https://doi.org/10.1016/j.jclepro.2018.02.014

Kramoliš, J., Šviráková, E., & Král, D. (2020). Design management as crucial creative essence for
business success in small and medium-sized enterprises. Creativity Studies, 13(1), 87–98.
https://doi.org/10.3846/cs.2020.9904

Libânio, C. de S., & Amaral, F. G. (2017). A design management framework for the fashion industry.
Brazilian Business Review, 14(1), 1–20. https://doi.org/10.15728/bbr.2017.14.1.1

https://journal.uitm.edu.my/ojs/index.php/IJAD | eISSN: 2710-5776 |169

https://doi.org/10.1080/17543266.2020.1818851
https://doi.org/10.1016/j.jbusvent.2017.05.002
https://doi.org/10.1362/026725707x250377
https://doi.org/10.1017/CBO9781107415324.004
https://doi.org/10.33552/jtsft.2019.03.000553
https://doi.org/10.4018/978-1-5225-7937-3.ch011
https://doi.org/10.1201/9780429286872-23
https://doi.org/10.1016/j.jclepro.2018.02.014
https://doi.org/10.3846/cs.2020.9904
https://doi.org/10.15728/bbr.2017.14.1.1


International Journal of Art & Design (IJAD), Volume 8(1), May/2024, Pg. 160-171
Establishing Fashion Design Entrepreneurs’ Management Competency in the

Malaysian Fashion Landscape

Marcella, M., & Rowley, S. (2015). An exploration of the extent to which project management tools and
techniques can be applied across creative industries through a study of their application in the
fashion industry in the North East of Scotland. International Journal of Project Management, 33(4),
735–746. https://doi.org/10.1016/j.ijproman.2014.12.002

 Nor Hasliza Md Saad & Zulnaidi Yaacob. (2021). Building a personal brand as a CEO: A case study of
Vivy Yusof, the cofounder of FashionValet and the dUCk Group. SAGE Open, 11(3).
https://doi.org/10.1177/21582440211030274

Millspaugh, J. E. S., & Kent, A. (2016). Co-creation and the development of SME designer fashion
enterprises. Journal of Fashion Marketing and Management: An International Journal, 20(3).
https://doi.org/10.1108/03090560410539302

Moloi, K. C., & Nkhahle-Rapita, M. A. (2014). The impact of fashion entrepreneurs’ traits on the success
of fashion businesses in the Gauteng province In South Afric. Mediterranean Journal of Social
Sciences, 5(4), 78–86. https://doi.org/10.5901/mjss.2014.v5n4p78

Majlis Keselamatan Negara (2022, Disember 7). Info Covid-19. Retrieved from Majlis Keselamatan
Negara: https://www.mkn.gov.my

Norman, C., & Jerrard, R. (2015). Design managers, their organisations and work-based learning. Higher
Education, Skills and Work-Based Learning, 5(3), 271–284.
https://doi.org/10.1108/20423891311294984

Overdiek, A. (2016). Fashion designers and their business partners: Juggling creativity and commerce.
International Journal of Fashion Studies, 3(1), 27–46. https://doi.org/10.1386/infs.3.1.27_

Pikas, E., Koskela, L., Tredal, N., Knotten, V., & Bølviken, T. (2018). The dual nature of design
management. IGLC 2018 - Proceedings of the 26th Annual Conference of the International Group
for Lean Construction: Evolving Lean Construction Towards Mature Production Management
Across Cultures and Frontiers, 1, 647–657. https://doi.org/10.24928/2018/0537

Radaelli, G., Guerci, M., Cirella, S., & Shani, A. B. (Rami. (2014). Intervention research as management
research in practice: Learning from a case in the fashion design industry. British Journal of
Management, 25(2), 335–351. https://doi.org/10.1111/j.1467-8551.2012.00844.x

Rahimah Jamaluddin, Mass Hareza Ali, Suhaida Abdul Kadir & Arasinah Kamis. (2019). Impact of
fashion entrepreneurship programme on entrepreneurial interests, intention and competencies.
Journal of Technical Education and Training, 11(1), 119–128.
https://doi.org/10.30880/jtet.2019.11.01.015

Statista. (2022, December 7). Fashion worldwide. Retrieved from Statista:
https://www.statista.com/outlook/dmo/ecommerce/fashion/worldwide

Topaloğlu, F., & Er, Ö. (2017). Discussing a new direction for design management through a new design
management audit framework. The Design Journal, 20(sup1), S502–S521.
https://doi.org/10.1080/14606925.2017.1353000

Torres, L., & Lee, H. (2016). The influence of social, human and physical capital on fashion incubates
career success. Journal of Social Sciences and Humanities, 2(1), 1–9.

Traynor, M. (2015). Focus group research. Nursing Standard (Royal College of Nursing (Great Britain) :

https://journal.uitm.edu.my/ojs/index.php/IJAD | eISSN: 2710-5776 |170

https://doi.org/10.1016/j.ijproman.2014.12.002
https://doi.org/10.1177/21582440211030274
https://doi.org/10.1108/03090560410539302
https://doi.org/10.5901/mjss.2014.v5n4p78
https://www.mkn.gov.my
https://doi.org/10.1108/20423891311294984
https://doi.org/10.1386/infs.3.1.27_
https://doi.org/10.24928/2018/0537
https://doi.org/10.1111/j.1467-8551.2012.00844.x
https://doi.org/10.30880/jtet.2019.11.01.015
https://www.statista.com/outlook/dmo/ecommerce/fashion/worldwide
https://doi.org/10.1080/14606925.2017.1353000


International Journal of Art & Design (IJAD), Volume 8(1), May/2024, Pg. 160-171
Establishing Fashion Design Entrepreneurs’ Management Competency in the

Malaysian Fashion Landscape

1987), 29(37), 44–48. https://doi.org/10.7748/ns.29.37.44.e8822

Tremblay, D. G., & Yagoubi, A. (2014). Knowledge sharing and development of creative fashion
designers’ careers: The role of intermediary organisations. International Journal of
Knowledge-Based Development, 5(2), 191–208.https://doi.org/10.1504/IJKBD.2014.063991

Tutia, R., Mendes, F. D., & Ventura, A. (2017). Life cycle design and design management strategies in
fashion apparel manufacturing. IOP Conference Series: Materials Science and Engineering,
254(17). https://doi.org/10.1088/1757-899X/254/17/172027

WenYing, C. S., & Konstantinos, A. (2019). Transmission mechanisms in the creative economy, fashion
design processes and competitiveness: The case of progressive Taiwanese fashion designers.
Fashion Practice The Journal of Design, Creative Process & the Fashion Industry, 1–25.
https://doi.org/10.1080/17569370.2019.1565369

Williams, D. (2018). Fashion design as a means to recognise and build communities-in-place. The Journal
of Design, Economics, and Innovation, 4(1), 75–90. https://doi.org/10.1016/j.sheji.2018.02.009

Wolff, F., & Amaral, F. G. (2016). Design Management competencies, process and strategy: A
multidimensional approach to a Conceptual Model. Strategic Design Research Journal, 9(3),
145–154. https://doi.org/10.4013/sdrj.2016.93.02

Zahro, S., Wu, M. C., Hidayati, N., & Prahastuti, E. (2017). Employees’ creativity development in
Indonesia’s fashion sub-sectors. Human Systems Management, 36(1), 27–39.
https://doi.org/10.3233/HSM-161629

Mohd Zaimmudin Mohd Zain, Rosmaizura Mohd Zain, Hanisa Hassan, Norhasliyana Hazlin Zainal
Amri, Mohd Hafiz Drahman, Sarah Wahida Hasbullah, Ainon Ramli. (2021). Distance education:
The challenges and effects of the COVID-19 pandemic among fashion students in Malaysia.
Palarch’s Journal of Archaeology of Egypt/ Egyptology, 18(6), 110–125.
https://archives.palarch.nl/index.php/jae/article/view/7644

Zeng, C., & Xu, D. (2010). Views on Chinese Fashion Design and Management. International
Conference on Network and Finance Development, 376–378.

Zulina Kamarulzaman & Nazlina Shaari. (2020). A comparison framework on Islamic dress code and
modest fashion in the Malaysian fashion industry. Solid State Technology, 63(6).

https://journal.uitm.edu.my/ojs/index.php/IJAD | eISSN: 2710-5776 |171

https://doi.org/10.7748/ns.29.37.44.e8822
https://doi.org/10.1504/IJKBD.2014.063991
https://doi.org/10.1088/1757-899X/254/17/172027
https://doi.org/10.1080/17569370.2019.1565369
https://doi.org/10.1016/j.sheji.2018.02.009
https://doi.org/10.4013/sdrj.2016.93.02
https://doi.org/10.3233/HSM-161629
https://archives.palarch.nl/index.php/jae/article/view/7644

