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I. Introduction 
 

The handicraft business of local products can be referred to as a form of 

distinctive/unique craft business to preserve regional culture by producing products of 

cultural value in Indonesia (Pratono & Mahmood, 2015) One of the provinces in Indonesia 

that has local handicrafts is Banten Province with Bumijaya pottery products. Bumijaya 

pottery is widely known for its strength. Another uniqueness of Bumijaya pottery is that it 

maintains a classic feel even though the types are made according to needs. Based on data 

from the Office of Cooperatives and Small and Medium Enterprises of Banten Province, 

there was a decline in the pottery business including, a decrease in income by 36% (thirty 

six percent) for the last 3 years (2019-2021), as well as a decrease in product sales volume 

which is a parameter of performance marketing (Kristinae et al., 2020). 
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Marketing performance is seen as important as a measure of the market performance 

of a product that is carried out with policies and quick actions in responding to changes in 

the uncertain business environment in small and medium scale businesses in Indonesia 

((Nahan et al., 2019). Research conducted by Puspaningrum, 2020 and Kristinae et al., 

2020 revealed that market orientation has a positive effect on marketing performance. 

Meanwhile, Winarso et al., 2020; Harjadi & Gunawan, 2021 and de Toni et al., 2021 

revealed that market orientation has no effect on marketing performance. 

In this regard, business actors need the ability to deal with market changes such as 

market orientation, to meet consumer needs that have a positive impact on business 

performance (Christa et al., 2020). In a study conducted by Kristinae et al., 2020 explained 

that the dynamic marketing capabilities possessed by market-oriented business actors can 

improve marketing performance. Dynamic marketing capabilities must be oriented to 

customer needs (Wong & Tong, 2012). In other words, in case the product being promoted 

is already oriented to market needs, it is expected that the product will rapidly enter the 

market and be acknowledged by customers. The past research, has shown that numerous 

variable can increment products to enter the market, such as new technologies used 

(Neirotti et al., 2018), product innovations undertaken (Presutti et al., 2020), enter the 

market faster than competitors (Flor & Moritzen, 2020), quickly gain access to enter the 

market ((Damarwulan et al., 2018)) and readiness for support from other management 

teams (Cenamor et al., 2017) which is considered as a parameter to increase the speed of 

the product entering the market. 

 

II. Review of Literature 
 

2.1 Resource-Based View Theory 

The concept of resource-based view (RBV) has an important role as a business 

strategy in the marketing field. In RBV theory, business strategy optimizes resources as a 

company's strength through opportunities that exist in the business environment with 

effective and efficient resources ((Peridawaty et al., 2021)). According to the RBV theory, 

resources have to be managed effectively and efficiently so that the business can grow up 

sustainable ((Nuryakin, 2018)). Some of these resources are categorized as expertise from 

entrepreneurial orientation and market orientation ability ((Gellynck et al., 2012)). In 

generally, the RBV states that the resources of a company's sustainable advantage are 

resources that are valuable, rare, cannot be imitated and have no substitutes in products 

((Semrau et al., 2016)). 

 

2.2 Market Orientation 

Market Orientation is defined as market intelligence where the process of creating 

and offering customer-oriented value has the opportunity to improve marketing 

performance ((Nuryakin, 2018)). Market orientation has an important role to increase the 

company's marketing capabilities because it is able to survive dynamically in an ever-

changing business environment (Qureshi & Kratzer, 2011). Research conducted by 

Kristinae et al., (2020) states that market orientation through inter-functional relationships 

can improve the marketing performance of handicraft businesses. Damarwulan et al., 

(2018) stated that close relationships and business networks have a positive effect on the 

speed of entering the market. In this study, Market Orientation consists of customer 

orientation, competitor orientation and Inter-functional coordination (Kristinae et al., 2020; 

Puspaningrum, 2020) 
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2.3 Dynamic Maketing Capabilities 

Kachouie et al., (2018) explained that the expertise of business people in identifying 

opportunities and markets to increase business sales or income can be done with the 

encouragement of marketing capabilities. The expertise of business actors in dynamic 

marketing capabilities plays a very important role in increasing revenue, number of 

customers and number of sales (Qureshi et al., 2017; Sok et al., 2017). In dynamic 

marketing capability, it is explained that to improve marketing performance in marketing 

its products, it must be able to synergize with the business environment (Kristinae et al., 

2020). Marketing capabilities become organizational needs with indicators such as pricing, 

distribution channels, business communication, marketing planning management, and 

product development (Martin et al., 2017; Luiz dos Santos & Vieira Marinho, 2018). 

Meanwhile, in this study, Dynamic Marketing Capabilities consist are distribution channel 

capabilities, new product development capabilities, pricing capabilities and sales 

management capabilities (Kristinae et al., 2020). 

 

2.4 Market Entry Speed 

Market entry speed describes how quickly an idea moves from a concept to being 

commercialized or traded for the first time or introduced into the market (Chen et al., 

2005). Market entry speed is very important as a strategy in determining the time to enter 

the market ahead of competitors so that the business can grow sustainably (Vassolo et al., 

2017) .There are many factors that can increase a product's entry into the market, for 

example new technologies used (Neirotti et al., 2018), product innovations made (Presutti 

et al., 2020), accelerating adjustments to market needs and trends (Trivedi et al. , 2018), 

entering the market faster than competitors (Flor & Moritzen, 2020),faster in gaining 

access to enter the market (Damarwulan et al., 2018) as well as the readiness of support 

from other management teams (Cenamor et al., 2017) which are considered as a parameter 

to increase the speed of products entering the market. The indicators of the speed of 

entering the market in this study are faster than competitors, fast in gaining market access 

and speed of product launch. Damarwulan et al., (2018) Muna et al., (2022); Stanko et al., 

(2012) 

 

2.5 Marketing Performance 

Marketing performance is the concept of measuring business performance from a 

series of marketing activities, such as promotion, innovation, and distribution channels of a 

product (Fitriani & Ferdinand, 2015). Marketing performance can be explained as the 

output of activities in business with good market orientation information and can be 

applied in marketing capabilities to increase revenue and sales volume (Kajalo & 

Lindblom, 2015).Thus, the parameter that should be used is a measure based on an activity 

based measure or the market orientation ability of business people (Hendar et al., 2017). 

Previous research conducted by Kuncoro et al., (2021) used marketing performance 

indicators such as sales growth, profits and market share. Puspaningrum, (2020) uses three 

marketing performance indicators including the success of new products, sales growth and 

monthly profits while marketing performance in this study consists of four indicators such 

as increased revenue, increased customers, increased product sales and market reach 

(Handoyo, 2015; Kristinae et al., 2020; Kuncoro et al., 2021; Puspaningrum, 2020) 

The research model is. The following is the research model: 
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Figure 1. Research Model 

Source: Primary data processed, 2022 

 

The hypothesis in this study is as follows: 

H1 : Market Orientation has positive effects on Marketing Performance 

H2 : Market Orientation has positive effects on Dynamic Marketing 

Capabilities 

H3 : Market Orientation has positive effects on Market Entry Speed 

H4 : Dynamic Marketing Capabilities has positive effects on Marketing 

Performance 

H5 : Market Entry Speed has positive effects on Marketing Performance 

H6 : Market Orientation affects Marketing Performance through Dynamic 

Marketing Capabilities 

H7 : Market Orientation affects Marketing Performance through Market 

Entry Speed 

 

III. Research Methods 
 

This study is a quantitative study to seek an explanation in the form of a cause-effect 

relationship between several variables consist of market orientation, dynamic marketing 

capabilities, market entry speed and marketing performance. Respondents in this study 

were pottery craftsmen in Desa Bumijaya, totaling 83 people spread over 3 areas, namely 

Kampung Kosambi, Kampung Dukuh and Kampung Bumijaya. In this study, data was 

collected by literature study, distributing questionnaires and observations. The 

questionnaire data is processed by Structural Equation Modeling (SEM) analysis method 

using the smart PLS / PLS software. 
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IV. Results and Discussion 
 

The following is the respondent profile shown in Table 1. 

 

Table 1. Profile of Respondent 

No. Characteristic Frequency Percentage (%) 

1. Position   

 - Owner 27 32,53 

 - Manager 5 6,02 

 - Owner + Manager 51 61,45 

2. Gender   

 - Male 61 73,49 

 - Female 22 26,51 

3. Age   

 - 21 - 36 year old 3 3,61 

 - 37 - 51 year old 45 54,22 

 - 52 - 66 year old 35 42,17 

4. Education   

 - Elementary School 0 0,00 

 - Junior High School 24 28,92 

 - Senior High School 59 71,08 

 - Bachelor 0 0,00 

 - Master and higher 0 0,00 

5. Experience   

 - 5 - 15 year 8 9,64 

 - 16 - 30 year 54 65,06 

 - 31 - 45 year 21 25,3 

Source: Primary data processed, 2022 

 

4.1 Outer Model 

The outer model test is carried out to determine the quality of the data to be 

processed by considering the values of Convergent Validity, Discriminant Validity, and 

evaluating Reliability and Average Variance Extracted (AVE). 

 

Table 2. Result of Outer Model Test 

Variable Indicator Mean 
Outer 

Loading 

Cronbach 

Alpha 

Composite 

Reliability 
AVE Result 

Market 

Orientation 

MO_1 8.65 0.901 

0.836 0.902 0.756 Reliable MO_2 8.29 0.788 

MO_3 8.82 0.914 

Dynamic 

Marketing 

Capabilities 

DMC_1 8.45 0.764 

0.797 0.867 0.621 Reliable 
DMC_2 8.06 0.851 

DMC _3 8.42 0.764 

DMC _4 8.16 0.769 

Market Entry 

Speed 

MES_1 8.19 0.805 

0.91 0.944 0.85 Reliable MES_2 7.96 0.974 

MES_3 7.99 0.977 
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Variable Indicator Mean 
Outer 

Loading 

Cronbach 

Alpha 

Composite 

Reliability 
AVE Result 

Marketing 

Performance 

 

MP_1 7.92 0.874 

0.927 0.948 0.819 Reliable 
MP _2 7.37 0.914 

MP_3 7.82 0.916 

MP_4 7.36 0.915 

Source: Primary data processed, 2022 

 

4.2 Inner Model 

Table 3. Score of R Square 

Variable R Square R Square Adjusted 

Dynamic Marketing Capabilities  0.26 0.251 

Market Entry Speed 0.205 0.195 

Marketing Performance 0.6 0.585 

Source: Primary data processed, 2022 

 

In the R-square measurement, there are 3 assessment categories, namely strong 

(0.75), moderate (0.50) and weak (0.25) (Hair et al., 2014). So it can be concluded that the 

R-square value of the Dynamic Marketing Capability variable is included in the weak 

category, the Market Enrty Speed variable is included in the weak category and the 

Marketing Performance variable is included in the medium category. 

 

4.3 Statistical Model Analysis 

The results of hypothesis testing are presented in the table below 

 

Table 4. Hypothesis Testing Result Direct and Indirect Effect 

Hypothesis 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T-statistics 

(|O/STDEV|) 

P 

Values 

Direct Effect 

H1 
Market Orientation -> 

Marketing Performance 
-0.263 -0.275 0.099 2.647 0.008 

H2 

Market Orientation -> 

Dynamic Marketing 

Capabilities 

0.51 0.522 0.072 7.135 0.000 

H3 
Market Orientation -> 

Market Entry Speed 
0.452 0.472 0.071 6.354 0.000 

H4 

Dynamic Marketing 

Capabilities  -> 

Marketing Performance 

0.661 0.68 0.091 7.245 0.000 

H5 
Market Entry Speed -> 

Marketing Performance 
0.298 0.287 0.111 2.675 0.008 

Indirect Effect 

H6 

Market Orientation -> 

Dynamic Marketing 

Capabilities  -> 

0.337 0.355 0.069 4.891 0.000 
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Hypothesis 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T-statistics 

(|O/STDEV|) 

P 

Values 

Marketing Performance 

H7 

Market Orientation -> 

Market Entry Speed -> 

Marketing Performance 

0.135 0.135 0.055 2.435 0.015 

Source: Primary data processed, 2022 

 

4.4 Discussion 
Based on table 3, it can be seen the direct and indirect effect of the variables of 

market orientation, dynamic marketing capabilities and market entry speed on marketing 

performance 

H1 : Based on the results of the bootstrapping test, the effect of market orientation on 

marketing performance has a t-statistic value of 2.647 > from t-table (1.960) and P 

values of 0.008 < sig (0.05). Thus, it can be concluded that the first hypothesis is 

unacceptable which states that market orientation has a negative and significant effect 

on marketing performance. The results of this study are in line with research 

conducted by Rahman et al., (2021) and Amin et al., (2019) which state that market 

orientation has a significant and negative effect on marketing performance. This gives 

an indication that the market orientation carried out by the pottery craftsmen in Desa 

Bumijaya cannot help improve marketing performance 

H2 : Based on the results of the bootstrapping test of the effect of market orientation on 

dynamic marketing capability, the t-statistic value is 7.135 > from t-table (1.960) and 

P values 0.000 < sig (0.05). Thus, it can be concluded that the second hypothesis is 

accepted which states that market orientation has a positive and significant effect on 

dynamic marketing capabilities. The better the market orientation, the higher the 

dynamic marketing capabilities. The results of this study support the results of 

previous research conducted by Bicen & Hunt, (2012); Kajalo & Lindblom, (2015); 

Lekmat et al., (2018); Li et al., (2018); Nuryakin, (2018) state that market orientation 

is a parameter to encourage dynamic marketing capabilities or the better the Market 

Orientation, the higher the Dynamic Marketing Capability. 

H3 : Based on the results of the bootstrapping test of the effect of market orientation on 

the speed of entering the market, the t-statistic value is 6.354 > from the t-table (1.960) 

and P values 0.000 < sig (0.05). Thus it can be concluded that the third hypothesis is 

accepted which states that market orientation has a positive and significant effect on 

the speed of entering the market. The better the market orientation, the higher the 

speed of entering the market. The results of this study are in line with the results of 

previous studies conducted by Chen et al., (2005); Handoyo, (2015); Rodríguez-Pinto 

et al., (2011); Udriyah et al., (2019); Zhou et al., (2009) which state that market 

orientation affects the market entry speed of product in market competing 

H4 : Based on the bootstrapping test results, the effect of dynamic marketing capability on 

marketing performance is obtained by the t-statistic value of 7.245 > from t-table 

(1.960) and P values 0.000 < sig (0.05). Thus, it can be concluded that the fourth 

hypothesis is accepted which states that dynamic marketing capabilities have a 

positive and significant effect on marketing performance. The higher the dynamic 

marketing capability, the higher the marketing performance. The results of this study 

support the results of previous research conducted by Kachouie et al., (2018); 

Kristinae et al., (2020); M. S. Qureshi et al., (2017); Sok et al., (2017) which states 
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that Dynamic Marketing Capabilities have a positive effect on Marketing 

Performance. 

H5 : Based on the results of the bootstrapping test, the effect of market entry speed on 

marketing performance obtained a t-statistic value of 2.675 > from t-table (1.960) and 

P values of 0.008 < sig (0.05). Thus, it can be concluded that the fifth hypothesis is 

accepted which states that the speed of entering the market has a positive and 

significant effect on marketing performance. The higher the speed of entering the 

market, the higher the marketing performance. The results of this study are in line with 

the results of previous studies conducted by Damarwulan et al., (2018); Flor & 

Moritzen, (2020); Presutti et al., (2020) which states that the market entry speed has a 

positive effect and significant on marketing performance. 

H6 : The variable of dynamic marketing capabilities mediates the effect of market 

orientation on marketing performance, this can be seen from the indirect effect test 

where the t-statistic value of 4.891 is greater than the t-table value at alpha 5% of 1.96, 

and the p value of 0.000 which smaller than 0.05 

H7 : The variable of market entry speed mediates the effect of market orientation on 

marketing performance, this can be seen from the indirect effect test where the t-

statistic value of 2.435 is greater than the t-table value at alpha 5% of 1.96, and the p 

value of 0.015 which smaller than 0.05 

 

V. Conclusion 
 

The conclusion in this study is market orientation has a negative impact on marketing 

performance in the pottery business. The results of this study are in line with the research 

conducted by Rahman et al., 2021 and Amin et al., 2019 which state that market 

orientation has a negative and significant effect on marketing performance. This result 

explains that market orientation is not the right strategy for the pottery business of Desa 

Bumijaya as an effort to improve and increase marketing performance. The other result of 

this study is prove that dynamic marketing capabilities and market entry speed have a 

positive and significant impact on the marketing performance of the pottery business. 

Furthermore, this study proves that dynamic marketing capabilities and market entry speed 

mediate market orientation on the marketing performance of the pottery business. For 

further research, it is necessary to add variables and indicators that have not been used in 

this study, then increase the number of respondents in the research of pottery craftsmen 

throughout Banten Province. 

 

References 
 

Amin, M., Sudarwati, S., & Maryam, S. (2019). Analisis Pengaruh Inovasi Produk, 

Orientasi Pasar, Keunggulan Bersaing Terhadap Kinerja Pemasaran Di Sentra 

Industri Mebel Desa Sembungan. Jurnal Ilmiah Edunomika, 3(02), 501–510. 

https://doi.org/10.29040/jie.v3i02.664 

Bicen, P., & Hunt, S. D. (2012). Alliance market orientation, new product development, 

and resource advantage theory. Journal of Business and Industrial Marketing, 27(7), 

592–600. https://doi.org/10.1108/08858621211257365 

Cenamor, J., Rönnberg Sjödin, D., & Parida, V. (2017). Adopting a platform approach in 

servitization: Leveraging the value of digitalization. International Journal of 

Production Economics, 192, 54–65. https://doi.org/10.1016/j.ijpe.2016.12.033 



 

 

31089 

Chen, J., Reilly, R. R., & Lynn, G. S. (2005). The impacts of speed-to-market on new 

product success: The moderating effects of uncertainty. IEEE Transactions on 

Engineering Management, 52(2), 199–212. 

https://doi.org/10.1109/TEM.2005.844926 

Christa, U. R., Wardana, I. M., Dwiatmadja, C., & Kristinae, V. (2020). The role of value 

innovation capabilities in the influence of market orientation and social capital to 

improving the performance of central Kalimantan bank in Indonesia. Journal of Open 

Innovation: Technology, Market, and Complexity, 6(4), 1–14. 

https://doi.org/10.3390/joitmc6040140 

Damarwulan, L. M., Farida, N., & Andriyansah. (2018). The role of quality of 

entrepreneurial networking and responsiveness to global business environment in 

improving the marketing performance of indonesian exporting SMEs. Quality - 

Access to Success, 19(165), 91–97. 

de Toni, D., Reche, R. A., & Milan, G. S. (2021). Effects of market orientation, innovation 

strategies and value-based pricing on market performance. International Journal of 

Productivity and Performance Management, May. https://doi.org/10.1108/IJPPM-08-

2020-0414 

Fitriani, L. K., & Ferdinand, A. T. (2015). Acculturative Iconic Product Attractiveness and 

Marketing Performance. Journal of Global Strategic Management, 2(9), 15–15. 

https://doi.org/10.20460/jgsm.2015915570 

Flor, C. R., & Moritzen, M. R. (2020). Entering a new market: Market profitability and 

first-mover advantages. Journal of Corporate Finance, 62(December 2018), 101604. 

https://doi.org/10.1016/j.jcorpfin.2020.101604 

Gellynck, X., Banterle, A., Kühne, B., Carraresi, L., & Stranieri, S. (2012). Market 

orientation and marketing management of traditional food producers in the EU. 

British Food Journal, 114(4), 481–499. https://doi.org/10.1108/00070701211219513 

Handoyo, Ag. S. (2015). The effect of marketing innovation, market orientation, and social 

capital on competitive advantage and marketing performance: A study in MSMEs of 

embroidery Central Java Province. Journal of Economics, Business & Accountancy 

Ventura, 18(3), 351. https://doi.org/10.14414/jebav.v18i3.506 

Hair, Anderson, Tatham, & William. (2014). Multivariate data analysis. Pearson New 

International Edition. 

 

Hendar, H., Ferdinand, A. T., & Nurhayati, T. (2017). Introducing the religio-centric 

positional advantage to Indonesian small businesses. Management and Marketing, 

12(1), 78–102. https://doi.org/10.1515/mmcks-2017-0006 

Kachouie, R., Mavondo, F., & Sands, S. (2018). Dynamic marketing capabilities view on 

creating market change. European Journal of Marketing, 52(5–6), 1007–1036. 

https://doi.org/10.1108/EJM-10-2016-0588 

Kajalo, S., & Lindblom, A. (2015). Market orientation, entrepreneurial orientation and 

business performance among small retailers. International Journal of Retail and 

Distribution Management, 43(7), 580–596. https://doi.org/10.1108/IJRDM-04-2014-

0044 

Kristinae, V., Wardana, I. M., Giantari, I. G. A. K., & Rahyuda, A. G. (2020). The role of 

powerful business strategy on value innovation capabilities to improve marketing 

performance during the covid-19 pandemic. Uncertain Supply Chain Management, 

8(4), 675–684. https://doi.org/10.5267/j.uscm.2020.8.005 

Kuncoro, A., Astuti, W., & Firdiansjah, A. (2021). The effect of mixed marketing 

moderation and innovation on the influence of market orientation and 



31090 

entrepreneurship orientation toward marketing performance. Management Science 

Letters, 11, 895–902. https://doi.org/10.5267/j.msl.2020.10.009 

Lekmat, L., Selvarajah, C., & Hewege, C. (2018). Relationship between Market 

Orientation, Entrepreneurial Orientation, and Firm Performance in Thai SMEs: The 

Mediating Role of Marketing Capabilities. International Journal of Business and 

Economics, 17(3), 213–237. http://www.ijbe.org/table of content/pdf/vol17-3/02.pdf 

Li, Y., Ye, F., Sheu, C., & Yang, Q. (2018). Linking green market orientation and 

performance: Antecedents and processes. Journal of Cleaner Production, 192, 924–

931. https://doi.org/10.1016/j.jclepro.2018.05.052 

Luiz dos Santos, I., & Vieira Marinho, S. (2018). Relationship between entrepreneurial 

orientation, marketing capability and business performance in retail supermarkets in 

Santa Catarina (Brazil). Innovation & Management Review, 15(2), 118–136. 

https://doi.org/10.1108/inmr-04-2018-008 

Martin, S. L., Javalgi, R. G., & Cavusgil, E. (2017). Marketing capabilities, positional 

advantage, and performance of born global firms: Contingent effect of ambidextrous 

innovation. International Business Review, 26(3), 527–543. 

https://doi.org/10.1016/j.ibusrev.2016.11.006 

Muna, N., Yasa, N. N. K., Ekawati, N. W., Wibawa, I. M. A., Ayu Sriathi, A. A., & Adi, I. 

N. R. (2022). Market entry agility in the process of enhancing firm performance: a 

dynamic capability perspective. International Journal of Data and Network Science, 

6(1), 99–106. https://doi.org/10.5267/J.IJDNS.2021.9.018 

Nahan, N., Kristinae, V., & Leiden, R. A. Z. (2019). The Strength of a Business Strategy 

with Value Innovation for Rattan Handicraft Entrepreneurs in Central Kalimantan, 

Indonesia. The International Journal of Business & Management, 7(12), 11–17. 

https://doi.org/10.24940/theijbm/2019/v7/i12/BM1912-010 

Neirotti, P., Raguseo, E., & Paolucci, E. (2018). How SMEs develop ICT-based 

capabilities in response to their environment: Past evidence and implications for the 

uptake of the new ICT paradigm. Journal of Enterprise Information Management, 

31(1), 10–37. https://doi.org/10.1108/JEIM-09-2016-0158 

Nuryakin. (2018). Competitive Advantage and Product Innovation : Key Success of Batik 

Smes Marketing Performance in Indonesia. Academy of Strategic Management 

Journal, 17(2), 1–17. 

https://content.ebscohost.com/ContentServer.asp?T=P&P=AN&K=129656706&S=R

&D=bth&EbscoContent=dGJyMNXb4kSeprQ4yOvsOLCmr1Cep7VSs6q4TbCWx

WXS&ContentCustomer=dGJyMOzprkiuqLdIuePfgeyx43zx 

Peridawaty, Toendan, R. Y., & Wenthe, I. K. (2021). The effects of entrepreneurial 

orientation and organizational learning on marketing capability in supply chain 

management. Uncertain Supply Chain Management, 9(1), 21–30. 

https://doi.org/10.5267/j.uscm.2020.12.005 

Pratono, A. H., & Mahmood, R. (2015). Mediating effect of marketing capability and 

reward philosophy in the relationship between entrepreneurial orientation and firm 

performance. Journal of Global Entrepreneurship Research, 5(1). 

https://doi.org/10.1186/s40497-015-0023-x 

Presutti, M., Cappiello, G., & Johanson, M. (2020). Analysing Social Capital and Product 

Innovativeness in the Relationship Evolution of Born-Global Companies the 

Mediating Role of Knowledge Acquisition. International Entrepreneurship and 

Management Journal. https://doi.org/10.1007/s11365-020-00663-0 



 

 

31091 

Puspaningrum, A. (2020). Market Orientation, Competitive Advantage and Marketing 

Performance of Small Medium Enterprises (SMEs). Journal of Economics, Business, 

& Accountancy Ventura, 23(1), 19. https://doi.org/10.14414/jebav.v23i1.1847 

Qureshi, M. S., Aziz, N., & Mian, S. A. (2017). How marketing capabilities shape 

entrepreneurial firm’s performance? Evidence from new technology based firms in 

turkey. Journal of Global Entrepreneurship Research, 7(1). 

https://doi.org/10.1186/s40497-017-0071-5 

Qureshi, S., & Kratzer, J. (2011). An Investigation of Antecedents and Outcomes of 

Marketing Capabilities in Entrepreneurial Firms: An Empirical Study of Small 

Technology-Based Firms in Germany. Journal of Small Business and 

Entrepreneurship, 24(1), 49–66. https://doi.org/10.1080/08276331.2011.10593525 

Rahman, S., Budiyanto, B., & Suwitho, S. (2021). The Negative Effect of Market 

Orientation on SMEs’ Marketing Performance in The Creative Economy Sector, and 

How Innovation Mediating it. International Journal of Economics Development 

Research (IJEDR), 2(2), 77–91. https://doi.org/10.37385/ijedr.v2i2.272 

Rodríguez-Pinto, J., Carbonell, P., & Rodríguez-Escudero, A. I. (2011). Speed or quality? 

How the order of market entry influences the relationship between market orientation 

and new product performance. International Journal of Research in Marketing, 28(2), 

145–154. https://doi.org/10.1016/j.ijresmar.2011.02.001 

Trivedi, K., Trivedi, P., & Goswami, V. (2018). Sustainable marketing strategies: Creating 

business value by meeting consumer expectation. International Journal of 

Management, Economics and Social Sciences (IJMESS), 7(2), 186-205. 

Semrau, T., Ambos, T., & Kraus, S. (2016). Entrepreneurial orientation and SME 

performance across societal cultures: An international study. Journal of Business 

Research, 69(5), 1928–1932. https://doi.org/10.1016/j.jbusres.2015.10.082 

Sok, P., Snell, L., Lee, W. J. (Thomas), & Sok, K. M. (2017). Linking entrepreneurial 

orientation and small service firm performance through marketing resources and 

marketing capability: A moderated mediation model. Journal of Service Theory and 

Practice, 27(1), 231–249. https://doi.org/10.1108/JSTP-01-2016-0001 

Stanko, M. A., Molina-Castillo, F. J., & Munuera-Aleman, J. L. (2012). Speed to market 

for innovative products: Blessing or curse? Journal of Product Innovation 

Management, 29(5), 751–765. https://doi.org/10.1111/j.1540-5885.2012.00943.x 

Udriyah, Tham, J., & Ferdous Azam, S. M. (2019). The effects of market orientation and 

innovation on competitive advantage and business performance of textile smes. 

Management Science Letters, 9(9), 1419–1428. 

https://doi.org/10.5267/j.msl.2019.5.009 

Vassolo, R., García-Sánchez, J., & Mesquita, L. (2017). Competitive Dynamics And Early 

Mover Advantages Under Economic Recessions. RAE Revista de Administracao de 

Empresas, 57(1), 22–36. https://doi.org/10.1590/S0034-759020170103 

Winarso, W., Hady, H., Panday, R., & Untari, D. T. (2020). Competitive Advantage and 

Marketing Performance on SMEs : Market Orientation and Innovation of Local 

Product in Bekasi , Indonesian. Engineering & Management, 1(1), 1–11. 

Wong, S. K. S., & Tong, C. (2012). The influence of market orientation on new product 

success. European Journal of Innovation Management, 15(1), 99–121. 

https://doi.org/10.1108/14601061211192852 

Zhou, K. Z., Brown, J. R., & Dev, C. S. (2009). Market orientation, competitive advantage, 

and performance: A demand-based perspective. Journal of Business Research, 

62(11), 1063–1070. https://doi.org/10.1016/j.jbusres.2008.10.001 


