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ABSTRACT  

The rapid development of global business requires MSMEs to understand what the market needs. The research deals 

with the impact of competitive advantage as a pertinent variable in enhancing marketing performance in Indonesian 

MSMEs businesses. In this study, continuous competitive advantage is a focal idea to keep up with today’s disruptive 

market in the digital era. This study examines how market orientation and entrepreneurial orientation influence 

marketing performance through competitive advantage in MSMEs businesses in Indonesia. The study uses path 

analysis and data collection obtained by using a sample from the MSME business community. The results show that 

market orientation and entrepreneurial orientation have a positive and significant effect on marketing performance, 

and competitive advantage can mediate it. For MSME, it is hoped that it can increase response to competitors' actions, 

open-mindedness, be proactive in responding to market opportunities, and differentiation strategies. 
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PERAN KEUNGGULAN KOMPETITIF UNTUK MENINGKATKAN KINERJA: 

STUDI PADA KOMUNITAS UMKM DI INDONESIA 

 

 

ABSTRAK  

Pesatnya perkembangan bisnis global menuntut UMKM untuk memahami apa yang dibutuhkan pasar. Penelitian ini 

membahas dampak keunggulan bersaing sebagai variabel terkait dalam meningkatkan kinerja pemasaran pada bisnis 

UMKM di Indonesia. Dalam penelitian ini keunggulan kompetitif yang berkelanjutan adalah ide utama untuk 

mengikuti pasar yang mengganggu saat ini di era digital. Penelitian ini bertujuan untuk mengkaji bagaimana 

pengaruh orientasi pasar dan orientasi kewirausahaan terhadap kinerja pemasaran melalui keunggulan bersaing 

pada usaha UMKM di Indonesia. Penelitian ini menggunakan analisis jalur dan pengumpulan data yang diperoleh 

dengan menggunakan sampel dari komunitas bisnis UMKM. Hasil penelitian menunjukkan bahwa orientasi pasar 

dan orientasi kewirausahaan berpengaruh positif dan signifikan terhadap kinerja pemasaran dan keunggulan 

bersaing dapat memediasinya. Bagi UMKM diharapkan dapat meningkatkan respon terhadap tindakan pesaing, 

keterbukaan pikiran, proaktif dalam merespon peluang pasar, dan strategi diferensiasi.. 

 

Kata-kata Kunci: Kinerja Pemasaran, Keunggulan Kompetitif, Orientasi Pasar, Orientasi Kewirausahaan 
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INTRODUCTION  

Micro, Small and Medium Enterprises (MSMEs) 

are the largest segment for national business 

players and play important role in Indonesian 

economy. MSMEs have a very large number of 

businesses that involve varied business groups in 

Indonesia, and it provides a huge amount of 

contribution to labour market (Cuevas-Vargas et 

al., 2016). Limited capital, marketing difficulty, 

lack of human skills, raw materials procurement, 

and technology are common obstacles faced by 

MSMEs (Girish et al., 2015). There are more and 

more competitors in this sector, and MSME 

marketers are required to be able to quickly 

recognize and understand what is happening in 

the market and know what the market needs. 

 MSMEs are obliged to identify what 

customers need are be able to determine 

strategies in facing competition to minimize 

weaknesses and optimized the strengths owned 

by MSME marketers (Pizarro, 2016).  In the 

current scope, in practice, it is necessary to know 

that change and adaptability, and competitiveness 

is essential for the survival of any organization. 

The existence of business pressure from strong 

competitors indirectly affects the marketing 

performance experienced by these MSME 

marketers. So by improving marketing 

performance in MSMEs is one strategic step in 

doing business and is very necessary in order to 

be a good business and  be  able  to  compete  with 

competitors. Marketing performance can be 

influenced by factors that are often used to 

measure the impact of the strategy applied to the 

company. The company's strategy is always 

directed at producing excellent marketing 

performance and also feasible finance (Liang & 

Gao, 2020). Marketing performance can be 

influenced by several variables, one of which is 

market orientation. Market-oriented companies 

can compete with other companies and of course, 

can take advantage of these changes which will 

result in superior performance compared to other 

companies that are not market-oriented. Market 

orientation can improve marketing performance 

by meeting customer needs and desires and 

providing products or services that customers 

want and need (Propheto et al., 2020). The 

character of an entrepreneur will affect business 

performance. Theoretically, by having a creative, 

innovative nature with an unyielding nature, dare 

to take risks, and having an optimistic attitude are 

the main characteristics of entrepreneurs and all 

of those need to be embedded in every MSMEs 

business individuals. 

Competitive advantage in MSMEs 

businesses can be created by providing means to 

outperform their competitors and focused on 

external factors. Therefore, the company must be 

able to foresee changes and customers’ needs. 

Competitive advantage will affect marketing 

performance so that the companies can compete 

in competitive markets (Yasa et al., 2020).  This 

study responses to develop models in examining 

determinants that have influences in marketing 

performance in MSMEs in Indonesia. Moreover, 
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the study provides empirical evidence on how 

market orientation, entrepreneurial orientation, 

and competitive advantage influence market 

performance and also the role of competitive 

advantage mediates the relationships between 

those determinants and market performance in 

the MSMEs sector. This model will be a 

groundwork for both academics and practices to 

enhance the determinants that can support 

MSMEs businesses to enhance their marketing 

performance. Although several studies have been 

conducted using the determinants, this study 

provides a clearer picture for both academic and 

practice stakeholders in understanding the 

current condition of Indonesian MSMEs. This 

research is important due to the need to enhance 

the Indonesia MSMEs market performance in 

this pandemic era to survive throughout this 

disruptive economic condition. The MSME 

condition in Indonesia is similar to each other, 

therefore an MSME represents entire Indonesian 

MSME. The sample of this study is the MSMEs 

businesses based in Banten which portrays the 

developed region in Indonesia 

 

LITERATURE REVIEW 

Market orientation is a strategic orientation 

characterized by a series of behaviours and 

activities related to the strong customer focus of 

MSMEs, coordinated marketing throughout the 

organization, and profitability. Meanwhile, 

market orientation is the company's ability to 

study or understand market conditions of 

customers (understand customer wants and 

needs) and its competitors (understand their 

strengths and weaknesses) to maintain their 

customers or to obtain superior value from 

customers to improve marketing performance 

(Heng et al., 2020; Marolt et al., 2020). 

Furthermore, Manambing (2018) in his study 

emphasized that company’s culture create market 

orientation to enhance marketing performance, 

therefore if the businesses have a certain pattern 

of culture in understanding market where its 

operates, market orientation embedded in the 

company. Based in the previous studies, market 

orientation has a significant effect on marketing 

performance (Na et al., 2019), the competence of 

marketing knowledge can improve marketing 

performance and can be developed the first 

hypotheses as follows. 

H1:   Market orientation has a positive effect on 

marketing performance. 

 

Entrepreneurial orientation is a strategy-

making process that provides the basis for 

organizations for entrepreneurial decisions and 

actions intending to create a competitive 

advantage, furthermore entrepreneurial 

orientation also a process of identifying, 

developing, and bringing vision into life (Wach 

et al., 2018). The vision can be in form of 

innovative way and better way of doing things in 

a company. The result of this process is creation 

of new ventures that has resistance in coping with 

recent economic condition (Liang & Gao, 2020). 
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Researchers seem to agree conceptually that 

entrepreneurial orientation should contribute to 

company's superior performance (Manzano-

García & Ayala-Calvo, 2020). Empirical 

evidence also shows positive influence of 

entrepreneurial orientation on various 

performance measures such as financial 

performance, company growth, and overall 

business performance. Previous studies have also 

stated that MSMEs showing a high level of 

entrepreneurial orientation will achieve superior 

performance compared to those with low 

entrepreneurial orientation (Covin & Wales, 

2019). Based on the previous studies, the second 

hypothesis of this study is:  

H2:   Entrepreneurial orientation has positive 

effect on marketing performance. 

 

Competitive advantage is the heart of 

company performance that grows from the value 

or benefits that the company creates for its 

customers (Hacioglu & Gök, 2013).  Competitive 

advantage is a company's unique market position 

that allows it to obtain returns above the average 

for the industry. Competitive advantage is 

defined as a company benefit strategy that 

collaborates to create a more effective 

competitive advantage in the market. Companies 

can easily realize competitive advantages in the 

market if the company can choose an accurate 

strategy in analyzing the market so that it can 

maintain its market share and take over market 

share from competitors. Competitive advantage 

has a positive and significant effect on marketing 

performance (Reimann et al., 2021). Competitive 

advantage sits as an intervening variable, 

marketing performance becomes the dependent 

variable and market orientation, and 

entrepreneurial orientation becomes the 

independent variable. Based on previous studies, 

this research is able to develop the third 

hypothesis as follow: 

H3: Competitive advantage has a positive effect 

on marketing performance. 

 

Musrifah and Murwatiningsih (2017: 503) 

state that market orientation has a positive and 

significant effect on marketing performance 

through competitive advantage. In line with 

previous study, Setyawati (2013:30) states that 

market orientation affects performance through 

competitive advantage. The ability to adapt to an 

MSME will affect the ability to survive and 

overall performance of a company, particularly 

the ability to become a market-oriented business 

by paying attention to opportunities that arise in 

order to fulfill consumer needs and demands. 

This market orientation will guide the business to 

pay more attention to consumer needs by means 

of digitalization (Joensuu-Salo, 2018). SMEs that 

have competitive advantages are open for better 

marketing performance market-orientation will 

lead MSMEs for better marketing performance 

compared to their competitors. Marketing 

capabilities in MSMEs play an essential role in 

boosting sales competence in recognizing 
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consumer demand and conduct innovation 

(Kamboj & Rahman 2017). The ability to 

innovate can have a wider influence. Innovation 

is one indicator of competitive advantage that can 

promote marketing performance capabilities 

(Dabrowski et al., 2019). To conclude, 

competitive advantage driven by market 

orientation will affect marketing performance, 

and the fourth hypothesis of this study is: 

H4: Competitive advantage mediates the effect of 

market orientation on marketing performance. 

 

The relationship between entrepreneurial 

orientation and marketing performance in 

business entities, including MSMEs involves a 

particular determinant, which is competitive 

advantage. Setyawati (2013:30) shows that 

competitive advantage mediates the relationship 

between entrepreneurial orientation and 

marketing performance. Furthermore, in their 

study, Mahmood and Hanafi (2013: 36) 

emphasize that competitive advantage also 

mediates entrepreneurial orientation on its 

relation with company performance. Competitive 

advantage can be achieved by various factors, 

one of which influences is the ability to improve 

service quality based on entrepreneurial 

orientation. Entrepreneurial orientation 

emphasizes aspects that can empower others and 

achieve profits. As soon as MSMEs can improve 

marketing performance, various resources can be 

utilized, such as sales and promotions, by 

empowering their resources. In improving 

marketing performance, competitive advantage is 

one factor that strengthens the entrepreneurial 

orientation in improving marketing performance 

(Lekmat et al., 2018). Entrepreneurial orientation 

has been proven to influence marketing 

performance. In addition, Jin & Cho (2018) have 

recognized that competitive advantage can 

intervene entrepreneurial orientation towards 

marketing performance. Thus, the fifth 

hypothesis is as follows.  

H5: Competitive advantage mediates the effect of 

entrepreneurial orientation on marketing  

       performance. 

 

METHODS 

The population of the study is 811 MSMEs. In 

order to meet the statistics sample determination 

requirement, the study employs the Slovin 

formula using an 8% error tolerance (Hair et al., 

2014). Based on the formula this study obtain 89 

samples and rounded up to 100 respondents. The 

dependent variable in this study is the marketing 

performance while the independent variables in 

this study are the market orientation and 

entrepreneurial orientation. The intervening 

variable in this study is the competitive 

advantage that connects market orientation and 

entrepreneurial orientation to marketing 

performance. The data collection method is a 

questionnaire that is referred to  MSMEs using a 

Likert scale. The Likert scale is applied to 

measure the attitudes, opinions, and perceptions 

of a person and a group of people about social 
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phenomena, which in this study are referred to as 

research variables. The sampe of this study is the 

MSMEs businesses in Tangerang, West Java, 

Indonesia 

 

RESULTS AND DISCUSSION  

Validity and Reliability Test 

This study tested the validity by using 30 

samples, the df amount is 30-2 = 28. The alpha 

used for this test was 5%, the r table value was 

0.361. Based on the validity test results of all the 

research instruments as many as 45 statement 

items were declared valid. Therefore, 45 

statement items will be used as a measuring tool 

for this research. The reliability test in this study 

used the Cronbach's Alpha method. If the 

coefficient obtained is > 0.70 (Hair et al., 2014), 

the research instrument is reliable. 

 

Table 1. Reliability Test Result 
No Variable Cronchbach’s 

Alpha Value 

Results 

1 Market 

Orientation 

0,799 Reliable 

2 Entrepreneurial 

Orientation 

0,887 Reliable 

3 Marketing 

Performance 

0,905 Reliable 

4 Competitive 

Advantage 

0,894 Reliable 

 

In the partial test, this study applied this test to 

determine the effect of each independent variable 

on the dependent variable. The partial test applied 

a significance level of 5%. This test requires that 

if the probability or the t value < 5%, the 

hypothesis is accepted (significant regression 

coefficient), and vice versa. 

 

Table 2. Regression Test Result Model 1 
Variable Std 

Error 

t Sig 

Market Orientation 0.086 2.685 0.045 

Entrepreneurial 

Orientation 

0.081 3.115 0.002 

 

To determine the variance of regression 

model 1, the following formula is used: 

e₁ = √1− 0,570 

e₁ = 0,655 

Referring to the two tables above, the 

regression structure equation for model 1 can be 

determined  as follows: 

Z = β₁ X₁ + β₂ X₂ + β₃ X₃ + e₁ 

Z = 0,170X₁ + 0,531X₂ + 0,235X₃ + 0.655 

The  Influence of  Market  Orientation, 

Entrepreneurship Orientation and Competitive 

Advantage on Marketing Performance (Model 2). 

To determine the variance of the regression model 

2, the following formula is used: 

e₂ = √1− 0,871 

e₂ = 0,359 

Referring to the two tables above, the 

regression structure equation for model 2 can be 

determined as follows: 

Y = β₄ X₁ + β₅ X₂ + β₆ X₃ + β₇ X₃+ e₂ 

Y = 0,095X₁ + 0,193X₂ + 0,125X₃ + 0,656Z + 

0.359 

 

The Influence Market Orientation on Marketing 

Performance 

The results of the test in Table 2 show market 

orientation effect on marketing performance; the t-

value is 2.685 and significant value of 0.045 (< 

0.05), indicate market orientation influence 
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marketing performance positive and significantly; 

therefore, hypothesis 1 is accepted. 

 

The Influence of Entrepreneurial Orientation on 

Marketing Performance 

Table 2 shows examination results of 

entrepreneurial orientation on marketing 

performance. The result shows t-value is 3.115, and 

the significant value is 0.002 (<0.05), which means 

that market orientation affects marketing 

performance; therefore, hypothesis 2 is accepted. 

 

The Influence of  competitive advantage on 

marketing performance 

The examination results in Table 3 show the effect 

of competitive advantage on marketing 

performance is indicated by a t-value is 11.696 and 

a significant value of 0.000. The result shows that 

competitive advantage affects marketing 

performance positively; therefore, hypothesis 3, 

competitive advantage affects marketing 

performance, is accepted. 

Table 3. Regression Test Result Model 2 

Variable Std 

Error 

t Sig 

Market Orientation 0.053 2.085 0.04 

Entrepreneurial 

Orientation 

0.052 2.884 0.05 

Competitive Advantage 0.062 11.696 0.00 

 

The influence of market orientation on marketing 

performance through competitive advantage 

The indirect effect of market orientation on 

marketing performance through competitive 

advantage can be determined by multiplying the 

market orientation and competitive advantage path 

coefficient, with the following result 0.170 x 0.656 

= 0.111. 

The total effect of the path coefficient obtains from 

adding up the direct effect (point a) and the indirect 

effect (point b) 0.095 + (0.170 x 0.656) = 0.206. 

Based on the calculation, the path coefficient's total 

effect is 0.206, while the path coefficient of direct 

influence of market orientation on marketing 

performance is 0.095. Then the total effect of the 

path coefficient is 0.206 > the direct effect path 

coefficient is 0.095, which indicates competitive 

advantage mediate market orientation on marketing 

performance; therefore, hypothesis 4 is accepted. 

 

The Influence of Entrepreneurial Orientation on 

Marketing Performance through Competitive 

Advantage  

The total effect of the path coefficient by adding up 

the direct effect (point a) and the indirect effect 

(point b), 0.125 + (0.235 x 0.656) = 0.279. 

The result show path coefficient total effect is 

0.279, while the direct influence of entrepreneurial 

orientation on marketing performance is 0.125. 

Then the total effect of the path coefficient is 0.279 

> the path coefficient of direct influence is 0.125, 

which indicates competitive advantage mediate 

entrepreneurial orientation on marketing 

performance; therefore, hypothesis 5 is accepted. 

 

Discussion 

The Influence of Market Orientation on 

Marketing Performance 

The study result shows market orientation 

influences market performance. The result is in line 

with previous research, which states that market 

orientation has a positive and significant effect on 

marketing performance. Better SME understanding 
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of market needs and demands is crucial in market 

orientation, which affects marketing performance 

(Nurlaely, 2019). Market orientation has a positive 

and significant effect on marketing performance 

(Iyer et al., 2019). Market orientation represents 

understanding customer need and demand and 

competitor-oriented; coordinating with favorable 

interfaces will positively influence the marketing 

performance of MSME (Fernandes et al., 2020). 

Market orientation raises innovation 

development in MSME, which increases marketing 

performance. Market orientation attempt to adjust 

to consumer need and want (Riswanto et al., 2020). 

Market orientation provides an opportunity for 

MSME to enhance the business that appeals to the 

consumer. Previous research reinforces that market 

orientation has implications for marketing 

performance. Findings (Nurcholis, 2020) state that 

agility proves as the mediator between market 

orientation and marketing performance. Other 

research confirms that there is an implication of 

market orientation on marketing performance. 

(Nurlaely et al., 2019) shows that SMEs market 

orientation is capable of influencing marketing 

performance through competitive advantage. 

Research (Frösén et al., 2016) confirms a positive 

influence between market orientation and 

marketing performance; its combination 

encourages steady business development. MSME 

market orientation establishes marketing 

performance and has implications for competitive 

advantage. Market orientation emphasises that 

consumer needs and wants are an essential part of 

the marketing process, leading to an MSME 

competitive advantage (Gotteland et al., 2020; 

Najafi-Tavani et al., 2016). 

 

The Influence of Entrepreneurial Orientation on 

Marketing Performance 

The research found entrepreneurial orientation 

affects marketing performance in MSMEs' 

business community. The research reinforces 

previous studies which found entrepreneurial 

orientation has a positive and significant effect on 

marketing performance. Marketing performance 

related to the product is positively influenced by 

entrepreneurial orientation (Al Mamun et al., 

2017). Marketing performance is closely related to 

MSMEs product number of sales. Marketing 

performance has an important role in business 

continuity. This research proves that marketing 

performance is influenced by entrepreneurial 

orientation; therefore, sales success is determined 

by the extent to which MSMEs can identify and 

have the ability to become entrepreneurs. 

Entrepreneurial orientation continuously develops; 

hence, it encourages the creation of better 

marketing performance in the future. 

Entrepreneurial orientation indicates MSME 

innovative, proactive and endeavor take risks to 

positively influence the marketing performance of 

the MSME business community (Singh et al., 

2021). 

Based on research, entrepreneurial 

orientation strengthens marketing performance in a 

company (Heng & Afifah, 2020). Previous 

research shows a similar result; entrepreneurial 
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orientation influences marketing performance 

through an entrepreneurial network and innovation 

capability (Setyawati et al., 2020). The study 

indicates entrepreneurial orientation affects 

marketing performance, which requires an 

entrepreneurial network as a business catalyst—the 

MSME decision in business impacts marketing 

performance (Adekiya & Ibrahim, 2016; Vuceljz et 

al., 2011), which aims to business efficiency and 

effectiveness. Entrepreneurial orientation reflects 

MSME decision to determine efficiency level to 

ensure concordance between plan and 

implementation to achieve marketing objectives 

(Bernoster et al., 2020; Botha & Prawlall, 2017; 

Zanella et al., 2019). Previous research indicates 

entrepreneurial orientation affects better marketing 

performance (Covin & Wales, 2019; Crick et al., 

2021; Manzano-García & Ayala-Calvo, 2020).  

 

The Influence of Competitive Advantage on 

Marketing Performance 

The study found competitive advantage affects 

marketing performance in the SME business 

community. The research reinforces previous 

studies that discover competitive advantage 

positively influences marketing performance. 

Competitive advantages are represented by 

affectionate responses to customers, an attempt to 

differentiate from competitors, and superior 

product quality will positively influence the 

marketing performance (Winarso et al., 2020). 

Competitive advantage is an important aspect of 

the business process. Competitive advantage is a 

differentiator from other competitors. When a 

competitive advantage can be achieved, it can 

stimulate business processes efficiently and 

effectively. The competitive advantage certainly 

requires a continuous effort to improve every 

aspect of the business to produce an advantage in 

services and products received to consumers. 

MSMEs competitive advantage leads to 

control of the market share (Agarwal et al., 2012). 

Competitive advantage create product acceptance 

opportunity in the market, which impacts 

marketing performance (Girniene, 2013). 

Marketing performance establishes through 

product quality and sales intensification over 

competitive advantages when compared to 

competitors (Nurlaely et al., 2019; 

Rachapaettayakom et al., 2020). Competitive 

advantage leads to changes in the ability of 

competitors to market a product. Competitive 

advantage has a positive and significant impact on 

marketing performance because of its product's 

ability to fulfill consumer needs and wants 

(Winarso et al., 2020). The consumer will easily 

accept MSME products. Competitive advantage 

has an essential role in creating attractive 

marketing performance. Previous research 

strengthens the study results, which shows that the 

competitive advantage of an MSME can have 

positive implications for marketing performance 

(Najafi-Tavani et al., 2016; Parmar & Mulla, 

2015). Marketing performance is developed 

through a competitive advantage for businesses in 

promoting their products (Nurhasanah & 

Murwatiningsih, 2018). 
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The Influence of Market Orientation on 

Marketing Performance through Competitive 

Advantage 

The study result shows competitive advantage has 

a significant role. It means that the higher the 

market orientation towards competitive advantage, 

the higher the marketing performance. Conversely, 

the lower the market orientation towards 

competitive advantage impact on lower the 

marketing performance. Market orientation has a 

positive and significant effect on marketing 

performance through competitive advantage (Yasa 

et al., 2020). This study proves that competitive 

advantage can mediate the influence of market 

orientation on marketing performance. The results 

of this study prove that the ability of SMEs to create 

competitive advantage can encourage the creation 

of better marketing performance. Ability to 

innovate and become a market leader in creating 

products that consumers need. This effort is a form 

of creating a competitive advantage in business 

processes that can be implemented in MSMEs. 

This study shows that it strengthens previous 

research, which proves that there is an influence of 

competitive advantage on performance. marketing 

and mediate the influence of market orientation on 

marketing performance 

When MSMEs become customer-oriented, 

competitor-oriented, and coordinating with 

functions can continuously increase superior value 

for MSMEs. MSME accomplishes competitive 

advantage through satisfying customer desires and 

can communicate effectively between all 

organizational functions that pay attention to 

customers and competitors (Meilani, 2018). In 

addition, to improve their marketing performance, 

MSME marketers should create competitive 

advantages in their businesses such as superior in 

responding to customers in the market, 

differentiation, and valuable product quality.  The 

MSME effort is indirectly affecting market 

orientation towards increasing marketing 

performance in the MSMEs business community. 

The study proves that competitive 

advantage mediates the effect of market orientation 

on marketing performance. Research result is 

supported by previous research showing that when 

an MSME has a competitive advantage, the 

products are accepted in the market (Nurcholis, 

2020). Competitive advantage and market ease are 

influenced by market orientation to ensure that the 

products MSMEs sell appropriately with consumer 

desire (Nuryakin, 2018; Uribe-Echeberria et al., 

2019). If the product is appropriate with market 

orientation and has a competitive advantage, it will 

optimise marketing performance. Competitive 

advantage create MSME product readily accepted 

in the market (Nurhasanah & Murwatiningsih, 

2018). Market orientation has a role in creating 

competitive advantage and marketing performance 

(Tan & Sousa, 2015). 

 

The Influence of Entrepreneurial Orientation on 

Marketing Performance through Competitive 

Advantage 

The study found entrepreneurial orientation affects 

marketing performance through competitive 

advantage. The result is based on the total indirect 
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effect of entrepreneurial orientation on marketing 

performance through competitive advantage. 

MSME business community can apply 

entrepreneurial orientation through innovative, 

proactive, and dare to take risks. Competitive 

advantage is useful to produce new products or 

services, seize opportunities, and lead the market. 

In addition, to improve their marketing 

performance, SMEs have to create competitive 

advantages in their businesses. Being superior in 

responding to customers in the market, 

differentiation, and reliable product quality will 

indirectly affect increasing marketing performance 

in MSMEs' business community (Vuceljz et al., 

2011). 

Entrepreneurial orientation is related to 

MSME strategic decisions regarding innovation 

and efficiency in production (Manzano-García & 

Ayala-Calvo, 2020). The competitive advantage 

created in MSME decision-making encourages a 

competitive advantage (Jin et al., 2018). The 

competitive advantage can create an effective 

marketing process and has implications for better 

marketing performance. The point of increasing 

competitive advantage will lead to more superior 

marketing performance (Setyawati et al., 2020). 

The marketing process is implemented with certain 

strategies and following the conditions of MSMEs. 

The marketing process has implications for 

improving marketing and sales performance. 

 

 

 

CONCLUSION 

Competitive advantage plays an essential role in 

creating marketing performance. Competitive 

advantage can mediate several variables; there are 

market orientation and entrepreneurial orientation. 

The study results indicate market orientation 

directly or through competitive advantage affects 

marketing performance. Market orientation is an 

MSME understanding of the market combined with 

a competitive advantage with positive marketing 

performance implications. Entrepreneurial 

orientation is an eagerness to understand the market 

through analysis. 

 

Suggestions 

The marketers of MSME’s business community are 

expected to improve market orientation by 

implementing a competitor orientation such as 

responding quickly to competitors' actions to not 

switch to competitors and observe competitors' 

strategies in marketing products. Efforts that can be 

made include establishing relationships with 

competitors to exchange knowledge and 

experiences. 

In addition, MSME is expected to be more 

proactive in increasing responsiveness to market 

opportunities. Besides, taking a competitive 

advantage to compete with competitors and 

immediately finding solutions to solve problems in 

MSMEs so that the marketers of the business 

community can improve their marketing 

performance. 
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 Further research needs to investigate and 

examine these variables in other various sectors, 

such as food and beverages and services, to 

compare the result. Comparison of results is still 

open for any discussion and examinations. 

Therefore, further research is needed. Further 

research for MSME export oriented is also need a 

lot of investigation so that it can provide clearer 

views of the variables relationships in the various 

sectors. 
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