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 The study on marketing in terms of the creative economy as a result of COVID-19 is a dynamic 
problem between business sustainability and the business environment. Business strategy is the 
key to improve marketing performance, antecedent’s entrepreneurial orientation and market 
orientation business strategies to drive the value of dynamic innovation and marketing 
capabilities. Business strategy needs to be established based on Resources based theory (RBV) 
to manage business resources effectively and efficiently in the craft business. This paper 
performs a survey on 187 entrepreneurs of Nyatu tree sap products, in the province of Central 
Kalimantan, Indonesia. The study is a quantitative analysis with a questionnaire processed with 
the application of SEM-AMOS 24 statistics. The results of the research estimate and goodness 
of fit index and evaluation of business strategies are applied to reach an environmentally friendly 
and quality manner for customer support. The research implication is that businesses can 
continue to implement dynamic business strategies with the business environment in their 
business practices during the COVID-19 pandemic. The research can also be a reference for 
empirical research studies on business strategies for handicraft business resources. 

.2020 by the authors; license Growing Science, Canada©  

Keywords: 
Business Strategy  
Value Innovation Capability 
Dynamic Marketing Capability 
Entrepreneurial Orientation 
Market Orientation  
Marketing Performance 

 

 

 

1. Introduction 

Problems in the Handicraft business during the COVID 19 pandemic greatly troubled the current business in Indonesia. 
Difficult economic times due to the economic limitations of society, become a problem that must be faced with the method 
of business change (Al-Hazmi, 2020; Martin et al., 2017). Dynamic marketing with business capabilities along with 
dynamic marketing capabilities and the ability to promote business strategies may be used to increase revenue and sales 
(Kachouie et al., 2018; Nguyen et al., 2019; Pervan et al., 2015). The marketing capability and support functions supported 
by entrepreneurship and market focus significantly enhance product capabilities, pricing capabilities, communication skills 
for promotion with technology and ability to support markets (Alford & Duan, 2018; Wang & Hsu, 2018). Business 
strategies change the environment, due to incompetence, business units, applying, implementing, and increasing efficiency 
while improving the consumer economy (Qureshi, 2017). In fact, a good business strategy has competent and competent 
resources in accordance with the needs of companies that are proactive and innovative, as well as market-based. But in the 
study of García et al. (2013) and Luiz & Marinho, (2018), they set an entrepreneurial focus as a basic input of business 
strategies that cannot directly influence sales and profit growth which are indicators of marketing performance. The next 
research gap exists on results that do not significantly promote the market and can increase revenue volume, customer 
volume and sales volume (Kajalo & Lindblom, 2015).  
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Economic problems are now manifesting consumers in choosing goods that are not food (Huhtala et al., 2014; Kocak, 2017). 
Furthermore, some studies examine the value ability variable using the blue ocean strategy (Leavy, 2018; Nahan et al., 
2019). Effective and efficient resources are the basis of business that can survive under difficult conditions, based on the 
theory of grand Resources Based View (RBV). The survival of handicraft businesses requires proactive, innovative business 
protection expertise, risk taking and market-based resource capabilities, on dynamic marketing capabilities and the value of 
capability innovation supported by Dynamic Capability (DC) theory (Teece, 2017). The RBV states that marketing 
dynamics is the dynamic capability of the system on dynamic marketing capabilities that addresses resources in small 
businesses. There are different forms of resources in a good business unit, namely: (1) Must be valuable, rare, (2) Cannot 
be imitated, and (3) Cannot be substituted in the management of managed businesses (Barney, 1991; Teece, 2010). The 
handicraft businesses must have special resources to survive under the turbulence environment market (Kristinae et al., 
2019; Teece, 2010; Grant, 1991). Improved marketing performance from the role of enhancing entrepreneurship, can 
enhance marketing capabilities and innovation in a dynamic business environment to increase profitability (Semrau et al., 
2016). Innovation in creative endeavors is measured by indicators of product attributes and product functions that are carried 
out to be sustainable and beneficial (Bauer & Auer-Srnka, 2012). Innovation is a key driver of business in sustainable 
processes in a competitive business environment with the ability to transfer new ideas for the future (Luiz & Marinho, 
2018), which focuses on changing the business environment, the future, the current pandemic, which focuses on aspects 
Public economy. Furthermore, this study changes the value of innovation capability as a novelty by supporting the ability 
of innovation to implement core-based business strategies in providing value to support the superiority of product attributes 
and the superiority of product function attributes (Ferdinand & Fitriani, 2015). Mediating the value of innovation 
capabilities includes innovation offered for business, improvement, value, products, which have potential for cultural, 
aesthetic and iconic products (Sugiyarti et al., 2018). The research implication is a business strategy with medium value and 
dynamic marketing capabilities with a business environment of entrepreneurial skills and facilitating the market for the 
development and sustainability of business products from Nyatu tree sap and improving marketing. This research is also 
expected to make a positive contribution for the development of specialized marketing, as well as general marketing 
management. 

 
2. Literature Review 
 
2.1 Resources Based View Theory (Grand Theory) on the business strategy 
 
Barney (2001) developed the concept of RBV which plays an important role for strategic management. This concept states 
that organizations will reach a higher and unique level supported by funds that are unique, rare and difficult to replicate (Jin 
& Kirsch, 2015). The resource-based display emphasizes on collaboration factors and the ability of resource applications 
with expertise that emphasizes business results. Based on the RBV, businesses can determine business strategies that will 
be requested according to capabilities with dynamic capabilities when discussing business turbulence by marketing different 
products through digital sales (Franchuk et al., 2020; Xu et al., 2014). This study emphasizes more on resources based on 
RBV theory as a business power that is able to support resources that are different from those that support organizations 
that cannot be copied, to improve performance (Martin et al., 2017). 

 
2.2 Dynamic Capability Theory (Support Theory) on the business strategy 
 
Dynamic capability theory (DC) discusses issues between companies and business environment competencies. The dynamic 
ability contributes to marketing practice, marketing theory, and marketing research (Teece, 2010; (Teece & David, 2017). 
DC theory outlines the process of improving product development, promoting places to increase market coverage (Nuryakin 
& Ardyan, 2018). According to Teece (2010), Dynamic Capability (DC) is a theory for increasing low marketing with 
dynamic business strategies in a business environment. The inability to improve marketing performance is caused by market 
turbulence (Qureshi, 2017; Kajalo & Lindblom 2015) during the COVID-19 pandemic. Business sustainability in this 
unstable environment is a problem that can lead to business sustainability (Sharma et al., 2018). Teece (2017), DC theory 
is a company's ability to integrate, build, and configure internal and external competencies in controlling environmental 
changes very quickly. 

 
2.3 Marketing Performance (MP) 

 
Improved marketing performance affects organizational effectiveness on the business strategy in the market, such as: 
increased sales, revenue, market effectiveness and consumers in small businesses (Ferdinand & Wahyuningsih, 2018). The 
development of local product businesses, which have resources that can be developed such as environmentally friendly 
products, can be harmonized with dynamic capabilities, in order to survive in the changing business environment. 
According to Ab Talib et al. (2015), business excellence in resources and support for the availability of raw materials in 
business supply chain management are the main points of business that can increase profits, sales, and reach a larger market. 
Marketing performance is a construct or factor commonly used to measure the impact of a business strategy. Business 
strategies are always directed to produce better performance. For this reason, the measure that must be used is a measure 
based on activity or market orientation (Qureshi, 2017). Marketing activities that produce marketing performance are also 
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important supported by the expertise of business people who are proactive, innovative and risk-taking. The unique 
characteristics of resources are guaranteed, companies can mobilize resources and capabilities strategically, making it 
possible to drive marketing capabilities to improve marketing performance (Kajalo & Lindblom, 2015). Marketing 
performance is the output of activities in business with market orientation and innovation information (quality). According 
to Ferdinand and Killa (2017), the quality of marketing performance supported by market orientation and entrepreneurial 
orientation can be superior in business. New products are factors that can increase the success of new products related to 
the creation of superior value for consumers. Creating superior value for consumers is a stepping stone for companies to 
improve their marketing performance by providing an overview of business strategies that are supported by knowledge of 
resources / expertise (Haryanto et al., 2016; Nuryakin & Ardyan, 2018). Based on previous empirical studies, the hypotheses 
of this study are as follows,  
 

H1: Entrepreneurial orientation has a significant positive effect on marketing performance.  
H2: Market orientation has a significant positive effect on marketing performance. 

 

2.4 Entrepreneurship Orientation (EO) on the business strategy 
 

The Entrepreneurship Orientation approves the unit's strategic planning from various aspects of entrepreneurship such as 
character, methods, and decision-making practices for the business strategy (Sok & O'Cass, 2015). Characteristics of 
businesses that support Entrepreneurship are moving businesses from the core values of products and innovation, as well 
as challenging change efforts with risk calculations (Ahmadi & O'Cass, 2018). The skills of business advocates proactive 
innovation decisions, and are able to win the competition (Al Mamun et al., 2019). The basis for understanding 
entrepreneurship has three measurements namely proactivity, risk taking, innovation that creates management to be able to 
manage the market well and find new customers in an uncertain environment (Qureshi et al., 2017). It helps on how to take 
risks in marketing activities, such as trying to change products, change products and build sales networks with new 
consumer markets through distribution channels for profit (Bastiaansen et al., 2018). A fundamental element of 
entrepreneurship is innovation in the form of creating new products or marketing processes (Al Mamun et al., 2019). Based 
on previous research, the research hypotheses as follows,  
 

H3; Entrepreneurial orientation has a significant positive effect on the ability of value innovation.  
H4: Entrepreneurial orientation has a significant positive effect on increasing dynamic marketing capabilities. 

 

2.5 Market Orientation (MO) on the business strategy 
 

Market orientation is seen as market-based intellectual assets based on RBV, as a basis for business strategies that guide 
businesses to choose resources according to consumer needs (Beneke et al., 2016) and an increase in responding to market 
demand (Guo & Wang, 2016). In this case, Market Orientation on the business strategy can identify the conditions needed 
as an intelligence market, the process of creating and offering customer-oriented value (Najafi et al., 2016). Nuryakin and 
Ardyan (2018) state that supporting the market requires businesses to use resources that are better than the value of the 
product to consumers. The basis for developing new products, new promotion systems and product innovation can increase 
marketing (Sok & O'Cass, 2015). Marketing strategies that are oriented towards market and customer needs will be the 
challenges of business competition. Market orientation can have an important role as a marketing capability of a company 
that is able to be dynamic in the business environment (Cacciolatti & Lee, 2016). Market-oriented business development 
requires more useful development (Kocak, 2017). Likewise, market orientation is conceptualized as an antecedent that can 
increase the ability to promote marketing (Abdulai & Yusif, 2012). Market orientation is also one source of knowledge in 
the field of dynamic marketing capabilities (Papadas et al., 2018). Based on previous research, thus,  
 
H5: Connecting markets determines a significant positive effect on the ability to achieve value.  
H6: Moving the market helps achieve dynamic marketing capabilities. 

 
2.6 Value innovation capability (VIC) on the business strategy 

 
Value innovation has the characteristics and expertise of organizational resources with complexity, distinct excellence and 
winning one field of excellence for highlighting (Leavy, 2018). The innovative value of the core products in creating 
superior products can improve marketing performance (Abu Seman et al., 2019). Business promotion to promote, create 
customer-oriented products (Barney, 2001) and achieve better business performance, through sales and revenue (Teece et 
al., 2010; Chang, 2019). Being able to become value orientation through a significant inheritance value can be achieved by 
making different products, and improving their performance (Assiouras, Skourtis et al., 2019). Value innovation can help 
create differentiation in the market through the blue ocean strategy (Leavy, 2018). Value innovation with the blue ocean 
strategy does not compete in potential markets. The focus of the power of innovation is the appropriate core product 
(Fuentes et al., 2019), products of cultural value with authentic products (icons) that cannot be used in substitutes and have 
high sales value. The product icon in the assessment can be a superior product attribute into a different product icon. Value 
innovation regarding business competition to move the consumer market may have special priorities (choosing 
environmentally friendly products), which meet the needs of competition. This opportunity is the power of innovation at 
the core of product attributes and product processes (design), to improve marketing capabilities (Kristinae, 2019). Changes 
in methods in business and marketing processes are the activities for changes in activities or products (Heinonen et al., 
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2019). The innovative innovation of promoting business is the main driver and becomes the power of creative effort. The 
value of innovation is the main source of ability in competitive advantage, which is well managed to improve business 
performance and business continuity (Leavy, 2018). The following hypotheses in subsequent research,  
 
H7: Value Innovation Capability has significantly positive effect on marketing performance. 
 

2.7 Dynamic Marketing Capabilities (DMC) on business strategy 
 

According to Jiang, Chai, Shao, and Feng (2018), efforts to improve dynamic marketing capabilities, involve the role of 
business protection (expertise and ability). Business expertise, proactive, innovative in conducting market-based 
innovation, can increase sales volume and product effectiveness in the market (Boso et al., 2017). Marketing capabilities 
support the expertise to “understand and satisfy” customers for marketing systems. Dynamic marketing capabilities for 
product development and promotion, pricing and distribution in supply chain management, markets to increase customers, 
sales and revenue (Martin et al., 2017). Marketing capability activities include gathering, disseminating, and using relevant 
information for distribution bases, managing communication with customers and sales methods, assisting in product 
development and assisting in the development and implementation of business strategies (Teece, 2017). Dynamic marketing 
capabilities show that competitive developed can be produced by “market-driven” companies (Alford et al., 2018) involved 
in the ability to support businesses in efforts to drive the market (Teece, 2010). Market-driven organizations are business 
units that focus on developing marketing capabilities that can be superior to competitors (Qureshi et al., 2017). Based on 
the elaboration of previous research studies, the hypothesis proposed is as follows, 
 
H8: Dynamic marketing capability has a significant positive effect on marketing performance. 

 
3. Research Design 

 
3.1 Research model  

 
The study was conducted in the province of Central Kalimantan, Indonesia, in 2 (two) districts and 1 (one) city, with a 
number of respondents associated with 187 units of Nyatu tree sap business. The research instrument used a questionnaire 
that was built based on theoretical and empirical studies that were relevant to the research variables (EO, MO, VIC, DMC 
and MP). Fig. 1 shows the design of the proposed study, 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 1. Research Model 
 

This study aims to support data and theories that support the general hypotheses to produce specific findings through the 
assessment process using research instruments, also through the AMOS statistical data analysis program. The data analysis 
technique uses the structural equation model of the Amos-based equation model. Using amos is for analysis of variables 
with reflective or formative indicators, and can be used to analyze relationships between variables and test models that are 
in accordance with research (Hasan & Ali, 2015).  
 

3.2 Research instrument and sample evaluation 
 
In this study the research instrument used 28 questions from 6 variables to be answered by 187 people based on the ratio 
test of critical data that is normally distributed and meets the research requirement tolerance ± 1.96, which means that c.r 
must not exceed that number with a significant value of 5% for the validity of the research instrument / questionnaire as the 
basis for analysis of the analysis data. Based on Table 1 below, c.r. data processed with SEM AMOS data is normally 
distributed (Arbuckle, 2016). Requesting data can be submitted in hypothesis testing. Furthermore, based on the reliability 
of the Cronbach Alpha results in a reliable question item that is 0.975> 0.7 r-alpha table with reliability test on SPSS 
program. 
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Table 1 
Assessment of normality 

Variable min max skew c.r. kurtosis c.r. 
Y3.5 2.000 5.000 -.304 -1.695 -.254 -.708 
Y2.5 2.000 5.000 -.055 -.305 -.669 -1.867 
Y2.1 2.000 5.000 -.168 -.938 -.438 -1.223 
Y2.2 2.000 5.000 -.123 -.687 -.411 -1.146 
Y2.3 2.000 5.000 -.090 -.500 -.793 -2.213 
Y2.4 3.000 5.000 .346 1.933 -1.036 -2.893 
Y1.2.4 2.000 5.000 -.070 -.390 -.815 -2.275 
Y1.2.3 2.000 5.000 -.154 -.861 -.549 -1.532 
Y1.2.2 2.000 5.000 -.337 -1.879 -.387 -1.079 
Y1.2.1 2.000 5.000 -.359 -2.005 -.294 -.821 
Y1.1.1 2.000 5.000 -.053 -.297 -.817 -2.281 
Y1.1.2 2.000 5.000 .069 .384 -.935 -2.610 
Y1.1.3 2.000 5.000 .148 .827 -.783 -2.186 
Y1.1.4 3.000 5.000 .212 1.183 -1.108 -3.092 
X2.5 2.000 5.000 .092 .514 -.754 -2.103 
Y3.4 2.000 5.000 -.364 -2.034 -.342 -.953 
X1.5 2.000 5.000 -.220 -1.227 -.727 -2.029 
Y3.3 2.000 5.000 .108 .605 -.784 -2.189 
Y3.2 2.000 5.000 .003 .015 -.599 -1.672 
Y3.1 2.000 5.000 -.131 -.733 -.698 -1.948 
X2.1 2.000 5.000 -.042 -.234 -.750 -2.093 
X2.2 2.000 5.000 -.007 -.041 -.632 -1.763 
X2.3 2.000 5.000 .000 .000 -.790 -2.205 
X2.4 2.000 5.000 .039 .218 -.700 -1.954 
X1.1 2.000 5.000 -.377 -2.103 -.931 -2.600 
X1.2 2.000 5.000 -.294 -1.641 -.701 -1.958 
X1.3 2.000 5.000 -.238 -1.326 -.248 -.691 
X1.4 2.000 5.000 -.310 -1.731 -.335 -.935 
Source: results of the analysis of the authors with Sem Amos 24 

 
4. Results of data analysis 
 
The study uses the same sample and participation based on census data. Using direct questions to business owners to answer 
28 instrument questions, to avoid bias data on abnormal data. Data tabulation was carried out in the SPSS 23.0 program 
before distributing questionnaires for instrument promos. Then the data is run in the SEM-AMOS 24.0 program, the 
following analysis results: 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 2. Test results with research hypotheses 
 
The results of running the data based on 187 samples of nyatu tree sap business in Central Kalimantan have shown the 
positive effect of each indicator in each variable on endogenous. This is a clear concern for this research to support 
businesses based on a strong business strategy that can improve marketing performance. This model can be accepted stating 
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that the model can be accepted mutually, this can be agreed from the residuals and because prediction errors are allowed in 
the variables, the model is acceptable (Ferdinand & Fitriani, 2015). 
 
5. Result Research 
 
5.1 Data analysis to test hypotheses 
 
The effect of entrepreneurship orientation shows significant positive results on marketing performance. Furthermore, the 
results also show a significant positive market orientation on marketing performance (See Table 2).  
 

Table 2 
Hypotheses Test Regression Weights: (Group number 1 - Default model) 

   Estimate S.E. C.R. P Label 
VIC ← EO .353 .086 4.122 ***  

DMC ← EO .354 .096 3.677 ***  

VIC ← MO .469 .088 5.315 ***  

DMC ← MO .510 .099 5.175 ***  

MP ← EO .225 .082 2.743 .006  

MP ← VIC .387 .147 2.639 .008  

MP ← MO .296 .097 3.068 .002  

MP ← DMC .162 .062 2.615 .009  

VIC1 ← VIC 1.000     

VIC2 ← VIC 1.041 .107 9.765 ***  

X1.4 ← EO 1.000     

X1.3 ← EO .863 .078 11.094 ***  

X1.2 ← EO 1.019 .083 12.244 ***  

X1.1 ← EO 1.045 .089 11.738 ***  

X2.4 ← MO 1.000     

X2.3 ← MO .995 .073 13.613 ***  

X2.2 ← MO 1.049 .070 14.991 ***  

X2.1 ← MO 1.022 .080 12.818 ***  

Y3.1 ← MP 1.000     

Y3.2 ← MP 1.065 .078 13.736 ***  

Y3.3 ← MP 1.067 .077 13.835 ***  

X1.5 ← EO .996 .086 11.627 ***  

Y3.4 ← MP 1.147 .086 13.313 ***  

X2.5 ← MO .969 .072 13.397 ***  

Y1.1.4 ← VIC1 1.000     

Y1.1.3 ← VIC1 .991 .063 15.727 ***  

Y1.1.2 ← VIC1 1.156 .092 12.589 ***  

Y1.1.1 ← VIC1 1.064 .091 11.697 ***  

Y1.2.1 ← VIC2 1.000     

Y1.2.2 ← VIC2 1.051 .059 17.736 ***  

Y1.2.3 ← VIC2 1.031 .076 13.553 ***  

Y1.2.4 ← VIC2 1.039 .080 12.923 ***  

Y2.4 ← DMC 1.000     

Y2.3 ← DMC 1.089 .081 13.518 ***  

Y2.2 ← DMC .982 .073 13.416 ***  

Y2.1 ← DMC 1.099 .078 14.087 ***  

Y2.5 ← DMC 1.099 .077 14.333 ***  

Y3.5 ← MP 1.069 .083 12.840 ***  
Source: results of the analysis of the authors with Sem Amos 24 

 
5.2 Interpretation and evaluation of results 

 
Hypothesis 1 research results are significant positive and acceptable that support innovative and proactive ideas and able 
to help for proactive activities and risk taking can improve marketing performance by 22.5%. Hypothesis 2 is significantly 
positive and confirmed on the market which is very important in business strategies to improve marketing with customer 
support, coordination of planning, coordination between functions and market analysis and facilitate new markets, by 
29.6%. Hypothesis 3 in this study influences EO on the value of innovation ability with two dimensions and each indicator 
is significantly positive and accepted at 35.3%. Hypothesis 4, the effect of EO on dynamic marketing capabilities is 
significantly positive and accepted at 35.4%. This shows a strong business strategy will be a key business that can be 
maintained because it involves business turbulence. The next result of hypothesis 5, Market Orientation significantly 
positively welcomed the VIC (VIC dimension 1 indicator; iconic products, cultural aesthetic products, environmentally 
friendly products and handmade products) by 46.9%. MO is also able to encourage VIC dimension 2 which has indicators; 
interior products, souvenir products, regional promotional products, useful products such as tissue holders, pencil cases, 
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glass holders. This value reveals the importance of moving the market in implementing business strategies. Hypothesis 6 
has a significant positive effect of 51%. MO in this research is a basic strategy in seeing what needs are sought and desired 
by pandemics such as products that are not only in accordance with the culture of efficient and durable. Hypothesis 7 
indicates that VIC mediating variables have significant positive effects on marketing performance, amounting to 38.7%. 
This proves the importance of businesses that are designed for craft businesses by supporting businesses that are designed 
to create businesses that can uniquely enhance business and of course will help, supporting the current difficult economic 
times. Hypothesis 8 DMC variable has maintained a significantly positive effect on MP. Although it is small, the value 
remains significant and no value is found that shows the results of the bias analysis. Based on these results the research 
implications can be proven for researchers who need a strong business strategy with EO and MO and the role of VIC 
mediation, DMC increases very well in increasing future marketing of COVID-19. 

 
Table 3 
Test results of testing the hypotheses of the survey 

Hypothesis Result Information 
H1 : MP   ←  EO 22,5 % , 0.006 Significantly positive 
H2 : MP   ←  MO 29,6 % , 0,002 Significantly positive 
H3 : VIC  ←  EO 35,3 % ,   *** Significantly positive 
H4 : DMC ← EO 35,4 % ,   *** Significantly positive 
H5 : VIC   ← MO 46,9 % ,   *** Significantly positive (high) 
H6 : DMC ← MO 51 % ,     *** Significantly positive (high) 
H7 : MP    ← VIC 38,7 % , 0,008 Significantly positive 
H8 : MP  ← DMC 16,2 % , 0,009 Significantly positive 

Source: summary results of the analysis of the authors 
 
Measurement of the results of the effectiveness of the dependent variable from the squared multiple correlation table, that 
the influence of the importance of business strategies shows an average of above 50%. The influence of VIC 84.9% (VIC 
dimension of product attribute superiority 81.3% and VIC dimension of product function superiority 80.8%) and the effect 
of DMC mediation by 71.4%. It states that the current value innovation must pay attention to the needs of consumers by 
making products that can be used by not leaving the creativity of businesses creating cultural collaboration and product 
function trends. Furthermore, mediating dynamic marketing capabilities during the social era of distancing and physical 
distancing are not obstacles to businesses not launching new products. Effective and efficient resources such as social media 
can be a platform for promotion of introductions and applications for product delivery into a business strategy that is cheap 
and appropriate during this pandemic. 

 

5.2 Goodness of fit model index 
 

Table 4 presents details of different measures for evaluating the goodness of the fit of the proposed study.  
 

Table 4 
Goodness of fit indices 

Goodness of fit index Cut off Value Model Result Information result 
ꭓ2- Chi square Expected to be small 698.260 deficient 
Significance Probability ≥ 0.05 .335 ok 
CMINDF ≤ 2.00 2.084 ok 
GFI ≥ 0.90<1 .964 ok 
AGFI ≥ 0.90<1 .902 ok 
PGFI ≥ 0.05<1 .663 deficient 
NFI ≥ 0.95<1 .967 ok 
RFI ≥ 0.95<1 .950 ok 
IFI approaching 1 .926 ok 
TLI ≥ 0.95<1 .916 ok 
CFI ≥ 0.95<1 .926 ok 
PNFI ≥ 0.05<1 .069 ok 
PCFI ≥ 0.05<1 .020 ok 
NCP ꭓ2- Chi square 363.260 ok 
RMSEA between 0.03-0.08 .076 ok 
AIC. BCC. BIC. CAIC.ECVI.MECVI ≤ model independent =28.578 4.659 ok 
Hoelter Critical N (1% and 5%) ≥ 200 201 ok 
Sources: data analyze by authors 

 
The results show the research model is acceptable because only two categories come out of desirable level (Arbuckle, 
2016).  
 
6. Conclusion 
 
In this paper, we have presented an empirical investigation to study the effects of different factors such as Entrepreneurial 
orientation, Connecting, Value Innovation Capability and Dynamic marketing capability on marketing performance. The 
study has proposed eight hypotheses and confirmed that Entrepreneurial orientation had a significant positive effect on 
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marketing performance (β = 0.225, Sig. = 0.00), Market orientation has maintained a significant positive effect on marketing 
performance (β = 0.296, Sig. = 0.00) and Entrepreneurial orientation hold a significant positive effect on the ability of value 
innovation (β = 0.355, Sig. = 0.00). The study has also confirmed that entrepreneurial orientation has had a significant 
positive effect on increasing dynamic marketing capabilities (β = 0.354, Sig. = 0.00), while connecting markets has 
determined a significant positive effect on the ability to achieve value (β = 0.469, Sig. = 0.00). In our study, moving the 
market has proven to have the biggest effect to achieve dynamic marketing capabilities (β = 0.510, Sig. = 0.00). Moreover, 
Value Innovation Capability has significantly positive effect on marketing performance (β = 0.387, Sig. = 0.00). We hope 
the results of this survey help business owners in handicraft industry to build better business strategies.  
 
Acknowledgement  

 
The authors would like to thank the people who participated in our survey the COVID-19 pandemic and helped us 
accomplish this survey. We are also delighted for constructive comments on earlier version of this survey which improved 
the readability of the paper.  
 
References 

 
Ab Talib, M. S., Abdul Hamid, A. B., & Thoo, A. C. (2015). Critical success factors of supply chain management: a 

literature survey and Pareto analysis. EuroMed Journal of Business, 10(2), 234-263.  
Abdulai Mahmoud, M., & Yusif, B. (2012). Market orientation, learning orientation, and the performance of nonprofit 

organisations (NPOs). International Journal of Productivity and Performance Management, 61(6), 624-652.  
Abu Seman, N. A., Govindan, K., Mardani, A., Zakuan, N., Mat Saman, M. Z., Hooker, R. E., & Ozkul, S. (2019). The 

mediating effect of green innovation on the relationship between green supply chain management and environmental 
performance. Journal of Cleaner Production, 229, 115-127.  

Ahmadi, H., & O'Cass, A. (2018). Transforming entrepreneurial posture into a superior first product market position via 
dynamic capabilities and TMT prior start-up experience. Industrial Marketing Management, 68, 95-105.  

Al-Hazmi, N. M. (2020). The impact of information technology on the design of distribution channels. Uncertain Supply 
Chain Management, 505-512.  

Al Mamun, A., Fazal, S. A., & Muniady, R. (2019). Entrepreneurial knowledge, skills, competencies and performance. Asia 
Pacific Journal of Innovation and Entrepreneurship, 13(1), 29-48.  

Alford, P., & Duan, Y. (2018). Understanding collaborative innovation from a dynamic capabilities perspective. 
International Journal of Contemporary Hospitality Management, 30(6), 2396-2416.  

Arbuckle, J. L. (2016). IBM® SPSS® Amos™ User’s Guide. 
Assiouras, I., Skourtis, G., Giannopoulos, A., Buhalis, D., & Koniordos, M. (2019). Value co-creation and customer 

citizenship behavior. Annals of Tourism Research, 78.  
Barney, J. B. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17(1), 99-120.  
Bastiaansen, M., Straatman, S., Driessen, E., Mitas, O., Stekelenburg, J., & Wang, L. (2018). My destination in your brain: 

A novel neuromarketing approach for evaluating the effectiveness of destination marketing. Journal of Destination 
Marketing & Management, 7, 76-88.  

Bauer, M., & Auer-Srnka, K. J. (2012). The life cycle concept in marketing research. Journal of Historical Research in 
Marketing, 4(1), 68-96.  

Beneke, J., Blampied, S., Dewar, N., & Soriano, L. (2016). The impact of market orientation and learning orientation on 
organisational performance: A study of small to medium-sized enterprises in Cape Town, South Africa. Journal of 
Research in Marketing and Entrepreneurship, 18(1), 90-108.  

Boso, N., Adeola, O., Danso, A., & Assadinia, S. (2017). The effect of export marketing capabilities on export performance: 
Moderating role of dysfunctional competition. Industrial Marketing Management. 

Cacciolatti, L., & Lee, S. H. (2016). Revisiting the relationship between marketing capabilities and firm performance: The 
moderating role of market orientation, marketing strategy and organisational power. Journal of Business Research, 
69(12), 5597-5610.  

Chang, C.-H. (2019). Do green motives influence green product innovation? The mediating role of green value co-creation. 
Corporate Social Responsibility and Environmental Management, 26(2), 330-340.  

Ferdinand, A., & Fitriani, L. (2015). Acculturative Iconic Product Attractiveness and Marketing Performance.  
Ferdinand, A., & Killa, M. (2017). Study on Smart Relational Capability and Social Networking Advantage: Bridging 

Proactive Entrepreneurial Orientation and Marketing Performance. INTERNATIONAL JOURNAL OF BUSINESS 
RESEARCH, 17(2), 151-164.  

Ferdinand, A. T., & Wahyuningsih, W. (2018). Salespeople’s innovativeness: a driver of sales performance. Management 
& Marketing, 13(2), 966-984. 

Franchuk, V., Omelchuk, O., Melnyk, S., Kelman, M., & Mykytyuk, O. (2020). Dentification the ways of counteraction of 
the threats to the financial security of high-tech enterprises. Business: Theory and Practice, 21(1), 1-9.  

Fuentes, M., Smyth, H., & Davies, A. (2019). Co-creation of value outcomes: A client perspective on service provision in 
projects. International Journal of Project Management, 37(5), 696-715.  



V. Kristinae et al. /Uncertain Supply Chain Management 8 (2020) 683

García-Villaverde, P. M., Ruiz-Ortega, M. J., & Ignacio Canales, J. (2013). Entrepreneurial orientation and the threat of 
imitation: The influence of upstream and downstream capabilities. European Management Journal, 31(3), 263-277.  

Guo, C., & Wang, Y. (2016). Market orientation, distributor relationship, and return on assets: Optimizing distribution 
performance for industrial firms. Asia Pacific Journal of Marketing and Logistics, 28(1), 107-123.  

Haryanto, J. O., Moutinho, L., & Coelho, A. (2016). Is brand loyalty really present in the children's market? A comparative 
study from Indonesia, Portugal, and Brazil. Journal of Business Research, 69(10), 4020-4032.  

Hasan, Z., & Ali, N. A. (2015). The impact of green marketing strategy on the firm's performance in Malaysia. Procedia - 
Social and Behavioral Sciences, 172, 463-470.  

Heinonen, K., Campbell, C., & Lord Ferguson, S. (2019). Strategies for creating value through individual and collective 
customer experiences. Business Horizons, 62(1), 95-104.  

Huhtala, J.-P., Sihvonen, A., Frösén, J., Jaakkola, M., & Tikkanen, H. (2014). Market orientation, innovation capability and 
business performance: Insights from the global financial crisis. Baltic Journal of Management, 9(2), 134-152.  

Jiang, W., Chai, H., Shao, J., & Feng, T. (2018). Green entrepreneurial orientation for enhancing firm performance: A 
dynamic capability perspective. Journal of Cleaner Production, 198, 1311-1323.  

Jin, B., & Kirsch, D. A. (2015). Entrepreneurial Growth as a Process: Mechanism-Based Theorizing. In Entrepreneurial 
Growth: Individual, Firm, and Region (pp. 63-94). 

Kachouie, R., Mavondo, F., & Sands, S. (2018). Dynamic marketing capabilities view on creating market change. European 
Journal of Marketing, 52(5/6), 1007-1036.  

Kajalo, S., & Lindblom, A. (2015). Market orientation, entrepreneurial orientation and business performance among small 
retailers. International Journal of Retail & Distribution Management, 43(7), 580-596.  

Kocak, C., Oflazoglu. (2017). Market, entrepreneurial, and technology orientations: impact on innovation and firm 
performance. Management Decision, 55(2), 248-270.  

Kristinae, V. S., Roby ; Sahay,Meitiana. (2019). The role of entrepreneurial orrientation in product innovation in emerging  
markets on the local products. Oradea Journal of Business and Economic, 4(2), 35-44.   

Leavy, B. (2018). Value innovation and how to successfully incubate “blue ocean” initiatives. Strategy & Leadership, 46(3), 
10-20.  

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.  

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. 

Nahan, N., V, Kristinae, 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).  

Najafi-Tavani, S., Sharifi, H., & Najafi-Tavani, Z. (2016). Market orientation, marketing capability, and new product 
performance: The moderating role of absorptive capacity. Journal of Business Research, 69(11), 5059-5064.  

Nguyen, A. T., Do, T. H. H., Vu, T. B. T., Dang, K. A., & Nguyen, H. L. (2019). Factors affecting entrepreneurial intentions 
among youths in Vietnam. Children and Youth Services Review, 99, 186-193.  

Nuryakin, & Ardyan, E. (2018). SMEs’ marketing performance: the mediating role of market entry capability. Journal of 
Research in Marketing and Entrepreneurship, 20(2), 122-146.  

Papadas, K.-K., Avlonitis, G. J., Carrigan, M., & Piha, L. (2018). The interplay of strategic and internal green marketing 
orientation on competitive advantage. Journal of Business Research.  

Pervan, S., Al-Ansaari, Y., & Xu, J. (2015). Environmental determinants of open innovation in Dubai SMEs. Industrial 
Marketing Management, 50, 60-68.  

Qureshi, A., Mian. (2017). How marketing capabilities shape entrepreneurial firm’s performance? Evidence from new 
technology based firms in turkey. Journal of Global Entrepreneurship Research, 3, 7-15.  

Semrau, T., Ambos, T., & Sascha, K. (2016). Entrepreneurial orientation and SME performance across societal cultures: 
An international study. Journal of Business Research, 69(5), 1928-1932.  

Sharma, R. R., Nguyen, T. K., & Crick, D. (2018). Exploitation Strategy and Performance of Contract Manufacturing 
Exporters: The Mediating Roles of Exploration Strategy and Marketing Capability. Journal of International 
Management.  

Sok, P., & O'Cass, A. (2015). Examining the new product innovation – performance relationship: Optimizing the role of 
individual-level creativity and attention-to-detail. Industrial Marketing Management, 47, 156-165.  

Sugiyarti, G., Ferdinand, A. T., & Nurchayati, T. (2018). Acculturative Products Uniqueness Antecedence for Successful 
Marketing Performance. DLSU Business & Economics Review, 28(1), 11.  

Teece, D. J. (2010). Business Models, Business Strategy and Innovation. Long Range Planning, 43(2-3), 172-194.  
Teece, D. J. (2017). Business models and dynamic capabilities. Long Range Planning.  
Wang, Y.-S., & Hsu, T.-H. (2018). Dynamic capabilities of biologics firms in the emerging business market: Perspective 

of dynamic capabilities evident. Industrial Marketing Management, 71, 5-18.  
Xu, D., Huo, B., & Sun, L. (2014). Relationships between intra-organizational resources, supply chain integration and 

business performance: An extended resource-based view. Industrial Management & Data Systems, 114(8), 1186-1206.  
 



 684

 

© 2020 by the authors; licensee Growing Science, Canada. This is an open access 
article distributed under the terms and conditions of the Creative Commons Attribution 
(CC-BY) license (http://creativecommons.org/licenses/by/4.0/). 

 


