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ABSTRACT 

Small businesses play a vital role in Indonesia’s economic development, yet many still struggle to meet 

the dynamic demands of consumers. This study aims to examine the factors influencing the marketing 

performance of small businesses in Bogor City by applying both descriptive and verificative research 

methods. A survey was conducted on 350 respondents to explore the influence of market orientation, 

entrepreneurial marketing, and marketing capabilities on marketing performance, as well as the 

mediating role of marketing capabilities. Data was analyzed using Structural Equation Modeling (SEM) 

with LISREL 10.2 software. The findings indicate that market orientation and entrepreneurial 

marketing both significantly influence marketing capabilities. In turn, marketing capabilities, market 

orientation, and entrepreneurial marketing each have a significant direct impact on marketing 

performance. Furthermore, marketing capabilities mediate the relationship between market 

orientation and marketing performance and partially mediate the relationship between 

entrepreneurial marketing and marketing performance. The novelty of this research lies in the 

proposed mediation model, which links marketing capabilities as a critical pathway through which 

market orientation and entrepreneurial marketing affect marketing performance. The implications of 

these findings suggest that to enhance marketing performance, small business actors must prioritize 

strengthening their market orientation, particularly dimensions related to customer orientation. 

Measurement results show that customer orientation has the strongest correlation with market 

growth—specifically with increased sales and market share. Therefore, business owners’ commitment 

to understanding and responding to customer needs should be emphasized, as it directly supports the 

most significant performance outcomes in small business marketing. 

 

Keywords: Marketing performance, market orientation, entrepreneurial marketing, small business 

 

 

 

INTRODUCTION 

When running a marketing process, every marketer needs to have sufficient beliefs, 

views, and knowledge underlying their mindset in understanding the market, the courage 

to try implementing something new, and the ability to execute to achieve superior 

performance. Factors that can affect the performance of MSMEs have been identified in 

several previous studies. Anwar et al. stated that capital support from the government is 
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very helpful in maintaining and developing businesses. Nikolić et al. showed that individual 

characteristics, including the ability to manage, the age of business actors, and external 

factors such as location and infrastructure, affect the performance of MSMEs. Age, gender, 

education level, and marital status also influence business success. Furthermore, 

Utaminingsih's research demonstrated that well-managed innovations lead to good 

performance. In line with Rahmawati et al., product innovation is a key factor affecting the 

marketing performance of a business. 

Synergy and collaboration between sectors, including with the government, can boost 

performance (Čirjevskis, 2022; Ivanova et al., 2019; Leydesdorff & Ivanova, 2021; Marinelli, 

2022; Rachman & Sangare, 2023). Ananda et al. emphasized the importance of having 

human resources knowledgeable in information technology, especially when MSMEs 

interact with multinational companies. Clarke et al., in their study of companies going public, 

concluded that intellectual capital positively influences firm performance. 

Market Orientation is seen as the philosophy of a business and the behavioral process 

of business management. Business philosophy refers to a set of values, beliefs, attitudes, 

and company culture that contribute to operational order through a series of business 

management activities. Furthermore, market orientation is understood as behaviors or 

activities that reflect the implementation of marketing concepts. Market-oriented behavior 

is reflected in the marketer's understanding of customers and competitors, as well as the 

coordinated use of resources that affect the achievement of marketing performance results. 

Several previous studies revealed that market orientation affects marketing performance. 

However, some studies found that market orientation does not affect marketing 

performance (Cho & Lee, 2020; Fang et al., 2014; Octavia et al., 2020; Schulze et al., 2022; 

Yaskun et al., 2023). 

In addition to understanding the market, it is necessary to never give up, have 

foresight in creating opportunities, and possess the courage to take risks and make decisions 

to act. These traits support product success and increase the customer base. Entrepreneurial 

marketing is a spirit, orientation, and process to pursue opportunities, create, and develop 

businesses that provide value for customers through relationships by applying innovation, 

creativity, sales, marketing, networking, and flexibility, all of which affect marketing 

performance. Entrepreneurial marketing is seen as having the ability to improve a 

company's marketing performance (Dhameria et al., 2021; Fink et al., 2020; Gliga & Evers, 

2023; Polas & Raju, 2021; Zahara et al., 2023). 

The understanding of the market as well as the nature of entrepreneurial marketing 

will form a foundation for marketing capabilities. Several studies state that entrepreneurial 

marketing affects marketing performance through reliable marketing capabilities. Similarly, 

market orientation is positively related to marketing capabilities. Studies conducted on 

MSMEs show that marketing capabilities mediate the relationship between market 

orientation, entrepreneurial marketing, and marketing performance. 



Titiek Tjahja Andari, Ngadino Surip Diposumarto, Hari Muharam 

Mediation of Marketing Capabilities in the Influence of Market Orientation, Entrepreneurial Marketing on 
the Marketing Performance of Small Businesses in Bogor City 

 

 

614 Journal of World Science - Vol 4 (6) Juni 2025 - (612-628) 

Marketing capability is the ability to mobilize resources to carry out marketing 

activities so that customer needs can be met (Liu et al., 2023; Moi & Cabiddu, 2021). It is 

also described as the ability of a company to perform marketing activities such as building 

market position, promoting the business, conducting market analysis, recognizing target 

markets, setting and meeting sales targets, and achieving profit goals. Marketing capabilities 

drive a company's marketing performance, as research shows a positive effect of marketing 

capabilities on marketing performance. Additionally, marketing capabilities mediate the 

influence of market orientation and entrepreneurial marketing on marketing performance. 

The dominant factors that support marketing performance according to food small 

business actors were identified through a preliminary survey by distributing 40 

questionnaires to small business actors in Bogor, with 38 responses considered feasible. The 

first, second, and fourth statements in the pre-survey were chosen as factors affecting 

marketing performance by more than 50 percent of respondents. The first statement, 

regarding understanding consumer needs, competitor strengths, and coordination in 

running a business—an indicator of market orientation—was chosen by 60 percent of 

respondents. The second statement, describing a proactive attitude, creativity, innovation, 

and courage to take risks—dimensions of entrepreneurial marketing—was chosen by 52 

percent of respondents. The fourth statement, concerning the ability to manage products, 

prices, promotion, and distribution—an indicator of marketing capability—was chosen by 

71 percent of respondents as a factor affecting marketing performance. Other statements 

were chosen by no more than 30 percent of respondents. Based on the preliminary survey, 

this study focuses on the dominant factors: market orientation, entrepreneurial marketing, 

and marketing capabilities as key influences on marketing performance, supported by 

previous studies. 

This study aims to analyze the marketing performance of small businesses domiciled 

in Bogor City, especially small food businesses, by considering several influencing factors. 

The problems to be analyzed include the influence of market orientation on marketing 

performance, the influence of entrepreneurial marketing on marketing performance, and 

the influence of marketing capabilities on marketing performance in food small businesses 

in Bogor City. Additionally, this study will examine the relationship between market 

orientation and marketing capabilities, as well as the mediating effect of marketing 

capabilities on the relationships between market orientation, entrepreneurial marketing, 

and marketing performance. The purpose of this study is to clarify and analyze the role of 

marketing capabilities as a mediator in the influence of market orientation and 

entrepreneurial marketing on marketing performance in small businesses in Bogor City, with 

the hope of providing deeper insights into the factors affecting marketing performance in 

this sector. 
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METHOD 

This study employs a quantitative approach complemented by descriptive analysis to 

examine the causal relationships between market orientation, entrepreneurial marketing, 

marketing capabilities, and marketing performance among small businesses in Bogor City. 

Hypothetical models based on theoretical foundations and previous research guide the 

investigation. Data were collected through surveys using questionnaires distributed to small 

business actors, with the study adopting a cross-sectional design to capture a snapshot of 

opinions and behaviors at a specific point in time. 

The research utilizes Structural Equation Modeling (SEM) to analyze the relationships 

between variables, treating market orientation and entrepreneurial marketing as exogenous 

latent variables, marketing capabilities as an intervening variable, and marketing 

performance as the endogenous latent variable. The population consists of 2,773 registered 

small business actors in Bogor City, with purposive sampling applied to select a representative 

sample. Data sources include both primary data collected directly from respondents and 

secondary data obtained from journals, books, and official records from local government 

offices. 

Data collection involved two main methods: field research through surveys using a 

Likert-scale questionnaire, and library research to review relevant literature and previous 

studies. The combination of primary and secondary data aims to provide comprehensive 

insights into the factors influencing marketing performance in the small business sector. This 

methodological approach supports the study’s goal of verifying the hypothesized 

relationships and understanding how market orientation and entrepreneurial marketing 

impact marketing capabilities and, ultimately, marketing performance. 

 

RESULTS AND DISCUSSION 

Hypothesis Testing 

The hypothetical influence model calculation was obtained using the LISREL 10 

Software. The results of the statistical calculation of the test in the hypothesis test are 

summarized and can be seen in the following table: 
 

Table 1. Hypothesis Test Recapitulation 

Hypothesis 
Path 

Coefficient 
Stuttgart p-value Results Information 

Direct Influence      

Market orientation affects marketing 

performance 
0,2719 2,8109 0,005 H0 rejected Significant 

Entrepreneurial marketing affects 

marketing performance 
0,3290 6,0250 0,000 H0 rejected 

Significant 

Marketing capabilities affect marketing 

performance 
0,4727 4,8612 0,000 H0 rejected 

Significant 
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Hypothesis 
Path 

Coefficient 
Stuttgart p-value Results Information 

Market orientation affects marketing 

capabilities 
0.5847 7,9834 0,000 H0 rejected 

Significant 

Entrepreneurial marketing affects 

marketing capabilities 
0,3031 4,5826 0,000 H0 rejected 

Significant 

Indirect Influence     Significant 

Market orientation affects marketing 

performance through marketing 

capabilities 

0,2764 4,1516 0.000 H0 rejected 

Significant 

Entrepreneurial marketing affects 

marketing performance through 

marketing capabilities 

0,1433 3,3341 0.000 H0 rejected 

Significant 

Source: Results of LISREL 10 data processing 

 

Testing the Influence of Market Orientation (MO) on Marketing Capabilities (MC) 

Market orientation is hypothesized to affect marketing capabilities. To test the alleged 

research, the test hypothesis is statistically stated as follows: 

H0:1: ( = 0 Market orientation has no effect on marketing capabilities 

H1:1: ( ≠ 0 Market orientation affects marketing capabilities 

Based on the results of the calculation of the influence coefficient for market 

orientation to marketing capabilities, it was positive of 0.5847, with a t-value of 7.9834 and 

p-value = 0.000. The statistical value of the t-test obtained is in the subtraction area of H0, 

which is t-count greater than t-critical = 1.96. (t-count = 7.9834 > 1.96) and p-value < 0.05. 

Then a decision can be made to reject H0. It can be concluded that the results of statistical 

testing show that market orientation affects marketing capabilities with a positive influence 

on direction. 

 

Testing the Influence of Entrepreneurial Marketing (EM) on Marketing Capabilities (MC) 

Entrepreneurial marketing is hypothesized to affect marketing capabilities. To test the 

alleged research, the test hypothesis is statistically stated as follows: 

H0:2: ( = 0 Entrepreneurial marketing has no effect on marketing capabilities 

H1:2: ( ≠ 0 Entrepreneurial marketing affects marketing capabilities 

 

Based on the results of the calculation of the influence coefficient for entrepreneurial 

marketing, a positive score of 0.3031 was obtained with a calculation value of 4.5826 and p-

value = 0.000. The statistical value of the t-test obtained is in the subtraction area of H0, which 

is t-count greater than t-critical = 1.96. (t-count = 4.5826 > 1.96) and p-value < 0.05. Then a 

decision can be made to reject H0. It can be concluded that the results of statistical testing 

show that entrepreneurial marketing influences marketing capabilities with a positive 

influence on direction 
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The Influence of Marketing Capabilities on Marketing Performance 

Marketing capabilities are hypothesized to affect marketing performance. To test the 

alleged research, the test hypothesis is statistically stated as follows: 

H0:5: = 0 Marketing capabilities have no effect on marketing performance  

H1:5: ≠ 0 Marketing capabilities affect marketing performance 

 

Based on the results of the calculation of the influence coefficient for marketing 

capability on marketing performance, it was obtained positive of 0.4727 with a tcal value of 

4.8612 and p-value = 0.000. The statistical value of the t-test obtained is in the subtraction 

area of H0, which is t-count greater than t-critical = 1.96. (t-count = 4.8612 > 1.96) and p-value 

< 0.05. Then a decision can be made to reject H0 or a significant test. It can be concluded that 

the results of statistical testing show that Marketing Capability influences marketing 

performance with a positive influence on direction. 

Testing the Influence of Market Orientation (MO) on Marketing Performance (MP) 

Market orientation is hypothesized to affect marketing performance. To test the 

alleged research, the test hypothesis is statistically stated as follows: 

H0:3: ( = 0 Market Orientation has no effect on marketing performance 

H1:3: ( ≠ 0 Market Orientation affects marketing performance 

Based on the results of the calculation of the influence coefficient for Market 

Orientation on Marketing Performance, a positive score of 0.2719 with a t-value of 2.8109 

and p-value = 0.005 The statistical value of the t-test obtained is in the area of rejection H0, 

which is t-value greater than t-critical = 1.96. (t-value = 2.8109 > 1.96) and p-value < 0.05. 

Then a decision can be made to reject H0.  

It can be concluded that the results of statistical testing show that Market Orientation 

influences marketing performance with a positive influence on direction. 

Testing the Influence of Entrepreneurial Marketing (EM) on Marketing Performance (MP) 

Entrepreneurial marketing is hypothesized to affect marketing performance. To test 

the alleged research, the test hypothesis is statistically stated as follows: 

H0:4: ( = 0 Entrepreneurial marketing has no effect on marketing performance 

H1:4: ( ≠ 0 Entrepreneurial marketing affects marketing performance 

Based on the results of the calculation of the influence coefficient for entrepreneurial 

marketing on marketing performance, a positive score of 0.3290 was obtained with a 

calculated value of 6.0250 and p-value = 0.000. The statistical value of the t-test obtained is 

in the subtraction area of H0, which is t-count greater than t-critical = 1.96. (t-count = 6.0250 

> 1.96) and p-value < 0.05. Then a decision can be made to reject H0. It can be concluded that 

the results of statistical testing show that entrepreneurial marketing has an effect on 

marketing performance with a positive influence direction. 

The Influence of Market Orientation on Marketing Performance Through Marketing 

Capabilities 
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Market orientation is hypothesized to affect marketing performance through 

marketing capabilities. The calculation of the significance test of the statistical hypothesis is 

as follows: 

H0:6: ( = 0 Market orientation indirectly through marketing capabilities has no effect 

on marketing performance  

H1:6: ( ≠ 0 Market orientation indirectly through marketing capabilities affects 

marketing performance  

Testing for the significance of indirect effects using t-test statistics (sobel test). The 

value of the sobel t test is obtained from the calculation using Sobel Test for the Significance 

of Mediation Calculator on  

 www.danielsoper.com/statcalc3/calc.aspx?id=31.  

 

Figure 1. Value Calculation Results t Sobel Test Variabel Market Orientation 

Source: www.danielsoper.com/statcalc3/calc.aspx?id=31 

 

The results of the calculation of the sobel test value were obtained with a tcal value of 

4.15168889 with a prob value (significance) of 0.00001650.  

 

Table 2. Test the Significance of the Influence of Market Orientation on Marketing 

Performance through Marketing Capabilities 

PZX× PYZ tcount tcritical P-value Conclusion 

0,2764 4,15168889 1,96 0.00001650 Significant  

Source: Researcher Analysis 

 

http://www.danielsoper.com/statcalc3/calc.aspx?id=31
http://www.danielsoper.com/statcalc3/calc.aspx?id=31
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Based on the calculation results, the indirect effect coefficient (Indirect Effects) of 

market orientation on marketing performance through marketing capabilities is 0.2764. The 

results of the sobel test score obtained a calculated value of 4.15168889 and a p-value of 

0.00001650. The statistical value of the t-test obtained is in the subtraction area of H0, which 

is tcount greater than tkritis = 1.96. (tcal = 4.15168889> 1.96) and the p< value 0.05. So the 

decision was taken to reject H0. So it can be concluded that the results of statistical tests show 

that market orientation affects marketing performance through marketing capabilities. 

The Influence of Entrepreneurial Marketing on Marketing Performance Through Marketing 

Capabilities 

Entrepreneurial marketing is hypothesized to affect marketing performance through 

marketing capabilities. The calculation of the significance test of the statistical hypothesis is 

as follows: 

H0:7 ( ≤ 0 Entrepreneurial marketing indirectly through Marketing capabilities has no 

effect on marketing performance  

H1:7: ( 0 Entrepreneurial marketing indirectly through marketing capabilities affects 

marketing performance  

 

Testing for the significance of indirect effects using t-test statistics (sobel test). The 

value of the sobel t test was obtained from the calculation using the Sobel Test for the 

Significance of Mediation Calculator in www.danielsoper.com/statcalc3/calc.aspx?id=31.  

 
Figure 2. Value Calculation Results t Sobel Test Variabel Market orientation 

http://www.danielsoper.com/statcalc3/calc.aspx?id=31
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Source: www.danielsoper.com/statcalc3/calc.aspx?id=31 

 

The results of the calculation of the Sobel test value were obtained with a t-count value of 

3.33413230 with a prob value (significance) of 0.00085566  

 

Table 3. Test of the Significance of the Influence of Entrepreneurial Marketing on 

Marketing Performance Through Marketing Capabilities 

PZX× PYZ tcount tcritical P-value Conclusion 

0,1433 3,33413230 1,96 0.00085566 Significant  

Source: Researcher Analysis 

 

Based on the calculation results, the coefficient of indirect effects of entrepreneurial 

marketing on marketing performance through marketing capabilities is 0.1433. The results of 

the sobel test score obtained a tcal value of 3.33413230 and a p-value of 0.00085566. The 

statistical value of the t-test obtained is in the subtraction area of H0, which is tcount greater 

than tkritis = 1.96. (tcal = 3.33413230 > 1.96) and the p value < 0.05. So the decision was taken 

to reject H0. So it can be concluded that the results of statistical testing show that 

entrepreneurial marketing has an effect on marketing performance through marketing 

capabilities. 

Discussion  

Respondent Description 

 The characteristics of the respondents show that most (61%) are male with an average 

age of 47 years, high school education, meaning that food small business actors are men of 

productive age and are experienced enough in running a business so that they survive running 

a business for an average of 6.5 years and are able to employ 6 employees. This indicates that 

the business is stable. 

 The results of respondents' answers to questions in the questionnaire that show the 

dimensions of the variables describe their perception of the variables being studied. Based on 

respondents' answers about the dimension of customer orientation, activities in providing 

more services for customer satisfaction are the highest indicators that reflect the dimension 

of customer orientation. The highest competitor onboarding dimension is reflected by 

responding when competitors perform certain strategic actions in marketing. Meanwhile, the 

dimension of coordination between functions is reflected in the activity of sharing 

information with employees about customer purchasing habits. Of these three dimensions, 

coordination between factions is a high dimension in reflecting market orientation variables. 

Respondents' responses to the Opportunity Focus dimension are reflected in respondents' 

activities monitoring the development of market tastes. The Proactiveness dimension is 

reflected in the respondent's action of preparing several alternative solutions to problems 

that may occur in his business. The Risk-Taking dimension is reflected by the respondents' 

http://www.danielsoper.com/statcalc3/calc.aspx?id=31
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activities in collecting information on changes in environmental conditions that are risky to 

their business. The dimension of Customer Intensity is reflected by the actions of respondents 

in providing additional services to their customers. Resource leveraging is reflected in the 

willingness of respondents to involve all employees in marketing activities, Innovation is 

reflected in the spirit of respondents to use certain methods in determining modifications of 

the products offered. Of the 6 dimensions, the Proactiveness dimension is the dominant 

dimension in reflecting entrepreneurial marketing variables. 

 Respondents' responses regarding the dominant market research dimension are 

reflected by respondents' actions in anticipating customer needs. The price dimension is 

reflected by the respondent's action of setting the price based on the cost. The dimensions of 

the product are reflected by the respondents' actions to make quality products. The 

distribution dimension is reflected by the respondent's activities in managing and establishing 

good relationships with the people involved in the distribution. The promotional dimension 

is reflected from the respondents' marketing activities with direct face-to-face with 

customers. Of the five dimensions, the dominant distribution capability dimension reflects 

the marketing capability variable. 

 The development of respondent customers from various social class groups and 

various backgrounds reflects the dimensions of the respondent market growth. The 

profitability dimension is reflected by the increased profit per unit sold, meaning that the 

respondent succeeds in increasing its profit margin, this can be achieved if the price increases 

without being followed by an increase in costs or succeeds in achieving cost efficiency at the 

same price. The dimension of customer satisfaction is reflected by respondents' assessments 

of their customers inviting their friends to buy their products.  

 The relationship between the dimensions of the variables shows a significant 

relationship with the tightness of the low to medium ridges, showing that these dimensions 

cannot stand alone in contributing to their endogenous variables. 

4.3.2. Model Measurement 

 Model measurements are carried out to measure how well the indicator can be used 

as a variable measurement instrument. Using confirmatory factor analysis (CFA), the validity 

and reliability of variable indicators were evaluated.  

The results of the model suitability assessment based on the output of the goodness of the 

CFA model for each variable show that the constructs of market orientation, entrepreneurial 

marketing, marketing capabilities and marketing performance developed in the good 

research (Fit) means that by looking at the results of the goodness of fit index of several 

measures meet the model suitability measures. 

The weight of the factor (Loading Factor) of each variable indicator in forming each latent 

variable dimension of the variables of market orientation, entrepreneurial marketing, 

marketing capabilities and marketing performance that is studied is above the recommended 
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average loading factor of 0.5, meaning that all indicators are valid and can be used in the 

calculation of the next SEM model 

The t-Value obtained by each manifest variable is more than 1.96 so it can be said that the 

manifest variable used is significant in measuring latent variables. 

The construct reliability value of the variable for each dimension is above 0.7 and the 

extracted variance result for the latent variable is more than 0.5. This means that the latent 

variables that are formed, namely the variables of market orientation, entrepreneurial 

marketing, marketing capabilities and marketing performance, have a high level of reliability 

and the indicators used in each variable have a good suitability. 

Structural Equation Modeling (SEM) 

 The structural equation modeling (SEM) equation model is used to determine the 

influence of market orientation and entrepreneurial marketing variables on marketing 

performance through marketing capabilities. 

 A normality test of univariate and multivariate data was carried out before 

determining the method of estimating the structural equation model. The test uses the 

statistics of the kurtosis value test, the results of the significance value of the Skewness and 

Kurtosis test show that the indicator (observed) does not meet the normal distribution and 

likewise the multivariate normality value does not meet the normal distribution. 

 The results of the multicollinearity and singularity test through the sample covariance 

matrix value concluded that there was no multicollinearity and singularity in the research 

data. Because the sample size of 350 respondents and the data did not meet the normal data 

distribution, the estimate used was Robust Maximum Likelihood Estimation. 

Based on the calculation of the model with the help of the LISREL software 10 research 

model drawings. Structural model evaluation focuses on the relationships between variables 

to ascertain whether the hypothetical relationships in the conceptualization model are 

supported by empirical data obtained through research results. Through the first structural 

equation, it is known that the relationship between the free variable of market orientation 

and the positive marketing capability as well as the relationship between the independent 

variable of entrepreneurial marketing and the positive marketing capability. This means that 

increasing market orientation activities, entrepreneurial marketing will encourage the 

marketing ability of small business actors in Bogor City.  The coefficient of determining the 

model of the influence of market orientation and entrepreneurial marketing on marketing 

capabilities is 61.29 percent, meaning that the contribution of the influence of market 

orientation and entrepreneurial marketing can explain 61.29% to the variation in changes in 

marketing capabilities. The remaining 38.71% were explained by other variables that were 

not studied (personal characteristics factors, experience, technology, etc.). 

The second structural equation shows that the relationship between market orientation 

variables to positive marketing performance, the relationship between entrepreneurial 

marketing to positive marketing performance, the relationship between marketing 
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capabilities and positive marketing performance means that improving the behavior of 

market orientation activities, entrepreneurial marketing and the marketing ability of small 

business actors will have an impact on increased marketing performance. The model of the 

influence of market orientation, entrepreneurial marketing, and marketing capabilities on 

marketing performance has a Coefficient of determination value of 87.19 percent, meaning 

that the variation in marketing performance of 87.19 % can be explained by market 

orientation, entrepreneurial marketing and marketing capabilities, the remaining 12.81 % is 

explained by other factors outside the model such as capital factors, access, business legality, 

etc.  Market orientation is dominant in influencing the marketing performance of small 

businesses. This means that the dimensions of customer orientation, competitor orientation, 

and coordination between functions that reflect the market orientation of small business 

actors have a dominant influence on increasing sales, profitability and customer satisfaction.  

The model fit test is carried out through several stages, namely the overall model fit 

test, the measurement model fit, and the structural model fit. 

The results of the overall model fit or the goodness of fit assessment of a structural 

equation model show that the model seen from the chi-square value has not met the model 

fit measure (the chi-square value is greater than the chi-square table value with a significance 

level smaller than 0.05. A chi-square value of 0 indicates that the model has a perfect fit. This 

chi-square probability is expected to be insignificant. The expected value of chi – square is 

below the value of chi – table. However, the research model had a CMIN/DF value of < 0.3/0.5, 

GFI > 0.9, NFI > 0.9 and RMSEA < 0.08 which indicates a good level of conformity. Based on 

the results of the goodness of fit testing of the model that has been carried out on the data 

obtained, it can be concluded that the model in this study is in accordance with expectations. 

This is shown by the values of the index and the match of the model, the majority of which 

are good fit. Thus, it can be concluded that the overall fit of the model in this study is good. 

The results of the Goodness of Fit Test obtained show the model as a whole fit. The size of 

the Goodness of fit is in accordance with the recommendations and is greater than cut off 

value. 

Measurement model fit is carried out to evaluate the relationship between latent 

variables and several observed variables (dimensions) separately through evaluation of the 

validity and reliability of the measurement model. The results of the validity and reliability 

testing of the measurement model of each variable were obtained loading factor of each 

variable dimension as a manifest variable for the variables of market orientation, 

entrepreneurial marketing, marketing capability and marketing performance all above the 

recommended average loading factor of 0.5 t-value of each manifest variable more than 1.96 

so that it can be said that the manifest variable of each variable used is meaningful in Measure 

the variables of market orientation, entrepreneurial marketing, marketing capabilities, 

marketing performance. The Construct Reliability (CR) value of all variables ≥ 0.7 indicates 
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that the latent variables formed have a high level of reliability. The Variance Extract (VE) value 

≥ 0.50 indicates that the manifest variable that forms the latent variable is correct. 

The results of the structural model match using the t-value parameter resulted in seven 

hypotheses that were proposed, all of which were significant. This means that exogenous 

variables have a significant effect on endogenous variables of marketing performance 

Discussion of Hypothesis Test Results 

The Influence of Market Orientation on Marketing Performance 

The results of statistical tests show that market orientation has an effect on marketing 

performance. The interpretation of these results means that the understanding of small 

business actors about customers is shown by the activity of providing services more than just 

transactions, responding when there is input about customer needs and preferences; the 

understanding of small business actors about their competitors as shown from the activity of 

responding with strategic actions when competitors make certain strategic changes in 

marketing; The activities of small business actors to coordinate between functions are shown 

by the behavior of sharing information with their employees about the habits and 

characteristics of their customers. These behavioral activities affect customer satisfaction, 

customer development, and profitability which is the achievement of the marketing 

performance of the business. If small business actors behave to reflect market orientation, it 

will affect the achievement of better marketing performance. In line with the results of 

previous research which stated that market orientation affects marketing performance. 

The Influence of Marketing Orientation on Marketing Capabilities   

The results of statistical testing show that market orientation has an effect on marketing 

capabilities. The interpretation of the results means that the understanding of small business 

actors about customers is shown by the activity of providing more services for satisfaction, 

responding when there is input about customer needs and preferences; the understanding of 

small business actors about their competitors as shown from the activity of responding with 

strategic actions when competitors make certain strategic changes in marketing; Small 

business activities to coordinate between functions that are shown by the behavior of sharing 

information with their employees about the habits and characteristics of their customers.  

These behavioral activities have a positive effect on the ability of small business actors 

to obtain information about their products, the ability to set appropriate prices, the ability to 

make quality products, the ability to establish good relationships with those involved in 

distribution and the ability to communicate products to customers. If small business actors 

behave in a way that reflects market orientation, it will improve the ability of small businesses 

to market. In line with the results of previous research which stated that market orientation 

has a positive effect on marketing capabilities.  

The Influence of Entrepreneurial Marketing on Marketing Performance 

The results of statistical tests show that entrepreneurial marketing has an effect on 

marketing performance. The interpretation of the results means that the attitude of small 
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business actors who are proactive in dealing with various problems related to business to get 

opportunities is characterized by innovation, the courage to take risks and optimize resources, 

affecting the achievement of marketing performance is characterized by customer 

satisfaction, customers are growing, and profitability achievements. If small business actors 

behave that reflect better entrepreneurial marketing, it will affect the achievement of better 

marketing performance. This result is in line with the results of previous research which 

showed that entrepreneurial marketing has a real effect on marketing performance. 

The Influence of Entrepreneurial Marketing on Marketing Capabilities 

The results of statistical tests show that entrepreneurial marketing has an effect on 

marketing capabilities. The interpretation of these results means that the attitude of small 

business actors who are proactive in dealing with various problems related to business getting 

opportunities is characterized by innovation, the courage to take risks and optimize resources, 

affecting the ability of small business actors to perform various marketing functions in 

meeting customer needs. If small business actors behave that reflect improved 

entrepreneurial marketing, it will affect better marketing capabilities. In line with the results 

of previous research that stated that entrepreneurial marketing has an effect on marketing 

capabilities. 

The Influence of Marketing Capabilities on Marketing Performance 

The results of statistical testing show that marketing capabilities have an effect on 

marketing performance. The interpretation of the results means that the ability of small 

business actors to apply their knowledge, skills, and resources to perform various marketing 

functions affects the achievement of marketing performance characterized by customer 

satisfaction, customer development, and profitability achievement. If small business actors 

behave that reflect better marketing skills, it will affect the achievement of better marketing 

performance. In line with the results of previous research that stated that marketing 

capabilities affect marketing performance. 

The Influence of Marketing Orientation on Marketing Performance Through Marketing 

Capabilities 

The results of statistical tests show that market orientation affects marketing 

performance through marketing capabilities. This means that marketing capabilities can 

mediate the influence of market orientation on marketing performance. In line with previous 

research, it has been shown that marketing capabilities are able to mediate the influence of 

market orientation on marketing performance. The direct indirect influence of market 

orientation on marketing performance through marketing capabilities is greater than the 

direct influence of market orientation on marketing performance. This means that marketing 

capabilities mediate the influence of Orientation on marketing performance. 

 

 



Titiek Tjahja Andari, Ngadino Surip Diposumarto, Hari Muharam 

Mediation of Marketing Capabilities in the Influence of Market Orientation, Entrepreneurial Marketing on 
the Marketing Performance of Small Businesses in Bogor City 

 

 

626 Journal of World Science - Vol 4 (6) Juni 2025 - (612-628) 

The Influence of Entrepreneurial Marketing on Marketing Performance Through Marketing 

Capabilities 

The results of statistical testing show that entrepreneurial marketing affects marketing 

performance through marketing capabilities. This means that marketing capabilities can 

mediate the influence of entrepreneurial marketing on marketing performance. These results 

are supported by previous research that states that marketing capabilities mediate the 

influence of entrepreneurial marketing on marketing performance. The value of proactive 

behavior in exploiting new opportunities affects the ability to develop market information 

that can affect market growth. 

The results of the calculation show that the direct influence of entrepreneurial 

marketing on marketing performance (0.3290) is greater than the indirect influence of 

entrepreneurial marketing on marketing performance through marketing capabilities 

(0.1433). This mediation is partial mediation, because either through or without variables of 

marketing capabilities, entrepreneurial marketing has a significant effect on marketing 

performance but the value of the direct influence coefficient is greater than the indirect 

influence coefficient. This means that the attitude and proactive behavior of entrepreneurial 

marketing reflection owned by small business actors have a direct effect on marketing 

performance and marketing capabilities only partially mediate indirect relationships. 

 

CONCLUSION 

Based on the hypothesis testing results, market orientation positively influences 

marketing performance by enhancing customer understanding, competitor awareness, and 

internal coordination, which in turn drives market growth, profitability, and customer 

satisfaction among food small businesses in Bogor City. Entrepreneurial marketing also 

significantly affects marketing performance, with proactive behavior, risk-taking, and 

resource optimization contributing to improved business outcomes. Marketing capabilities 

further impact marketing performance by enabling businesses to gather and utilize market 

information effectively. Additionally, both market orientation and entrepreneurial marketing 

strengthen marketing capabilities, which mediate the relationship between market 

orientation and marketing performance more strongly than the direct effect, while marketing 

capabilities only partially mediate the effect of entrepreneurial marketing on performance. 

For future research, it is suggested to explore other potential mediating variables or 

contextual factors that might better explain the relationship between entrepreneurial 

marketing and marketing performance, as well as to investigate these dynamics in different 

sectors or regions to enhance generalizability. 

 

 

 

 



Titiek Tjahja Andari, Ngadino Surip Diposumarto, Hari Muharam 

Mediation of Marketing Capabilities in the Influence of Market Orientation, Entrepreneurial Marketing on 
the Marketing Performance of Small Businesses in Bogor City 

 

 

627 Journal of World Science - Vol 4 (6) Juni 2025 - (612-628) 

REFERENCES 

Cho, Y. H., & Lee, J. H. (2020). A study on the effects of entrepreneurial orientation and 

learning orientation on financial performance: Focusing on mediating effects of market 

orientation. Sustainability (Switzerland), 12(11). https://doi.org/10.3390/su12114594 
Čirjevskis, A. (2022). A Discourse on Foresight and the Valuation of Explicit and Tacit Synergies 

in Strategic Collaborations. Journal of Risk and Financial Management, 15(7). 

https://doi.org/10.3390/jrfm15070305 

Dhameria, V., Ghozali, I., Hidayat, A., & Aryanto, V. D. W. (2021). Networking capability, 

entrepreneurial marketing, competitive advantage, and marketing performance. 

Uncertain Supply Chain Management, 9(4). https://doi.org/10.5267/j.uscm.2021.7.007 

Fang, S. R., Chang, E., Ou, C. C., & Chou, C. H. (2014). Internal market orientation, market 

capabilities and learning orientation. European Journal of Marketing, 48(1). 

https://doi.org/10.1108/EJM-06-2010-0353 

Fink, M., Koller, M., Gartner, J., Floh, A., & Harms, R. (2020). Effective entrepreneurial 

marketing on Facebook – A longitudinal study. Journal of Business Research, 113. 

https://doi.org/10.1016/j.jbusres.2018.10.005 

Gliga, G., & Evers, N. (2023). Marketing capability development through networking – An 

entrepreneurial marketing perspective. Journal of Business Research, 156. 

https://doi.org/10.1016/j.jbusres.2022.113472 

Ivanova, I., Strand, Ø., & Leydesdorff, L. (2019). What Is the Effect of Synergy Provided by 

International Collaborations on Regional Economies? Journal of the Knowledge 

Economy, 10(1). https://doi.org/10.1007/s13132-017-0480-2 

Leydesdorff, L., & Ivanova, I. (2021). The measurement of “interdisciplinarity” and “synergy” 

in scientific and extra-scientific collaborations. Journal of the Association for Information 

Science and Technology, 72(4). https://doi.org/10.1002/asi.24416 

Liu, Y., Zhao, X., & Wang, T. (2023). Value-Based Selling Capability: Antecedents and 

Implications for B2B Sales Performance. Journal of Business-to-Business Marketing, 

30(4). https://doi.org/10.1080/1051712X.2023.2272985 

Marinelli, M. (2022). Human–Robot Collaboration and Lean Waste Elimination: Conceptual 

Analogies and Practical Synergies in Industrialized Construction. Buildings, 12(12). 

https://doi.org/10.3390/buildings12122057 

Moi, L., & Cabiddu, F. (2021). Leading digital transformation through an Agile Marketing 

Capability: the case of Spotahome. Journal of Management and Governance, 25(4). 

https://doi.org/10.1007/s10997-020-09534-w 

Octavia, A., Indrawijaya, S., Sriayudha, Y., Heriberta, Hasbullah, H., & Asrini. (2020). Impact on 

e-commerce adoption on entrepreneurial orientation and market orientation in business 

performance of smes. Asian Economic and Financial Review, 10(5). 

https://doi.org/10.18488/journal.aefr.2020.105.516.525 



Titiek Tjahja Andari, Ngadino Surip Diposumarto, Hari Muharam 

Mediation of Marketing Capabilities in the Influence of Market Orientation, Entrepreneurial Marketing on 
the Marketing Performance of Small Businesses in Bogor City 

 

 

628 Journal of World Science - Vol 4 (6) Juni 2025 - (612-628) 

Polas, M. R. H., & Raju, V. (2021). Technology and Entrepreneurial Marketing Decisions During 

COVID-19. Global Journal of Flexible Systems Management, 22(2). 

https://doi.org/10.1007/s40171-021-00262-0 

Rachman, A., & Sangare, B. (2023). Synergy And Collaboration Between Government And 

Private Institutions In Building Halal Ecosystems In Indonesia. Jurnal Ilmiah Islam Futura, 

23(2). https://doi.org/10.22373/JIIF.V23I2.17507 

Schulze, A., Townsend, J. D., & Talay, M. B. (2022). Completing the market orientation matrix: 

The impact of proactive competitor orientation on innovation and firm performance. 

Industrial Marketing Management, 103. 

https://doi.org/10.1016/j.indmarman.2022.03.013 

Yaskun, M., Sudarmiatin, Hermawan, A., & Rahayu, W. P. (2023). The Effect Of Market 

Orientation, Entrepreneurial Orientation, Innovation And Competitive Advantage On 

Business Performance Of Indonesian Msmes. International Journal of Professional 

Business Review, 8(4). https://doi.org/10.26668/businessreview/2023.v8i4.1563 

Zahara, Z., Ikhsan, Santi, I. N., & Farid. (2023). Entrepreneurial marketing and marketing 

performance through digital marketing capabilities of SMEs in post-pandemic recovery. 

Cogent Business and Management, 10(2). 

https://doi.org/10.1080/23311975.2023.2204592 

  

 

 © 2025 by the authors. Submitted for possible open access publication under the terms and 

conditions of the Creative Commons Attribution (CC BY SA) license 

(https://creativecommons.org/licenses/by-sa/4.0/). 

 

 

 

 

https://creativecommons.org/licenses/by-sa/4.0/

