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Abstract:

This study aimed to analyze the influence of (1) product innovation, market penetration, value resonance power on
marketing performance; (2) market sensing capability, iconic ethnical product on market penetration; (3) iconic
ethnical product on value resonance power; (4) product innovation on marketing performance through iconic ethnical
product. The population of this study were 1200 Batik SMEs in Pamekasan Regency Madura. The sample of this study
were 200 respondents and analyzed using SEM with probability sampling. Based on the results, all hypotheses were
significant except the influence of value resonance power on marketing performance.
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1. Introduction

A company is built for a specific purpose by including many people. To get satisfactory and sustainable benefits in
order to survive and provide benefits, both for owners and employees, companies are required to compete to beat their
competitors and maintain the advantages they already have. Company management is required to create good
performance marketing in order to achieve these advantages. Lumpkin and Dess (1996) stated that competitive advantage
exists when customers perceive a product to have an advantage over competitors.

Based on several previous studies, factors affecting marketing performance include market responsiveness,
market orientation, marketing capability, entrepreneurial orientation, marketing mix, product innovation, market
penetration, iconic ethnical products, and value resonance power. Market responsiveness is one of the factors that
influence marketing performance as stated by Mutmainnah et al. (2016) that understanding and applying market
responsiveness properly can certainly create or have an impact on good marketing performance. Another factor is market
orientation as stated by Fang et al. (2014) that internal market orientation facilitates the development of market capacity
so as to improve performance. Morgan et al. (2009) stated that market orientation and marketing capability are
complementary assets that contribute to superior company performance. Entrepreneurial orientation is also a factor that
affects performance, it was stated in a study by Wiklund and Shepherd (2005) which identified a positive relationship
between entrepreneurial orientation and business performance. In addition, marketing mix also affects marketing
performance as stated by Harini and Yulianeu (2019) that marketing mix and market penetration have a positive and
significant effect on marketing performance.

Based on the previous studies, the influence of product innovation on marketing performance mentioned that
product innovation has a significant influence on marketing performance (Molina-Castillo et al.,, 2011; Rhee et al,, 2010;
Shan et al., 2015, Rajapathirana and Hui, 2018). Cheng et al. (2013) mentioned that product innovation success is the
source of marketing success. Product excellence is considered important to encourage performance marketing. However,
another study mentioned that product innovation has no significant effect on marketing performance (Garcia et al., 2008).
Cabral et al. (2015) found that product innovation had no significant effect on marketing performance.

Harini and Yulianeu (2019) focused on the influence of market penetration and marketing mix on the marketing
performance of SMEs in Semarang City. The study showed that market penetration had a greater and more significant
positive effect on marketing performance directly than was mediated by the marketing mix. Mutmainnah et al. (2016)
analyzed the influence of market penetration on marketing performance. The study concluded that market penetration has
an influence on marketing performance. Good understanding and application of market penetration can certainly create or
have an impact on good marketing performance. Wainaina and Oloko (2016) found that the results of the price
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penetration strategy are negative and do not have a strong impact on marketing performance and the correlation results
show a weak positive relationship between product improvement strategies and business growth..

Hanfan et al. (2020) found that iconic products have a positive and significant effect on marketing performance.
Organizational resources and capital can create competitive advantage. performance marketing is one of the
organizational resources. The organizational capability in managing the resources owned is the organizational capital. The
higher the competitive advantage, the higher the marketing performance. (Colgate, 1998 in Hanfan et al., 2020). Abbas et
al. (2019) found that iconic products have no significant effect on marketing performance. Resource-Advantage Theory
shows that good product development capabilities will increase the advantages of local products (Hunt and Morgan, 1995
in Abbas et al., 2019). Product improvement will increase market penetration (Huang and Huddlestone, 2009 in Abbas et
al,, 2019) which in turn will increase marketing performance. This is in line with the facts in the field that iconic product
innovation does not have a direct effect on marketing performance without product development capabilities. Although an
iconic product is typical of a region, it is not accompanied by the ability to develop this product so that it has no impact on
marketing performance.

Iconic ethnical product is also one of the factors affecting marketing performance as stated by Abbas et al. (2019)
that the iconic ethnical product has a significant effect on marketing performance. Hanfan et al. (2020) mentioned that the
iconic product has a positive and significant effect on marketing performance. Organizational resources and capital can
create a competitive advantage. performance marketing is one of the organizational resources. The organizational
capability in managing the resources owned is the organizational capital. The higher the competitive advantage, the higher
the marketing performance. (Colgate, 1998 in Hanfan et al.,, 2020).

In addition, this study will specifically examine the effect of indirect variables, namely to examine the position of
the iconic ethnical product variable as a mediation on the effect of product innovation on marketing performance in order
to overcome the gap between the influence of product innovation on marketing performance and the influence of iconic
ethnical products on marketing performance. marketing performance. Ferdinand and Fitriani (2015) mentioned that the
iconic product is able to act as a mediating variable between product innovation and marketing performance. The previous
study mentioned that companies with product line innovation capabilities can strengthen the attractiveness of iconic
products as a driver in improving marketing performance. The innovation ability of the product line managed by the
company to empower the attractiveness of a product offered in the market by incorporating iconic attributes, which leads
to a degree of inimitability and improves marketing performance.

This is in line with a study by Hanfan et al. (2020) that iconic products can act as a mediating variable from the
influence of product innovation on marketing performance. SMEs must be able to adapt to a dynamic environment,
therefore companies are required to be able to create new thoughts, new ideas and offer innovative products and
improved services that satisfy customers. SMEs must also be able to reshape products, reshape products, configure
products, and reconfigure products so that they can best handle environmental changes. The advantages of SMEs in
making products as icons or symbols that serve as reminders for consumers with the symbols contained in these products
must also be improved so that they can improve marketing performance.

2. Theoretical Basic

2.1. Resources Advantage Theory of Competition

Resources Advantage (RA) theory is a theory of evolution because it has been developed in the literature from
several different disciplines and has close ties to various other theories and research traditions, including evolutionary
economics, ‘Austrian’ economics, historical traditions, the economics of industrial organization, resource-based traditions,
competency-based traditions, institutional economics, transaction cost economics, and economic sociology. R-A theory is a
general theory of competition that describes the process of competition. (Hunt and Morgan, 2015)

Resource excellence theory is built on the basis of organizational errors in implementing a strategy that focuses
on pursuing organizational excellence. Traditionally, organizations have focused on industrial competition. However, in
Hunt and Morgan (1999) and Hunt (2011), organizational leadership has begun to focus on different product and service
development strategies, which competitors cannot imitate.

2.2. Product Innovation

Myers and Marquis in Kotler and Keller (2016: 454) stated that product innovation is a combination of various
processes that influence one another. So, innovation is not a concept of a new idea, new invention or also not a
development of a new market, but innovation is a description of all these processes.

To find out market needs, an organization must involve new activities or different from the usual, to respond to
changes in market conditions, thus, this activity is called innovative behavior. (Jaworski et al in Hurley and Hult, 1998)

Many studies have shown that the key to being able to survive growth and remain profitable is to continuously
develop new products and processes (Hartman et al., 1994). This shows that product innovation must be accepted as a
way for company sustainability to create an innovative environment as a priority for the company.

2.3. Market Sensing Capability

Market sensing capability is the ability to learn about the market environment and use it to guide marketing
actions. (Lindblom et al, 2008; Ardyan, 2016; Sugiyarti and Ardyan, 2017). Day (1994) defined sensing capability as the
ability to learn about the market environment and use that knowledge to perform various actions. Lankinen et al. (2007)
defined market sensing capability as the process of generalizing knowledge about the market to provide information and
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guidance in decision making.

This market sensing capability is the ability of an organization to continuously monitor the market and accurately
see market opportunities and threats (Fang et al,, 2014). Market sensing capabilities provide new insights on how the
products and services offered can provide great value to customers and distribution channels (Slaterand Narver, 2000).

2.4. Marketing Performance

Marketing performance is an important element of company performance in general because the performance of a
company can be seen from the marketing performance that has been done so far. Marketing performance is a concept for
measuring the marketing achievement of a company. Every company has an interest in knowing its achievements as a
reflection of the success of its business in market competition. The success of the company, which is reflected in the
marketing performance achievements, is the implementation of the strategy. Marketing performance is also said to be the
ability of organizations to transform themselves in facing challenges from the environment with a long-term perspective
(Keats et al,, 1998; 576). Performance appraisal is part of the effort to see the suitability of the strategies applied in dealing
with environmental changes. The environment has indeed become an important part of the company and is a difficult
thing for companies to change. Companies can only recognize them and then manage them well so that they can benefit the
company. Knowing the environment well will have an impact on the quality of the resulting strategy which in turn will
have an impact on marketing performance.

2.5. Iconic Ethnical Product

The competitive advantage of a product (Gupta, 2015; Hakkak and Ghodsi, 2015) is superiority or differentiator
compared to offers from competitors. The elements of product excellence are the uniqueness, value, and benefits offered
by the company from the perspective of the customer. Li and Calantone (1998: 17) stated that product uniqueness is
defined as an important attribute of product excellence, which is influenced by innovative power and high technology so
that products can be produced according to consumer desires.

The advantage of iconic products is the superiority of the company by making the product into an icon or symbol
that reminds consumers of the symbols contained in the product. The icon is a symbol that has a similarity in appearance
and the symbol is not difficult for the user to recognize. In the icon, the relationship between the representation and the
object is manifested in the same quality. The iconic model is a physical representation of the original appearance on a
smaller scale.

Iconic models are easy to observe, shape, and explain, but difficult to manipulate and useless for forecasting.
Iconic brands are consumer-owned brands. Through a certain understanding and experience with a specific brand,
consumers feel very close to the product brand and even feel that the brand has become a part of themselves. Therefore,
brand owners and managers must continually seek out associations that strengthen the iconic status.

2.6. Market Penetration

Marketing strategy is seen as an important framework for helping SMEs to concentrate on unlimited resources to
add benefits and maintain competitive advantage (Baker, 2008). According to Orville (2008), marketing strategy is simply
a way for a company to achieve its marketing goals by focusing on a specific market segment so that the company will also
achieve its overall goals.

There are various marketing strategies that can be adopted by companies, one of which is The Ansoff Market
Growth Matrix developed by Igor Ansoff to help companies grow by using new products in existing markets or vice versa
(Ansoff, 1957). The matrix developed by Ansoff has four main strategies that companies can choose from. These strategies
include marketing penetration, product development, market development, and diversification.

Market penetration strategy in the Ansoff matrix is known as a business strategy to penetrate existing markets.
Market penetration can involve acquiring new consumers but it must be in existing markets. It is aimed at getting to a fast
and large target market. Market penetration is also a measure of the market percentage that a product or service can
accept by consumers, in other words, the purpose of market penetration is to expand market share in an existing market.

2.7. Value Resonance Power

Consumer value is the difference between the total consumer value and the total costs incurred by consumers
from marketing the product. The company must be the center of consumers and provide high value to the target market.
The total value for consumers is an accumulation of product value, service value, employee value, and image value
(Sangadji and Sopiah, 2013: 180).

3. Research Method
This study used quantitative method. Based on theory and previous studies, the conceptual framework is as
follows:
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Figure 1: Conceptual Framework
Source: Processed by Researchers (2020)

The hypotheses are as follows:

e H1:Productinnovation influences the marketing performance.

H2 :Market sensing capability influences the kekuatan penetrasi pasar
H3 : Iconic ethnical product influences the market penetration

H4 : Iconic ethnical product influences the valueresonance power

H5 : Market penetration influences the marketing performance

H6 : Value resonance power influences the marketing performance

The population of this study were 1200 Batik SMEs in Pamekasan Regency Madura. Hair et al. (2010: 637) stated
that the appropriate sample size for SEM analysis tools is between 100-200 to estimate interpretation by SEM, in this
study to determine the sample size refers to Hair et al. (2010), which used the maximum number of provisions, namely
200 respondents. To select respondents in each sub-district, this study used probability sampling with the simple random
sampling method, which is a sampling method where all elements in the population have an equal chance of being selected

as samples.
4. Results and Discussion

4.1. Results

After the model modification experiment based on the modification index resulted by the AMOS program, the
model produced a better evaluation than before. Here are the results of the model that has been modified:

GFl =
AGFI

CFl =

20

Goodness of Fit index
Prodabaty = 000
CMINDF = 1372

= 850
TUs= 972

RMSEA = 043

890

977

Figure 2: Modified Structural Model
Source: Processed Data (2020)
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Goodness Of Fit Index Cut-off Results Description

Probability > 0.05 0.000 Not Good
RMSEA <0.08 0.043 Good

GFI >0.90 0.890 Marginal

AGFI >0.90 0.850 Marginal
CMIND/DF <2.00 1.372 Good
TLI = 0.95 0.972 Good
CFI 20.95 0.977 Good

Table 1: Goodness of Fit Modified Structural Model Testing
Source: Processed Data (2020)

Based on the table above, out of the 7 goodness of fit criteria, only 2 criteria did not meet the cut-off value but
approached the cut-off value (marginal fit). Then, for probability values, because the sample size is very large (n = 200),
the probability is not calculated (Hair, 2013 in Solimun and Fernandes, 2018). Therefore, it can be concluded that the
structural model formed was fit and can be analyzed further. Solimun and Fernandes (2018) stated that if two model
criteria have been met, then the model was declared fit. The estimation results of the path significance in the structural
model are presented in the table below:

Path Coefficient | S.E. p-value | Description

Product Innovation (Ip) - Marketing 0.261 0.092 0.043 Significant
Performance (Kp)

Market Sensing Capability (Pp) 2> 0.355 0.048 0.000 Significant

Market Penetration (Kpp)

Iconic Etnical Product (Iep) > Market 0.350 0.060 0.000 Significant
Penetration (Kpp)

Iconic Etnical Product (1ep) > Value 1.186 0.102 0.000 Significant

Resonance Power (Vrp)
Iconic Etnical Product (lep) - Marketing 0.579 0.287 0.043 Significant
Performance (Kp)

Market Penetration (Kpp) > Marketing 0.419 0.156 0.007 Significant
Performance (Kp)
Value Resonance Power (Vrp) 2> 0.091 0.191 0.631 Not
Marketing Performance (Kp) Significant

Table 2: Hypothesis Test Results
Source: Processed Data (2020)

4.2. Discussion

4.2.1. The Influence of Product Innovation on Marketing Performance of Batik SMEs Pamekasan

The first hypothesis that shows product innovation influences the marketing performance was accepted
indicating that SMEs in Pamekasan Regency can perform the product innovation well, so it can improve the marketing
performance of these SMEs for the better. This shows that the Batik SMEs Pamekasan can create different products from
its competitors and will make these SMEs superior to competitors. This innovation is a major component of competitive
advantage. The innovation here is about how Batik Pamekasan SMEs produce different and unique products which can
later make consumers switch to buying batik from Pamekasan SMEs when compared to other SMEs. This competitive
advantage will ultimately improve the marketing performance of Batik SMEs Pamekasan. This is consistent with the
conception of Hurley and Hult in Noble et al. (2002) which stated that innovation is part of work character that connects
aspects of corporate culture with the ability to innovate and improve performance. Luke and Ferrel (2000) added that
marketing and innovation are seen as drivers of economic growth and major components of competitive advantage.

4.2.2. The Influence of Market Sensing Capability on Market Penetration of Batik SMEs Pamekasan

The second hypothesis that shows market sensing capability influences the market penetration was
acceptedindicating that Batik SMEs in Pamekasan Regency have a better market sensing capability, so the SMEs will be
more able to penetrate the market well. This shows that Batik SMEs Pamekasan is able to do market sensing well and will
create opportunities for these SMEs to find out opportunities and threats in their industrial fields. After knowing these
opportunities and threats, Batik SMEs Pamekasan will be better able to meet consumer needs. If SMEs have succeeded in
fulfilling consumer needs, it is possible that consumers will be more interested in buying batik at Batik SMEs Pamekasan.
This can increase the marketing performance of SMEs. This result is in accordance with the conception of Lin and Wang
(2015) who stated that market sensing capability allows companies to perceive opportunities and threats from their
business. The study of market sensing has become a general concept in marketing science. According to Robbins and
Coulter (1999), market penetration has important implications for the interaction between companies and consumers, so
that company objectives can be identified that are able to meet customer needs. Furthermore, the ever-changing market
opportunities and threats with market penetration are able to perfect products to meet targets.
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4.2.3. The Influence of Iconic Ethnical Product on Market Penetration of Batik SMEs Pamekasan

The third hypothesis that shows iconic ethnical product influences the market penetration was accepted,
indicating that the Iconic Ethnical Product from Batik SMEs Pamekasan is getting better and superior to competitors, the
SMEs will be able to penetrate the market well. In carrying out a market penetration strategy, Batik SMEs Pamekasan first
needs to highlight their products through ethnic elements. This element certainly cannot be obtained from other Batik
SMEs, because indeed each region has different elements. The ethnic elements that are highlighted in Pamekasan batik
products will be a special attraction for consumers, if consumers are interested in buying, of course, Pamekasan Batik
SMEs can easily enter the market quickly. This result is in accordance with the conception of Sugiarto (2003) in
Mutmainnah et al. (2016) that market penetration is an effort to increase sales of products that are already owned by the
current market through a more aggressive or large and aggressive marketing mix. Companies can try to increase the level
of customer use or attract competitors and new customers who have not used the product.

4.2.4. The Influence of Iconic Ethnical Product on Value Resonance Power of Batik SMEs Pamekasan

The fourth hypothesis that shows iconic ethnical product influences the value resonance power was accepted,
indicating that the Iconic Ethnical Product of Pamekasan Batik SMEs is getting better and superior to competitors, the
better the value resonance power of the SMEs will be. The ethnic elements that are highlighted in the batik products of the
Pamekasan SMEs are its own characteristics that cannot be obtained from other SMEs in other regions because it is truly
unique that only Pamekasan Regency has. The existence of this ethnic element can indirectly make Batik SMEs Pamekasan
have a strong resonance power value. This result is in accordance with the conception of Powell (2000: 90) described that
the principles of product attractiveness are a manifestation of excellent product quality. It can be said that product quality
determines the state and existence of a product. If the quality of a product is bad, the attractiveness of a product will be
low, this is because attractiveness is something that is very important to the product. Specifically, Mason (1999: 223) used
attractiveness in product categories as an explanation for customer purchases. By showing how an incoming product can
lead to the total consumption of the category. Mason added that if customers feel confident in a category, then if we bear
the consumption represented with confidence, it will be influenced by the attribute category. This gives the impression
that if it gives a difference in individual preferences, the product category will be changed, that is, adding choices will also
be able to change (increase) potentially.

4.2.5. The Influence of Market Penetration on Marketing Performance of Batik SMEs Pamekasan
The fifth hypothesis that shows market penetration influences the marketing performance was accepted

indicating that SMEs in Pamekasan Regency is able to penetrate the market well, then it will improve the marketing
performance of these SMEs for the better. Pamekasan batik SMEs are able to enter the market quickly compared to
competitors, so it does not rule out the possibility that these SMEs are better able to adapt market opportunities to the
objectives of SMEs. This strategy will make it easier for Batik SMEs Pamekasan to interact with consumers to find out
market opportunities which in turn can improve the marketing performance of the SMEs. This result is in accordance with
the conception of Robbins and Coulter (1999) which stated that market penetration strategy is a managerial process in the
marketing field to develop and maintain goals, skills, knowledge, resources, in accordance with opportunities and threats
in a market that is always changing and aims to perfect the businesses and products so that they meet profit and growth
targets. The existence of an effective marketing strategy shows a good strategy behavior in competitive market conditions.
The market penetration strategy also has important implications for the interaction between companies and consumers,
as the key to getting and identifying company goals, customer satisfaction, and needs to be well compared with
competitors (Lee and David, 2004).

4.2.6. The Influence of Value Resonance Power on Marketing Performance of Batik SMEs Pamekasan

sixth hypothesis that shows value resonance power influences the marketing performance was rejected
indicating that whether or not the value resonance power of SMEs in Pamekasan Regency does not affect the marketing
performance of the SMEs. There are various consumers who buy batik products for different purposes, there are
consumers who will be resold, but there are consumers who buy only for personal use. There is also an assumption that
using Madurese batik does not reflect one's self-image. There is also an assumption that using Madurese batik does not
give pride, this is because it is widely sold in bulk. This is not in line with a conception by Kotler (2002: 73) which defined
customer value as the difference between total customer value and total customer cost. Total customer value is a set of
benefits expected by the customer from a particular product or service. Total customer costs are a set of costs that are
expected by consumers to be incurred to evaluate, acquire, use and dispose of a product or service. According to Woodruff
in Kristanto (2005: 17), the concept of product value has a close relationship with customer satisfaction, where the value
that is felt when consuming the product will shape consumer satisfaction, and this consumer satisfaction affects consumer
loyalty.

This study defines the value of resonance power through indicators of emotional value, social value, quality or
performance value, and price or value for money, but it is not considered that Batik SMEs Pamekasan which has a good
resonance power value will be more successful in improving its marketing performance. Aziz and Yasin (2010) stated that
the determinants of service brand equity are based on consumer perceptions of banking service brand ratings, and
between marketing performance and brand feelings. Strong, positive and significant relationships were also found
between marketing performance and brand resonance, between brand ratings and brand resonance and between brand
feeling and brand resonance. The multiple regression results show that only brand feelings, brand ratings, and marketing
performance have a significant effect on brand resonance.
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Value resonance power has no significant effect on marketing performance because there is an attribute value
resonance power that is not related to the marketing performance of Batik SMEs Pamekasan. The attribute referred to as
‘the product provides financial benefits’ in which this attribute also has the lowest average value when compared to other
attributes. This is because there are various consumers who buy batik products at Batik SMEs Pamekasan for different
purposes, there are consumers who buy them because they want to be sold again, but there are also consumers who buy
them only for personal use. Consumers from Batik SMEs Pamekasan use batik cloth only for personal use, for example,
work uniforms, daily casual clothes, and so on, of course, it cannot provide financial benefits for them, unlike consumers
who buy batik for resale. Therefore, batik entrepreneurs cannot use this attribute in improving the marketing
performance of Batik SMEs Pamekasan.

4.2.7. The Influence of Product Innovation on Marketing Performance through Iconic Ethnical Product of Batik SMEs
Pamekasan

The seventh hypothesis that shows product innovation influences the marketing performance through iconic
ethnical product was accepted indicating that SMEs in Pamekasan Regency are able to carry out product innovation well
which is supported by better iconic ethnical products, which will increase the marketing performance of these SMEs to be
better. Product innovation by Batik SMEs Pamekasan is carried out through product development according to consumer
interests. Besides developing products, Batik SMEs Pamekasan also needs to create products that are truly unique, namely
by highlighting ethnic elements. If Batik SMEs Pamekasan is able to produce its innovation by highlighting ethnic elements,
consumers will be more interested in buying, which in the end the data will improve the marketing performance of Batik
SMEs Pamekasan. This is in line with a conception by Neill et al. (2007) which stated that product innovation shows the
development and introduction of new or developed products that are successful in marketing. product innovation can take
the form of changes in design, components, and product architecture. Drucker in Berthon et al. (1999) stated that product
innovation is one thing that has the potential to create thoughts and imagination of people who ultimately create
customers. Charles et al. (2012) stated that innovation is part of a framework that connects aspects of corporate culture
with the ability to innovate in improving company performance through consumer purchasing decisions.

5. Conclusion
Some conclusions that can be drawn up based on the results of the study and discussion in the previous chapter
are:

e Product innovation influenced the marketing performance indicating that SMEs in Pamekasan Regency can
perform the product innovation well, so it can improve the marketing performance of these SMEs for the better

e Market sensing capability influenced the market penetration indicating that Batik SMEs in Pamekasan Regency
have a better market sensing capability, so the SMEs will be more able to penetrate the market well

e Iconic ethnical product influenced the market penetration indicating that the Iconic Ethnical Product from Batik
SMEs Pamekasan is getting better and superior to competitors, the SMEs will be able to penetrate the market well.

e Iconic ethnical product influenced the value resonance power indicating that the Iconic Ethnical Product of
Pamekasan Batik SMEs is getting better and superior to competitors, the better the value resonance power of the
SMEs will be.

e Market penetration influenced the marketing performance, indicating that SMEs in Pamekasan Regency is able to
penetrate the market well, then it will improve the marketing performance of these SMEs for the better.

e Value resonance power had no influence on marketing performance indicating that whether or not the value
resonance power of SMEs in Pamekasan Regency does not affect the marketing performance of the SMEs.

e  Product innovation influenced the marketing performance through iconic ethnical product, indicating that SMEs
in Pamekasan Regency are able to carry out product innovation well which is supported by better iconic ethnical
products, which will increase the marketing performance of these SMEs to be better.

e Value resonance power positively but insignificantly influenced the marketing performance, then the eighth
hypothesis cannot be proven statistically. The indicator that has the highest average value is the product that
provides good aesthetic benefits.

6. References
i. Abbas, M. H.,, A. R Kadir,, S. Alam., dan Madris. 2019. Marketing Performance Mediates Between Iconic

Product Innovation and Sustainable Competitive Advantages. International Journal of Advanced Research
(IJAR) 7(11): 70-77.

ii. Afandi, P. 2008. Analisis Faktor Penentu Daya Tarik Produk Pada Pasar UKM Lopait Kecamatan Tuntang
Kabupaten Semarang. JurnalManajemen Among Makarti 1(2):67-81.

iii. Afshar, A. ], A. H. G. Mohammad., A. M. Seyed., N. Khaled., dan M. S. K. Seyed. 2011. Study the Effects of
Customer Service and Product Quality on Customer Satisfaction and Loyalty (Automotive Industries). Journal
of Humanities and Social Science 1(7): 253-260.

iv. Adeniran, T. V. dan K. A. Johnston. 2012. Investigating the Dynamic Capabilities and Competitive Advantage of
South AfricanSMEs. African Journal of Business Management6(11): 4088-4099.

v. Agarwal, S, K. Erramillli,, dan D. S. Chekitan.2003. Market Oriented and Performance in Service Firm: Role of
Innovation. Journal of Service Marketing 17(1): 68-82.

vi. Agha, S, L. Alrubaiee., danM. Jamhour. 2011. Effect of CoreCompetence on Competitive Advantage and

237 | Vol 9 Issue 2 DOI No.: 10.24940,/theijbm/2021/v9/i2/BM2102-030 February, 2021



THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

vii.

viil.
ix.

Xi.
Xii.
xiii.
Xiv.
XV.
XVi.
XVii.
xviii.
XiX.
XX.
XXi.
XXii.
xxiii.
XXiV.
XXV.
XXVI.
XXVii.
XXViil.
XXiX.
XXX.

XXXi.

XxXii.
Xxxiii.
XXXiv.

XXXV.
XXXVi.

XXXVii.
XxXviii.

Organizational Performance. International Journal of Business And Management7(1): 192-204.
Amabile, T. M., R. Conti., H. Coon., ]. Lazenby., dan M. Herron. 1996. Assesing the Work Environment for
Creativity. Academy of Management Journal 39(5): 1154-1184.
Ansoff, I. 1957. Strategies for Diversification. Havard Business Review 35(5): 113-124.
Ardyan, E. 2016. Market Sensing Capability and SMEs Performance: The Mediating Role of Product
Innovativeness Success. DLSU Business dan Economics Review25(2): 79-97.
Arfanly, B.danM. Syamsun. 2017. Peran EntrepreneurialMarketing Dalam Peningkatan Kinerja Pemasaran
Pada Industri RumahanKabupaten Kendal, Jawa Tengah. Manajemen IKM:Jurnal Manajemen Pengembangan
Industri Kecil Menengah11(2):141-150.
Aziz, N. A. dan N. M. Yasin. 2010. Analyzing the Brand Equity and Resonance of Banking Services: Malaysian
Consumer Perspective. International Journal of Marketing Studies 2(2): 180-189.
Baker, W. E. dan ]. M. Sinkula. 1999. The Synergistic Effect of Market Orientation and Learning Orientation on
Organizational Performance. Journal of Academy of Marketing Science 27(4): 411-427.
Baker, P. 2008. The Design and Operation of Distribution Centers Within Agile Supply Chain. International
Journal of Production Economic 111(1): 27-41.
Beauchamp, T.L. danN. E. Bowie.1988.Ethical Theory and Business. 3th ed. Prentice Hall. Englewood Cliffs
New Jersey.
Bellis, E. D., D.E. Sprott., A. Herrmann., H.W. Bierhoff., dan E. Rohmann.2016. The Influence of Trait and State
Narcissism on the Uniqueness of Mass-customized Products. Journal of Retailing92(2):162-172.
Berthon, P., ]. M. Hulbert,, dan L. Pitt. 1999. To Serve or Create? Strategic Orientations Toward Customers and
Innovation. California Management Review 42(1): 37-58.
Bhirawa, D. 2016. UKM Minta Pemkot Probolinggo Gelar Pameran. https://www.harianbhirawa.co.id/ukm-
minta-pemkot-probolinggo-gelar-pameran/. 16 September 2020 (10:26).
Brady, M. K. dan ]. ]. Jr. Cronin. 2001. Some New Thoughts on Conceptualizing Perceived Service Quality: A
Hierarchical Approach. Journal of Marketing 65(3): 34-49.
Cabral, J. E. D. 0., Coelho, A. F. M,, Coelho, F. ]. F., & Costa, M. D. P. B. (2015). Capabilities, Innovation, And
Overall Performance In Brazilian Export Firms. Ram Revista De Administragdo Mackenzie16(3): 76-108.
Cao, Q. E. Gedajlovic,danH. Zhang. 2009. Unpacking Organizational Ambidexterity: Dimensions,
Contingencies, and Synergistic Effects.Organization Science 20(4): 781-796.
Charles, L. ]. Chepkwony.dan K. C. Samwel. 2012. MarketOrientation and Firm Performance in the
Manufacturing Sector in Kenya.European Journal of Business and Management4(10): 20-27.
Chang, L. L. Yu-Je,danH. Ching-Lin. 2010. The Influence of E- Word-of Mouth on the Consumer’sPurchase
Decision: A Case of Body Care Product.Journal of Global Business Management 6(2): 1-7.
Cheng, C., M. Chang., dan C. Lic. 2013. Configural Paths to Successful Product Innovation. Journal of Business
Research 66(2): 2561-2573.
Clark, B. H,, A. V. Abela., danT. Ambler. 2006. An Information Processing Model of Marketing Performance
Measurement. Journal of Marketing Theory and Practice 14(3): 191-208.
Clark, B. H.1999. Marketing Performance Measures: History and Interrelationships.Journal of Marketing
Management 15(8): 711-732.
Condronegoro, M. S. 1995. Busana Adat Kraton Yogyakarta:Makna dan Fungsi dalam Berbagai Upacara. 1st ed.
Yayasan Pustaka Utama. Yogyakarta.
Cooper, R. G. danE. ]. Kleinschmidt. 2000. New Product Performance: What Distinguishes the Star Products.
Australian Journal of Management5(1): 17-46.
Crawford, ]. R, J. Bryan., M. A. Luszcz., M. C. Obonsawin,, L. Stewart. 2000. The Executive Decline Hypothesis of
Cognitive Aging: Do Executive Deficits Qualify as Differential Deficits and Do They Mediate Age-Related
Memory Decline?. A Journal on Normal and Dysfunctional Development 7(1): 9-31.
Day, G. S. 1994. The Capabilities of Market-driven Organizations. Journal of Marketing58(4): 37-52.
Day, G. S. dan R. Wensley. 1988. Assessing Advantage: A Framework for Diagnosing Competitive Superiority.
Journal of Marketing 52(2): 1-20.
D Goes, R. 2013. Investigating Barriers to SME Growth and Development in Transition Environments: A
Critique and Suggestions for Developing the Methodology.International Small Business Journal27(3): 275-
305.
Dias, A.danL. F. Lages. 2013. A Measure of Market Sensing Capabilities. Europe Marketing Academy 42th
Annual Conference. 4 - 5 Juni:2-7.
Dougherty, D. dan C. Hardy. 1996. Sustained Product Innovation in Large, Mature Organizations: Overcoming
Innovation-to-organization Problem. Academy of Management Journal 39(5): 1120-1153.
Fang, S.R, E. Chang, C. C. Ou,, danC. H. Chou. 2014. Internal Market Orientation, Market Capabilities and
Learning Orientation. European Journal of Marketing 48(1): 170-192.
Ferdinand, A. T. 2000. Manajemen Pemasaran: Sebuah Pendekatan Stratejik. Reseach Paper Series 1(1): 1-55.

. 2003. Sustainable Competitive Advantage: Sebuah Eksplorasi Model Konseptual. 1st ed. S. P. M.
N. M. Research Paper Series. Fakultas Ekonomi Universitas Diponegoro. Semarang.

. 2006. Metode Penelitian Manajemen. 2th ed. Universitas Diponegoro. Semarang.

. 2014a.Structural Equation Modeling. 5th ed. Undip Press. Semarang.

238

| Vol 9 Issue 2 DOI No.: 10.24940/theijbm/2021/v9/i2/BM2102-030 February, 2021



THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

XXXiX.

xl.

xli.

xlii.

xliii.

xliv.

xlv.

xlvi.

xlvii.

xlviii.

xlix.

L.

li.

lii.

liii.

liv.

lv.

lvi.

lvii.

lviii.

lix.

Ixi.

Ixii.

Ixiii.

Ixiv.

Ixv.

Ixvi.

Ixvii.

Ixviii.

. 2014b.Metode Penelitian Manajemen: Pedoman Penelitian untuk Penulisan Skripsi, Tesis, dan
Disertasi [lmu Manajemen.5th ed. Badan Penerbit Universitas Diponegoro. Semarang
Ferdinand, A. T.dan L. K Fitriani. 2015. Acculturative Iconicproduct Attractiveness and Marketing
performance. Journal of Global Strategic Management 9(2): 15-23.
Fitriani, L. K. 2014. Produk Ikonik Akulturatif.Disertasi. Program Doktor Ilmu Ekonomi Bidang Kajian
Manajemen Pemasaran Universitas Diponegoro. Semarang.
Foley, A. dan]. Fahy. 2009. Seeing Market Orientation Through a Capabilities Lens. European Journal of
Marketing 43(1): 13-20.
Folinas, D. danS. Rabi. 2012. Estimating Benefits of Demand Sensing for Consumer Goods Organisations.
Journal of Database Marketing dan Customer Strategy Management19(4): 245 -261.
Fombrun, C. danM. Shanley. 1990. What's in a Name? Reputation Building and Corporate Strategy. Academy of
Management Journal33(2): 233-258.
Gao, Y. 2010. Knowledge and Identity: A Review. International Journal Management Reviews 12(3): 317-334.
Garcia, N., M. ]J. Sanzo., dan]. A. Trespalacios.2008. New Product Internal Performance and Market
Performance: Evidence from Spanish Firms Regarding The Role of Trust, Interfunctional Integration, and
Innovation type. Technovation 28(11): 713-725.
Ghannajeh,A. M., M. Al-Shurideh., Z. M. F. Al-Zu'bi,, A. Abuhamad., G. A. Rumman., T. Suifan., dan A. H. O.
Akhorshaideh. 2015. A Qualitative Analysis of Product Innovation in Jordan’s Pharmaceutical Sector.
European Scientific Journal 11(4): 474-503.
Ghozali,l. 2016.Aplikasi Analisis Multivariate dengan Program IBM SPSS 21. 8th ed. Cetakan Kedelapan. Undip.
Semarang.
Gupta S.D. 2015. Comparative Advantage and Competitive Advantage: An Economics Perspective and a
Synthesis. Athens Journal of Business and Economics 1(1):9-22.
Giirlek, M., E. Diizgiin,, dan S.M. Uygur. 2017. How Does Corporate Social Responsibilitycreate Customer
Loyalty? The Role of Corporate Image. Social Responsibility Journal13(3): 409-427.
Hakkak, M. dan M. Ghodsi. 2015. Development of a Sustainable Competitive Advantage Model Based On
Balanced Scorecard. International Journal of Asian Social Science 5(5): 298-308.
Han, ]. K, K. Narwoon.danR. K. Srivastava. 1998. Market Orientation an Organization Performance: Is
Innovation MissingLink?. Journal of Marketing 62(4):42-54.
Hanfan, A., H. Nupus., dan Lutfi. 2020.Iconic Product Advantage for Improving Marketing Performance of
Indonesian Small and Medium Enterprises. International Journal of Economics and Business Administration
8(1): 31-41.
Hair, ]. F, W. C. Black,B. ]. Babin.,, danR. E. Anderson. 2010. Multivariate Data Analysis. 7th ed. Pearson
Prentice Hall. United States.
Harini, C. dan Yulianeu. 2019. Strategi Penetrasi Pasar UMKM Kota Semarang Menghadapi Era Pasar Global
MEA.Jurnal Ekonomi dan Bisnis 21(2): 361-381.
Hasibuan. L. 2018. Di Usia Berapa Para Pengusaha Menuai Kesuksesannya?.
https://www.cnbcindonesia.com/entrepreneur/20180510215858-25-14442 /di-usia-berapa-para-
pengusaha-menuai-kesuksesannya. 25 Juli 2020 (12:46).
Hartman, E. A, C. B. Tower,dan T. C. Sebora. 1994. Information Sources andTheir Relationship
Toorganizational Innovation in Small Busiess.Journal of Small Business Managemant32(1): 36.
Hayati, C. 2006. Gender dan Perubahan Ekonomi : Peranan Perempuan Dalam Industri Batik Di Yogyakarta
1900 - 1965. http://www.geocities.ws/konferensinasionalsejarah/chusnul_hayati.pdf. 25 Juli 2020 (12:20).
Helmi, A. 2004. Analisis Pengaruh Merk, Orientasi Strategik, dan Inovasi Terhadap Keunggulan Bersaing.
Jurnal Sains Pemasaran Indonesia 3(3): 314.
Henderson, R. danl. Cockburn. 1994. Measuring Competence? Exploring Firm Effects in Pharmaceutical
Research. Strategic Management Journal3712(94): 1-36.
Herbig, P. dan]. Milewicz. 1993. The Relationship of Reputation and Credibility to Brand Success. The Journal
of Consumer Marketing10(3): 18-24.
Hidayat, R. 2009. Pengaruh Kualitas Layanan, Kualitas Produk dan Nilai Nasabah terhadap Kepuasan dan
Loyalitas Nasabah Bank Mandiri. Jurnal Manajemen dan Kewirausahaan11(1): 59-72.
Hinterhuber, A. 2013. Can Competitive Advantage Be Predicted? Towards a Predictive Definition of
Competitive Advantage in The Resource-Based View of the Firm. Management Decision51(4): 795-812.
Hisarciklilar, O. dan ]. F. Boujut. 2009. A Speech Act Theory-Based Information Model To Support Design
Communication Through Annotations. Computers in Industry 60(7): 510-519.
Hooley, G., J. Saunders., danN. Piercy. 2004. Marketing Strategy and Competitive Positioning. 3rd ed. Prentice
Hall. London.
dan . 2012. Marketing Strategy dan Competitive Positioning. Pearson Education

Limited. England.
Holt, D. B. 2004.How Brands Become Icons: The Principles of Cultural Branding. 1st ed. Harvard University
Press. Harvard MA.

Hsieh, M.H,, K. H. Tsai,dan]. R. Wang. 2008. The Moderating Effect of Market Orientation and Launch
Profisiency on The Product AdvantagePerformance Relationship. Industrial Marketing Management37(5):
580-592.

239

| Vol 9 Issue 2 DOI No.: 10.24940/theijbm/2021/v9/i2/BM2102-030 February, 2021



THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

Ixix. Huber, G.P. 1991. Organizational Learning: The Contributing Processes and the
Ixx. Literatures. Organization Science2(1): 88-115.
Ixxi. Hubeis,M. 2012. Manajemen Kreativitas dan Inovasi Dalam Bisnis. 8th ed. Penerbit PT Hecca Mitra Utama.
Jakarta.
Ixxii. Hunt, S. D. 2011. Developing Successful Theories In Marketing: Insights From Resource Advantage Theory.
Academy of Marketing Science Journal 1(2): 72-84.
Ixxiii. Hunt, S. D. dan R. M. Morgan. 1999. The Resource-Advantage Theory of Competition: Dynamics, Path
Dependencies, and Evolutionary Dimension. Journal of Marketing 60(4):107-114.
Ixxiv. dan . 2015. The Resource-Advantage Theory of Competition. In Review of Marketing
Research 1(2015): 153-206.
Ixxv. Hurley, R. F. dan G. T. M. Hult. 1998. Innovation, Market Orientation, and Organizational Learning: An
Integration and Empirical Examination. Journal of Marketing 62(3): 42-54.
Ixxvi. Thalauw, J. J. 2017. Strategi Pemasaran. 1st ed. Fakultas Ekonomika dan Bisnis Universitas Kristen Satya
Wacana. Salatiga.

Ixxvii. Jaworski, B. ]. dan A. K. Kohli. 1993. Market Orientation: Antecedents and Concequences. Journal of Marketing
57(3): 53-70.

Ixxviii. Jayani, D. H. 2020. Berapa Sumbangan UMKM Terhadap Perekonomian Indonesia?
https://databoks.katadata.co.id/datapublish/2020/05/20/berapa-sumbangan-umkm-terhadap-
perekonomian-indonesia. 16 September 2020 (10:43).

Ixxix. Johnson, J. I. 1999. Strategic Integration in Industrial Distribution Channels: Managing The Interfirm
Relationship as a Strategic Asset.Jounal of the Academy Marketing Science 27(1): 4-18.

Ixxx. Jurnal.id. 2020. Peluang Bisnis Batik Menjadi Bisnis yang Menjanjikan.
https://www.jurnal.id/id/blog/peluang-bisnis-batik-warisan-budaya-yang-mendunia/. 25 Juli 2020 (13:13).

Ixxxi. Kakati R. P. dan S. Ahmed. 2014. Rural Market Dynamics and Product Penetration. The IUP Journal of
Management 13(1): 59-77.

Ixxxii. Keats, B. W.dan M. A. Hitt. 1998.A Causal Model of Linkages Among Environmental Dimentions, Macro
Organizational Characteristic and Performance. Academy of Management Journal31(3): 570-598.

Ixxxiii. Keller, K. L. 2003. Brand Synthesis: The Multidimensionality of Brand Knowledge. Journal of Consumer
Research29(4): 595-600.

Ixxxiv. Kompas.com. 2011. Pamekasan akan Didirikan Kampung Batik. www.kompas.com. 25 Juli 2020 (11:14).

Ixxxv. Kompasiana. 2019. Pendidikan Tinggi Bukan Jaminan Kesuksesan, Benarkah?.
https://www.kompasiana.com/indramahardika/5c54769243322f32de663c32 /pendidikan-tinggi-bukan-
jaminan-kesuksesan-benarkah?page=all. 25 Juli 2020 (12:28).

Ixxxvi. Kotler, P. 2002. Marketing Management. Millenium Edition. 10th ed. Prentice-Halllnc. New Jersey.

Ixxxvii. dan G. Armstrong. 2012. Principles of Marketing. 14th ed.Prentice-Hall Inc. New Jersey.

Ixxxviii. danK. L. Keller. 2016. Marketing Management.16th ed. Pearson. New Jersey
Ixxxix. Kristanto, A. 2005. Analisis dan Desain Sistem Informasi. 1st ed. Graha [lmu. Yogyakarta.
xc. Kuratko, D.F. 2009. Entrepreneurship, Theory, Process, Practice. 1st ed. South-Western Cengage Learning.
South-Western.
xci. Kusmantini, T, Y. Utami, dan T. Wahyuningsih. 2011. Analisis Faktor-Faktor Kontekstual Proses
Pembangunan Produk dan Dampaknya pada Kualitas Produk Baru. Karisma 5(2): 116-128.
xcii. Lankinen, ], M. R6kman., danP. Tuominen. 2007. Market-sensing Capability and Market Orientation in the
Food Industry: Empirical Evidence From Finland.19th Nordic Academy of Management Conference. 9 - 11
Agustus: 1-14.
xciii. Lee, C.dan A.G. David. 2004. The Marketing Strategy-Performance Relationship in anExport-Driven
Developing Economy. International Marketing Review 21(3): 321-334.
xciv. Lestari, D. 2016. Tips Buka Usaha Batik dengan Modal Kecil. https://www.viva.co.id/arsip/835384-tips-buka-
usaha-batik-dengan-modal-kecil. 25 Juli 2020 (13:18).
xcv. Leonidou, L.C,, P. Palihawadana.,danM. Theodosiou. 2011. National Export-Promotion Programs as Drivers of
Organizational Resource and Capabilities: Effect on Strategy, Competitive Advantage and Performance.
Journal of International Marketing19(2): 1-29.
xcvi. Lindblom, A, R. Olkkonen., S. Kajalo., danL. Mitronen. 2008. Market-sensing Capability and Business
Performance of Retail Entrepreneurs. Contemporary Management Research4(3): 219-236.

xcvii. Li, T. danR. . Calantone. 1998. The Impact of Market Knowledge Competence on New Product Advantage:
Conceptualization and Empirical Examination. Journal of Marketing62(4): 13-29.

xcviii. Li, L. X. 2000. An Analysis of Sources of Competitiveness and Performance of Chinese Manufacturers.
International Journal of Operation and Production Management20(3): 299-315.

xcix. Li, Y.H. dan]. W. Huang. 2012. Ambidexterity's Mediating Impact on Product Development Proficiency and

New Product Performance.Industrial Marketing Management41(7): 1125-32.

c. Lin, ]J. danM. Wang. 2015.Complementary Assets, Appropriability, and Patent Commercialization: Market
Sensing Capability as a Moderator. Asia Pacific Management Review20(3): 141-147.

ci. Lumpkin, G. T. dan G. G. Dess. 1996. Linking Two Dimensions of Entrepreneurial Orientation to Firm
Performance: The Moderating Role of Environment and Industry Life Cycle. Journal of Business Venture16(5):
429-451.

240 I Vol 9 Issue 2 DOI No.: 10.24940/theijbm/2021/v9/i2/BM2102-030 February, 2021



THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

cii.

ciil.

civ.

CV.

CVi.

cvii.

cviil.

Cix.

CX.

CXi.

cxil.

cxiii.

cxiv.

CXV.

CXVi.

CXVii.

cXviii.

CXiX.

CXX.

CXXi.

cxxii.

cxxiii.
CXXiv.

CXXV.

CXXVi.

CXXVili.

cxxviii.

CXXiX.

CXXX.

CcXxXi.

Lukas, B. A. dan O.C. Ferrel. 2000. The Effect of Market Orientation on Product Inovation. Journal of The
Academy Marketing Science28(2): 239-247.

Lupiyoadi, R. 2014. Manajemen Pemasaran Jasa.3rd ed. Salemba Empat. Jakarta.

Lubatkin, M. H,, Z. Simsek,, Y. Ling., dan |. F. Veiga. 2006. Ambidexterity and Performance in Small-to Medium-
Sized Firms: The PivotalRole of Top Management Team Behavioral Integration. Journal of Management32(5):
646-672.

Luo, X. dan C. B. Bhattacharya. 2006. Coporate Social Reaponsibility, Customer Satisfaction, and Market Value.
Jurnal of Marketing70(4): 1-18.

Makadok, R. 2001. Toward A Synthesis of The Resource-Based And Dynamic-Capability Views of Rent
Creation. Strategic Management Journal 22(5): 387-401.

Mason, B. 1993. Towards positions of Safe Uncertainty. Human Systems: The Journal Of Systemic Consultation
And Management4(1): 189-200.

Mavodo, F. T., ]. Chimhanzi.,, dan J. Stewart. 2005. Learning Orientation and Market Orientation-Relationship
With Innovation,Human Resources Practices and Performance.Eur ] Mark39(11/12): 1235-1263.

Mc-Nally, R.C, E. Casvugil,dan R]. Calantone. 2010. Product Innovativeness Dimensions and Their
Relationships With Product Advantage, Product Financial Performance and Project Protocol.Journal Product
Innovations Management27(7): 991-1006.

Menon, A, S.G. Bharadwaj., P.T. Adidam.dan S.W. Edison.1999. Antecedents and Consequences of Marketing
Strategy Making.Journal of Marketing63(2): 18-40.

Molina-Castillo, F. ]., D. Jimenez-Jimenez., dan J. L. Munuera-Aleman. 2011. Product Competence Exploitation
and Exploration Strategies: The Impact on New Product Performance Through Quality and Innovativeness.
Industrial Marketing Management 40(7): 1172-1182.

Mone, S.D., M.D. Pop., dan N.D.R. Paina. 2013. The ‘What’ and ‘How’ of MarketingPerformance Management.
Management and Marketing Challenges for theKnowledge Society 8(1): 129-146.

Morgan, N. A, W.V. Douglas.,dan H. M. Charlotte. 2009. Market Orientation, Marketing Capabilities, and Firm
Performance. Strategic Management Journal30(8): 909-920.

Mose, ]. M. M,, J. M. Njihia.,, dan P. O. Magutu. 2013. The Critical Success Factors and Challenges In E-
Procurement Adoption Among Large Scale Manufacturing Firms In Nairobi, Kenya. European Scientific
Journal 9(13): 375-401.

Mutmainnah, A. C., H. Soesanto., dan S. Sufian. 2016. Studi tentang Pengaruh Kemampuan Merespon Pasar dan
Inovasi Produk Terhadap Penetrasi Pasar Pada Kinerja Pemasaran. Jurnal Sains Pemasaran Indonesial5(1):
1-11.

Nashiruddin, M. I. 2014. Kapabilitas Penginderaan Pasar. 1st ed. CV. Alfabeta. Bandung.

Narver, J. C. dan S. F. Slater. 1990. The Effect of a Market Orientation on Business Profitability. Journal of
Marketing 54(4): 20-35.

Ndesaulwa, A.P. 2016. The Impact of Innovation on Performance of Small and Medium Enterprises (SMEs) in
Tanzania: A Review of Empirical Evidence. Journal of Business and Management Sciences 4(1): 1-6.

Neill, S. D., McKee, dan G. M. Rose. 2007. Developing the Organization’s Sensemaking Capability: Precursor to
an Adaptive Strategic Marketing Response. Industrial Marketing Management 36(6): 31-44.

Noble, C.H,, R.K. Sinha,, dan A. Kumar. 2002. Market Orientation and Alternative Strategic Orientations: A
Longitudinal Assessment of Performance Implications.Journal of Marketing66(4): 25-39.

Nowlis, S. M. danl. Simonson. 1996. The Effect of New Product Features on Brand Choice. Journal of Marketing
Research33(1): 36-46.

Oliver, C. 1997. Sustainable Competitive Advantage: Combining Institutional and Resource-Based Views.
Strategic Management Journal18(9): 92.

Orville, C. W. 2008. Marketing Strategy A Decisions-Focused Approach. 6th ed. McGraw-Hill. Boston.

Pelham, A. M. 1997. Mediating Influences on the Relationship Between Market Orientation and Profitability in
Small Industrial Firms. Journal of Marketing Theory and Practice5(3): 55.

Powell, G. B. 2000. Elections as Instruments of Democracy: Majoritarian and Proportional Visions. 1st ed. New
Haven Yale University Press.

Pratomo, M. R. T.dan 1. Widiyanto. 2015. Analisis Pengaruh Kompetensi Wirausaha dan Kemampuan
Mengindera Pasar Terhadap Keunggulan Bersaing Untuk Meningkatkan Kinerja Pemasaran Studi Kasus Pada
Usaha Mikro, Kecil dan Menengah Kota Semarang.Fakultas Ekonomika dan Bisnis.

Quinn, J. B, J. Baruch,, dan K. A. Zien. 1996. Softwarebased Innovation. Sloan Management Review 37(4): 11-
24.

Rajapathirana, R. P. ]. dan Y. Hui. 2018. Relationship Between Innovation Capability, Innovation Type, And
Firm Performance. Journal of Innovation and Knowledge 3(1): 44-55.

Rao, R. dan D. H. Ballard. 1995. A Computational Model of Human Vision Based on Visual Routines. 1st ed.
Springer-Verlag. Berlin Heidelberg.

Rhee, J., T. Park., dan D. H. Lee. 2010. Drivers of Innovativeness and Performance for Innovative SMEs in South
Korea: Mediation of Learning Orientation. Technovation 30(1): 65-75.

Rigtering, |. P. C., S. Kraus,, F. Eggers., dan S. H. Jensen. 2014. A Comparative Analysis of The Entrepreneurial
Orientation/Growth Relationship in Service Firms and Manufacturing Firms. The Service Industries
Journal34(4): 275-294.

241

| Vol 9 Issue 2 DOI No.: 10.24940/theijbm/2021/v9/i2/BM2102-030 February, 2021



THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

cxxxil.
cxxxiii.
CcXxXXiv.
CXXXV.
CXXXVi.
CXXXVil.
CXXXViil.
CXXXiX.
cxl.

cxli.

cxlii.

cxliii.

cxliv.

cxlv.

cxlvi.

cxlvii.

cxlviii.
cxlix.

cl.

cli.

clii.

cliii.

cliv.

clv.

clvi.

clvii.

clviii.
clix.

clx.

clxi.

clxii.

clxiii.

Rizan, M. dan H. Arrasyid. 2008. Analisis Asosiasi Merek, Nilai Produk, Dan Kualitas Pelayanan, Serta
Pengaruhnya Terhadap Kepuasan Dan Loyalitas Konsumen Sepeda Motor di Bekasi. Jurnal Siasat Bisnis
12(2): 129-147.
Robbins, S. P. dan M. Coulter. 1999. Management.6th ed. Prentice Hall International. London.
Sangadji dan Sopiah. 2013. Perilaku Konsumen:Pendekatan Praktis Disertai Himpunan Jurnal Penelitian. 1st
ed. Andi. Yogyakarta.
Satyagraha, H. 1994. KeunggulanBersaing dan Aliansi Strategis:Resefinisi SWOT. 1st ed. Usahawan. Jakarta.
Sethi, R. 2000. New Product Quality and Product Development Teams. Journal of Marketing64(2): 1-14.
Shan, P., M. Song., danX. Ju.2015. Entrepreneurial Orientation and Performance: Is Innovation Speed a Missing
Link?.Journal of Business Research 69(2): 683-690.
Shri, S. T. S.dan R. K. Srivastava. 2013. The Impact of Core Product and Core Application on Product Launch
and its Success in an Industrial Market. Basic Research Journal of Education Research and Review 2(1): 16-21.
Slater, S. F. dan]J. C. Narver. 1995. Market Orientation and The Learning Organization. Journal of
Marketing59(3): 63-74.

dan . 2000. The Positive Effect of A Market Orientation on Business Profitability: A Balance
Replication. Journal of Business Research48(1): 69-73.
Sudaryanto, R. dan R. R.Wijayanti. 2013.Strategi Pemberdayaan UMKM Menghadapi Pasar Bebas Asean.Pusat
Kebijakan Ekonomi Makro Badan Kebijakan Fiskal Kementrian Keuangan. Jakarta.
Sugiyarti, G. dan E. Ardyan. 2017. Market Sensing Capability and Product Innovation Advantages in Emerging
Markets: The Case of Market Entry Quality and Marketing Performance of Batik Industry in Indonesia. DLSU
Business & Economics Review 27(1): 175-189.
Solimun, S. dan A. A. R. Fernandes. 2018. The Mediation Effect of Customer Satisfaction In Relationship
Between Service Quality, Service Orientation And Marketing Mix Strategy to Customer Loyalty. Journal of
Management Development 37(1): 76-87.
Song, X. M.dan M.E. Parry. 1997. The Determinants of Japanese NewProduct Successes. Journal of Marketing
Research34(1): 64-76.
Soroka, E. dan T. Lominadze. 2011. Branding Destination Through Iconic Product. Thesis. Lunds Univerzitet.
Sugiyarti, G. dan E. Ardyan. 2017. Market Sensing Capability and Product Innovation Advantages in Emerging
Markets: The Case of Market Entry Quality And Marketing Performance of Batik Industry in Indonesia. DLSU
Business dan Economics Review 27(1): 1-12.
Sugiyono. 2016. Metode Penelitian Kuantitatif Kualitatif dan RdanD. Cetakan Keduapuluhempat. Alphabet.
Bandung.
Sugianto, A. P. 2012. Penetrasi Pasar pada Praktik B2C untuk Ritel.Jurnal Sains Pemasaran 1(1): 1-5.
Sumarwan, U., H. Puspitawati.,, A. Hariadi, M. M. Ali, M. Gazali., S. Hartono., dan T. Farina. 2013. Riset
Pemasaran dan Konsumen. 1st ed. PT Penerbit IPB Press. Bogor
Sun, H. 2010. Product Service Relationship: Defining, Modelling and Evaluating. Int. ]. Internet Manufacturing
and Services 2(2): 128-141.
Susanto, D. 20109. Grab Express Dorong Kemajuan UMKM Jawa Timur.
https://mediaindonesia.com/read/detail/276436-grab-express-dorong-kemajuan-umkm-jawa-timur. 16
September 2020 (11:02).
Sweeney, . dan G. Soutar. 2001. Consumer Perceived Value: The Developmentof a Multiple Item Scale. Journal
of Retailing 77(2): 203-205.
Teece, D. ], G. Pisano., dan A. Shuen. 1997. Dynamic Capabilities and Strategic Management. Strategic
Management Journal 18(7): 509-533.
Tian, ], K. Wang,, Y. Chen. dan B. Johansson. 2010. From IT Deployment Capabilities To Competitive
Advantage: An Exploratory Study in China. Inf Syst Front12(3): 239-255.
Tjiptono, F. 2008. Strategi Pemasaran. 3rd ed. ANDI. Yogyakarta.
Tregear, A., S. Kuznesof., danA. Moxey. 1998. Policy Initiatives for Regional Foods: Some Insights From
Consumer Research. Food Policy23(5): 383-394.
Tseng, S. M. dan P. S. Lee. 2014. The Effect of Knowledge Management Capability and Dynamic Capability on
Organizational Performance. Journal of Enterprise Information Management 27(2): 158-179.
Ulrich, D. 1991. Organizational Capability: Creating Competitive Advantage. The Executive 5(1): 77-92.
Ulrich, K. T. dan S. D. Eppinger. 2004. Product Design and Development. 3rd ed..McGraw-Hill. California.
Valencia, A., R. Mugge,, ]. P. L. Schoormans., dan H. N. ]. Schifferstein. 2015. The Design of Smart Product-
Service Systems (PSSs): An Exploration of Design Characteristics.International Journal of Design 9(1): 13-28.
Veith, A, A. Assaf,, dan A. Josiassen. 2013. Facilitating Value Co-Creation: Gaining a Competitive Advantage
Through Differentiation. Proceedings of the International Conference on Management, Leadership and
Governance. 7 - 8 Februari: 320-328.
Wahyono. 2002. Orientasi Pasar dan Inovasi: Pengaruhnya Terhadap Kinerja Pemasaran. Jurnal Sains
Pemasaran Indonesia 1(1): 25-45.
Wainaina, N. G. dan M. Oloko. 2016. Market Penetration Strategies and Organizational Growth: A case of Soft
Drink Sector in Kenya. International Journal of Management and Commerce Innovations 3(2): 219-227.

242

| Vol 9 Issue 2 DOI No.: 10.24940/theijbm/2021/v9/i2/BM2102-030 February, 2021



THE INTERNATIONAL JOURNAL OF BUSINESS & MANAGEMENT ISSN 2321-8916 www.theijbm.com

clxiv.

clxv.

clxvi.

clxvii.

clxviii.

clxix.

clxx.

clxxi.

clxxii.

clxxiii.

clxxiv.

Wartaekonomi.co.id. =~ 2018. Pakde Karwo: UMKM Jadi Backbone Perekonomian Jatim.
https://www.wartaekonomi.co.id/read185006/pakde-karwo-umkm-jadi-backbone-perekonomian-
jatim.html. 16 September 2020 (11:00).

2019. PDRB Provinsi Jawa Timur Sumbang 14,67% Terhadap PDB Nasional
https://www.wartaekonomi.co.id/read204506/pdrb-provinsi-jawa-timur-sumbang-1467-terhadap-pdb-
nasional. 16 September 2020 (10:39).

Weick, K. E.,, K. M. Sutcliffe., danD. Obstfeld. 2005. Organizing and the Process of Sensemaking. Organization
Sciencel6(4): 409-421.

Weigelt, K. dan C. Camerer. 1988. Reputation and Corporate Strategy: A Review of Recent Theory and
Applications. Strategic Management Journal 9(5): 443-454.

Whitwell, G., B. A. Lukas., dan P. Doyle. 2003. Marketing Management a Strategic Value BasedApproach. 1st ed.
John Wiley and Sons Australia. Milton.

Wilklund, ]J. dan D. Shepherd. 2005. Enterpreneurial Orientation and Small Business Performance: A
Configurational Approach. Journal of Business 20(1): 71-91.

Wingwon, B. 2012. Effects of Entrepreneurship, Organization Capability, Strategic Decision Making and
Innovation toward the CompetitiveAdvantage of SMEs Enterprises. Journal of Management and
Sustainability2(1): 13.

Xiao-Dong, L. 2015. Technology Innovation and Global Competition-Evidence from Global 500 Strong
Construction Enterprise. Entrepreneurship dan Organization Management Decision 4(3): 1-9.

Zahra, S.A. dan S.R. Das.1993. Innovation Strategy and Financial Performance In Manufactruing Companies:
An Emprirical Study.Production and Operation Management2(1): 15-37.

Zahra, S. A. dan G. George. 2002. Absorptive Capacity: A Review, Reconceptualization, and Extension. Academy
of Management Review 27(2): 185-203.

Zhou, K. Z,, ]. R. Brown,, danC. S. Dev. 2009. Market Orientation, Competitive Advantage, and Performance : A
Demand-Based Perspective. Journal of Business Research 62(11): 1063-1070.

243

| Vol 9 Issue 2 DOI No.: 10.24940/theijbm/2021/v9/i2/BM2102-030 February, 2021



