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Abstract 

The purpose of this study was to determine the increase in marketing performance based on 

entrepreneurial market orientation with the mediating role of exploitative innovation and marketing 

capabilities carried out in brackishwater fish farming SMEs in Sumatra. The research approach used in 

this research is quantitative. This research includes basic research (pure research). The research will be 

carried out in Small and Medium Enterprises in the cultivation of brackish water shrimp in shrimp ponds 

on the island of Sumatra. The sampling technique in this study used purposive sampling. All shrimp 

farming businesses that have the criteria for this research are 151 ponds. Data collection techniques in 

this study were using a questionnaire and literature study. The research instrument used in this study 

was a questionnaire given to respondents using 5 Likert scales. The results of this study are 

Entrepreneurial market orientation is proven to be effective in exploiting innovation according to future 

market needs, Entrepreneurial market orientation is proven to be effective in exploiting marketing 

capabilities to achieve market positioning. Exploitative Innovation is proven to be effective in 

motivating entrepreneurs to improve marketing performance. Marketing Capabilities are also proven to 

be effective in motivating entrepreneurs to improve marketing performance. Entrepreneurial market 

orientation is proven to be effective in improving marketing performance. Entrepreneurial market 

orientation is proven to be effective when mediated by exploitative innovativeness to improve 

marketing performance. 

 

Keywords: Marketing Performancer, Entrepreneurial Market Orientation, Exploitative Innovation, 

Marketing Capabilities, Small and Medium Enterprises. 

 

INTRODUCTION 

Marine and Coastal Resources Indonesia is the 

largest archipelagic country in the world, 

shown from the Indonesian sea, stretching from 

Sabang to Merauke. There are 17,499 islands in 

Indonesia with a total area of 7.81 million km2 

of which part of the territory is sea of 3.25 

million km2 and the Exclusive Economic Zone 

of 2.55 million km2 (BPS Kabupaten 

Kepulauan Seribu, 2020). 

Indonesia produces various fishery 

resources. One of the targets of the current 

government is to make Indonesia as the world's 

maritime axis. The background of the 

government's target is because Indonesia has a 

large sea power. Indonesia has a strategic 

location, which is between the Pacific Ocean 

and the Indian Ocean and between the 

continents of Asia and Australia with abundant 

fishery resources in it. This strategic location 

encourages Indonesia to become one of the fish 

producers to meet the needs of fish protein in 

the world. 

Fisheries are one of the sectors that are 

relied upon for national development. Based on 

the Marine in Figures Book of the Directorate 
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General of Marine Spatial Management, in 

2019, the export value of Indonesian fishery 

products reached Rp73,681,883,000, as an 

increase of 10.1% from exports in 2018. Marine 

products such as shrimp, tuna, squid, octopus, 

crabs and seaweed are commodities that are 

sought after. 

Various countries have realized that 

Small and Medium Enterprise (SME) is 

currently a sector that has the potential to 

support economic strength through innovation 

and creativity. Other research says that the 

customer is the key to success in achieving 

business performance as measured by revenue 

and customer repeat orders (re-purchases) 

(Sofyan Assauri, 2013). Katua, (2014) 

reinforces market-oriented innovation and 

creativity must become a culture in global 

economic activities. The development of 

information and communication technology 

opens wide, easy, and inexpensive access as a 

medium to promote comparative advantage so 

that it has competitiveness in the market 

(Kajalo and Lindblom, 2015). Companies in the 

current era of hyper competition compete to 

increase competitive advantage through 

innovation to produce competitive advantages 

for products so that they are able to seize market 

position. Some companies that have a 

competitive advantage can improve their 

marketing performance (Hormiga et al., 2017). 

Especially in the current era of digitalization, 

several Small and Medium-Enterprises (SMEs) 

have utilized information technology to 

improve their marketing performance. These 

activities in the marketing literature have 

explained that customers and competitors in 

digital information sector have a significant 

influence on marketing decision making 

(Lekmat et al., 2018). 

Small Medium Enterprise especially in 

the field of brackish water fish cultivation has 

begun to develop; thus, the level of competition 

between small and medium enterprises is 

getting higher. How shrimp ponds can survive 

in high competition is to improve marketing 

performance. Shrimp farms have to start 

changing their mindset that they have to start 

focusing on marketing that can improve 

marketing performance. It means that 

entrepreneurship has a positive relationship on 

SMEs performance. Marketing-based 

entrepreneurship Entrepreneur Marketing (EM) 

is a tool used as a company's work function in 

improving its marketing performance. EM is 

one part of the conceptual framework of the 

resource advantage theory of competitiveness 

(Hunt, 1976, 2015).  

Academics and practitioners agree that 

EM has become one of the disciplines that 

develops in concepts and mechanisms and does 

not deviate from the source literature, 

entrepreneurship concept, and marketing (EM 

concept) that have been recognized as having a 

significant relationship and able to improve 

performance (Sole, 2013). In the past, the 

advantages of EM strategies have been found in 

SMEs in the midst of the economic crisis (Amin 

et al., 2016; Eggers et al., 2012). Based on the 

entrepreneurial literature, it has been explained 

that there are two concepts of marketing 

strategy, namely entrepreneurial marketing 

(EM) and entrepreneurial market orientation 

(EMO). The two concepts (EM and EMO) are 

operational functions, where implementation in 

the marketing mix, ME is a functional strategy 

that is embodied in innovation and creativity 

activities in building the company's 

comparative advantage; while EMO is used as 

a company policy strategy that determines 

marketing targets to improve performance. 

However, several previous studies have 

explained that the concept of entrepreneurship 

is built with different strategies, namely 

entrepreneurial orientation (EO) and market 

orientation (MO), both of which are company 

resources to improve performance (Covin & 

Lumpkin, 2011; Wiklund & Shepherd, 2005). 

The research explains that EO and MO 

are both strategic synergies that aim to improve 

marketing performance. It is based on the 

findings which describe that EO is the 

interaction and action of companies pursuing 

new market creation opportunities by 

continuing to explore existing marketing 

operations; while MO is the application of the 
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marketing concept with the philosophy of 

always wanting to satisfy current customers 

when looking at the latent needs of customers 

in the future and serving as the company's goals 

in the future. The two concepts are formulated 

by becoming a new concept called EMO 

defined as the interaction and action of the 

company in seeing opportunities to create new 

markets when adding value for customers to 

meet their needs. 

 Based on several previous studies, 

researchers agree that EMO is defined as the 

company's ability to create memorable value 

for customers to improve marketing 

performance (Kajalo & Lindblom, 2015; Yu et 

al., 2016). In simple terms, it can be explained 

that the level of success of marketing 

performance depends on the cooperation 

support of all company resources in the 

implementation of the EMO strategy as long as 

EM also shows positive results. 

However, in research found different in 

results, EM has no effect on improving 

marketing performance for small-scale 

companies (MSMEs), because small-scale 

companies are not brave to innovate and take 

risks, especially in situations of market 

turbulence and global economic recession. 

Therefore, in this research, new steps are 

needed to improve marketing strategies that are 

more resilient to changes in the global 

economic environment. Several studies have 

also not been able to confirm the effect of EM 

on the performance of Halal Food companies 

(Hendijani Fard & Seyyed Amiri, 2018).  

Research involving the most 

interesting aspects of EMO development is to 

produce a competitive advantage for the 

company (Boso et al., 2012); (Morgan et al., 

2015); (Pehrsson, 2016)). This still needs to be 

re-synthesized in line with the progress of 

science that continues to develop (Martens et 

al., 2016). Wales (2016) explains that 

innovations made in the Indonesian creative 

industry sector have a significant effect on their 

business performance. EMO is an innovation-

based strategic decision-making practice 

process that leads to the creation of new market 

share by creating new products/systems that are 

strengthened by proactiveness, innovativeness, 

and risk-taking. In addition, competitive 

advantage is an action taken by the company so 

that the resulting product looks different and 

cannot be duplicated by its competitors. 

Meanwhile, Pehrsson (2016) believes that the 

measurement of the company's performance 

can objectively compare with the results of 

achieving the performance of its competitors. 

Research gaps submitted by Mahrous 

et al. (2020) and Eggers et al. (2012) define that 

the EM strategy has no effect on marketing 

performance because Small Medium 

Enterprises do not dare to innovate as the 

limited resources. In addition, Kollmann & 

Stockmann (2014) fill potential gaps in the 

relationship between Entrepreneurial 

Orientation (EO) by applying the concepts of 

exploratory innovation and exploitative 

innovation. March (1991) conducted 

pioneering research on exploratory and 

exploitative innovation as variables that 

dominate the analysis of technological 

innovation, organizational adaptation, and 

progress (Gupta et al., 2006). March (1991) also 

defines that exploratory innovation as search, 

variety, risk taking, experimentation, play, 

flexibility, discovery and innovation. 

Meanwhile, exploitative innovation is 

described as improvement, choice, production, 

efficiency, selection, implementation, and 

execution. Exploratory innovation and 

exploitative innovation comes from a resource 

perspective. Exploitative innovation refers to 

improving an existing resource, whereas 

exploratory innovation involves the creation of 

a whole new set of resources. 

Based on the results of previous 

studies, the appropriate mediating variable for 

SMEs is exploitative innovation because it is 

related to existing resources. SMEs have 

limited resources, in contrast to large 

companies that can use exploratory innovation 

because of their ability to buy and create new 

resources. 

De Villiers (2017) demonstrates the 

importance of developing marketing 
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capabilities to achieve superior marketing 

performance. Marketing Capabilities (MP) 

have been proven in various studies to have a 

positive effect on improving marketing 

performance (Lekmat et al., 2018). MC is seen 

as one of the company's capabilities in 

controlling market share for a number of similar 

product areas to bring positive changes to 

marketing performance. This answers are more 

complete to understand why some SMEs grow 

and others do not (Anderson et al. (2015) and 

Mehrabi et al. (2019). 

In the research gap findings above and 

previous research studies, in an effort to 

improve marketing performance (MP) 

consistently and sustainably (sustainability 

performance), researchers include 

Entrepreneurial Innovation (EI) and Marketing 

Capabilities (MC) as mediating the effect of the 

EMO strategy on MP, so that the results of this 

study are expected to be valuable input and 

inspiration for interested parties.  

 

LITERATURE REVIEW 

 

Entrepreneurial Theory 

Currently, marketing theory cannot be 

separated from the concept of entrepreneurship. 

For more than 30 years, researchers have 

focused on entrepreneurship and along with the 

development of the entrepreneurship literature. 

This concept cannot be separated from the 

marketing concept into the concept of 

entrepreneurial marketing (EM) (Hills et al., 

2008); (Kraus et al., 2010). Then, many 

researchers continue to develop this EM 

concept by complementing innovations in the 

field of innovation marketing. The concept of 

EM has long been used in various ways, but is 

often confusing. It has piqued the curiosity of 

researchers because each term has been 

interpreted differently. All is caused by the 

various relationships that researchers build 

differently from time to time. They combine 

marketing concepts with entrepreneurship such 

as new ventures marketing, innovative 

marketing, imed at growth and innovation, 

In the marketing concept, it is 

interpreted as an effective organizational 

culture to create behavior that provides superior 

value for buyers and companies. Marketing has 

three indicators which are (1) competitor 

orientation is the ability and willingness to 

identify, analyze, and respond to competitors' 

actions and identify their competitive 

advantages in quality or specific functions, (2) 

customer orientation is further defined as an 

understanding of the target customer with the 

aim of creating superior value for customers on 

an ongoing basis, and (3) interfunctional 

coordination is the coordinated use of company 

resources to create superior value for target 

customers. 

 

Entrepreneurial Market Orientation 

(EMO) 

Miller (1983) has explained in entrepreneurial 

theory that entrepreneurship cannot be 

separated from the concept of product 

innovation, the risk of business collaboration, 

and being proactive. Meanwhile, marketing 

according to the American Marketing 

Association in Keefe (2004), is defined as an 

organizational function that manages and builds 

communication to deliver value to customers to 

maintain good relations for the benefit of the 

organization and stakeholders. 

Entrepreneurial Market Orientation 

(EMO) is formed from the intersection of the 

dimensions of Entrepreneurial Orientation 

(EO) which has three indicators, such as 

innovation, being proactive, and daring to take 

risks (Kollmann & Stockmann, 2014). Previous 

research has more researched the effect of EO 

on Marketing Performance. 

 

Exploitative Innovation (EI) 

The classification of innovation is divided into 

2 (two) categories, namely: first, innovations 

carried out with a technology, product, and 

service approach; second, innovation with an 

approach based on customer/market segments. 

This research is developed into Exploitative 

innovation (EI), an innovation concept carried 

out radically by designing something that suits 



4619  Journal of Positive School Psychology  

 

the needs of new customers or the market. They 

develop knowledge and skills to improve the 

design of existing products and services and 

increase distribution cost efficiency. The 

increasing intensity of market competition 

makes all companies spend all their best 

resources in the form of innovation to survive 

and improve their performance (Gibson & 

Birkinshaw, 2004); (Rothaermel & Deeds, 

2004). 

March (1991) defines exploitative 

innovation as improvement, choice, production, 

efficiency, selection, implementation, and 

execution. Exploitative innovations are 

incremental innovations and are designed to 

meet the needs of an existing customer or 

market. They expand existing knowledge and 

skills, improve existing designs, expand 

existing products and services, and increase the 

efficiency of existing distribution channels. 

Exploitative innovation is innovation that 

builds on existing knowledge and strengthens 

existing skills, processes and structures. 

 

Table 1. Dimensions, Indicators, and Items of Exploitative Innovation Variables 

Dimension Indicator Source 

Optimization of existing 

resources 

Able to optimize existing resources Justine et.al 

(2006) 

Improved efficiency of 

resource provision 

Able to optimize existing resources so 

that there is no need to provide new 

resources 

Justine et.al 

(2006) 

 

Ability to adapt to existing 

resources 

Able to optimize existing resources to 

support new company programs 

Justine et.al 

(2006) 

 

Marketing Capabilities (MC) 

According to Daniels (2002), marketing 

capabilities are an integrative progress designed 

to be implemented in an effort to gather 

company knowledge, skills, and resources 

related to the market and business needs to 

enable companies to get added value for goods 

and services to meet market demands. Day 

(1990) also identifies the development of 

marketing capabilities as one of the main 

avenues for achieving competitive advantage. 

Good development of marketing skills 

is important to carry out basic marketing 

activities such as gathering information about 

market needs and selecting target market 

segmentation, development of new services to 

meet the needs of the targeted segment, the 

price of services/products, and the benefits of 

communication services offered to the target 

market. This activity can be achieved through 

advertising/promotion or personal selling 

(Vorhies et al., 2011). 

 

Marketing Performance 

According to Gupta et al. 2006), marketing 

performance is part of quality performance that 

is useful as a positive step in spurring the 

performance of the business itself. Marketing 

performance measurement can be done at three 

levels, namely at the process level, output level, 

and outcome level. Kargar & Parnell (1970) 

suggest that organizations in effective planning 

will result in higher performance. Other than 

that, Stephen et al. (2019) argue that there is 

actually a relationship between marketing 

strategy and marketing performance. This 

relationship can help organizational leaders to 

understand and predict how the choice of 

marketing strategy will affect marketing 

performance in the context of organizational 

development. Organizational performance is 

the result of the planning management process 

as outlined in the company's strategy. 

According to Limaj & Bernroider 

(2019), the factors that underlie marketing 

performance are satisfaction with profit, 

relative profit, reapeat business, and customer 

retention. Marketing performance is a concept 
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to measure the company's achievement in the 

market for a product; every company has an 

interest in knowing its achievements as a 

reflection of the success of its business in 

market competition. 

 

METHOD 

The research approach used in this research is 

quantitative; if viewed from its nature, it 

includes causality research because it has the 

aim of testing the relationship between one 

variable and another. The relationship tested in 

this study is the relationship between 

entrepreneurial orientation and business 

performance, entrepreneurial orientation and 

market orientation, and entrepreneurial 

orientation and absorption capacity. This 

research, when viewed from its use, includes 

basic research (pure research), namely research 

that aims to increase scientific knowledge or to 

find new research fields. It means that the 

results of the research cannot be directly 

applied in the short term but are beneficial for 

the long term (Sciascia et al., 2014). 

The research is carried out in Small and 

Medium Enterprises in the cultivation of 

brackish water shrimp in shrimp ponds on the 

island of Sumatra. Shrimp farmers on the island 

of Sumatra have enormous potential to improve 

their marketing performance. The sampling 

technique in this study used purposive 

sampling. Purposive sampling technique is a 

sampling technique by determining certain 

criteria (quantitative, qualitative, and R&D 

research methods, 2016). All shrimp farming 

businesses that have the criteria for this 

research are 151 ponds. Data collection 

techniques in this study are using a 

questionnaire and literature study. The research 

instrument test is conducted to determine 

whether the research instrument is able to 

measure quickly, accurately, and consistently. 

The research instrument used in this study is a 

questionnaire given to respondents using 5 

Likert scales through five alternative answers. 

 

RESULT AND DISCUSSION 

 

Pilot Study 

Pilot study is conducted to test the measuring 

instrument used in this study. Before the 

questionnaires are distributed to the entire 

sample of 151 respondents, a pilot study first 

conducted on 30 respondents. This test is 

conducted to determine whether all the 

instruments used at the time of data collection 

had met the criteria, namely valid and reliable. 

The results of the validity and reliability tests of 

research instruments are presented in Table 2 

below. 

 

Table 2. Variable Validity Test Results 

VARIABLE EO MO EI MC MP 

EO_1.1 0.602     

EO_1.2 0.377     

EO_1.3 0.601     

EO_2.1 0.414     

EO_2.2 0.504     

EO_3.1 0.615     

EO_3.2 0.831     

EO_4.1 0.250     

MO_1.1  0.730    

MO_1.2  0.529    

MO_1.3  0.363    

MO_2.1  0.435    

MO_2.2  0.480    

MO_2.3  0.539    



4621  Journal of Positive School Psychology  

 

MO_3.1  0.516    

MO_3.2  0.480    

MO_3.3  0.414    

MO_3.4  0.422    

MC_1.1   0.380   

MC_1.2   0.500   

MC_1.3   0.354   

MC_1.4   0.009   

MC_1.5   0.694   

MC_2.1   0.686   

MC_2.2   0.516   

MC_2.3   0.691   

MC_3.1   0.300   

MC_3.2   0.626   

MC_3.3   0.704   

EI_1.1    0.798  

EI_2.1    0.851  

MP_1.1     0.826 

MP_2.1     0.834 

MP_3.1     0.690 

Source: processed by SPSS 24.2021  

 

Information: 

EO = Entrepreneurial Orientation 

MO = Market Orientation  

MC = Marketing Capabilities 

EI = Exploitative Innovation 

MP = Marketing Performance 

 

Decision Making Basis: 

r-count > r-table = valid 

r-count < r-table = invalid 

r-table = N = 30 = 0.361 

Based on the results of the validity test 

above, it shows that the statement of EO_4.1 

(0.250); MC_1.4 (0.009); MC_3.1 (0.300) are 

below r-table (0.361), which is declared invalid 

and not used in the instrument test of all 

respondents. 

 

Table 3. Reliability Coefficient Index Criteria 

No. Interval Criteria 

1. <0.200 Very low 

2. 0.200-0.399 Low 

3. 0.400-0.599 Enough 

4. 0.600-0.799 Tall 

5. 0.800-1.00 Very high 

Source: Reliability Coefficient (Ghozali, 2017) 

 

Table 4. Reliability Test Results 

Variable 
Construct Reliability 

(Cronbach Alpha) 
Information 

Entrepreneurial Orientation (EO) 0.638 Tall 

Market Orientation (MO) 0.638 Tall 
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Exploitative Innovation (EI) 0.635 Tall 

Marketing Capabilities (MC) 0.574 Enough 

Marketing Performance (MP) 0.675 Tall 

Source: SPSS 24 data processing, 2021  

 

Decision Making Basis: 

Objective: To know the consistency of the 

questionnaire 

Alpha > 0.5 = Consistent/Reliable 

Alpha < 0.5 = Inconsistent/Unreliable 

 

Based on the results of the reliability test 

EO_3.2 (0.476); MP_2.1 (0.411) is below 0.5; 

then, the statement is declared unreliable. 

 

Table 5. Reliability Test Results 

VARIABLE EO MO EI MC MP 

EO_1.1 0.581     

EO_1.2 0.639     

EO_1.3 0.582     

EO_2.1 0.629     

EO_2.2 0.608     

EO_3.1 0.596     

EO_3.2 0.476     

EO_4.1 0.689     

MO_1.1  0.543    

MO_1.2  0599    

MO_1.3  0.657    

MO_2.1  0.620    

MO_2.2  0.637    

MO_2.3  0.608    

MO_3.1  0.603    

MO_3.2  0.609    

MO_3.3  0.624    

MO_3.4  0.620    

MC_1.1   0.630   

MC_1.2   0.601   

MC_1.3   0.631   

MC_1.4   0.768   

MC_1.5   0.566   

MC_2.1   0.565   

MC_2.2   0.598   

MC_2.3   0.552   

MC_3.1   0.634   

MC_3.2   0.572   

MC_3.3   0.547   

EI_1.1    0.574.  

EI_2.1    0.574.  

MP_1.1     0.600 
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MP_2.1     0.411 

MP_3.1     0.711 

Source: SPSS 24 data processing, 2021  

 

Information: 

EO = Entrepreneurial Orientation 

MO = Market Orientation  

MC = Marketing Capabilities 

EI = Exploitative Innovation 

MP = Marketing Performance 

 

Description of Entrepreneurial 

Orientation Variables 

The results of the analysis of the description of 

the EO variable are in Table 6 show the 

following results. 

 

Table 6. Description of Entrepreneurial Orientation Variables 

Indicator 
Frequency 

Percentage Average 
1 2 3 4 5 

1. 1. Innovativeness 0 0 0 65 86 91.4% 4.57 

2. Risk Taking 0 0 15 44 92 90.2% 4.51 

3. Proactiveness 0 0 15 72 64 86.6% 4.33 

Average 89.4% 4.47 

Source: Primary Data, 2021 

 

The results of respondents' perceptions 

obtained an average value of 4.47 or 89.4%, 

meaning that most of the respondents gave a 

good response value to the EO variable. 

Although there are some respondents who do 

not agree with the three indicators, most of 

them agree that EO must be owned by the 

industry/company as a marketing competitive 

power for the products produced. 

Based on respondents' perceptions of 

the “innovativeness” indicator of the EO 

variable, the dominant value reached 4.57 or 

91.4%. It shows that respondents' perceptions 

of this indicator are important. The courage to 

innovate for an entrepreneur in capturing and 

becoming the first market entry in providing 

market needs with the right marketing strategy 

and the products offered are special for 

consumers. It can maintain the existence of 

market positioning and remain at the forefront. 

It is followed by risk taking as a logical 

consequence of the innovation activities carried 

out by the company, reaching an average value 

of 4.51 or 90.2% reflecting the perception of 

respondents which is also considered important 

to increase market competitiveness. 

Furthermore, indicators of 

Proactiveness or proactive attitude, in exploring 

the potential needed by the market through 

consumers and information intelligence on 

customer needs, occupy an average value of 

4.33 or 86.6%. Respondents' perception is that 

products that are difficult to imitate symbolize 

high quality/premium products and it can only 

be achieved through innovation. 

 

Description of Market Orientation 

Variables 

In the MO variable, the results of respondents' 

perceptions recorded at the Likert scale level in 

garment marketing so far are arranged in Table 

7 as follows. 

Table 7. Description of Market Orientation Variables 

Indicator 
Frequency 

Percentage Average 
1 2 3 4 5 

1. Customer Orientation 0 0 3 58 90 91.4% 4.57 

2. Competitor Orientation 0 0 0 69 82 90.7% 4.54 
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3. Interfunctional Coordination 0 0 14 78 59 85.8% 4.29 

Average 89.4% 4.47 

Source: Primary Data, Year 2021 

 

Based on the indicators of the MO 

variable, the mean value is 4.47 or 89.4%, 

meaning that most respondents view the 

importance of MO indicators that the company 

must have. In addition, it can be concluded that 

the perception of the majority of respondents at 

a good level of MO. These results illustrate the 

importance of MO that management must have 

in maintaining product marketing strategies. 

Respondents' perception of the 

customer orientation indicator has a dominant 

value of 4.57 or 91.4%, meaning that 

respondents consider this indicator to be an 

important and major part of management's 

commitment to always look at the customer 

side. This can encourage market expansion for 

the company for business growth. 

Furthermore, competitor orientation of 

4.54 or 90.7% indicates that according to 

respondents' perceptions, this indicator is 

considered important information for 

companies in implementing marketing 

strategies to maintain/improve market 

positioning. 

Then the Interfunctional coordination indicator 

is 4.29 or 85.8%, which means that this 

indicator is seen by respondents as business 

fundamentals in maintaining its marketing 

strategy, namely support from solid team work 

between functions in management from HRD, 

planning, production, R&D, logistics. and 

finance. 

 

Variable Description Exploitative 

Innovation 

In the EI variable, the results of respondents' 

perceptions are arranged in Table 8 as follows. 

 

Table 8. Variable Description of Exploitative Innovation 

Indicator 
Frequency 

Percentage Average 
1 2 3 4 5 

1. Improving the Efficiency of Provision of 

Resources 
0 0 0 85 66 89.2% 4.46 

2. Optimization of Existing Resources 0 0 0 84 67 89% 4.45 

3. Adaptability to Resources 0 0 12 71 68 87.4% 4.37 

Average 88.4% 4.42 

Source: Primary Data, 2021 

 

The description results of the EI variable 

described in Table 4.8 show the mean value of 

4.42 or 88.4%. It means that the perception of 

the EI variable in the mediator's position is 

considered important and is expected to 

positively increase the related variables. It 

means that the existence of EI is a driving factor 

that is prepared by the company to improve MP 

for better. 

Respondents' perceptions of indicators 

of increasing efficiency in the provision of 

resources have a dominant mean value of 4.46 

or 89.2%, meaning that respondents consider 

this indicator to be excessively needed at this 

time by management to be able to survive 

during the Covid-19 pandemic and not reduce 

employees in the midst of weakening people's 

purchasing power. 

The other scheme is a supporting 

method to optimize existing resources and 

adaptability of company resources, which is 

expected to get maximum innovation output. 

According to respondents' perceptions, this 

strategy is an effort to increase competitiveness 

in the face of increasingly fierce market 

competition. 
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Description of Variable Marketing 

Capabilities 

The description of the MC variable in Table 9 

can be explained as follows. 

 

Table 9. Description of Variable Marketing Capabilities 

Indicator 
Frequency 

percentage Average 
1 2 3 4 5 

1. Product Pricing 0 0 0 70 81 90.6% 4.53 

2. Product Development 0 0 0 67 84 91.1% 4.56 

3. Promotion 0 0 0 69 82 90.8% 4.54 

Average 90.8% 4.54 

Source: Primary Data, Year 2021 

 

Based on the results of the respondent's 

perception test, the mean value is 4.54 or 

90.8%, indicating that the MC variable as a 

mediator is considered important in giving a 

positive influence on the related variables. It 

means that MC as an intellectual asset is a 

company resource that must be continuously 

developed to improve MP. The product 

development indicator has a dominant 

perception average of 4.56 or 91.1%, meaning 

that respondents perceive that the indicator is a 

dominant factor and has a large contribution in 

forming MC. It is followed by promotion 

indicators of 4.54 or 90.8% and product pricing 

of 4.53 or 90.6% which are seen as very helpful 

for the success of sales transactions. 

 

Description of Marketing Performance 

Variables 

The description of the MP variable described in 

Table 10 is as follows: 

 

Table 10. Description of Marketing Performance Variables 

Indicator 
Frequency 

Percentage Average 
1 2 3 4 5 

1. Count Of Customers 0 0 12 74 65 86.6% 4.33 

2. Market Share 0 0 15 73 63 86.4% 4.32 

3. Sales Volume 0 0 12 73 66 87.4% 4.37 

Average 86.8% 4.34 

Source: Primary Data, Year 2021 

 

The results of the description of the MP 

variable described in Table 5.6 show the 

average value of respondents' perceptions of 

4.34 or 86.8%. This means that the company's 

MP variable is an internal management factor 

that must be considered, because MP is an 

assessment that determines the company's 

existence. 

Based on indicators sales volume, this 

indicator has a dominant perception value of 

4.37 or 87.4%, meaning that respondents 

perceive that this indicator has a major 

contribution in increasing the company's MP 

because of ability sales volume is the 

company's competitive strength.  

Next is the indicator of customer of 4.33 

or 86.6%. It is seen by respondents as the 

lifeblood of the company's survival in facing 

market competition. Due to the occurrence of 

repeat orders, one of the important factors is the 

achievement of customer satisfaction. If the 

level of sales cannot be increased, the 

company's survival will be difficult to maintain. 

Then the market share indicatorby 4.32 or 
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86.4%is an indicator that shows the benefits of 

product value that have been felt by customers. 

 

Test Results Correlation Analysis of 

Relationships between Variables 

 

First Order 

The first order conceptual model in this 

reflective test is to prove that the roles of EO 

and MO are dimensions of the latent variable 

EMO which is shown in Figure 1 below: 

 

 
Figure 1. First Order Model 

 

The results of this first order test to see the 

relationship between EO and MO variables in 

forming the latent variable EMO are described 

in Table 11 following: 

 

Table 11. Test results Reflective Analysis of EO and MO Variables 

 

Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

EMO -> EO 0.935 0.934 0.016 59,113 0.000 

EMO -> 

MO 
0.958 0.957 0.012 82,971 0.000 

Source: Processed SmartPLS 

 

Based on the results of the second order 

reflective test above, it can be explained that the 

EO and MO variables have a significant effect 

in forming the EMO latent variable. 

 

Second Order Construct 

The second order test in path analysis aims to 

prove the hypothesis of the related variables in 

the study can be seen in the model construct 

which shown in Figure 2. 
 

Figure 2. Test Result Model Correlation 

Analysis with Mediation Variables 

 

Based on the test results above, it can be 

explained that the direct relationship between 

variables and the role of mediating variables 

can be seen in Table 12 below: 
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Table 12. Test results Direct Effect Analysis between Variables 

 
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

EI -> MP 0.256 0.248 0.103 2,501 0.013 

EMO -> EI 0.667 0.661 0.066 10,079 0.000 

EMO -> EO 0.932 0.930 0.019 49,243 0.000 

EMO -> MC 0.699 0.696 0.066 10,552 0.000 

EMO -> MO 0.960 0.959 0.011 86,173 0.000 

EMO -> MP 0.238 0.245 0.090 2,658 0.008 

MC -> MP 0.328 0.325 0.112 2,913 0.004 

  

 

Based on the results of the correlation test, the 

direct relationship between variables can be 

explained that EMO has a significant direct 

relationship to EI, MC and MP. Likewise, EI 

and MC as mediating variables have a 

significant effect on MP. 

Furthermore, the test results of the 

indirect relationship path analysis and the role 

of the mediating variable can be seen in Table 

13 below. 

 

Table 13. Indirect Effect Test Results 

 
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

EMO -> EI -> MP 0.171 0.164 0.070 2,431 0.015 

EMO -> MC -> MP 0.229 0.225 0.079 2,908 0.004 

 

In the test results of the indirect relationship of 

the effect of EMO through the mediating 

variables EI and MC on MP, it can be explained 

that the mediating variables EI and MC have a 

significant effect on mediating EMO on MP. 

 

Analysis Result of Relationship between 

Variables 

Entrepreneurial Orientation (EO) is a 

dimension of Entrepreneurial Market 

Orientation (EMO) 

Based on the results of empirical 

research from the hypothesis that EO is a 

dimension of EMO, it can be accepted by being 

statistically proven in the research above. EO is 

an important element in a business competition 

activity. An entrepreneur is said to be market-

oriented, when the resulting product can be 

accepted and become a special value for his 

consumers and can provide high multi-effect 

orders, resulting in long/sustainable business 

continuity. Entrepreneurs with their creativity 

develop special product variants and offer 

competitive prices to their customers. Based on 

this method, entrepreneurs are considered to 

have used effective marketing strategies in 

understanding changes in the structure of the 

target market, so that they can outperform in the 

competition. The strength of the 

competitiveness of domestic products in 

foreign markets is an integrated component in 

the overall assessment value of a country's 

competitiveness. These results can prove that 

EMO is an entrepreneur strategy formed from 

EO to answer market needs (Vorhies et al., 

2011). This finding indicates that the courage to 

take risks to innovate for an entrepreneur is 

considered an early success and becomes the 



Ratih Amelia                                                                                                                                                      4628 

 

main force in making products that have a high 

level of difficulty and are difficult to imitate by 

competitors. 

 

Market Orientation (MO) is a dimension 

of Entrepreneurial Market Orientation 

(EMO). 

The results of empirical data research 

from the hypothesis that MO is a dimension of 

EMO can be accepted by being statistically 

proven in the research above. The result of this 

study indicates that EMO in a shrimp farming 

business must have a marketing concept (MO). 

Meanwhile, the company continues to develop 

in terms of product development, service, and 

selling price as a comparison (Parnell et al., 

2012). Thus, the products marketed are oriented 

to the customer (competitor oriented). 

Meanwhile, management continues to improve 

internal coordination relationships 

(interfuctional coordination) to strengthen team 

work in facing market competition. This 

condition is in accordance with the results of 

research on MSMEs in Bangladesh. 

 

Entrepreneurial Market Orientation 

(EMO) has an effect on Exploitative 

Innovation (EI) 

The test results prove that EMO has an 

effect on EI. That is, a number of company 

marketing strategies are very influential on the 

progress of innovation. However, the 

exploitation of innovation has consequences for 

capital, access to marketing, distribution, 

quality standards, and high competition in 

developing local and international market 

shares (Morgan et al., 2015), 

 

Entrepreneurial Market Orientation 

(EMO) has an effect on Marketing 

Capabilities (MC) 

Based on the test results, it proves that 

EMO has an effect on MC. Therefore, a 

company's marketing concept is very relevant 

to the ability to build market share. This is in 

line with previous research in an effort to grow 

the economy in Sub-Saharan Africa, for two 

decades by carrying out Export Promotion 

Programs (EPPs) which have an impact on 

domestic economic stability. Thailand also 

conducts market information gathering, sales 

promotion campaigns around the world, and 

currency exchange rates determination. 

 

Exploitative Innovation (EI) has an 

effect on Marketing Performance (MP) 

The test results further state that the 

mediating variable EI has an effect on MP. 

Therefore, EI is an innovation concept that 

requires movers and actors to execute the 

innovation concept, so that it independently has 

a large influence on MP. 

 

Marketing Capabilities (MC) has an 

effect on Marketing Performance (MP) 

The following test results state that the 

mediating variable MC has an effect on MP. 

That is, MC is also a marketing concept that 

requires movers and actors to execute the 

concept, so that it independently has a large 

influence on MP. 

 

Entrepreneurial Market Orientation 

(EMO) has an effect on Marketing 

Performance (MP) 

Based on the test results, it proves that 

EMO has an effect on MP. Therefore, the 

company's marketing strategy is very 

influential on the company's marketing 

performance. This is in line with previous 

research by Sole (2013) and Hussien (2019). 

 

Exploitative Innovation (EI) has a 

significant effect in mediating 

Entrepreneurial Market Orientation 

(EMO) on Marketing Performance 

(MP). 

In the results of the next test, there is an 

indirect relationship between EMO through the 

mediating variable EI on MP which states that 

EMO has an effect mediated by EI on MP. It 

means that EI is a very necessary concept and 

must be included in the company's innovation 

strategy series so that EI is an integral part of 

EMO in the company's strategy to improve 

marketing performance. 
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Marketing Capabilities (MC) has 

significant effect in mediating 

Entrepreneurial Market Orientation 

(EMO) on Marketing Performance (MP) 

The results of the indirect relationship 

of the effect of EMO through the mediating 

variable MC on MP states that EMO has an 

effect mediated by MC on MP. It can be 

understood because MC is the company's 

ability in a series of marketing concept 

activities; thus, MC is an inseparable variable 

with EMO in the implementation of marketing 

strategies. 

 

CONCLUSION 

The results of data analysis and discussion 

related to EO, MO, EI, MC, and MP in shrimp 

aquaculture in Lampung can be concluded as 

follows: 1) The entrepreneurial orientation 

strategy is one of the dimensions that make up 

the entrepreneurial market orientation and is 

applied by entrepreneurs in accordance with 

established theories. This is proven by the 

improvement in integrated marketing 

performance. This concept emphasizes 

entrepreneurs to answer what the market needs 

(what is the market needs) supported by the 

courage to take risks, a responsive attitude to 

customer responses, and continue to innovate 

through research on future market needs in 

order to be able to present special products for 

customers, but keep at competitive prices; 2) 

Market orientation also is one of the dimensions 

that make up entrepreneurial market 

orientation, a concept that focuses activities on 

market orientation to build positioning in the 

competition (how to make market position). In 

this study, the EMO concept is proven to be 

able to improve marketing performance by 

implementing a marketing program strategy to 

answer customer needs. In line with that, the 

company continues to observe the resources 

and activities carried out by competitors as a 

motivation for healthy rivalry. Internally, the 

company also continues to improve the solidity 

between functions in management so that it can 

be well coordinated to become internal resource 

strength capable of facing global competition; 

3) Entrepreneurial market orientation is proven 

effective in exploiting innovation according to 

future market needs; 4) Entrepreneurial market 

orientation is proven effective in exploiting 

marketing capabilities to achieve market 

positioning; 5) Exploitative Innovation is 

proven to be effective in motivating 

entrepreneurs to improve marketing 

performance; 6) Marketing Capabilities is also 

proven effective in motivating entrepreneurs to 

improve marketing performance; 7) 

Entrepreneurial market orientation is proven 

effective in improving marketing performance; 

8) Entrepreneurial market orientation is proven 

effective when mediated with exploitative 

innovativeness to improve marketing 

performance; and 9) Entrepreneurial market 

orientation is proven effective when mediated 

with marketing capability to improve marketing 

performance. 
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