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Abstract: Using the Resource Advantage Theory approach, this research aims to examine the 

gap between entrepreneurial opportunities and marketing performance, with market-based 

innovation capability acting as a mediating variable. The data collection method used non-

probability sampling with a purposive sampling technique. The data that was eligible to be 

processed were 250 respondents. Hypothesis testing was used using the AMOS application. 

The research results show that market-based innovation capability can improve marketing 

performance as a mediating variable. In addition, market penetration strength can also improve 

marketing performance. As a strategic variable, market-based innovation capability (MBIC) 

converts entrepreneurial opportunities into competitive advantages relevant to market needs. 

In addition, business actors become more adaptive and responsive to market dynamics, 

increasing competitiveness sustainably. MBIC, rooted in the Resource Advantage Theory of 

competition, contributes to developing market-based innovation strategies in the UMKM 

sector. 

Keywords: entrepreneurial opportunity; market-based innovation capability; market 

penetration; marketing performance 

1. Introduction 

A dynamic business environment encourages small and medium enterprises to 

orchestrate resources to respond to market changes quickly and effectively. Resource 

orchestration enables SMEs to create products and services that are innovative and 

have added value relevant to market needs (Mazaheri et al., 2022; Xie et al., 2023). 

The ability of SMEs to proactively identify and mobilize resources contributes to the 

development of products that are in line with market trends, which in turn strengthens 

competitiveness and improves marketing performance (Fatonah et al., 2022). 

Resource orchestration is a significant strategy to achieve sustainable competitive 

advantage (Linde et al., 2021; Queiroz et al., 2017). 

Consistent resources develop value-added products as competitive differentiators 

and maintain a strong position in the market (Taghvaee et al., 2023). A strategic focus 

on innovation addresses evolving consumer needs and ensures continued relevance in 

dynamic markets (Taghvaee et al., 2023). Empirical research supports the positive 

impact of opportunity exploration on marketing performance (Ge et al., 2016; Mason, 

2018; Shan et al., 2019), but other studies suggest that entrepreneurial opportunity 

exploration does not always have a positive impact on marketing performance (Gaglio 
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et al., 2001; Goksel Yalcinkaya et al., 2007). This inconsistency highlights the 

complexity of linking opportunity exploration directly to performance and emphasizes 

the importance of market-based innovation capabilities as a mediating variable 

(Mathafena et al., 2023; Shen et al., 2020). Rooted in the Competitive Resource 

Advantage Theory, this capability transforms entrepreneurial opportunities into 

tangible marketing successes by leveraging a firm’s resources to generate 

differentiated value (Peranginangin, 2015). Therefore, a deeper understanding of these 

interactions can guide strategic decisions that align with market needs and superior 

marketing performance (Banmairuroy et al., 2022; Rehman et al., 2022). 

Market-based innovation capability (MBIC), rooted in the Resource Advantage 

Theory of Competition (RATOC), is a critical mediating variable that bridges 

entrepreneurial opportunities with marketing performance. MBIC encourages 

companies to convert entrepreneurial opportunities into superior market solutions, 

proactively absorb market information, understand customer needs and develop 

relevant products. This capability encourages MSMEs to respond to opportunities and 

create new value that is more aligned with market expectations. This strengthens the 

business value proposition, creates a sustainable competitive advantage, and improves 

marketing efficiency through strategic alignment between entrepreneurial 

opportunities and market demand. MBIC plays a central role in ensuring that 

entrepreneurial efforts can be translated into superior marketing performance, making 

companies more responsive and adaptive in a competitive environment. The capability 

approach and resource-based view enrich the theoretical foundation and offer new 

perspectives on the influence of MBIC in supporting sustainable competitiveness. 

Exploring market opportunities has the potential to produce market-based 

products (Cho et al., 2020; Qu et al., 2022). The ability to continuously develop 

products with added value can be an essential differentiator in winning the competition 

and maintaining a solid position in the market (Knight et al., 2020). This study aims 

to test the variable of market-based innovation capability to address the research gap 

(Fatonah et al., 2022). Market-based innovation capability is a company’s ability to 

develop products based on market demand and needs (Dogbe et al., 2020). The 

premise of this study is that the higher the ability of SMEs to explore market 

opportunities, the greater their ability to create market-based product innovations, 

thereby driving increased business performance (Didonet et al., 2020; Fatonah et al., 

2022). 

2. Literature review and hypotheses development 

2.1. Market-based innovation capability in resource advantage theory of 

competition 

The dynamic business environment requires companies to adapt quickly and 

consistently manage the skills of their resources (Dirani et al., 2020). Resources with 

superior competencies play a crucial role in producing products that meet market 

demand and contribute to the company’s competitive advantage (Chirico et al., 2024; 

Peretz-Andersson et al., 2024). The Resource Advantage Theory of Competition 

underlines the importance of resource competencies as a driver of sustainable added 
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value (Hunt et al., 1996; Hunt et al., 2012). The premise of this theory is that corporate 

managers have a central role in configuring strategies that leverage resource 

competencies to respond to competitive dynamics and market imbalances, which in 

turn drive innovation and corporate performance (Hunt et al., 2000; Hunt et al., 2012). 

To achieve a competitive advantage, companies need to continuously optimize and 

mobilize existing resources to produce innovative products that are relevant to market 

needs and anticipate changing trends and evolving demands (Banmairuroy et al., 2022; 

Varadarajan, 2020). Superior resource competencies not only serve as a basis for 

short-term success but also as a foundation (Foss et al., 2021; Mulang, 2021). 

Developing sustainable corporate resources is essential to foster a deeper 

understanding of market changes and preferences and to create innovative solutions 

that meet market demands (Madhavan et al., 2022; Sabando-Vera et al., 2022). 

Innovative performance is a step to respond to market dynamics while mediating 

varying market-based innovation capabilities by adopting the theory of competitive 

resource advancement (Khanra et al., 2022; Saunila, 2020). Market-based innovation 

capabilities are strategic product development capabilities (Iqbal et al., 2021). 

Companies can strengthen their market position and significantly improve marketing 

performance. Innovation is a tool for creating value and maintaining a competitive 

advantage (Ghantous et al., 2020; Hiong et al., 2020). This proves that in-depth 

market-based innovation is a response to market changes and a strategic resource to 

drive corporate growth and sustainability (Bongini et al., 2021; Falahat et al., 2020). 

2.2. Entrepreneurial opportunity and market-based innovation 

capability 

Entrepreneurial opportunity positively affects Market-Based Innovation 

Capability (MBIC) (MBIC) (Salvato et al., 2020). This is based on the understanding 

that well-identified entrepreneurial opportunities allow innovation to be directed to 

market needs (Tang et al., 2023). As a growth strategy, entrepreneurial opportunity 

provides a driver to recognize and exploit untapped market trends and create relevant 

market-based innovation opportunities (Bapoo et al., 2022). Companies can develop 

innovation capabilities that are oriented towards technology or products and focus on 

creating market value through a deep understanding of consumer behaviour, market 

preferences, and competitive conditions (Wahyono et al., 2022). 

The right entrepreneurial opportunities encourage companies to be responsive to 

market changes, strengthening the ability to design and implement innovations based 

on market needs (Kusa et al., 2021). Companies that can identify and exploit 

entrepreneurial opportunities will be better able to build market-based innovation 

capabilities that increase competitiveness and strengthen their position in competitive 

markets (Saunila, 2020). Companies that can identify and exploit entrepreneurial 

opportunities will be better able to build market-based innovation capabilities that 

increase competitiveness and strengthen their position in competitive markets 

(Ferreira et al., 2020; Hanaysha et al., 2022). The hypothesis that entrepreneurial 

opportunities positively affect MBIC has a strong basis in innovation management 

theory and practice (Hanaysha et al., 2022; Lam et al., 2021). Based on this, the 

following hypothesis was proposed: 
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H1: Entrepreneurial opportunity positively affects market-based innovation 

capability. 

2.3. Market based innovation capability and marketing performance 

The competitive environment encourages companies to focus on innovation and 

consistently develop new products (Morgan et al., 2020; Querbes et al., 2018). 

Reliable resources are needed to explore consumer market-based needs (Hutahayan, 

2021; Ozkaya et al., 2015). The ability of resources to collect and process market 

information will encourage MSMEs to understand every change in market needs (Kim 

et al., 2010; Liu et al., 2018). Understanding consumer needs and preferences and 

exploring market opportunities impact the creation of new products. The market needs, 

and trends encourage business actors to develop new products that consistently suit 

market demand. Market-based product innovation will enable companies to achieve 

business performance (Hiong et al., 2020; Udriyah et al., 2019). 

Studies (Hou et al., 2019; Song et al., 2019) state that innovation is a company’s 

strength in anticipating competitors and defending the market. Innovation comes from 

a company’s ability to process information and respond to consumers (Ozkaya et al., 

2015). In line with this, research (Yu et al., 2020) states that innovation aims to build 

business strength and is part of the company’s response to market changes. Business 

actors always develop resource knowledge to develop innovation performance 

(Escrig-Tena et al., 2018; Zehir et al., 2015). Market-based innovation is the key to 

differentiating a company from its competitors and serves as a customer preference 

(Song et al., 2019). Research (Haryanto et al., 2016; Saunila et al., 2014; Tho et al., 

2011) states that innovation contributes significantly to marketing performance. Based 

on this, the following hypothesis was proposed: 

H2: Market-based innovation capability positively affects marketing 

performance. 

2.4. Market based innovation capability and market penetration 

Company performance is measured through its production of highly valued 

innovative products compared to its competitors with the support of reliable resources 

and strategies for entering the market (Bhawsar et al., 2015; Porter, 1990). The 

competitive power is derived from unique products or ones with distinct designs from 

any other products in consideration of comparative and competitive advantages 

(Blazeska et al., 2016; Gouws et al., 2011; Rytko, 2016). Resource competency 

explores market opportunities and will encourage the creation of market-based 

products (Rengkung, 2022). Market-based products influence the company’s strength 

in reaching new segments and markets (Timsit et al., 2015).  

Resources capable of developing market-based innovation performance are 

believed to boost competitors’ markets (Hughes et al., 2008). The company’s ability 

to penetrate, develop, and expand the market significantly impacts marketing 

performance (Ferdinand et al., 2015; Hiong et al., 2020). Market-based product 

innovation has a significant impact on a company’s market penetration. In responding 

to market needs, companies can create more relevant and attractive consumer products 

(Song et al., 2019). Creating product differentiation will expand market share by 
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increasing the product’s appeal to new consumer segments. Market-based product 

innovation allows companies to take advantage of opportunities, anticipate market 

trends, and meet consumer expectations (Canh et al., 2019). In this way, product 

innovation goes hand in hand with market needs, and companies can achieve higher 

penetration, strengthen their position in the market, and increase competitiveness 

(Udriyah et al., 2019). Several studies state that increasingly intensive resources spent 

developing a product-based market will positively affect increasing market coverage 

(Dogbe et al., 2020; Ferreras-Méndez et al., 2021). Based on this, the following 

hypothesis was proposed: 

H3: Market-based innovation capability positively affects market penetration. 

2.5. Market penetration and marketing performance 

Market penetration strongly correlates with marketing performance due to the 

synergistic effect between market share expansion and strategy effectiveness. 

Increasing market penetration encourages SMEs to achieve a broader scale of 

operations and allows production costs to be reduced. This opens opportunities to offer 

products or services at more competitive prices and increase market attractiveness. 

Market penetration has an impact on a company’s marketing performance. They have 

increased market share. Companies that successfully penetrate the market with their 

products or services can experience increased visibility and brand recognition, creating 

a solid foundation for further marketing strategies. 

Market penetration strength refers to the ability of business actors to enter and 

capture existing market share. This shows the company’s ability to present products 

that have an appeal that exceeds that of its competitors. Market penetration strength 

can be influenced by product differentiation. Product differentiation is a company’s 

ability to develop products that offer unique features or benefits compared to 

competitors (Krush et al., 2016). The power of market penetration on marketing 

performance can be explained through several interrelated aspects: First, by increasing 

market share, companies can achieve better economies of scale. Second, Effective 

market penetration can also help companies gain profits when the value of products or 

services increases as the number of users or customers increases. Third, Market 

penetration strength also expands their market share and achieves sustainable growth. 

An effective market penetration strategy can improve company performance by 

increasing economies of scale, exploiting network effects, strengthening relationships 

with distribution channel partners, and expanding market share by accepting new 

customers. Based on this, the following hypothesis was proposed: 

H4: Market penetration positively affects marketing performance. 

3. Research method 

3.1. Sample and data collection 

The research sample consisted of 250 business owners or managers of the Jepara 

and Klaten Regencies furniture industry. Non-probability sampling techniques were 

used because the population size was unknown. The method used was purposive 

sampling, based on specific criteria in a population (Sekaran et al., 2019). Non-
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probability sampling and purposive sampling techniques have strong justification in 

this study. First, purposive sampling allows researchers to target respondents who 

meet relevant criteria precisely, namely MSME owners or managers who have been 

operating in Central Java for at least five years. This criterion is essential because the 

operational experience of five years or more represents business stability and 

extinction, which is a necessary basis for accurately starting market-based innovation 

capabilities and marketing performance. Second, Central Java was chosen because of 

the characteristics of the MSME market, which is dynamic and relevant to the context 

of entrepreneurship. This approach ensures that the data obtained truly represents 

subjects with deep insight into strategic decisions in MSME businesses, thus 

producing more valid and applicable findings in the context. The number of 250 

samples referred to in the study (Joseph et al., 2006), shows that 100–200 samples 

exceed the maximum likelihood estimate and are more than ten times the total number 

of indicators. 

3.2. Instrument validity and reliability measurement 

Entrepreneurial Opportunity Exploration The items used to measure 

Entrepreneurial Opportunity Exploration were adopted and developed from the studies 

(Kuckertz et al., 2017; Short et al., 2010; Wang et al., 2013). Market-Based Innovation 

Capability: The items used to measure Market-Based Innovation Capability were 

adopted from Blazeska et al. (2016), Gouws et al. (2011), Rytko (2016). Market 

Penetration: The items used to measure Market Penetration were adopted from Hannu 

et al. (2013), Jacobs et al. (2011a), Jacobs et al. (2011b). Marketing Performance: The 

items used to measure Marketing Performance were adopted from Leiponen et al. 

(2010), Voss et al. (2000), Wu (2014). The conceptual model of this research is shown 

in Figure 1, consisting of four variables: 

 

Figure 1. Research framework. 

4. Analysis 

4.1. Measure reliability and validity 

Before the questionnaire was distributed to the respondents, a pilot study was 

carried out with 40 colleagues to ensure that all questions in the instrument were well 

understood. The test was carried out afterwards. The results show Corrected Item-

Total ≥ 0.05 and Cronbach’s Alpha ≥ 0.7. The questionnaire was then distributed, and 

a Reliability test was carried out to ensure the extent of consistency of the instrument 
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of a concept (Sekaran, 2003). The test results in loading factor ≥ 0.5, Cronbach’s Alpha 

≥ 0.7 (Joseph et al., 2010) and CR value ≥ 0.7. The test results in Table 1 show that 

all results are valid and reliable since they meet the requirements and are feasible for 

further tests. 

Table 1. Measurement validity and reliability. 

Indicators Items Scale Reference 
Standardized  

loadings 

Cronbach’s  

alpha 
CRI 

CV-

AVE 

Entrepreneurial Exploration Opportunity 

(Kuckertz et al., 

2017; Short et al., 

2010; Wang et 

al., 2013). 

 0.787 0.838 0.576 

EO1 We are exploring new business opportunities. 0.783 

   
EO2 Anticipating market changes into opportunities. 0.768 

EO3 
Knowledge in the exploration of opportunities and 

competence to develop products. 
0.725 

Market-Based Innovation Capability 

(Blazeska et al., 

2016; Gouws et 

al., 2011; Rytko, 

2016) 

 0.714 0.823 0.615 

MBIC1 exploring new business opportunities. 0.719 

   
MBIC2 Anticipating market changes into opportunities. 0.683 

MBIC3 
Knowledge in exploration of opportunities 

competence to develop products. 
0.751 

Market Penetration Power 
(Hannu et al., 

2013; Jacobs et 

al., 2011a; Jacobs 

et al., 2011b) 

 0.776 0.828 0.537 

MPP1 Extend our marketing area. 0.722 

   MPP2 Reach new market segment. 0.798 

MPP3 Add the number of products in the market. 0.672 

Marketing Performance 

(Leiponen et al., 

2010; Voss et al., 

2000; Wu, 2014) 

 0.803 0.840 0.585 

MP1 sales significantly increased 0.758 

 

 
  MP2 profit significantly increased 0.821 

MP3 customers significantly increased 0.711 

4.2. Statistical analysis and result 

The research data were analyzed using the statistic software Structural Equation 

Modeling (SEM) AMOS 24.0 to identify the measurement model and analyze the 

causal relationship and the regression for a good model fit (Arbuckle, 2016). Figure 

1 shows the conceptual model, which may be used as the base to test the four 

hypotheses in the research. From the modelling results, as presented in Figure 2, it is 

found that three hypotheses support this idea, and one does not. The research findings 

show that orientation exploration opportunity significantly positively affects market-

based innovation capability, market penetration power, and Market innovation affects 

marketing performance. However, market penetration power does not significantly 

affect marketing performance. 
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Figure 2. Full structural equation model. 

Table 2. Results of hypotheses testing. 

Hypothesis 
Standardized 

estimate 
Critical ratio P-Value Result 

H1: Market Based Innovation 

Capability  
← Entrepreneurial Opportunity 736 7558 *** Support 

H2: Marketing Performance  ← 
Market Based Innovation 

Capability 
517 4110 *** Support 

Market Based Innovation Capability mediates the Influence Entrepreneurial Opportunity and Marketing Performance 

Step 1: Entrepreneurial Opportunity → marketing performance 482 5890 *** Support 

Step 2: Entrepreneurial Opportunity → Market Based Innovation Capability 547 6835 *** Support 

Step 3: Market Based Innovation Capability → Marketing Performance 398 4596 *** Support 

Step 4: Entrepreneurial Opportunity → marketing performance     

H3: Market Based Innovation 

Capability 
← Market Penetration 592 6623 *** Support 

H4: Market penetration ← Marketing Performance 325 2198 0.028 Support 

Goodness of Fit Parameter Cut Off Value 
Testing 

Results 
Conclusion 

Probability ≥ 0.05 0.006 Fit 

CMIN/DF ≤ 2.00 1.565 Fit 

GFI ≥ 0.90 0.933 Fit 

AGFI ≥ 0.90 0.898 Fit 

TLI ≥ 0.95 0.957 Fit 

CFI ≥ 0.95 0.967 Fit 

RMSEA ≥ 200 0.058 Non Fit 

The recommended values are AGFI ≥ 0.90 (Joseph et al., 2010), GFI > 0.90, TLI > 

0.90 (Arbuckle, 1997), CFI > 0.95 (Hu et al., 1999), and RMSEA < 0.08 (Rigdon, 

1996). The model fit test results are Probability value (0.006), CMIN/DF value (1.565), 

GFI value (0.933), TLI value (0.957), CFI value (0.967), and RMSEA value (0.058), 

as presented in Table 2. In a complete model in Figure 2, we may conclude the test 
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results that all of the construct parameters meet the defined criteria and the model 

meets the fairly good standard goodness of fit. 

5. Research conclusions and implication 

5.1. Research conclusion 

 The data processing results show that market-based innovation capabilities 

significantly contribute to the performance of SMEs (Hiong et al., 2020). SMEs’ 

efforts to pay attention to market changes and explore opportunities in creative ways 

have become the main force that leverages SMEs’ performance (Ambroise et al., 2020; 

Tabeau et al., 2017). SMEs consistently follow market trends and innovate in products 

and services that have the potential to expand market share (Božic et al., 2015; 

Pangestu, 2014). Creativity in identifying and exploiting business opportunities (Božic 

et al., 2015; Pangestu, 2014). Creativity in identifying and exploiting business 

opportunities encourages MSMEs to be competitive even amid competition 

(Koentjoro et al., 2020; Rengkung, 2022). Performance and strengthen market position 

(Badrinarayanan et al., 2019). The ability to create market-based products acts as the 

main driver of business growth and sustainability and ensures competition in a 

dynamic market (Andersén et al., 2021; Smals et al., 2020). Market-based innovation 

capabilities drive marketing performance in a dynamic business environment. The 

research results show that a company’s ability to identify and explore market 

opportunities is central to increasing competitive advantage and business performance. 

This capability helps companies to develop resources to produce innovative 

products and improve business performance. These findings provide a vital insight 

into the importance of leveraging resources. Regarding Resource Advantage Theory, 

SMEs can orchestrate resources by observing market trends and creatively exploring 

market opportunities (Peranginangin, 2015). This capability impacts the ability of 

resources to develop market-based innovation (Pelin et al., 2012). SMEs that integrate 

market-based innovation capabilities into their business strategy can improve overall 

performance, strengthening their position in the market and achieving sustainable 

growth (Kurniawan et al., 2021). Orkestrasi Resource orchestration creates added 

value that is difficult for competitors to imitate (Andersén et al., 2021; Asiaei et al., 

2021). 

5.2. Research implications 

The market-based innovation capabilities of SMEs have implications for 

increasing competitiveness and business growth (Mazaheri et al., 2022). The better 

SMEs can observe market trends and adapt them to products and services, the more 

likely they will have a solid competitive advantage (Srivastava et al., 2001). MSEs 

who can orchestrate resources in creating market-based innovations improve business 

performance and expand market share (Tikas, 2023). as well as being a critical factor 

in the success and sustainability of MSMEs as well as developing and competing in a 

dynamic market (Linde et al., 2021; Liu et al., 2022; Xie et al., 2023; 2024). In line 

with this, resource orchestration becomes leverage in improving innovation 

performance (Benzidia et al., 2020). 
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The managerial implications of these findings provide a strategic basis for 

companies to optimize resources to improve innovation performance and business 

performance. A careful and creative exploration process allows SMEs to discover 

business potential they may have never considered. Companies must quickly respond 

to market changes by exploring every opportunity and taking risks (Ahuja et al., 2001). 

This courage is reflected in how the company develops its resources to create 

innovative products according to market demand (Lisboa et al., 2011). Exploration of 

market-based product development can improve business performance (Vorhies et al., 

2011). 

Market changes and competition encourage SMEs to explore opportunities to 

compete and maintain business performance (Morgan et al., 2009; Vorhies et al., 2011; 

Yalcinkaya et al., 2007). The Resource Advantage Theory states that the ability of 

SMEs to orchestrate resources has a significant impact on the company’s innovation 

performance. The ability of firms to leverage market-based innovation is one of the 

bases for triggering market imbalances. Market-based innovation capabilities are 

developed to respond to dynamic market needs that can improve market performance 

(Hiong et al., 2020). 

Author contributions: Conceptualization, TPS and MIT; methodology, MIT; 

software, TPS; validation, EM, L and EA; formal analysis, TPS; investigation, MIT; 

resources, EM; data curation, L; writing—original draft preparation, TPS; writing—

review and editing, EA; visualization, EM; supervision, L; project administration, 

MIT; funding acquisition, EA. All authors have read and agreed to the published 

version of the manuscript. 

Conflict of interest: The authors declare no conflict of interest. 

References 

Ahuja, G., & Morris Lampert, C. (2001). Entrepreneurship in the large corporation: A longitudinal study of how established firms 

create breakthrough inventions. Strategic Management Journal, 22(6‐7), 521-543.  

Ambroise, L., Bérard, C., & Prim-Allaz, I. (2020). Performance implications of exploration and exploitation in SMEs: the 

mediating role of interaction orientation. Journal of Business & Industrial Marketing, 35(12), 1971-1981.  

Andersén, J., & Ljungkvist, T. (2021). Resource orchestration for team‐based innovation: a case study of the interplay between 

teams, customers, and top management. R&d Management, 51(1), 147-160.  

Arbuckle, J. L. (1997). Amos user’s guide version 3.6. Chicago. SmallWaters Corporation.  

Arbuckle, J. L. (2016). IBM® SPSS® Amos™ User’s Guide 

Asiaei, K., Rezaee, Z., Bontis, N., Barani, O., & Sapiei, N. S. (2021). Knowledge assets, capabilities and performance 

measurement systems: a resource orchestration theory approach. Journal of Knowledge Management, 25(8), 1947-1976.  

Badrinarayanan, V., Ramachandran, I., & Madhavaram, S. (2019). Resource orchestration and dynamic managerial capabilities: 

focusing on sales managers as effective resource orchestrators. Journal of Personal Selling & Sales Management, 39(1), 23-

41.  

Banmairuroy, W., Kritjaroen, T., & Homsombat, W. (2022). The effect of knowledge-oriented leadership and human resource 

development on sustainable competitive advantage through organizational innovation's component factors: Evidence from 

Thailand’s new S-curve industries. Asia Pacific Management Review, 27(3), 200-209.  

Bapoo, M. A., Tehseen, S., Haider, S. A., Yusof, M., & Motaghi, H. (2022). Sustainability orientation and sustainable 

entrepreneurship intention: The mediating role of entrepreneurial opportunity recognition. Academy of Entrepreneurship 

Journal, 28(2), 1-23.  



Journal of Infrastructure, Policy and Development 2024, 8(15), 8099. 
 

11 

Benzidia, S., & Makaoui, N. (2020). Improving SMEs performance through supply chain flexibility and market agility: IT 

orchestration perspective. Paper presented at the Supply chain forum: An international journal. 

Bhawsar, P., & Chattopadhyay, U. (2015). Competitiveness: review, reflections and directions. Global Business Review, 16(4), 

665-679.  

Blazeska, D., & Ristovska, N. (2016). Product design as a significant element of differentiation for achieving market 

competitiveness. Економски Развој, 18(1-2), 41-57.  

Bongini, P., Ferrando, A., Rossi, E., & Rossolini, M. (2021). SME access to market-based finance across Eurozone countries. 

Small Business Economics, 56(4), 1667-1697.  

Božic, L., & Ozretic-Došen, Ð. (2015). Enabling innovation and creativity in market-oriented firms. Baltic Journal of 

Management.  

Canh, N. T., Liem, N. T., Thu, P. A., & Khuong, N. V. (2019). The impact of innovation on the firm performance and corporate 

social responsibility of Vietnamese manufacturing firms. Sustainability, 11(13), 3666.  

Chirico, F., Naldi, L., Hitt, M. A., Sieger, P., Sirmon, D. G., & Xu, K. (2024). Orchestrating resources with suppliers for product 

innovation. Journal of Product Innovation Management, 41(4), 735-767.  

Cho, Y. S., & Linderman, K. (2020). Resource-based product and process innovation model: Theory development and empirical 

validation. Sustainability, 12(3), 913.  

Didonet, S., & Diaz-Villavicencio, G. (2020). Innovation management in market-oriented SMEs: learning and internal 

arrangements for innovation. International Journal of Organizational Analysis, 28(5), 985-1003.  

Dirani, K. M., Abadi, M., Alizadeh, A., Barhate, B., Garza, R. C., Gunasekara, N., . . . Majzun, Z. (2020). Leadership 

competencies and the essential role of human resource development in times of crisis: a response to Covid-19 pandemic. 

Human resource development international, 23(4), 380-394.  

Dogbe, C. S. K., Tian, H.-Y., Pomegbe, W. W. K., Sarsah, S. A., & Otoo, C. O. A. (2020). Market orientation and new product 

superiority among small and medium-sized enterprises (SMEs): the moderating role of innovation capability. International 

Journal of Innovation Management, 24(05), 2050043.  

Escrig-Tena, A. B., Segarra-Ciprés, M., García-Juan, B., & Beltrán-Martín, I. (2018). The impact of hard and soft quality 

management and proactive behaviour in determining innovation performance. International Journal of Production 

Economics, 200, 1-14.  

Falahat, M., Ramayah, T., Soto-Acosta, P., & Lee, Y.-Y. (2020). SMEs internationalization: The role of product innovation, 

market intelligence, pricing and marketing communication capabilities as drivers of SMEs’ international performance. 

Technological Forecasting and Social Change, 152, 119908.  

Fatonah, S., & Haryanto, A. (2022). Exploring market orientation, product innovation and competitive advantage to enhance the 

performance of SMEs under uncertain evens. Uncertain Supply Chain Management, 10(1), 161-168.  

Ferdinand, A. T., & Fitriani, L. K. (2015). Acculturative Iconic Product Attractiveness and Marketing Performance. Journal of 

Global Strategic Management, 2(9), 15-15. doi: 10.20460/jgsm.2015915570 

Ferreira, J., Coelho, A., & Moutinho, L. (2020). Dynamic capabilities, creativity and innovation capability and their impact on 

competitive advantage and firm performance: The moderating role of entrepreneurial orientation. Technovation, 92, 102061.  

Ferreras-Méndez, J. L., Olmos-Peñuela, J., Salas-Vallina, A., & Alegre, J. (2021). Entrepreneurial orientation and new product 

development performance in SMEs: The mediating role of business model innovation. Technovation, 108, 102325. doi: 

https://doi.org/10.1016/j.technovation.2021.102325 

Foss, N. J., Klein, P. G., Lien, L. B., Zellweger, T., & Zenger, T. (2021). Ownership competence. Strategic management journal, 

42(2), 302-328.  

Gaglio, C. M., & Katz, J. A. (2001). The psychological basis of opportunity identification: Entrepreneurial alertness. Small 

Business Economics, 16(2), 95-111.  

Ge, B., Sun, Y., Chen, Y., & Gao, Y. (2016). Opportunity exploitation and resource exploitation: An integrative growth model for 

entrepreneurship. Internet Research, 26(2), 498-528.  

Ghantous, N., & Alnawas, I. (2020). The differential and synergistic effects of market orientation and entrepreneurial orientation 

on hotel ambidexterity: Elsevier. 

Gouws, T., & Rheede van Oudtshoorn, G. P. (2011). Correlation between brand longevity and the diffusion of innovations theory. 

Journal of Public Affairs, 11(4), 236-242.  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis (Vol. Edisi 7): Prentice Hall. 



Journal of Infrastructure, Policy and Development 2024, 8(15), 8099. 
 

12 

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data analysis (Vol. 6): Pearson 

Prentice Hall Upper Saddle River, NJ. 

Hanaysha, J. R., Al-Shaikh, M. E., Joghee, S., & Alzoubi, H. M. (2022). Impact of innovation capabilities on business 

sustainability in small and medium enterprises. FIIB Business Review, 11(1), 67-78.  

Hannu, S., P.K., K., & Hannu, K. (2013). Value co‐creation: theoretical approaches and practical implications. European Business 

Review, 25(1), 6-19. doi: doi:10.1108/09555341311287718 

Haryanto, J. O., Moutinho, L., & Coelho, A. (2016). Is brand loyalty really present in the children's market? A comparative study 

from Indonesia, Portugal, and Brazil. Journal of Business Research, 69(10), 4020-4032. doi: 10.1016/j.jbusres.2016.06.013 

Hiong, L. S., Ferdinand, A. T., & Listiana, E. (2020). Techno-resonance innovation capability for enhancing marketing 

performance: a perspective of RA-theory. Business: Theory And Practice, 21(1), 329-339.  

Hou, B., Hong, J., & Zhu, R. (2019). Exploration/exploitation innovation and firm performance: the mediation of entrepreneurial 

orientation and moderation of competitive intensity. Journal of Asia Business Studies.  

Hu, L. t., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new 

alternatives. Structural equation modeling: a multidisciplinary journal, 6(1), 1-55.  

Hughes, P., & Morgan, R. E. (2008). Fitting strategic resources with product-market strategy: Performance implications. Journal 

of Business Research, 61(4), 323-331. doi: 10.1016/j.jbusres.2007.06.023 

Hunt, S. D., & Lambe, C. J. (2000). Marketing’s contribution to business strategy: market orientation, relationship marketing  and 

resource‐advantage theory. International Journal of Management Reviews, 2(1), 17-43.  

Hunt, S. D., & Madhavaram, S. (2012). Managerial action and resource‐advantage theory: conceptual frameworks emanating from 

a positive theory of competition. Journal of Business & Industrial Marketing, 27(7), 582-591.  

Hunt, S. D., & Morgan, R. M. (1996). The resource-advantage theory of competition: dynamics, path dependencies, and 

evolutionary dimensions. Journal of marketing, 60(4), 107-114.  

Hutahayan, B. (2021). The relationships between market orientation, learning orientation, financial literacy, on the knowledge 

competence, innovation, and performance of small and medium textile industries in Java and Bali. Asia Pacific Management 

Review, 26(1), 39-46.  

International Journal of Productivity and Performance Management, 63(2), 17. doi: 10.1108/IJPPM-04-2013-0065 

Iqbal, M., & Suzianti, A. (2021). New product development process design for small and medium enterprises: A systematic 

literature review from the perspective of open innovation. Journal of Open Innovation: Technology, Market, and 

Complexity, 7(2), 153.  

Jacobs, M. A., & Swink, M. (2011a). Product portfolio architectural complexity and operational performance: Incorporating the 

roles of learning and fixed assets. Journal of Operations Management, 29(7), 677-691. doi: 

https://doi.org/10.1016/j.jom.2011.03.002 

Jacobs, M. A., & Swink, M. (2011b). Product portfolio architectural complexity and operational performance: Incorporating the 

roles of learning and fixed assets. Journal of Operations Management, 29(7-8), 677-691. doi: 10.1016/j.jom.2011.03.002 

Khanra, S., Kaur, P., Joseph, R. P., Malik, A., & Dhir, A. (2022). A resource‐based view of green innovation as a strategic firm 

resource: Present status and future directions. Business Strategy and the Environment, 31(4), 1395-1413.  

Kim, N., & Atuahene‐Gima, K. (2010). Using exploratory and exploitative market learning for new product development. Journal 

of Product Innovation Management, 27(4), 519-536.  

Knight, G., Moen, Ø., & Madsen, T. K. (2020). Antecedents to differentiation strategy in the exporting SME. International 

Business Review, 29(6), 101740.  

Koentjoro, S., & Gunawan, S. (2020). Managing knowledge, dynamic capabilities, innovative performance, and creating 

sustainable competitive advantage in family companies: A case study of a family company in Indonesia. Journal of Open 

Innovation: Technology, Market, and Complexity, 6(3), 90.  

Krush, M. T., Agnihotri, R., Trainor, K. J., & Rudd, J. (2016). A contingency model of marketing dashboards and their influence 

on marketing strategy implementation speed and market information management capability. European Journal of 

Marketing, 50(12).  

Kuckertz, A., Kollmann, T., Krell, P., & Stöckmann, C. (2017). Understanding, differentiating, and measuring opportunity 

recognition and opportunity exploitation. International Journal of Entrepreneurial Behavior & Research.  

Kurniawan, R., Manurung, A. H., Hamsal, M., & Kosasih, W. (2021). Orchestrating internal and external resources to achieve 

agility and performance: the centrality of market orientation. Benchmarking: An International Journal, 28(2), 517-555.  



Journal of Infrastructure, Policy and Development 2024, 8(15), 8099. 
 

13 

Kusa, R., Duda, J., & Suder, M. (2021). Explaining SME performance with fsQCA: The role of entrepreneurial orientation, 

entrepreneur motivation, and opportunity perception. Journal of Innovation & Knowledge, 6(4), 234-245.  

Lam, L., Nguyen, P., Le, N., & Tran, K. (2021). The relation among organizational culture, knowledge management, and 

innovation capability: Its implication for open innovation. Journal of Open Innovation: Technology, Market, and 

Complexity, 7(1), 66.  

Leiponen, A., & Helfat, C. E. (2010). Innovation objectives, knowledge sources, and the benefits of breadth. Strategic 

Management Journal, 31(2), 224-236.  

Linde, L., Sjödin, D., Parida, V., & Wincent, J. (2021). Dynamic capabilities for ecosystem orchestration A capability-based 

framework for smart city innovation initiatives. Technological Forecasting and Social Change, 166, 120614.  

Lisboa, A., Skarmeas, D., & Lages, C. (2011). Entrepreneurial orientation, exploitative and explorative capabilities, and 

performance outcomes in export markets: A resource-based approach. Industrial Marketing Management, 40(8), 1274-1284. 

doi: 10.1016/j.indmarman.2011.10.013 

Liu, A., Gu, J., & Liu, H. (2022). The fit between firm capability and business model for SME growth: a resource orchestration 

perspective. R&d Management, 52(4), 670-684.  

Liu, W., & Atuahene-Gima, K. (2018). Enhancing product innovation performance in a dysfunctional competitive environment: 

The roles of competitive strategies and market-based assets. Industrial Marketing Management, 73, 7-20.  

Madhavan, M., Wangtueai, S., Sharafuddin, M. A., & Chaichana, T. (2022). The precipitative effects of pandemic on open 

innovation of SMEs: a scientometrics and systematic review of Industry 4.0 and Industry 5.0. Journal of Open Innovation: 

Technology, Market, and Complexity, 8(3), 152.  

Mason, J. (2018). Entrepreneurship in knowledge-based services: Opportunity and challenges for new venture, economic, and 

workforce development. Journal of Business Venturing Insights, 10, e00092. doi: https://doi.org/10.1016/j.jbvi.2018.e00092 

Mathafena, R. B., & Msimango-Galawe, J. (2023). Entrepreneurial orientation, market orientation and opportunity exploitation in 

driving business performance: moderating effect of interfunctional coordination. Journal of Entrepreneurship in Emerging 

Economies, 15(3), 538-565.  

Mazaheri, M., Roca, J. B., Markus, A., & Walrave, B. (2022). Market-based instruments and sustainable innovation: A systematic 

literature review and critique. Journal of Cleaner Production, 373, 133947.  

Morgan, N., Vorhies, D., & ... (2009). Market orientation, marketing capabilities, and firm performance. Strategic 

Management ….  

Morgan, T., Anokhin, Sergey Alexander. (2020). The joint impact of entrepreneurial orientation and market orientation in new 

product development: Studying firm and environmental contingencies. Journal of Business Research, 113, 129-138.  

Mulang, H. (2021). The effect of competences, work motivation, learning environment on human resource performance. Golden 

Ratio of Human Resource Management, 1(2), 84-93.  

Ozkaya, H. E., Droge, C., Hult, G. T. M., Calantone, R., & Ozkaya, E. (2015). Market orientation, knowledge competence, and 

innovation. International Journal of Research in Marketing, 32(3), 309-318. doi: 10.1016/j.ijresmar.2014.10.004 

Pangestu, M. (2014). Culture, Creativity and Sustainable Development: Research, Innovation and Opportunities. 

Pelin, B., & Shelby, D. H. (2012). Alliance market orientation, new product development, and resource advantage theory. Journal 

of Business & Industrial Marketing, 27(7), 592-600. doi: 10.1108/08858621211257365 

Peranginangin, J. (2015). A conceptual mapping resource advantage theory, competitive advantage theory, and transient 

competitive advantage.  

Peretz-Andersson, E., Tabares, S., Mikalef, P., & Parida, V. (2024). Artificial intelligence implementation in manufacturing 

SMEs: A resource orchestration approach. International Journal of Information Management, 77, 102781.  

Porter, M. E. (1990). The competitive advantage of notions. Harvard business review.  

Qu, F., Xu, L., & Chen, Y. (2022). Can market-based environmental regulation promote green technology innovation? Evidence 

from China. Frontiers in Environmental Science, 9, 823536.  

Queiroz, M., Tallon, P. P., Sharma, R., & Coltman, T. (2017). The role of IT application orchestration capability in improving 

agility and performance. The Journal of Strategic Information Systems. doi: 10.1016/j.jsis.2017.10.002 

Querbes, A., & Frenken, K. (2018). Grounding the “mirroring hypothesis”: Towards a general theory of organization design in 

New Product Development. Journal of Engineering and Technology Management, 47, 81-95. doi: 

https://doi.org/10.1016/j.jengtecman.2018.01.001 



Journal of Infrastructure, Policy and Development 2024, 8(15), 8099. 
 

14 

Rehman, S. U., Bresciani, S., Ashfaq, K., & Alam, G. M. (2022). Intellectual capital, knowledge management and competitive 

advantage: a resource orchestration perspective. Journal of Knowledge Management, 26(7), 1705-1731.  

Rengkung, L. R. (2022). Exploration and Exploitation: Driving Organizational Capability and Organizational Change Toward 

Competitive Advantage. Management Theory and Studies for Rural Business and Infrastructure Development, 44(1), 39-51. 

doi: doi:10.15544/mts.2022.05 

Rigdon, E. E. (1996). CFI versus RMSEA: A comparison of two fit indexes for structural equation modeling. Structural equation 

modeling: a multidisciplinary journal, 3(4), 369-379.  

Rytko, A. (2016). Food Markets in Poland and Latvia-Thiers Capacity and Competitiveness. Acta Scientiarum Polonorum. 

Oeconomia(1), 113-121.  

Sabando-Vera, D., Yonfa-Medranda, M., Montalván-Burbano, N., Albors-Garrigos, J., & Parrales-Guerrero, K. (2022). 

Worldwide research on open innovation in SMEs. Journal of Open Innovation: Technology, Market, and Complexity, 8(1), 

20.  

Salvato, C., Sargiacomo, M., Amore, M. D., & Minichilli, A. (2020). Natural disasters as a source of entrepreneurial opportunity: 

Family business resilience after an earthquake. Strategic Entrepreneurship Journal, 14(4), 594-615.  

Saunila, M. (2020). Innovation capability in SMEs: A systematic review of the literature. Journal of Innovation & Knowledge, 

5(4), 260-265.  

Saunila, M., Pekkola, S., & Ukko, J. (2014). The relationship between innovation capability and performance The moderating 

effect of measurement 

Sekaran, U., & Bougie, R. (2019). Research methods for business: A skill building approach: john wiley & sons. 

Shan, L., & Heo, C. (2019). … Opportunity Competence in Preliminary Young Entrepreneurs: Focusing on Mediating Effects Of 

Entrepreneurial Efficacy and Entrepreneurial Orientation. Asia-Pacific Journal of Business Venturing and ….  

Shen, J., Sha, Z., & Wu, Y. J. (2020). Enterprise adaptive marketing capabilities and sustainable innovation performance: An 

opportunity–resource integration perspective. Sustainability, 12(2), 469.  

Short, J. C., Ketchen Jr, D. J., Shook, C. L., & Ireland, R. D. (2010). The concept of “opportunity” in entrepreneurship research: 

Past accomplishments and future challenges. Journal of Management, 36(1), 40-65.  

Smals, R. G., Kok, R. A., & Smits, A. A. (2020). Explaining changes in supplier involvement in complex new product 

development: A resource orchestration perspective. IEEE Transactions on Engineering Management.  

Song, W., Ma, X., & Yu, H. (2019). Entrepreneurial Orientation, Interaction Orientation, and Innovation Performance: A Model 

of Moderated Mediation. SAGE Open.  

Srivastava, R. K., Fahey, L., & Christensen, H. K. (2001). The resource-based view and marketing: The role of market-based 

assets in gaining competitive advantage. Journal of Management, 27(6), 777-802.  

Tabeau, K., Gemser, G., Hultink, E. J., & Wijnberg, N. M. (2017). Exploration and exploitation activities for design innovation. 

Journal of Marketing Management, 33(3-4), 203-225.  

Taghvaee, S., & Talebi, K. (2023). Market orientation in uncertain environments: The enabling role of effectuation orientation in 

new product development. European Management Journal, 41(2), 323-335.  

Tang, H., Yao, Q., Boadu, F., & Xie, Y. (2023). Distributed innovation, digital entrepreneurial opportunity, IT-enabled 

capabilities, and enterprises' digital innovation performance: a moderated mediating model. European Journal of Innovation 

Management, 26(4), 1106-1128.  

Tho, D. N., & Trang, T. M. N. (2011). Firm‐specific marketing capital and job satisfaction of marketers: Evidence from Vietnam. 

The Learning Organization, 18(3), 251-263. doi: 10.1108/09696471111123298 

Tikas, G. D. (2023). Resource orchestration capability for innovation: towards an empirically validated measurement framework. 

International Journal of Productivity and Performance Management.  

Timsit, J.-P., Castiaux, A., Truong, Y., Athaide, G. A., & Klink, R. R. (2015). The effect of market-pull vs. resource-push 

orientation on performance when entering new markets. Journal of Business Research, 68(9), 2005-2014. doi: 

10.1016/j.jbusres.2015.02.014 

Udriyah, U., Tham, J., & Azam, S. (2019). The effects of market orientation and innovation on competitive advantage and 

business performance of textile SMEs. Management Science Letters, 9(9), 1419-1428.  

Varadarajan, R. (2020). Customer information resources advantage, marketing strategy and business performance: A market 

resources based view. Industrial marketing management, 89, 89-97.  



Journal of Infrastructure, Policy and Development 2024, 8(15), 8099. 
 

15 

Vorhies, D. W., Orr, L. M., & Bush, V. D. (2011). Improving customer-focused marketing capabilities and firm financial 

performance via marketing exploration and exploitation. Journal of the Academy of Marketing Science, 39(5), 736-756.  

Voss, G. B., & Voss, Z. G. (2000). Strategic orientation and firm performance in an artistic environment. Journal of Marketing, 

64(1), 67-83.  

Wahyono, T., Imaningsih, E. S., Permana, D., Priyono, P., Arijanto, A., & Soelton, M. (2022). Significant And Substantial 

Opportunity In Family Entrepreneurship. Paper presented at the ICCD. 

Wang, Y. L., Ellinger, A. D., & Wu, Y. C. J. (2013). Entrepreneurial opportunity recognition: an empirical study of R&D 

personnel. Management Decision.  

Wu, J. (2014). The effects of external knowledge search and CEO tenure on product innovation: Evidence from Chinese firms. 

Industrial and Corporate Change, 23(1), 65-89.  

Xie, W., Zhang, Q., Lin, Y., Wang, Z., & Li, Z. (2023). The effect of big data capability on organizational innovation: A resource 

orchestration perspective. Journal of the Knowledge Economy, 1-25.  

Xie, W., Zhang, Q., Lin, Y., Wang, Z., & Li, Z. (2024). The effect of big data capability on organizational innovation: A resource 

orchestration perspective. Journal of the Knowledge Economy, 15(1), 3767-3791.  

Yalcinkaya, G., Calantone, R. J., & Griffith, D. A. (2007). An examination of exploration and exploitation capabilities: 

Implications for product innovation and market performance. Journal of International Marketing, 15(4), 63-93.  

Yu, L., Duan, Y., & Fan, T. (2020). Innovation performance of new products in China's high-technology industry. International 

Journal of Production Economics, 219, 204-215.  

Zehir, C., Can, E., & Karaboga, T. (2015). Linking entrepreneurial orientation to firm performance: the role of differentiation 

strategy and innovation performance. Procedia-Social and Behavioral Sciences.  


