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Abstract 
 

Thiis study aiims toi analyze the iinfluence oif market oiriientatiioin, proiduct iinnoivatiioin, 

and coimpetiitiive advantage oin marketiing perfoirmance iin culiinary miicroi, small, and 

mediium enterpriises iin Bukateja Diistriict, Purbaliingga Regency. Thiis study emploiyed a 

quantiitatiive approiach and purpoisiive sampliing, wiith 120 culiinary busiiness oiwners as 

respoindents. The criiteriia foir respoindents iin thiis study are MSMEs oiperatiing iin 

Bukateja Diistriict, Purbaliingga Regency, that have coinducted proimoitiioinal actiiviitiies 

oir proiduct iinnoivatiioins iin theiir culiinary busiinesses and have been oiperatiing foir at 

least twoi years. Data were coillected throiugh oinliine questiioinnaiires usiing Liikert-scale 

measures. The analysiis techniique used iin thiis study iis multiiple liinear regressiioin 

analysiis suppoirted by the statiistiical soiftware SPSS 27. The iinstruments iin thiis study 

have passed the valiidiity and reliiabiiliity test, as well as the classiical assumptiioin test. The 

results oif the study shoiw that market oiriientatiioin, proiduct iinnoivatiioin, and 

coimpetiitiive advantage have a poisiitiive and siigniifiicant iinfluence oin marketiing 

perfoirmance. These fiindiings hiighliight the iimpoirtance oif strengtheniing market 

oiriientatiioin, enhanciing proiduct iinnoivatiioin, and buiildiing a coimpetiitiive advantage toi 

iimproive marketiing perfoirmance. 
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INTRODUCTION 

The develoipment oif miicroi, small, and mediium enterpriises (MSMEs) iin 

Iindoinesiia, especiially iin the culiinary sectoir, plays an iimpoirtant roile iin encoiuragiing 

regiioinal ecoinoimiic groiwth. Hoiwever, iincreasiing coimpetiitiioin and changiing coinsumer 

preferences requiire MSMEs toi iimplement the riight marketiing strategy toi surviive and 

thriive. Oine iimpoirtant factoir affectiing busiiness success iis market oiriientatiioin, as market-

oiriiented MSMEs tend toi be moire respoinsiive iin understandiing custoimer needs, 

moiniitoiriing market changes, and adjustiing busiiness strategiies toi iimproive perfoirmance 

(Praja et al., 2024). Iin addiitiioin, proiduct iinnoivatiioin iis an iimpoirtant strategy foir creatiing 

added value and proiduct diifferentiiatiioin toi iincrease coimpetiitiiveness amiid iincreasiingly 

fiierce coimpetiitiioin (Kotler & Keller, 2016).  

The culiinary MSME sectoir iin Iindoinesiia iis experiienciing rapiid develoipment, but 

stiill faces siigniifiicant challenges iin maiintaiiniing marketiing perfoirmance. Based oin a repoirt 

by the Miiniistry oif Coioiperatiives and SMEs (2023), culiinary MSMEs are oine oif the largest 

cointriibutoirs toi creatiive ecoinoimy groiwth. Hoiwever, many busiiness actoirs are stiill unable 

toi respoind oiptiimally toi changes iin coinsumer preferences. These fiindiings are iin liine wiith 

recent research that shoiws that busiiness actoirs wiith a loiw market oiriientatiioin tend toi have 

diiffiiculty understandiing custoimer needs and readiing market dynamiics (Hair et al., 2019; 

Praja et al., 2024), soi that marketiing strategiies are noit effectiive. Iin addiitiioin, liimiitatiioins 

iin proiduct iinnoivatiioin remaiin a coimmoin proiblem foir many MSMEs, makiing the 

proiducts oiffered less able toi proiviide added value coimpared toi coimpetiitoirs. Research 

(Safira et al., 2024; Yaskun et al., 2023) emphasiized that iinnoivatiioin iis an iimpoirtant element 

toi maiintaiin proiduct relevance and iincrease the coimpetiitiiveness oif culiinary MSMEs. The 

latest marketiing liiterature alsoi reiinfoirces thiis, where Koitler et al. (2021) stated that 

iinnoivatiioin iis the priimary foiundatiioin foir sustaiiniing busiiness iin an iincreasiingly 

coimpetiitiive market. 

Data oin culiinary MSMEs iin Purbaliingga Regency foir 2021–2024 shoiw iinequaliity 

iin groiwth acroiss sub-diistriicts. Diistriicts such as Purbaliingga, Boijoingsarii, Kaliimanah, and 

Kejoiboing have experiienced an iincrease iin the number oif culiinary MSMEs, iindiicatiing 

groiwiing market poitentiial but alsoi iincreasiingly fiierce coimpetiitiioin. Oin the oither hand, 

sub-diistriicts such as Bukateja, Kertanegara, and Karangmoincoil experiienced a decliine iin 

culiinary MSMEs iin 2023–2024, reflectiing weaker busiiness sustaiinabiiliity and poitentiial 

weaknesses iin marketiing strategiies, iinnoivatiioin, and the coimpetiitiiveness oif culiinary 

MSME actoirs. Data oin the number oif culiinary MSMEs iin Purbaliingga Regency froim 2021 

toi 2024 iis shoiwn iin the foilloiwiing table. 
Table 1. 

Data on Culinary MSMEs in Purbalingga Regency in 2021-2024 

No Kecamatan 2021 2022 2023 2024 

1 Kemangkoin 3.701 3.797 3.832 4.605 

https://issn.perpusnas.go.id/terbit/detail/20230915462065846
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2 Bukateja 7.558 7.564 7.598 5.122 

3 Kejoiboing 4.350 4.375 4.415 3.745 

4 Pengadegan 2.405 2.413 2.446 3.031 

5 Kaliigoindang 6.640 6.681 6.732 4.271 

6 Purbaliingga 9.555 9.605 9.677 3.702 

7 Kaliimanah 7.023 7.058 7.089 3.970 

8 Padamara 4.066 4.091 4.137 3.296 

9 Kutasarii 7.402 7.408 7.439 2.830 

10 Boijoingsarii 6.799 6.819 6.844 4.077 

11 Mrebet 8.034 8.125 8.183 4.340 

12 Boiboitsarii 6.302 6.320 6.358 3.831 

13 Karangreja 4.681 4.738 4.793 2.581 

14 Karangjambu 1.754 1.846 1.882 595 

15 Karanganyar 3.683 3.713 3.745 3.741 

16 Kertanegara 3.570 3.640 3.664 2.268 

17 Karangmoincoil 3.512 3.522 3.559 4.037 

18 Rembang 6.502 6.532 6.574 5.564 

  Total 97.537 98.247 98.967 65.606 

Soiurce: Purbaliingga Regency Coioiperatiives and MSEs Oiffiice 

Data oin culiinary MSMEs iin Purbaliingga Regency iin 2021–2024 shoiws that 

Bukateja Diistriict has experiienced a siigniifiicant decrease iin the number oif culiinary MSMEs, 

especiially iin 2023–2024. Thiis decliine iindiicates iissues wiith busiiness sustaiinabiiliity and 

weak marketiing strategiies. Thiis fiindiing iis coinsiistent wiith Praja et al. (2024), whoi stated 

that the marketiing perfoirmance oif MSMEs decliines when busiiness actoirs doi noit 

understand market needs and are sloiw toi respoind toi changes iin coinsumer behaviioir. Thiis 

coindiitiioin shoiws that the market oiriientatiioin oif Bukateja MSMEs may noit be oiptiimal. 

Iin addiitiioin, stagnatiioin and decliine iin MSMEs can be caused by a lack oif proiduct 

iinnoivatiioin, as explaiined by Yaskun et al. (2023), whiich, iin turn, makes proiducts less 

develoiped and reduces busiiness actiiviitiies. Anoither symptoim iis a weak coimpetiitiive 

advantage. MSME actoirs iin Bukateja Diistriict have experiienced a decliine iin recent years, 

froim 2023 toi 2024, due toi a lack oif diifferentiiatiioin, qualiity, oir priiciing strategiies. Iikbar 

et al. (2023) poiiint oiut that coimpetiitiive advantage iis iimpoirtant foir iimproiviing marketiing 

perfoirmance, but Praja et al. (2024) emphasiize that thiis iis noit effectiive when the proiduct 

iis hiighly hoimoigeneoius. Thus, the decliine iin culiinary MSME actoirs iin the Bukateja area 

froim 2023 toi 2024 iis attriibutable toi loiw market oiriientatiioin, suboiptiimal proiduct 

iinnoivatiioin, and weak coimpetiitiive advantage, whiich toigether reduce marketiing 

perfoirmance.  

Marketiing perfoirmance reflects the extent toi whiich the oirganiizatiioin can create 

value foir custoimers and wiin the coimpetiitiioin throiugh the riight strategy (Kotler et al., 
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2021). Recent research alsoi coinfiirms that the marketiing perfoirmance oif MSMEs iis 

reflected iin sales voilume, purchase groiwth, and market coiverage expansiioin as a result oif 

effectiive marketiing actiiviitiies (Kusuma et al., 2022). Iin the cointext oif MSMEs, marketiing 

perfoirmance iis a determiinant oif busiiness sustaiinabiiliity, as iit depends oin the abiiliity toi 

understand market changes, develoip relevant marketiing strategiies, and maiintaiin 

coimpetiitiive advantages (Praja et al., 2024). Toi iimproive theiir marketiing perfoirmance, 

MSME players must noit oinly foicus oin proiduct qualiity but alsoi develoip a stroing strategy 

groiunded iin market oiriientatiioin, proiduct iinnoivatiioin, and coimpetiitiive advantage. Toi 

oivercoime the proiblems descriibed aboive, market oiriientatiioin can be used as a strategy toi 

iimproive marketiing perfoirmance.  

Market oiriientatiioin iincludes an iin-depth understandiing oif custoimer needs, 

coimpetiitoir analysiis, as well as functiioinal coioirdiinatiioin that cointriibute toi achiieviing 

superiioir results iin a coimpetiitiive busiiness enviiroinment (Rizan & Utama, 2020). Research 

(Praja et al., 2024) shoiws that market oiriientatiioin iis iimpoirtant foir MSMEs toi adjust toi 

the dynamiics oif market needs and trends. Based oin the results oif previioius research froim 

(Syahyoinoi et al., 2025; Dahmiirii et al., 2024; Hardiilawatii et al., 2023; Iingsiih et al., 2021) 

whiich states that market oiriientatiioin has a siigniifiicant poisiitiive effect oin marketiing 

perfoirmance. Hoiwever, based oin the results oif the study (Abidin et al., 2024; Safira et al., 

2024) Market oiriientatiioin doies noit affect marketiing perfoirmance. 

Proiduct Iinnoivatiioin iis proiduct develoipment, makiing proiduct desiign changes, 

whiich are custoimer-centered, that starts and ends wiith soilviing custoimer proiblems (Kotler 

& Armstrong, 2018). Iinnoivatiioin can take the foirm oif taste moidiifiicatiioin, qualiity 

iimproivement, packagiing develoipment, oir new proiducts. Safiira et al. (2024) affiirms that 

proiduct iinnoivatiioin iis an iimpoirtant determiinant iin attractiing coinsumers and expandiing 

the culiinary MSME market. Iinnoivatiioin affects marketiing perfoirmance because 

iinnoivatiive proiducts are better able toi attract and retaiin custoimers. Thiis iis reiinfoirced by 

the results oif the research (Syahyoinoi et al., 2025; Abiidiin et al., 2024; Hariinii et al., 2024; 

Safiira et al., 2024; Hardiilawatii et al., 2023; Adiistiia & Sanajii, 2022; Niina et al., 2022; Roimpiis 

et al., 2022; Iingsiih et al., 2021) Whoi states that briingiing proiduct iinnoivatiioin has a 

siigniifiicant poisiitiive effect oin marketiing perfoirmance. Hoiwever, the results oif the research 

froim (Kusuma et al., 2022; Yaskun et al., 2023) states that proiduct iinnoivatiioin doies noit 

affect marketiing perfoirmance. 

Coimpetiitiive advantage can be descriibed as a coimpany's strategy toi woirk toigether 

iin creatiing a moire effectiive coimpetiitiive advantage iin iits market (Ingsih et al., 2021). Iikbar 

et al. (2023) emphasiized that MSMEs wiith stroing diifferentiiatiioin and proiduct qualiity tend 

toi have better marketiing perfoirmance, as the coinsumer has a clear reasoin toi choioise the 

proiduct. Coimpetiitiive advantage affects marketiing perfoirmance by underpiinniing MSMEs' 

abiiliity toi maiintaiin custoimer loiyalty and expand market share. Thiis iis reiinfoirced by the 

results oif the research (Niina et al., 2022; Roimpiis et al., 2022; Iingsiih et al., 2021; Suherman, 

2021) Whoi states that briingiing a coimpetiitiive advantage has a siigniifiicant poisiitiive effect 

https://issn.perpusnas.go.id/terbit/detail/20230915462065846
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oin marketiing perfoirmance. Hoiwever, the results oif the research froim Praja et al. (2024) 

states that coimpetiitiive advantage doies noit affect marketiing perfoirmance. 

The research toi be carriied oiut iis develoipment research, buiildiing oin previioius 

research coinducted by Hardiilawatii et al. (2023), foicusiing oin the variiables market 

oiriientatiioin and proiduct iinnoivatiioin, as these variiables have a siigniifiicant poisiitiive effect 

oin marketiing perfoirmance. The diifference between thiis study and the previioius study liies 

iin iits iindependent variiables. Iin thiis study, the researcher added the coimpetiitiive advantage 

variiable froim previioius research by Iingsiih et al. (2021) Because thiis variiable has a 

siigniifiicant poisiitiive effect oin buyiing iinterest, the researcher added the coimpetiitiive 

advantage variiable toi iidentiify oither factoirs that coiuld affect marketiing perfoirmance. 
 

REVIEW OF LITERATURE 
Stimulus-Response 

The S-R (Stiimulus–Respoinse) theoiry iis a basiic theoiry iin behaviioiral psychoiloigy 

that hoilds that human behaviioir iis a diirect respoinse toi external stiimulii. Roioited iin the 

thiinkiing oif Joihn B. Watsoin (1913) as a piioineer oif behaviioiriism, thiis theoiry argues that 

behaviioir can be studiied and prediicted throiugh the cause-and-effect relatiioinshiip between 

stiimulii (stiimulii) and respoinses (iindiiviidual actiioins). Thiis theoiry was alsoi iinfluenced by 

Iivan Pavloiv's (1902) experiiments oin classiical coindiitiioiniing, whiich shoiwed that 

oirganiisms can assoiciiate certaiin stiimulii wiith certaiin respoinses. Iin the cointext oif the 

marketiing perfoirmance oif MSMEs iin Bukateja Diistriict, the stiimulus coimpriises three 

foirms oif busiiness and marketiing strategiies emploiyed by culiinary MSMEs: market 

oiriientatiioin, proiduct iinnoivatiioin, and coimpetiitiive advantage. These three stiimulii are the 

priimary factoirs that iinfluence hoiw coinsumers evaluate, assess, and respoind toi MSME 

culiinary proiducts iin Bukateja Diistriict. The respoinse iin thiis case iis Marketiing 

perfoirmance, reflected iin iincreased sales, custoimer groiwth, and market share expansiioin. 

When MSME actoirs can proiviide the riight stiimulii, such as understandiing coinsumer needs 

(market oiriientatiioin), presentiing relevant iinnoivatiioins, and oifferiing coinsumer proiduct 

diifferentiiatiioin, thiis wiill eliiciit a poisiitiive respoinse. Thiis respoinse can take the foirm oif 

iincreased buyiing iinterest, repurchases, loiyalty, and coinsumer recoimmendatiioins, whiich 

ultiimately strengthen marketiing perfoirmance. 
Market orientation 

Market oiriientatiioin iincludes an iin-depth understandiing oif custoimer needs, 

coimpetiitoir analysiis, and functiioinal coioirdiinatiioin that cointriibute toi achiieviing superiioir 

results iin a coimpetiitiive busiiness enviiroinment (Rizan & Utama, 2020). Safiira et al. (2024) 

affiirms that market oiriientatiioin encoiurages proiduct custoimiizatiioin toi custoimer 

preferences and iincreases awareness oif coimpetiitoirs, thereby strengtheniing marketiing 

effectiiveness and coinsumer buyiing iinterest. Yaskun et al. (2023) stated that MSMEs wiith a 

loiw market oiriientatiioin tend toi faiil toi adapt toi changiing preferences and coimpetiitiive 

coindiitiioins, thus iimpactiing turnoiver and marketiing perfoirmance. Thus, market 

oiriientatiioin plays an iimpoirtant roile iin determiiniing the effectiiveness oif MSMEs iin 
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readiing the needs and respoindiing toi loical market dynamiics. Based oin the results oif 

previioius research froim (Syahyoinoi et al., 2025; Dahmiirii et al., 2024; Hariinii et al., 2024; 

Hardiilawatii et al., 2023; Iingsiih et al., 2021) whiich states that market oiriientatiioin has a 

siigniifiicant poisiitiive effect oin marketiing perfoirmance. Based oin the explanatiioin aboive, 

the foilloiwiing hypoitheses can be oibtaiined: 

H1: Market oiriientatiioin has a poisiitiive and siigniifiicant effect oin marketiing perfoirmance. 
Product Innovation 

Proiduct Iinnoivatiioin iis proiduct develoipment, makiing proiduct desiign changes, 

whiich are custoimer-centered, that start and end wiith soilviing custoimer proiblems (Kotler 

& Armstrong, 2018). Yaskun et al. (2023) shoiw that MSMEs that doi noit iinnoivate tend toi 

experiience stagnant sales and reduced coimpetiitiiveness because they cannoit keep pace wiith 

changiing market needs. Oin the cointrary, the riight iinnoivatiioin helps MSMEs adapt theiir 

proiducts toi coinsumer tastes, iincreasiing satiisfactiioin and purchase iinterest. Thus, proiduct 

iinnoivatiioin enhances marketiing perfoirmance by iincreasiing proiduct appeal, creatiing 

diifferentiiatiioin, and meetiing coinsumer preferences sustaiinably. Thiis iis reiinfoirced by the 

results oif the research (Syahyoinoi et al., 2025; Abiidiin et al., 2024; Hariinii et al., 2024; Safiira 

et al., 2024; Hardiilawatii et al., 2023; Adiistiia & Sanajii, 2022; Niina et al., 2022; Roimpiis et 

al., 2022; Iingsiih et al., 2021),  whiich states that briingiing proiduct iinnoivatiioin has a 

siigniifiicant poisiitiive effect oin marketiing perfoirmance. Based oin the explanatiioin aboive, 

the foilloiwiing hypoitheses can be oibtaiined: 

H2: Proiduct Iinnoivatiioin has a poisiitiive and siigniifiicant effect oin marketiing perfoirmance. 
Competitive advantage 

Coimpetiitiive advantage can be descriibed as a coimpany's strategy toi woirk toigether 

iin creatiing a moire effectiive coimpetiitiive advantage iin iits market (Ingsih et al., 2021). Praja 

et al. (2024) shoiws that coimpetiitiive advantage enhances MSMEs' abiiliity toi stand oiut, even 

when theiir effectiiveness iis reduced iin a hoimoigeneoius market oir when diifferentiiatiioin iis 

weak. That iis, coimpetiitiive advantage, iit iis oinly effectiive iif the proiduct truly has a 

diistiinguiishiing value. Wiithoiut menu diifferentiiatiioin, coinsiistent qualiity, oir an effectiive 

priiciing strategy, MSMEs struggle toi surviive iin a coimpetiitiive culiinary market. Thus, 

coimpetiitiive advantage driives marketiing perfoirmance by determiiniing MSMEs' abiiliity toi 

attract, retaiin, and satiisfy coinsumers amiid market coimpetiitiioin. Thiis iis reiinfoirced by the 

results oif the research (Niina et al., 2022; Roimpiis et al., 2022; Iingsiih et al., 2021; Suherman, 

2021) Whoi states that briingiing a coimpetiitiive advantage has a siigniifiicant poisiitiive effect 

oin marketiing perfoirmance. Based oin the explanatiioin aboive, the foilloiwiing hypoitheses 

can be oibtaiined: 

H3: Coimpetiitiive advantage has a poisiitiive and siigniifiicant effect oin marketiing 

perfoirmance. 
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RESEARCH METHOD 

Thiis research iis quantiitatiive and uses a noin-proibabiiliity sampliing methoid. The 

sample used was 120 MSMEs iin the culiinary sectoir iin Bukateja Diistriict. Sample selectiioin 

usiing tekniik purpoisiive sampliing, ii.e., sampliing wiith coinsiideratiioin oif certaiin criiteriia 
(Sugiyono, 2017). 

The sampliing criiteriia iin thiis study are as foilloiws: 

1. Actiive culiinary MSMEs that are stiill oiperatiing iin Bukateja Diistriict, 

Purbaliingga Regency 

2. MSMEs that have carriied oiut proimoitiioinal actiiviitiies oir proiduct iinnoivatiioin 

iin the culiinary busiiness. 

3. MSMEs have been runniing foir at least 2 years. 

4. MSMEs that have coinsiistently run a culiinary busiiness siince the fiirst tiime the 

busiiness was establiished 

Iin thiis study, the research methoidoiloigy iis a Liikert scale. The data coillectiioin 

techniique used iis toi diistriibute a liist oif questiioins toi MSME oiwners iin the culiinary sectoir 

as respoindents throiugh a questiioinnaiire (Goioigle Foirm). Thiis questiioinnaiire was used toi 

oibtaiin data froim respoindents regardiing market oiriientatiioin, proiduct iinnoivatiioin, 

coimpetiitiive advantage, and marketiing perfoirmance. Thiis study used multiiple liinear 

regressiioin analysiis wiith SPSS versiioin 27. 
Research Hypothesis   

Thiis study aiims toi analyze the iinfluence oif market oiriientatiioin, proiduct 

iinnoivatiioin, and coimpetiitiive advantage oin marketiing perfoirmance. Based oin the 

liiterature reviiew and previioius research, the hypoitheses proipoised iin thiis study are as 

foilloiws: 

H1 : Market Oiriientatiioin has a siigniifiicant poisiitiive effect oin marketiing 

perfoirmance. 
H2 :  Proiduct iinnoivatiioin has a siigniifiicant poisiitiive effect oin marketiing 

perfoirmance. 

H3 : Coimpetiitiive advantage has a siigniifiicant poisiitiive effect oin marketiing 

perfoirmance. 

Research Model   

Thiis research moidel descriibes the relatiioinshiip between the iindependent variiables 

(market oiriientatiioin, proiduct iinnoivatiioin, and coimpetiitiive advantage) and the dependent 

variiable (marketiing perfoirmance). Thiis moidel can be iillustrated as foilloiws: 
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Figure 1. 
Research model 

 

The moidel iimage oif the study shoiws that the variiables Market Oiriientatiioin (X1), 

Proiduct Iinnoivatiioin (X2), and Coimpetiitiive Advantage (X3) have a diirect relatiioinshiip 

wiith Marketiing Perfoirmance (Y). The relatiioinshiip between these variiables iis shoiwn 

throiugh the H1, H2, and H3 hypoitheses, whiich state that each iindependent variiable iis 

suspected toi have a poisiitiive effect oin the marketiing perfoirmance oif MSMEs iin the 

culiinary sectoir. The results oif thiis research are expected toi proiviide a deeper understandiing 

foir MSME actoirs oin hoiw toi iimproive marketiing perfoirmance throiugh the 

iimplementatiioin oif market oiriientatiioin, the develoipment oif proiduct iinnoivatiioin, and the 

creatiioin oif sustaiinable coimpetiitiive advantages. 
 

RESULTS AND DISCUSSION 
Respondent Characteristics 

The characteriistiics oif MSME actoirs iin the foioid sectoir were analyzed based oin 

gender, age, mariital status, level oif educatiioin, length oif busiiness, mointhly iincoime, and 

number oif woirkers. Based oin the diistriibutiioin oif questiioinnaiires toi 120 foioid MSME 

actoirs iin Bukateja Diistriict, female respoindents accoiunted foir 55%. By age groiup, busiiness 

actoirs aged 41-50 accoiunted foir 35.83%, and thoise whoi were marriied accoiunted foir 

71.67%. By level oif educatiioin, respoindents whoi graduated froim hiigh schoioil accoiunted 

foir 48.33%. Iin terms oif busiiness experiience, MSME actoirs whoi have been runniing theiir 

busiinesses foir 2-3 years accoiunted foir 49.17%. Meanwhiile, respoindents wiith mointhly 

groiss iincoime iin the range oif IiDR 10-20 miilliioin accoiunted foir 45.83%, whiile thoise wiith 

1-5 woirkers accoiunted foir 55.83%. 
Table 2. 

Descriptive Analysis of Variables 
 N Min Max Mean Std.Dev 

Market Oiriientatiioin (X1 120 1.0 5.0 4.008 .7605 

Proiduct Iinnoivatiioin (X2) 120 1.0 5.0 3.835 .7822 

Coimpetiitiive Advantage (X3) 120 1.0 5.0 3.907 .7324 

Marketiing Perfoirmance (Y) 120 1.0 5.0 4.092 .6610 

N (liistwiise) 120     

Soiurce: Data proicessed (2026) 
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The results oif data analysiis usiing SPSS 27 soiftware presented iin Table 2 shoiw that: 

1. Market Oiriientatiioin 

Iit iis knoiwn that the miiniimum value iis 1, the maxiimum value iis 5, and the mean value 

iis 4,008 wiith a standard deviiatiioin oif ,7605. The average value and standard deviiatiioin 

oif market oiriientatiioin iindiicate that the data are goioid, as the average value exceeds the 

standard deviiatiioin. 

2. Proiduct Iinnoivatiioin 

Iit iis knoiwn that the miiniimum value iis 1, the maxiimum value iis 5, and the mean value 

iis 3,835 wiith a standard deviiatiioin oif ,7822. The average value and standard deviiatiioin 

oif proiduct iinnoivatiioin iindiicate that the results are goioid, as the average value exceeds 

the standard deviiatiioin. 

3. Coimpetiitiive Advantage 

Iit iis knoiwn that the miiniimum value iis 1, the maxiimum value iis 5, and the mean value 

iis 3,907, wiith a standard deviiatiioin oif ,7324. The average value and standard deviiatiioin 

oif coimpetiitiive advantage iindiicate that the data are goioid, as the average iis greater than 

the standard deviiatiioin. 

4. Marketiing Perfoirmance 

Iit iis knoiwn that the miiniimum value iis 1, the maxiimum value iis 5, and the mean value 

iis 4,092 wiith a standard deviiatiioin oif ,6610. The average value and standard deviiatiioin 

oif marketiing perfoirmance iindiicate that the results are goioid, as the average iis greater 

than the standard deviiatiioin. 
Table 3. 

Validity Test and Reliability Test Results 
 

Variable Indicator Validity Test Reliability 
Test 

(Cronbach’s 
Alpha) 

r count sig 

Marketing 
Performance 
(Y) 

1.  Market share 

groiwth 

0.760 0.000 0.859 

2. Sales groiwth 0.721 0.000  

3. Advantages 0.707 0.000  

4. Custoimer groiwth 0.733 0.000  

(Ingsih et al., 2021)    

Market 
Orientation 
(X1) 

1. Custoimer value  0.670 0.000 0.870 

2. Satiisfactiioin 0.667 0.000  

3. Share wiith 

coinsumers 

0.585 0.000  
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4. Respoindiing toi 

coimpetiitoir 

strategiies 

0.615 
 

0.000  

5. Coioirdiinatiioin toi 

foirmulate strategiies 

0.632 0.000  

(Ingsih et al., 2021)    

Product 
Innovation 
(X2) 

1. Desiign changes 0.509 0.000 0.840 

2. Iinnoivatiioin 

Engiineeriing 

0.589 
 

0.000  

3. Proiduct 

develoipment 

0.584 0.000  

(Nina et al., 2022)    

4. Aggressiive 

proimoitiioin 

planniing 

0.600 0.000 
 

 

(Ingsih et al., 2021)    

Competitive 
Advantage 
(X3) 

1. Coimpetiitiive priice 0.595 0.000 0.860 

2. Exploiratiioin oif 

oippoirtuniitiies 

0.622 
 

0.000  

3. Coimpetiitiive threat 
defense 

0.582 
 

0.000  

4. Flexiibiiliity 0.628 0.000  

5. Custoimer relatiioins 0.597 0.000  

(Nina et al., 2022)    

Soiurce: Data proicessed (2026) 

Based oin Table 3, the r coiunt value iis greater than the r iin the table (0.178), and the 

siigniifiicance value iis 0.000 oir less than 0.05 (α = 0.05); all iindiicatoirs are valiid. Croinbach's 

alpha value foir all variiables iis greater than 0.6.  Based oin the reliiabiiliity criiteriia put foirward 

by Sugiiyoinoi (2019) A research iinstrument iis coinsiidered reliiable iif Croinbach's alpha iis> 

0.60; thus, all variiables iin thiis study are reliiable. 
Classic Assumption Test 

Table 4. 
Normality Test Results 

 

One-Sample Kolmogorov-Smirnov Test 

  Unstandardiized Resiidual 

N  120 

Asymp. Siig. (2-taiiled)  ,200d 
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a. Test diistriibutiioin iis Noirmal.; b. Calculated froim data; c. Liilliiefoirs Siigniifiicance Coirrectiioin; 

d. Thiis iis a loiwer boiund oif the true siigniifiicance.   

Soiurce: Data proicessed (2026) 

Based oin the results oif the noirmaliity test iin Table 4 usiing the Oine Sample 

Koilmoigoiroiv-Smiirnoiv, the value oif asymp. Siig (2-taiiled) iis 0.200 > froim 0.05. Therefoire, 

the null (H0) hypoithesiis iis accepted, whiich means that the assumptiioin oif noirmaliity iis 
met. 

Table 5. 
Multicollinearity Test Results 

Independent Variables Collinearity Statistics  

Toilerance VIiF 

Market Oiriientatiioin (X1) 0.785 1.273 

Proiduct Iinnoivatiioin (X2) 0.860 1.163 

Coimpetiitiive Advantage (X3) 0.780 1.282 

Soiurce: Data proicessed (2026) 
 

Based oin the results oif the multiicoilliineariity test iin Table 5, iit iis knoiwn that the 

market oiriientatiioin (X1) has a value oif Variiance Iinflatiioin Factoir (VIiF) oif 1,273, proiduct 

iinnoivatiioin (X2) by 1,163, and coimpetiitiive advantage (X3) by 1,282. The entiire VIiF value 

iis <10.00. Accoirdiing toi Iimam Ghoizalii (2018). The regressiioin moidel iis coinsiidered free 

oif multiicoilliineariity symptoims iif the toilerance iis > 0.10 oir the VIiF iis < 10.00. Thus, iit 

can be coincluded that the iindependent variiables iin thiis study doi noit exhiibiit 

multiicoilliineariity and are suiitable foir use iin regressiioin moidels. 
Table 6. 

Heteroiscedastiiciity Test Results 
 

Coefficientsa 

Model                Siig. 

  

 (Coinstant) .042 

 Market Oiriientatiioin (X1) .978 

 Proiduct Iinnoivatiioin (X2) .265 

 Coimpetiitiive Advantage (X3) .272 

a. Dependent Variiable: Abs_RES 

Soiurce: Data proicessed (2026) 

Based oin the heteroiscedastiiciity test iin Table 6, the siigniifiicance value foir each 

iindependent variiable, namely Market Oiriientatiioin, Proiduct Iinnoivatiioin, and Coimpetiitiive 

Advantage, iis greater than 0.05. Accoirdiing toi Iimam Ghoizalii (2018) Heteroiscedastiiciity 
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testiing wiith the Glejser methoid iindiicates that iif the siigniifiicance value oif the iindependent 

variiable iis greater than 0.05, the regressiioin moidel doies noit exhiibiit symptoims oif 

heteroiscedastiiciity. Thus, iit can be coincluded that, iin thiis study, there iis noi 

heteroiscedastiiciity, and the regressiioin moidel meets the classiical assumptiioins. 
Table 7. 

Multiple Linear Regression Analysis Results 

Coefficientsa 

Independent Variable Unstandardiized 

Coieffiiciients 

  t Siig. 

B   

(Constant) 2,198 2,102 ,038 

Market Oiriientatiioin (X1) ,273 6,086 <,001 

Proiduct Iinnoivatiioin (X2) ,343 6,597 <,001 

Coimpetiitiive Advantage (X3) ,176 3,777 <,001 

Soiurce: Data proicessed (2026) 
 

Based oin the regressiioin oiutput, multiiple regressiioin moidels are foirmulated as foilloiws: 
Y= 2.198+0.273X1+0.343X2+176X3+e 

Y= Variiable depend 

X1 = Market Oiriientatiioin 

X2 = Proiduct Iinnoivatiioin 

X3 = Coimpetiitiive Advantage 

Model Fit Test (Goodness of fit) 
 

Table 8. 
Coefficient of Determination Test Results 

Model Summaryb 

Model R R Square Adjusted 
R-Square 

Std. Erroir oif the Estiimate 

1 ,789a ,622 ,612 1,646 

Soiurce: Data proicessed (2026) 

Based oin the results oif the Coieffiiciient oif Determiinatiioin test, the relatiioinshiip 

between the iindependent and dependent variiables iin thiis study iis stroing, as the coirrelatiioin 

coieffiiciient (R) iis 0.789. Moireoiver, the Adjusted R-Square value iis 0.612. Thiis means that 

the variiables Market Oiriientatiioin (X1), Proiduct Iinnoivatiioin (X2), and Coimpetiitiive 

Advantage (X3) explaiin 61.2% oif the variiance iin the marketiing perfoirmance variiables. 
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Meanwhiile, factoirs noit coivered iin thiis study wiill affect the remaiiniing 38.8% oif the 

marketiing perfoirmance variiable. 
Table 9. 
ANOVA 

 
 F     Sig. 

Regression 63,664 <,001b 

Residual   

Total   

Soiurce: Data proicessed (2026) 

Based oin the results oif the ANOiVA test, an F value oif 63,664 was oibtaiined. 

Meanwhiile, the siigniifiicance value (Siig.) iis < 0.001, whiich means iit iis smaller than 0.05. 

Because the siigniifiicance value < 0.05, the regressiioin moidel was declared siigniifiicant. Thus, 

H₀ iis rejected, and H₁ iis accepted, soi iit can be coincluded that the regressiioin moidel used 

iin thiis study fiits.  
Hypothesis 

Testing Partial Test (t Test) 

Based oin the results oif the regressiioin test iin Table 7, thiis can be iinterpreted as foilloiws: 

1. The effect oif market oiriientatiioin oin marketiing perfoirmance iin MSMEs iin the 

culiinary sectoir iin Bukateja Diistriict shoiws that the value oif t coiunt = (6.086) > t table 

(1.97993) wiith the table yiieldiing a siigniifiicant value oif 0.001 <0.05, then H0 iis rejected, 

and H1 iis accepted. Thiis shoiws that the market oiriientatiioin variiable has a poisiitiive 

and siigniifiicant iinfluence oin marketiing perfoirmance iin MSMEs iin the culiinary sectoir 

iin Bukateja Diistriict. 

2. The effect oif proiduct iinnoivatiioin oin marketiing perfoirmance iin MSMEs iin the 

culiinary sectoir iin Bukateja Diistriict shoiws that the value oif t coiunt = (6.597) > t table 

(1.97993) wiith the table yiieldiing a siigniifiicant value oif 0.001 <0.05, then H0 iis rejected, 

and H2 iis accepted. Thiis shoiws that the proiduct iinnoivatiioin variiable has a poisiitiive 

and siigniifiicant iinfluence oin marketiing perfoirmance iin MSMEs iin the culiinary sectoir 

iin Bukateja Diistriict. 

3. The effect oif coimpetiitiive advantage oin marketiing perfoirmance iin MSMEs iin the 

culiinary sectoir iin Bukateja Diistriict shoiws that the value oif t coiunt = (3.777) > t table 

(1.97993) wiith the table yiieldiing a siigniifiicant value oif 0.001 <0.05, then H0 iis rejected, 

and H3 iis accepted. Thiis shoiws that the coimpetiitiive advantage variiable has a poisiitiive 

and siigniifiicant iinfluence oin marketiing perfoirmance iin MSMEs iin the culiinary sectoir 

iin Bukateja Diistriict. 
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Table 10.  
Acceptance and Rejection of Hypotheses 

Hipotesis Influence Sig. 
α = 
0.05 

Verdict Conclusion 

H1 
Market Oiriientatiioin → 

Marketiing Perfoirmance 
<0,001 0,05 

H1 
accepted 

Siigniifiicant 

Iimpact 

H2 

Proiduct Iinnoivatiioin 

→ Marketiing 

Perfoirmance 

<0,001 0,05 
H2 

accepted 
Siigniifiicant 

Iimpact 

H3 
Coimpetiitiive 
Advantage → 

Marketiing Perfoirmance 

<0,001 0,05 
H3 

accepted 
Siigniifiicant 

Iimpact 

 
The Influence of Market Orientation on Marketing Performance  

The results oif thiis study shoiw that Market Oiriientatiioin has a poisiitiive and 

siigniifiicant iinfluence oin Marketiing Perfoirmance. Thiis means that the better MSME 

players understand custoimer needs and act quiickly agaiinst coimpetiitoirs, the better theiir 

marketiing perfoirmance wiill be. Froim a theoiretiical perspectiive, Stiimulus–Respoinse (S-

R), market coindiitiioins, custoimer needs, and coimpetiitoirs' strategiies are stiimulii that the 

coimpany receiives. The stiimulus iis then addressed by MSME actoirs throiugh the 

iimplementatiioin oif an approipriiate market oiriientatiioin, thereby iimproiviing marketiing 

perfoirmance. The results oif thiis study suppoirt previioius research coinducted by 

(Hardilawati et al., 2023) whiich states that Market Oiriientatiioin has a poisiitiive and 

siigniifiicant iinfluence oin Marketiing Perfoirmance. Iin liine wiith the results oif the research 

(Syahyoinoi et al., 2025; Dahmiirii et al., 2024; Hariinii et al., 2024; Iingsiih et al., 2021) alsoi 

shoiws that Market Oiriientatiioin has a poisiitiive and siigniifiicant iinfluence oin Marketiing 

Perfoirmance.  
The Influence of Product Innovation on Marketing Performance  

The results oif thiis study shoiw that proiduct iinnoivatiioin has a poisiitiive and 

siigniifiicant iinfluence oin Marketiing Perfoirmance. Thiis shoiws that iincreased proiduct 

iinnoivatiioin can iimproive Marketiing Perfoirmance by enhanciing proiduct qualiity, thereby 

buiildiing custoimer trust and driiviing proifiit groiwth. Iin addiitiioin, the diiversiity oif proiduct 

variiatiioins can iincrease coinsumer iinterest iin buyiing and reduce proiduct saturatiioin, 

thereby iincreasiing sales. Attractiive proiduct styles and desiigns alsoi cointriibute toi market 

groiwth by iinfluenciing coinsumer iinterest and purchasiing deciisiioins. Iin theoiry, Stiimulus–

Respoinse (S-R) proiduct iinnoivatiioin can be seen as a stiimulus proiviided by the coimpany 

toi coinsumers throiugh proiduct qualiity, variiety, and desiign, whiich coinsumers then 

respoind toi wiith buyiing iinterest, trust, and purchasiing deciisiioins that iimpact marketiing 

perfoirmance. The results oif thiis study suppoirt previioius research by Hardiilawatii et al. 
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(2023), whiich shoiws that proiduct iinnoivatiioin has a siigniifiicant poisiitiive effect oin 

marketiing perfoirmance. Iin liine wiith the results oif the research (Syahyoinoi et al., 2025; 

Abiidiin et al., 2024; Hariinii et al., 2024; Safiira et al., 2024; Adiistiia & Sanajii, 2022; Niina et 

al., 2022; Roimpiis et al., 2022; Iingsiih et al., 2021), proiduct iinnoivatiioin has a siigniifiicant 

poisiitiive effect oin marketiing perfoirmance. 
The Effect of Competitive Advantage on Marketing Performance 

The results oif thiis study shoiw that Coimpetiitiive Advantage has a poisiitiive and 

siigniifiicant iinfluence oin Marketiing Perfoirmance. Thiis means that iincreasiing coimpetiitiive 

advantage iin MSMEs poisiitiively iinfluences the iimproivement iin marketiing perfoirmance 

achiieved. Froim a theoiretiical perspectiive, Stiimulus–Respoinse (S-R), the coimpetiitiive 

advantage that the coimpany has iis a stiimulus giiven toi coinsumers throiugh proiduct value 

that iis superiioir toi coimpetiitoirs, then respoinded toi by coinsumers iin the foirm oif buyiing 

iinterest, loiyalty, and iincreased demand, whiich has an iimpact oin marketiing perfoirmance. 

Marketiing perfoirmance can be iimproived by oifferiing proiducts wiith superiioir value, 

especiially throiugh better desiign than coimpetiitoirs'. Therefoire, busiiness actoirs need toi 

develoip sustaiinably soi that theiir proiducts have diistiinct characteriistiics and uniiqueness. 

Thiis uniiqueness can create a diistiinct iidentiity and added value foir coinsumers, makiing 

proiducts moire attractiive and iin demand. Thiis iis iin liine wiith the S-R theoiry, whiich poisiits 

that stiimulii such as proiduct uniiqueness and added value eliiciit poisiitiive coinsumer 

respoinses, thereby iimproiviing marketiing perfoirmance. The results oif thiis study suppoirt 

the fiindiings Iingsiih et al. (2021) whiich shoiws that coimpetiitiive advantage has a siigniifiicant 

poisiitiive effect oin marketiing perfoirmance. Iin liine wiith the results oif the research (Nina 

et al., 2022; Rompis et al., 2022; Suherman, 2021) alsoi shoiws that coimpetiitiive advantage 

has a siigniifiicant poisiitiive effect oin marketiing perfoirmance. 
 
CONCLUSION 

Thiis study coincludes that market oiriientatiioin, proiduct iinnoivatiioin, and 

coimpetiitiive advantage have a poisiitiive and siigniifiicant iinfluence oin marketiing 

perfoirmance iin MSMEs iin the culiinary sectoir iin Bukateja Diistriict, Purbaliingga Regency. 

Market oiriientatiioin has been shoiwn toi iimproive marketiing perfoirmance by enabliing 

MSME actoirs toi understand custoimer value, iincrease coinsumer satiisfactiioin, respoind toi 

coimpetiitoirs' strategiies, and coioirdiinate busiiness strategiies, thereby iincreasiing sales 

groiwth, proifiits, and the number oif custoimers. Iin addiitiioin, proiduct iinnoivatiioin throiugh 

changes iin proiduct desiign, iinnoivatiioin techniiques, proiduct develoipment, and moire 

aggressiive proimoitiioin can iincrease proiduct attractiiveness and coinsumer buyiing iinterest, 

thereby iimproiviing marketiing perfoirmance. Coimpetiitiive advantage, reflected iin 

coimpetiitiive priices, busiiness flexiibiiliity, the abiiliity toi exploire market oippoirtuniitiies, 

maiintaiin coimpetiitiiveness, and buiild custoimer relatiioinshiips, has alsoi been shoiwn toi 

strengthen MSMEs' poisiitiioin iin the culiinary market.  

Theoiretiically, thiis research cointriibutes toi the develoipment oif marketiing studiies 

oin MSME actoirs, partiicularly by applyiing Stiimulus-Respoinse (S-R) theoiry toi explaiin the 
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relatiioinshiips amoing market oiriientatiioin, proiduct iinnoivatiioin, coimpetiitiive advantage, 

and marketiing perfoirmance. Practiically, the results oif thiis study have iimpliicatiioins foir 

culiinary MSME actoirs toi further iimproive market oiriientatiioin, strengthen proiduct 

iinnoivatiioin, and maiintaiin coimpetiitiive priices foir custoimers, thereby iincreasiing 

coimpetiitiiveness and sustaiiniing the busiiness. Hoiwever, thiis study has liimiitatiioins due toi 

the relatiively small sample siize, and iits scoipe foicuses oinly oin MSME actoirs iin the culiinary 

sectoir iin Bukateja Diistriict, soi the results oif the study cannoit be generaliized wiidely. 

Therefoire, further research iis recoimmended toi expand the number and characteriistiics oif 

respoindents and add oither moire relevant variiables, such as diigiital marketiing capabiiliity, 

custoimer relatiioinshiip management (CRM), custoimer satiisfactiioin, custoimer loiyalty, 

serviice qualiity, soiciial mediia marketiing, custoimer trust, perceiived value, and custoimer 

engagement, iin oirder toi oibtaiin moire coimprehensiive research results. 
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