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Findings — The determinants of sustainability predicted through the formulation of nine hy-
potheses are mostly proven empirically. Entrepreneurial marketing, transformation capability,
and financial capability are demonstrated to have a positive effect on all dimensions of sus-
tainability including economic, environmental, and social performance.
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practices better.
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1. Introduction

The global economic crisis due to the COVID-19 pandemic has threatened business continui-
ty, but there is an interesting fact in Indonesia that businesses in the culinary industry are still
able to survive and are even easier to find in various places. The culinary business sector in
2022 experienced a growth of 3.68% (Binekasri, 2023) and even according to data from the
Ministry of Tourism and Creative Economy in 2023, it became the backbone of the creative
economy sector with a contribution of 41% (Kumara, 2023). Central Java Province contributes
the largest number of small businesses, including those engaged in the culinary business
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sector, and has several cities that are widely known as culinary and gastronomic tourism
destinations, including Semarang, Solo, and Salatiga with a total of 10,113 business actors.

The trend of people’s practical lifestyles, fast, and like to gather is likely to have a signif-
icant role in the growth of the culinary business sector. In addition, a culinary business does
not necessarily require large capital and skills that are difficult to learn, so it is not surprising
that increasingly more people are involved and changing professions to become culinary
entrepreneurs, especially since the COVID-19 pandemic (Purnomo et al., 2021). In line with
consumer awareness of environmentally friendly products and services (Duarte et al., 2024,
Lopez-Torres, 2023) and are even willing to pay more (Gomes et al., 2023; Wei et al,, 2018),
the issue of sustainability needs to be given attention by culinary business actors. Therefore,
this study aims to investigate the determinants of sustainability among culinary businesses,
most of which are managed by local entrepreneurs on a small business scale.

Although previous research has identified sustainability determinants stemming from ex-
ternal environmental factors, including regulations, consumer demand, and competitive con-
ditions (Amankwah-Amoah et al,, 2021; Moursellas et al., 2023), there have been no studies
on factors originating from the company's internal environment. Therefore, to fill the research
gap, this study will focus on investigating internal factors related to the capabilities of culi-
nary business actors to manage management functions including entrepreneurial marketing,
transformation capability, and financial capability. Entrepreneurial marketing is the ability
of business actors to be creative in marketing activities that have the potential to have an
impact on sustainability, so far it has only been limited to literature review (Al-Shaikh &
Hanaysha, 2023). Meanwhile, transformation capability, which is one of the dimensions of
dynamic achievement (Teece, 2007) related to the ability of business actors to realize renewal
to respond to dynamic environmental changes, has not received attention from previous re-
searchers. Likewise, financial capability is a combination of financial literacy, financial access,
and financial behavior (Sun et al., 2022). These three capabilities are predicted to have a
pronounced role in influencing sustainable practices in the culinary business.

Based on the above explanation, the purpose of this study is to investigate the effects of
entrepreneurial marketing, transformation capability, and financial capability on each dimen-
sion of sustainability including economic, environmental, and social performance in culinary
businesses in Central Java Province. This study is expected not only to contribute to filling
the research gap regarding the relationship between the capabilities of business actors and
sustainability practices but also to offer policy advice for culinary business development.

2. Literature review

Sustainability can be seen as applying the concept of sustainable development to the busi-
ness level. Sustainable development is the idea of development directed at meeting current
needs without compromising the ability of future generations to meet their needs (WCED,
1987). This concept emerged because of the awareness of the depletion of natural resourc-
es and the need to preserve them, so a more balanced economic and social development
model is needed (Tenuta & Cambrea, 2022). Sustainability emphasizes that a business should
balance economic, environmental, and social goals (Meiduté-Kavaliauskiené et al., 2024; Kok
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et al., 2019; Velenturf & Purnell, 2021), be long-term oriented, and realize that capital aspects
are not limited to financial assets but also natural, human, and social aspects (Dyllick & Hock-
erts, 2002). Previous studies have found that sustainability can be a source of competitive
advantage (Jiao et al., 2023; Lichtenthaler, 2022; Xu, 2023). Therefore, sustainability practices
for the business world should not be seen as merely a response to stakeholder demands but
can also be used as a strategy to attract customers.

Entrepreneurial marketing refers to the ability to exploit opportunities to attract more
customers through innovative means while utilizing available resources to deliver greater
customer value (Algahtani et al., 2022; Morris et al,, 2002). Thus, entrepreneurial marketing
can be categorized as a form of capability because as stated by (Thompson et al., 2021)
that capability is related to a company'’s ability to carry out internal activities competently.
Capability is not something that is acquired by a company in the short term, but it requires
a process, and its development is obtained from the accumulation of learning and tacit
knowledge, which is difficult to imitate (Teece, 2007). Entrepreneurial marketing encourages a
mindset that is agile, nimble, and able to adapt (Algahtani et al., 2022; Zahara et al., 2023). For
example, when facing the rapid development of digital technology, it is pertinent to quickly
act in applying digital media as a medium to market products and services to consumers
(Polas & Raju, 2021; Zahara et al.,, 2023).

When facing environmental issues, it is necessary to immediately respond by carrying
out ecological efficiency, preventing pollution and waste (Ayuso & Navarrete-Baez, 2018),
and producing environmentally friendly products and services (Linh, 2023). Previous studies
have proven entrepreneurial marketing can be done on economic performance as one of the
dimensions of sustainability (Rodriguez et al.,, 2019; Ouragini & Lakhal, 2023). However, there
has been no empirical research regarding the environmental and social dimensions; it is only
limited to literature reviews (Al-Shaikh & Hanaysha, 2023).

Based on the dynamic capability approach, for a company to be able to maintain long-
term competitiveness, it requires a series of different capabilities (Teece, 2007). It starts from
sensing involving the ability to observe the environment to identify opportunities and threats.
Then there is seizing which includes the ability to mobilize resources and do decision making.
Finally, transformation capability is the capacity to reconfigure existing resources and oper-
ations to successfully take advantage of opportunities and manage their business adaptively
(Eikelenboom & de Jong, 2019). This study focuses on transformation capability to find out
whether a company already has it, marked by the realization of strategic renewal in the com-
plementarity of products, systems, routines, and structures (Teece, 2007).

So far, most of the existing studies have paid attention to the renewal of company op-
erations regarding the development of digital technology or known as digital transforma-
tion (Bednarova et al., 2023; Rita & Nastiti, 2024; Wang et al.,, 2023). In fact, transformation
capability is not only related to digital developments but also to other issues such as shifts
in market tastes and customers who are more oriented towards environmentally friendly
products (Vo Thai et al., 2024), demands for employee welfare, and security (Niewiadomski
& Stachowiak, 2024). To remain competitive in the market, companies need transformation
abilities to respond to current issues (Alojail & Khan, 2023) by introducing new products and
new routines. Transformation capabilities for small businesses, on the one hand, are easier to
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implement because they have a flat and flexible organizational structure (Tallott & Hilliard,
2016). On the other hand, they often face obstacles in the form of a lack of resource support.
In fact, company resources have a vital role in activating capabilities(Thompson et al., 2021).
Regardless of the advantages and disadvantages above, companies with better transforma-
tion abilities have greater potential to realize balanced sustainability practices.

To implement sustainability practices, cannot be separated from funding support. Howev-
er, small businesses are often faced with funding limitations (Ruiz-Palomo et al., 2022), either
because they are not yet bankable (Khan, 2022; Moscalu et al., 2020) or due to discouraged
borrowers (Rizky Widya Mardika et al,, 2024). Funding problems are not only related to the
amount of funds available but also their capability to carry out financial management or
financial capability. Although the business being managed generates profits and has access
to funding from financial institutions, if it is not balanced with financial capability, a business
is likely to face funding difficulties. In recent years, there has been an increasing amount of
literature regarding financial capability (Bapat, 2019) but no study has tried to empirically test
its relationship with sustainability.

Financial capability refers to an individual's ability to manage and control their finances
(Taylor et al., 2011). Many factors determine a person'’s financial capability, including financial
knowledge and skills, individual attitudes, motivation, habits, self-efficacy, financial socializa-
tion through direct teaching from one’s parents and peers, and social media (Fernandez-Lépez
et al., 2023; Goyal et al,, 2023). The type of financial capability that business actors need to
have varies. Each business actor also needs different things depending on the size, inventory
patterns, revenue, and expenses. Business actors who have financial capabilities will be able
to make better financial decisions (Bapat, 2019; Goyal et al., 2023) or avoid the tendency
to make mistakes in financial decision-making or known as behavioral bias (Shefrin, 2018),
such as recency bias, overconfidence, and status quo bias. With the financial capabilities
they have, business actors tend to make financial decisions based on adequate information
and have financial discipline. Financial discipline is characterized by recording expenses and
income regularly, paying bills on time, prioritizing profits as a source of internal funding, and
spending money as planned. Financial capabilities allow companies to have funding for cash
reserves (Morgan et al.,, 2020), avoid financial difficulties during crises (Guo & Huang, 2023),
access to finance (Sun et al., 2022; Charfeddine et al., 2024), profitability and sustainability of
entrepreneurship (Yi et al., 2023) and operational needs to support company operations that
are not only oriented towards profit but also for environmental and social matters.

After identifying a number of variables that were the focus of this research, relationships
were then built between the variables through logical reasoning to produce temporary state-
ments or hypotheses as follows:

H1a: Entrepreneurial marketing has a positive effect on economic performance.

H1b: Entrepreneurial marketing has a positive effect on environmental performance.

H1c: Entrepreneurial marketing has a positive effect on social performance.

H2a: Transformation capability has a positive effect on economic performance.

H2b: Transformation capability has a positive effect on environmental performance.

H3c: Transformation capability has a positive effect on social performance.

H3a: Financial entrepreneurial capability has a positive effect on economic performance.
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H3b: Financial entrepreneurial capability has a positive effect on environmental perfor-
mance.

H3c: Financial entrepreneurial capability has a positive effect on social performance.

To get a complete picture of the direction of the research, a research framework was
prepared which is a series of hypotheses and the involvement of control variables consisting
of entrepreneur characteristics and specific business characteristics depicted in Figure 1.

Figure 1. Research framework

3. Methodology

The research instruments were prepared as a questionnaire from the results of measuring
the dependent, independent, and control variables. It started with measuring sustainable
business as the dependent variable. A sustainable business refers to a company’s ability to
balance economic, social, and environmental goals (Kok et al., 2019). Then, it was opera-
tionalized into three dimensions, including financial performance, environmentally friendly
behavior, and social concern behavior. Each dimension had four indicators. Furthermore,
three independent variables were measured. First, entrepreneurial marketing, defined as the
ability to innovate products, pay attention to customer needs, maintain good relations with
customers and suppliers, and conduct market/competitor observations (Sari et al., 2023),
was operationalized into five indicators, including continue to strive to develop products
and services, be creative in marketing, produce products that are different from competitors,
have various types of products, and deliver products and services according to customer
tastes. Second, the transformation capability variable, which is the capacity to reconfigure,
restructure, and adjust existing resources to succeed by taking advantage of opportunities
(Teece & Pisano, 1994), was operationalized into four indicators consisting of utilizing digital
technology, adapting to changes, getting used to making improvements and getting used
to making changes necessary for business growth. Third, the measurement of the variable of
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financial ability refers to the ability of an individual to manage and control a person'’s finances
(Taylor et al.,, 2011), and it is measured by four indicators, including comparing prices before
making a purchase decision, always setting aside a portion of profits for business develop-
ment, limiting unplanned expenses, and limiting expenses beyond the needs of the business.
All the dependent and independent variable indicators used a 7-point scale, where number 1
means “strongly disagree” and number 7 means “strongly agree”. This study also involved
control variables, entrepreneurial characteristics, and business characteristics. In measuring
the entrepreneurial characteristics variable, it was related to the demographic factors of the
business actors, while the business characteristics were related to company-specific factors.

To ensure the quality of the measurements, a pre-test was conducted involving 45 re-
spondents. Based on the validity test and reliability test of the pre-test results, it was suitable
for use. However, to make it easier for the respondents to understand, several questions
were refined without changing the meanings of the indicators being studied. The sample of
this study was culinary business actors in the cities of Semarang, Solo, and Salatiga, Central
Java Province. The sample selection technique was based on judgment sampling with the
following inclusion criteria: (1) the business was not a culinary chain business or was founded
and managed by a local entrepreneur, (2) the business had been operating for at least two
years before the COVID-19 pandemic, (3) the business was the main source of income, and
(4) the entrepreneur was willing to volunteer to be a respondent. The data collection used a
field survey approach involving 9 surveyors for three weeks. Each surveyor was assigned to
interview 35 respondents in one city as determined by the researcher.

Before conducting the interview, the surveyor had to ensure that the target respondents
were willing to be interviewed voluntarily and gave written consent that the interview data
was allowed for research purposes and scientific publication. By the time allocation given, a
total of 315 respondents were obtained. This number of respondents met the minimum sam-
ple size requirements as recommended by the Yamane formula (Adam, 2020) with a margin of
error value of 10%, namely 100 respondents. Likewise, Hair et al. (2014) also suggested that
a minimum of 100 samples are needed for a Structural Equation Model with <5 constructs,
each consisting of > 3 items with a communality value of > 0.

The data analysis aimed at testing the causal relationships between the variables empir-
ically is based on the following estimation model:

4 3
STB =a.+B,EMT +B,TRC+B,FCB + B,CEN + B,CSF +, ™)
n=1 n=1

where, STB — sustainability consists of economic performance (STE), environmental perfor-
mance (STV), and social performance (STS); EMT — entrepreneurial marketing, TRC — trans-
formation capability; FCB — financial capability; CEN — characteristics of entrepreneurs; and
CSF - firm-specific factors.

The Equation test used Structural Equation Modeling Partial Least Squares (SEM-PLS)
version 3. It began with convergent and discriminant validity, reliability, and goodness-of-fit
tests. Convergent validity occurs if the loading value is greater than 0.7, while discriminant
validity exists if the correlation value is greater than the AVE. Then reliability happens if the
Cronbach'’s alpha value is >0.60 and the composite reliability value is >0.80. Furthermore, the
goodness-of-fit test is seen through the SRMR value <0.1, NFI < 0.80, R2 > 0.1, and Q2 > 0.
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4. Results and discussion

Table 1 shows the characteristics of 315 respondents, indicating that most of the respondents
in this study were female (52.7%). The majority of the respondents were from 30 to 50 years
old (52.7%). Then 45.7% of the respondents had a last education of high school/ vocational
school. Based on the business characteristics, most businesses (51.1%) have been established
for more than 10 years and almost all businesses (97.8%) have assets of up to 50 million.

Table 1. Respondents’ characteristics

Characteristics N (%)

Gender

Female 152 52.7%

Male 163 48.3%
Age

Up to 30 years old 52 16.5%

From 30 to 50 years old 166 52.7%

Over 50 years old 97 30.8%
Education
Did not go to school/ did not finish elementary school 1 0.3%
Elementary school 50 15.9%
Middle school 79 25.1%
High school/ vocational high school 144 45.7%
Higher education 41 13.0%
Firm age

Up to 5 years old 79 25.1%

From 5 to 10 years old 75 23.8%

Over 10 years old 161 51.1%
Asset value

Up to Rp50 million * 308 97.8%

From Rp50 million — Rp500 million ** 7 2.2%

Note: * around US$3,082.47, ** US$3,082.47 — US$30,824.72.

Descriptive statistics were used to show the correlations between the variables. The mean
and standard deviation values studied are presented in Table 2. The average values of the
variables of environmentally friendly behavior, social concern behavior, entrepreneurial mar-
keting, transformation capability, and management behavior is above 5. The average value
is in the range of 5.082 to 5.640. The respondents’ perceptions for all of these variables are
included in the high category. Only the financial performance variable is included in the me-
dium category because it has an average value of 4.915.

Table 3 depicts the results of the convergent validity test, where all have outer loading
values > 0.7 (between 0.707 and 0.885). By removing the PMK5 and PMK6 indicators because
they have loading values <0.5, all the other indicators can be said to have met the require-
ments for convergent validity. This result is also reinforced by the AVE value for all constructs
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Table 2. Descriptive statistics and correlation

Variable Mean g?vr;:t?;i A B C D E
A.Financial performance 4915 1.773
B. Environmentally friendly 5.344 1.677 0.199
behavior
C. Social concern behavior 5.640 1.504 0.133 | 0407
D. Entrepreneurial marketing 5.085 1.742 0.292 | 0444 | 0.370
E. Transformation capability 5.082 1.813 0.262 | 0355 | 0372 | 0493
F. Financial capability 5.356 1.958 0.266 | 0411 | 0307 | 0456 | 0.492

Note: *A score of 1 - 2.99 depicts a low perception; a score of 3 — 4.99 conveys a medium perception, and a score of
5-7 illustrates a high perception.

Table 3. Validity and reliability assessment

Variable Indicator Lga“;;:g cA | R | AVE Sqiir:VRE“t

A. Economic performance STE1 0.882 0.876 | 0913 | 0.724 0.851
STE2 0.885
STE3 0.820
STE4 0.813

B. Environmental performance STV1 0.799 0.812 | 0.876 | 0.639 0.799
STV 2 0.832
STV 3 0.811
STV 4 0.753

C. Social concern behavior STS 1 0.759 0.757 | 0.846 | 0.579 0.761
STS 2 0.835
STS 3 0.731
STS 4 0.714

D. Entrepreneurial marketing EMT1 0.781 0.787 | 0.851 | 0.534 0.731
EMT2 0.710
EMT3 0.719
EMT4 0.735
EMT5S 0.707

E. Transformation capability TRC1 0.784 0.812 | 0.875 | 0.637 0.798
TRC 2 0.741
TRC 3 0.811
TRC 4 0.852

F. Financial capability FCB1 0.715 0.796 | 0.867 | 0.621 0.788
FCB 2 0.828
FCB 3 0.808
FCB 4 0.797
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which is > 0.5. Meanwhile, the square root value of AVE for each construct is also entirely
greater than the correlation value between other constructs, so it can be said to have met
the requirements for good discriminant validity (Fornell & Larker, 1981). Thus, all indicators
can be declared valid for both convergent and discriminant validity. The test results in Table
3 also reveal that all constructs in the study are reliable. This is indicated by the Cronbach’s
alpha (CA) value > 0.60 and the composite reliability (CR) value > 0.70.

Furthermore, the results of the goodness-of-fit test are presented in Table 4. The Stand-
ardized Root Mean Square Residual (SRMR) value is 0.067 or lower than 0.1 and the NFI
value is 0.678 which is still lower than 0.80. In addition, the R-Square (R2) value obtained is
also greater than 0.1 and the Q-Square (Q2) value is greater than 0. Thus, the model can be
declared as fit.

Table 4. Goodness of fit

Criteria Parameters Rule of Thumb

SRMR 0.067 <0.1
NFI 0.678 <0.80
R-square

A. Financial performance 0.105 >0.1

B. Environmentally friendly behavior 0.241 >0.1

C. Social concern behavior 0.213 >0.1
Q-square

A. Financial performance 0.175 >0

B. Environmentally friendly behavior 0.151 >0

C. Social concern behavior 0.123 >0

Table 5 shows the extent to which the research framework that was built received empir-
ical support. Entrepreneurial marketing turned out to have a positive influence on the finan-
cial performance of MSMEs in the culinary business (8 = 0.170, sig. 0.009), environmentally
friendly behavior (B = 0.297, sig. 0.001), and social care behavior (B = 0.237, sig. 0.000). Thus,
overall entrepreneurial marketing has a positive effect on sustainability. The results support
previous studies that show that entrepreneurial marketing contributes to improving economic
performance (Rodriguez et al., 2019; Ouragini & Lakhal, 2023). In addition, it provides addi-
tional knowledge based on empirical evidence that culinary business actors with entrepre-
neurial capabilities in marketing tend to have good environmental and social performance.
These results can also be interpreted as entrepreneurial marketing allows business actors to
be responsive to issues that occur in the surrounding environment. For example, currently,
consumers are increasingly aware of the importance of environmentally friendly products and
services, so culinary business actors have made efforts, among other things, to reduce plastic
packaging, reduce ingredients containing chemical elements, and maintain the cleanliness of
furniture and service areas.

Slightly different results are shown by transformation capability. Although it is significantly
proven that transformation capability has a positive effect on economic performance (B =
0.110, sig. 0.059) and social concern behavior (8 = 0.236, sig. 0.002), the results of this study
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Table 5. Significance of the Path Coefficients

Hypothesis Path Prgg;)sted Path Coefficient T-statistic p-value
H1a EMT -> STE + 0.170 ** 2.615 0.009
H1b EMT -> STV + 0.297** 3.281 0.001
Hlc EMT -> STS + 0.237** 4.812 0.000
H2a TRC -> STE + 0.110* 1.891 0.059
H2b TRC -> STV + 0.116 1.487 0.138
H2c TRC -> STS + 0.236** 3.059 0.002
H3a FCB -> STE + 0.116* 1.827 0.068
H3b FCB -> STV + 0.239** 3452 0.001
H3c FCB -> STS + 0.122* 1917 0.056
Gender -> STE 0.027 0.483 0.629
Gender -> STV -0.016 0.295 0.768
Gender -> STS 0.007 0.136 0.892
Age -> STE -0.029 0.504 0.614
Age -> STV 0.064 1172 0.242
Age -> STS 0.195** 3.141 0.002
Education -> STE -0.069 1.184 0.237
Education -> STV -0.045 0.720 0.472
Education -> STS -0.029 0.573 0.567
Business experience -> STE -0.087 1.339 0.181
Business experience -> STV -0.001 0.015 0.988
Business experience -> STS -0.003 0.056 0.956
Number of employees -> STE 0.074 1.858 0.064
Number of employees -> STV 0.012 0.338 0.735
Number of employees -> STS 0.098 2.512 0.012
Working capital -> STE 0.045 0.777 0.438
Working capital -> STV -0.004 0.075 0.940
Working capital -> STS 0.018 0.290 0.772
Business age -> STE 0.047 0.659 0.510
Business age -> STV 0.014 0.250 0.802
Business age -> STS 0.023 0.404 0.686

Note: **, and * represent that the values are significant at 1%, 10%, respectively.

failed to document the direct effect between transformation capability and environmentally
friendly behavior (B = 0.116, sig. 0.138). In other words, the transformation carried out by
culinary business actors tends to only have a positive impact on financial performance in
the form of increased sales, profit, working capital, and social performance. Although not
all dimensions of sustainability are supported, transformation capability is still needed by
culinary business actors to remain competitive in the market (Alojail & Khan, 2023). The
transformation that has occurred so far is related to the use of digital means and the creation



Business, Management and Economics Engineering, 2025, 23(2), 209-223 m

of new menus that are aimed at improving the quality of customer service. Local culinary
business actors can easily transform their businesses at least because of the conditions of
small businesses, so that they have a simple structure and digital technology is increasingly
user-friendly.

Meanwhile, in relation to financial capability, it is demonstrated to have a positive influ-
ence on the financial performance of MSMEs in the culinary business (B = 0.116, sig. 0.068).
In line with financial performance, financial capability also has a positive influence on envi-
ronmentally friendly behavior (8 = 0.239, sig. 0.001) and social concern behavior (B = 0.122,
sig. 0.056). These results indicate that the ability of culinary business actors to manage their
finances has a crucial role in achieving sustainability. Even so, from the results of interviews
with several business actors, it was revealed that many culinary businesses face funding
problems not only because they have small sales and profit margins but also the ability of
the business actors to manage profit. They do not set aside some of the profit with a certain
percentage regularly, which can later be used as a source of funding to meet operational
needs and business development. Although previous studies (Goyal et al., 2023: Fernan-
dez-Lépez et al., 2022; Serido, 2013) stated that financial capability involves complex factors,
policy intervention is still needed to increase the financial capability among culinary actors.

5. Conclusions

Sustainability practices are becoming increasingly important for the business world, including
those engaged in the culinary industry, not only because of the increasing public awareness
of the need for environmentally friendly products, regulations, and pressure from certain
groups but also because it can be used as a strategy to maintain and expand the market.
The purpose of this study was to investigate the effects of entrepreneurial marketing, trans-
formation capability, and financial capability on the sustainability dimension in culinary busi-
nesses in the cities of Semarang, Salatiga, and Surakarta, Central Java Province, Indonesia.
This study can be categorized as one that identified new variables that were considered to be
determinants of sustainability. The results of the study demonstrate that the three capabilities
related to the ability of culinary business actors to carry out management functions including
entrepreneurial marketing, transformation capability, and financial capability as a whole have
been proven to affect economic, environmental, and social performance.

Theoretically, this study contributes by offering a capability-based sustainability deter-
minant model that has not been the focus of previous studies. Businesses that seek to align
their economic, environmental, and social performance require the support of entrepreneurial
marketing, transformation capability, and financial ability. However, these three capabilities
cannot be acquired instantly; they still require a continuous learning process. Practically, this
study provides evidence that economic performance is a sustainability dimension that has
not been categorized as high and the entrepreneurial marketing capability factor plays an
important role. Therefore, MSME actors in the food and beverage sector must develop their
abilities to develop creative and flexible marketing strategies in response to changing the dy-
namic environment. Furthermore, the study also suggests policymakers that the government
should not only socialize the importance of business actors in maintaining environmental
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cleanliness, serving hygienic food and drinks, and paying minimum wages to employees but
also conduct training and mentoring that can improve the capabilities of culinary business
actors related to creating customer value, revitalizing company operations, and enhancing
financial literacy. In addition, facilitating MSME actors to obtain access to credit to financial
institutions at low interest rates for those who develop products and services that pay great
attention to sustainability,

Despite the ability of this study to contribute both in the academic and practical domains,
this research study at least faces two limitations. First, this study only focuses on a single
sector in urban areas, so it has not been able to capture the dynamics of sustainability across
sectors in urban and rural areas. The future study can be widened by involving MSMEs in
various sectors in urban and rural areas that have the potential to contribute to economic
growth. Second, the investigation only focuses on the company’s internal factors in the form
of the capability of business actors so it has not been able to comprehensively explain the
factors that encourage MSMEs to carry out sustainability practices. Open up space for future
research to integrate external factors such as government support, market trends, or con-
sumer demands as moderating variables into the research model.

Acknowledgements

This work was supported by Universitas Kristen Satya Wacana, Salatiga, Indonesia, through
the Internal Grants for Professors program, Vice-Rector for Research, Innovation, and Entre-
preneurship.

References

Adam, A. M. (2020). Sample size determination in survey research. Journal of Scientific Research and
Reports, 26(5), 90-97. https://doi.org/10.9734/jsrr/2020/v26i530263

Alojail, M., & Khan, S. B. (2023). Impact of digital transformation toward sustainable development. Sus-
tainability, 15(20), Article 14697. https://doi.org/10.3390/su152014697

Algahtani, N., Uslay, C., & Yeniyurt, S. (2022). Entrepreneurial marketing and firm performance: Scale
development, validation, and empirical test. Journal of Strategic Marketing, 1-22.
https://doi.org/10.1080/0965254X.2022.2059773

Al-Shaikh, M. E,, & Hanaysha, J. R. (2023). A conceptual review on entrepreneurial marketing and business
sustainability in small and medium enterprises. World Development Sustainability, 2, Article 100039.
https://doi.org/10.1016/j.wds.2022.100039

Amankwah-Amoabh, J., Khan, Z., & Wood, G. (2021). COVID-19 and business failures: The paradoxes of
experience, scale, and scope for theory and practice. European Management Journal, 39(2), 179-184.
https://doi.org/10.1016/j.emj.2020.09.002

Ayuso, S., & Navarrete-Baez, F. E. (2018). How does entrepreneurial and international orientation influence
SMEs’ commitment to sustainable development? Empirical evidence from Spain and Mexico. Corporate
Social Responsibility and Environmental Management, 25(1), 80-94. https://doi.org/10.1002/csr.1441

Bapat, D. (2019). Exploring antecedents to financial management behavior for young adults. Journal of
Financial Counseling and Planning, 30(1), 44-55. https://doi.org/10.1891/1052-3073.30.1.44

Bednarova, M., Tesarova, M., & Simberov4, I. (2023). The evolution of digital transformation in SMES in the
manufacturing industry in defferent blocks of The BM Canvas since the beginning of the pandemic.
Business, Management and Economics Engineering, 21(1), 48-62.
https://doi.org/10.3846/bmee.2023.17607


https://doi.org/10.9734/jsrr/2020/v26i530263
https://doi.org/10.3390/su152014697
https://doi.org/10.1080/0965254X.2022.2059773
https://doi.org/10.1016/j.wds.2022.100039
https://doi.org/10.1016/j.emj.2020.09.002
https://doi.org/10.1002/csr.1441
https://doi.org/10.1891/1052-3073.30.1.44
https://doi.org/10.3846/bmee.2023.17607

Business, Management and Economics Engineering, 2025, 23(2), 209-223 m

Charfeddine, L., Umlai, M. I, & EI-Masri, M. (2024). Impact of financial literacy, perceived access to finance,
ICT use, and digitization on credit constraints: Evidence from Qatari MSME importers. Financial In-
novation, 70, Article 15. https://doi.org/10.1186/s40854-023-00557-4

Duarte, P., Silva, S. C., Roza, A, S., & Dias, J. C. (2024). Enhancing consumer purchase intentions for
sustainable packaging products: An in-depth analysis of key determinants and strategic insights.
Sustainable Futures, 7, Article 100193. https://doi.org/10.1016/j.sftr.2024.100193

Dyllick, T., & Hockerts, K. (2002). Beyond the business case for corporate sustainability. Business Strategy
and the Environment, 11(2), 130-141. https://doi.org/10.1002/bse.323

Eikelenboom, M., & de Jong, G. (2019). The impact of dynamic capabilities on the sustainability perfor-
mance of SMEs. Journal of Cleaner Production, 235, 1360-1370.
https://doi.org/10.1016/j.jclepro.2019.07.013

Fernandez-Lopez, S., AIvarez-Espiﬁo, M., Castro-Gonzalez, S., & Rey-Ares, L. (2023). Financial capabil-
ity and households’ financial vulnerability: Evidence for the Spanish case. Managerial Finance, 49(4),
679-702. https://doi.org/10.1108/MF-02-2022-0086

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of Marketing Research, 18(1), 39-50.
https://doi.org/10.1177/002224378101800104

Guo, B., & Huang, J. (2023). Financial well-being and financial capability among low-income entrepreneurs.
Journal of Risk and Financial Management, 16(3), Article 181. https://doi.org/10.3390/jrfm16030181

Gomes, S., Lopes, J. M., & Nogueira, S.(2023). Willingness to pay more for green products: A critical chal-
lenge for Gen Z. Journal of Cleaner Production, 390, Article 136092.
https://doi.org/10.1016/j jclepro.2023.136092

Goyal, K., Kumar, S., & Hoffmann, A. (2023). The direct and indirect effects of financial socialization and
psychological characteristics on young professionals’ personal financial management behavior. In-
ternational Journal of Bank Marketing, 41(7), 1550-1584. https://doi.org/10.1108/1JBM-09-2022-0419

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate data analysis (7th ed.). Pearson
Education.

Jiao, X,. Zhang, P., He, L., &, Li, Z. (2023). Business sustainability for competitive advantage: Identifying
the role of green intellectual capital, environmental management accounting and energy efficiency.
Economic Research — Ekonomska IstraZivanja, 36(2), Article 2125035.
https://doi.org/10.1080/1331677X.2022.2125035

Khan, M. A. (2022). Barriers constraining the growth of and potential solutions for emerging entrepre-
neurial SMEs. Asia Pacific Journal of Innovation and Entrepreneurship, 16(1), 38-50.
https://doi.org/10.1108/APJIE-01-2022-0002

Kok, A. M., de Bakker, F. G. A, & Groenewegen, P. (2019). Sustainability struggles: Conflicting cultures and
incompatible logics. Business and Society, 58(8), 1496—1532. https://doi.org/10.1177/0007650317703644

Kumara, S. (2023). Indonesia introduces its unique culinary delights to Australian youth in cultural exchange
program. The S Media. https://thesmedia.id/posts/indonesia-introduces-its-unique-culinary-de-
lights-to-australian-youth-in-cultural-exchange-program

Lichtenthaler, U. (2022). Explicating a sustainability-based view of sustainable competitive advantage.
Journal of Strategy and Management, 15(1), 76-95. https://doi.org/10.1108/JSMA-06-2021-0126

Linh, N. T. C. (2023). A rising trend in eco-friendly products: A health-conscious approach to green buying.
Heliyon, 9(9), Article e19845. https://doi.org/10.1016/j.heliyon.2023.e19845

Lopez-Torres, G. C. (2023). The impact of SMEs' sustainability on competitiveness. Measuring Business
Excellence, 27(1), 107-120. https://doi.org/10.1108/MBE-12-2021-0144

Meiduté-Kavaliauskiené, |, Abdurakhmanova, A, Cigdem, S., & Cindikaite, R. (2024). Sustainable develop-
ment goals in Kazakhstan's academic landscape: A critical bibliometric study on sustainable develop-
ment. Business, Management, and Economics Engineering, 22(2), 297-316.
https://doi.org/10.3846/bmee.2024.21848

Morgan, T., Anokhin, S., Ofstein, L., & Friske, W. (2020). SME response to major exogenous shocks: The
bright and dark sides of business model pivoting. International Small Business Journal: Researching
Entrepreneurship, 38(5), 369-379. https://doi.org/10.1177/0266242620936590


https://doi.org/10.1186/s40854-023-00557-4
https://doi.org/10.1016/j.sftr.2024.100193
https://doi.org/10.1002/bse.323
https://doi.org/10.1016/j.jclepro.2019.07.013
https://doi.org/10.1108/MF-02-2022-0086
https://doi.org/10.1177/002224378101800104
https://doi.org/10.3390/jrfm16030181
https://doi.org/10.1016/j.jclepro.2023.136092
https://doi.org/10.1108/IJBM-09-2022-0419
https://doi.org/10.1080/1331677X.2022.2125035
https://doi.org/10.1108/APJIE-01-2022-0002
https://doi.org/10.1177/0007650317703644
https://thesmedia.id/posts/indonesia-introduces-its-unique-culinary-delights-to-australian-youth-in-cultural-exchange-program
https://thesmedia.id/posts/indonesia-introduces-its-unique-culinary-delights-to-australian-youth-in-cultural-exchange-program
https://doi.org/10.1108/JSMA-06-2021-0126
https://doi.org/10.1016/j.heliyon.2023.e19845
https://doi.org/10.1108/MBE-12-2021-0144
https://doi.org/10.3846/bmee.2024.21848
https://doi.org/10.1177/0266242620936590

m S. Supramono et al. Determinants of the sustainability of capability-based culinary businesses: evidence from urban...

Morris, M. H., Schindehutte, M., & LaForge, R. W. (2002). Entrepreneurial marketing: A construct for
integrating emerging entrepreneurship and marketing perspectives. Journal of Marketing Theory and
Practice, 10(4), 1-19. https://doi.org/10.1080/10696679.2002.11501922

Moscalu, M., Girardone C., & Calabrese, R. (2020). SMEs’ growth under financing constraints and banking
markets integration in the euro area. Journal of Small Business Management, 58(4), 707-746.
https://doi.org/10.1080/00472778.2019.1668722

Moursellas, A., De, D., Wurzer, T., Skouloudis, A., Reiner, G., Chaudhuri, A., Manousidis, T., Malesios, C.,
Evangelinos, K., & Dey, P. K. (2023). Sustainability practices and performance in European small-
and-medium enterprises: Insights from multiple case studies. Circular Economy and Sustainability, 3,
835-860. https://doi.org/10.1007/s43615-022-00224-3

Niewiadomski, P., & Stachowiak, A. (2024). The sustainable production and well-being of employees as a
derivative of the concept of sustainable production. Sustainability, 16(1), Article 465.
https://doi.org/10.3390/su16010465

Ouragini, I, & Lakhal, L. (2023). The impact of entrepreneurial marketing on the firm performance. Journal
of the Knowledge Economy, 15, 6003-6025. https://doi.org/10.1007/s13132-023-01352-3

Polas, M. R. H., & Raju, V. (2021). Technology and entrepreneurial marketing decisions during COVID-19.
Global Journal of Flexible Systems Management, 22(2), 95-112.
https://doi.org/10.1007/s40171-021-00262-0

Purnomo, B. R, Adiguna, R., Widodo, W., Suyatna, H., & Nusantoro, B. P. (2021). Entrepreneurial resilience
during the COVID-19 pandemic: Navigating survival, continuity and growth. Journal of Entrepreneur-
ship in Emerging Economies, 13(4), 497-524. https://doi.org/10.1108/JEEE-07-2020-0270

Rita, M. R, & Nastiti, P. K. Y. (2024). The influence of financial bootstrapping and digital transformation
on financial performance: Evidence from MSMEs in the culinary sector in Indonesia. Cogent Business
and Management, 11(1), Article 2363413. https://doi.org/10.1080/23311975.2024.2363415

Rizky Widya Mardika, D., Damayanti, T. W., Rio Rita, M., & Supramono, S. (2024). Determinants of discour-
aged borrowers and gender as contextual factors: Evidence from Indonesian MSMEs. Cogent Business
and Management, 11(1), Article 2336300. https://doi.org/10.1080/23311975.2024.2336300

Rodriguez, J. C, Gomez, M., & Ortiz, A. L. (2019). Entrepreneurial marketing and business performance:
An econometric analysis of SMEs in the tertiary sector of Mexico. Revista Nicolaita de Estudios Eco-
nomics, 14(1), 29-48.

Binekasri, R. (2023). Bisnis Kuliner Booming, ESB Bagikan Tips Jadi Juara Pasar [Booming culinary business,
ESB shares tips to become a market champion]. CNBC Indonesia. https://www.cnbcindonesia.com/
entrepreneur/20230526175138-25-441002/bisnis-kuliner-booming-esb-bagikan-tips-jadi-juara-pasar

Ruiz-Palomo, D., Fernandez-Gamez, M. A., & Ledn-Gomez, A. (2022). Analyzing the effect of financial
constraints on technological and management innovation in SMEs: A gender perspective. SAGE Open,
12(1). https://doi.org/10.1177/21582440221079925

Sari, D., Kusuma, B. A, Sihotang, J., & Febrianti, T. (2023) The role of entrepreneurial marketing & innova-
tion capability in the performance of SMEs during COVID-19 pandemic: Evidence of MSMEs in West
Java. Cogent Business & Management, 10(1), Article 2194091.
https://doi.org/10.1080/23311975.2023.2194091

Serido, J., Shim, S., & Tang, C. (2013). A developmental model of financial capability: A framework for
promoting a successful transition to adulthood. International Journal of Behavioral Development, 37(4),
287-297. https://doi.org/10.1177/0165025413479476

Shefrin, H. (2018). Behavioral corporate finance concepts and cases for teaching behavioral finance.
McGraw-Hill Education.

Sun, S., Chen, Y.-C., Ansong, D., Huang, J., & Sherraden, M. S. (2022). Household financial capability and
economic hardship: An empirical examination of the financial capability framework. Journal of Family
and Economic Issues, 43(4), 716-729. https://doi.org/10.1007/s10834-022-09816-5

Tallott, M., & Hilliard, R. (2016). Developing dynamic capabilities for learning and internationalization:
A case study of diversification in an SME. Baltic Journal of Management, 11(3), 328-347.
https://doi.org/10.1108/BJM-02-2015-0060


https://doi.org/10.1080/10696679.2002.11501922
https://doi.org/10.1080/00472778.2019.1668722
https://doi.org/10.1007/s43615-022-00224-3
https://doi.org/10.3390/su16010465
https://doi.org/10.1007/s13132-023-01352-3
https://doi.org/10.1007/s40171-021-00262-0
https://doi.org/10.1108/JEEE-07-2020-0270
https://doi.org/10.1080/23311975.2024.2363415
https://doi.org/10.1080/23311975.2024.2336300
https://www.cnbcindonesia.com/entrepreneur/20230526175138-25-441002/bisnis-kuliner-booming-esb-bagikan-tips-jadi-juara-pasar
https://www.cnbcindonesia.com/entrepreneur/20230526175138-25-441002/bisnis-kuliner-booming-esb-bagikan-tips-jadi-juara-pasar
https://doi.org/10.1177/21582440221079925
https://doi.org/10.1080/23311975.2023.2194091
https://doi.org/10.1177/0165025413479476
https://doi.org/10.1007/s10834-022-09816-5
https://doi.org/10.1108/BJM-02-2015-0060

Business, Management and Economics Engineering, 2025, 23(2), 209-223 m

Taylor, M. P., Jenkins, S. P., & Sacker, A. (2011). Financial capability and psychological health. Journal of
Economic Psychology, 32(5), 710-723. https://doi.org/10.1016/j.joep.2011.05.006

Teece, D. J. (2007). Explicating dynamic capabilities: The nature and microfoundations of (sustainable)
enterprise performance. Strategic Management Journal, 28(13), 1319-1350.
https://doi.org/10.1002/sm;j.640

Teece, D., & Pisano, G. (1994). The dynamic capabilities of firms: An introduction. Industrial and Corporate
Change, 3(3), 537-556. https://doi.org/10.1093/icc/3.3.537-a

Tenuta, P, & Cambrea, D. R. (2022). Corporate sustainability: Measurement, reporting and effects on firm
performance. Springer. https://doi.org/10.1007/978-3-031-11491-5

Thompson, A. A, Peteraf, M., Gamble, J.E, & Strickland. A. J. (2021). Crafting & executing strategy: The
quest for competitive advantage: Concepts and cases (23rd ed.). McGraw Hill.

Velenturf, A. P. M., & Purnell, P. (2021). Principles for a sustainable circular economy. Sustainable Produc-
tion and Consumption, 27, 1437-1457. https://doi.org/10.1016/j.spc.2021.02.018

Vo Thai, H. C., Hong-Hue, T.-H., & Tran, M.-L. (2024). Dynamic capabilities and digitalization as anteced-
ents of innovation and sustainable performance: Empirical evidence from Vietnamese SMEs. Journal
of Asia Business Studies, 18(2), 385-411. https://doi.org/10.1108/JABS-08-2023-0325

Wang, J., Hong, Z., & Long, H. (2023). Digital transformation empowers ESG performance in the manu-
facturing industry: From ESG to DESG. SAGE Open, 13(4).
https://doi.org/10.1177/21582440231204158

WCED. (1987). Our common future. Oxford University Press.

Wei, S., Ang, T., & Jancenelle, V. E. (2018). Willingness to pay more for green products: The interplay of
consumer characteristics and customer participation. Journal of Retailing and Consumer Services, 45,
230-238. https://doi.org/10.1016/j jretconser.2018.08.015

Xu, Z. (2023). Environmental dynamics and corporate social responsibility: An empirical analysis based on
Chinese manufacturing listed companies. Sustainable Futures, 6, Article 100124.
https://doi.org/10.1016/j.sftr.2023.100124

Yi, H., Meng, X, Linghu, Y., & Zhang, Z. (2023). Can financial capability improve entrepreneurial perfor-
mance? Evidence from rural China. Economic Research — Ekonomska IstraZivanja, 36(1), 1631-1650.
https://doi.org/10.1080/1331677X.2022.2091631

Zahara, Z., lkhsan, Santi, I. N., & Farid. (2023). Entrepreneurial marketing and marketing performance
through digital marketing capabilities of SMEs in post-pandemic recovery. Cogent Business and Man-
agement, 10(2), Article 2204592. https://doi.org/10.1080/23311975.2023.2204592


https://doi.org/10.1016/j.joep.2011.05.006
https://doi.org/10.1002/smj.640
https://doi.org/10.1093/icc/3.3.537-a
https://doi.org/10.1007/978-3-031-11491-5
https://doi.org/10.1016/j.spc.2021.02.018
https://doi.org/10.1108/JABS-08-2023-0325
https://doi.org/10.1177/21582440231204158
https://doi.org/10.1016/j.jretconser.2018.08.015
https://doi.org/10.1016/j.sftr.2023.100124
https://doi.org/10.1080/1331677X.2022.2091631
https://doi.org/10.1080/23311975.2023.2204592

