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information or market intelligence across departments and 
energizing organization-wide responsiveness to the mar-
ketplace. Previous studies of marketing scholars proved 
the significant role of market orientation in enhancing the 
marketing performance (Cacciolatti & Lee, 2016; Fernandes 
et al., 2020; Lee et al., 2015; Long et al., 2017). However, 
several studies come out with opposite results, such as re-
search on SMEs in India shows the insignificant effect of 
consumer orientation (a dimension of market orientation) 
to marketing performance (Yadav, Tripathi, & Goel, 2019). 
The study of Sun et al. (2016) provides findings of no im-
pact of market-orientated strategy on performance. Study 
of  Kocak, Carsrud, and Oflazoglu (2017) on the Turkish 
SMEs demonstrated the same result of the no-significant 
impact of responsive market orientation to performance, 
Study of Mandhachitara and Allapach (2017) in Thailand 
SMEs resulted in the non-significant influence of market 
orientation to performance. This inconsistent finding on the 
capability of market orientation to marketing performance 
leads us to raise a research problem on “what process 
should be developed to facilitate market orientation to be 
capable in enhancing marketing performance, as discussed 
in the following passage.  
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Background to the research 

The market environment changes rapidly due to many fac-
tors such as innovation in technology and its related deriva-
tions in products and services. A company that focuses its 
attention on understanding the dynamics in the market-
place will maintain a close relationship with its consumers 
as well as its competitors known as market-oriented com-
panies will be better performing in the marketplace. The 
company’s ability to understand and collect information 
from consumers as well as competitors is a strategic asset 
to facing the challenges of competition (Cheng & Huizingh, 
2014; Long et al., 2017; Mahrous & Genedy, 2019). A mar-
ket-oriented strategy is also recognized as a critical success 
factor to win the competition (Cheng & Huizingh, 2014; 
Kaliappen & Hilman, 2017). Those above studies rooted on 
the seminal work of Kohli and Jaworski (1990) and  Narver 
and Slater (1990) who introduced the concept of market 
orientation as an organizational culture that energizing 
marketing division or organization to be more focus on it 
consumer’s need, aware of its competitor’s maneuvers, col-
lecting of relevant pieces of information concerning con-
sumers and competitor, coordinating and disseminating 
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 Considering the inconsistent findings of the impact 
of marConsidering the inconsistent findings of the impact 
of market orientation on marketing performance, the cur-
rent study is directed to solve this research gap by adopt-
ing the Resource Advantage Theory of competition per-
spective- abbreviated as R-A Theory.  The reason for the 
adoption of the R-A Theory is the R-A theory emphasizing 
the vital role of management to acquire, develop and uti-
lize the heterogeneous firm resources to be advantageous 
in enhancing performance, particularly in the competi-
tive market. The inspiring two foundational premises of 
the R-A theory is; first, management’s role is to configure 
strategy, based on the advantages of resources they build 
and cultivate within the historical life of a company and 
second,  competitive dynamics should be understood as 
a disequilibrium-provoking strategy through innovation 
strategy as well as innovation resources (Hunt, 2001; Hunt 
& Morgan, 1997). These premises lead us to propose the 
concept of techno-resonance innovation capability for me-
diating the role of market orientation to enhance market-
ing performance. Therefore, the current research is aimed 
at bridging the research gap in the literature by developing a 
conceptual model comprising the concept of market orien-
tation, techno-resonance innovation capability, product in-
novativeness, and marketing performance. At the practical 
level, two 2018 surveys reported two main barriers to SME’s 
growth in Indonesia are the Financial and Marketing aspect 
of doing business (Asia Pacific Foundation of Canada, 2018, 
p. 15). An OECD 2018 country review report highlights the 
recognition of SMEs by the Indonesian government recog-
nizes SMEs as the key drivers of economic growth, through 
increasing the innovation activity in SMEs. In the spirit of 
enhancing marketing performance through innovation ca-
pability (OECD, 2018) as detailed in our model, we chose 
the SMEs in Indonesia for testing our research model. 

1. Literature review and hypothesis development

1.1. Techno-resonance innovation capability in the 
framework of RA theory 

Innovation capability has attracted so many marketing 
scholars in analyzing the potential impact of this type of 
capability in business as well as in the marketing science, 
both for big companies and small-medium enterprises. 
Studies indicated that innovation capability is leveraged by 
so many factors, among others, tacit knowledge transfer, 
market orientation, intellectual resources, and strategic & 
leadership in innovation (Samson, Gloet, & Singh, 2017). 
Studies also demonstrated the impact of innovation capa-
bility such as its power to enhance product uniqueness for 
attracting customer as well as consumer in terms of the 
value of excitement (Etkin, 2016) as a result of innova-
tion, positive impact on company reputation as a means 
for attracting and retaining customers (Foroudi et al., 
2016), positive impact on innovation performance as well 
as business performance (Samson et al., 2017). The R-A 
theory recognizes the innovation capability as a kind of 

company resource portfolio that internally embedded in 
the company, holds the potential for impacting externally 
to the consumers, in terms of consumer attraction and 
consumer retention. If so, a critical question on what at-
tributes should be attached to the innovation capability if 
it will be directed to externally impacting the consumer in 
the marketplace is important and  will be discussed in the 
following paragraph.

An innovation capability should be developed to at-
tract consumers, as has been discussed in many studies. 
Adopting the perspective of resource advantage theory of 
competition (Hunt, 1997, p. 435), a company is continu-
ously striving to provoke disequilibrium in the market 
place through several innovative moves. To be innovative 
in coping with market dynamics, a company is developing 
and enhancing its capability in innovation. This innova-
tion capability is cultivated and internally embedded but 
has to have power for resonating the produced innovative 
value into the mind of the consumer that posited exter-
nally to the company. Therefore, the ability to innovate 
products and their related value should be resonated to 
the consumer’s mind. Study on resonating capability and 
value resonance is rooted in many fields such as in phys-
ics, technology, computer science (Braunbrück & Ravasoo, 
2006; Kantabutra & Avery, 2010; Watanabe, Kanno, & 
Tou, 2012), social science (Kopp, 2010) and marketing and 
consumer science (Ande et al., 2017; Guglielmetti Mugion 
et al., 2016; Jung Jung et al., 2014; Shang, Wu, & Sie, 2017; 
Suarez & Belk, 2017). As concluded by Braunbrück and 
Ravasoo (2006) in physics and material science that reso-
nance is sensitive to the wave excitation amplitudes, and 
the excitation frequency. Adopting the finding of Braun-
brück and Ravasoo (2006) to the current study leads us 
to conceptualize the notion of resonance in building the 
innovation capability in the following aspects. Firstly, in 
developing and managing a market orientation-based in-
novation capability, this capability should be formed with 
an attribute that has the potential for amplifying excita-
tion to the far and remote external target.  Secondly, to 
capture the attention of the consumers, the innovation 
capability should have a power for resonating the value 
of product to be offered. As studied by scholars such as in 
the work of Shang et al. (2017) we are inclined to insert 
the idea of innovation capability that boosting particular 
consumer resonance as the powerful attributes in affecting 
a user’s image of products and, this resonance expands 
with iterative enforcement by consumers to the broader 
market place and then lead to the buying intention. Wa-
tanabe et al. (2012, p. 1305) signified that “the resonance 
between signals emitted by innovation tempering con-
sumption and signals emitted by consumers anticipating 
exciting innovation triggers co-emergence of innovation 
and consumption” lead to the notion that any innovation 
capability should be developed and manage to comprise 
important attributes that potential for resonance the val-
ue of offerings produced by an innovation capability. We 
conceptualize the possibility of value is resonated by the 
application of technology in the process of innovation of 
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product or service is named as techno-resonance innova-
tion capability as described in the following passage.

The advancement of technology exists across compa-
nies and industries, then highly adopted in the company’s 
strategic moves primarily in the marketing field through 
its capability in building the innovation capability. The 
pivotal role of the technology advancement goes to the 
possibility of value accentuation in a product/service as 
supported by the study of  Bowman and Ambrosini (2000) 
that value capture, the realization of exchange value be-
tween buyers and sellers depends on how much company 
accentuate the value. To accentuate the value, may hap-
pen in so many marketing activities since planning un-
til controlling activities, products, promotions, pricing, 
distribution, building customer networks, finding market 
information, and services to consumers. Rapid and so-
phisticated technological changes and developments have 
altered consumer consumption patterns, which are more 
likely to choose technology-based products. The adoption 
of technology in innovation creates ways for inserting val-
ues that potential for attracting and retaining customers 
(Foroudi et al., 2016), and triggering the co-emergence of 
innovation and consumption, eco-value or green attribute 
of a product (Handayani, Wahyudi, & Suharnomo, 2017). 
We arrive then at the specific capability of a techno-reso-
nance innovation capability as a synthesis of the concept 
of innovation capability – technology adoption and value 
resonance capability. We conceptualize the techno-reso-
nance innovation capability as an organizational capability 
in using technology advancement in creating and boost-
ing the value attributes through innovation as a strategic 
marketing instrument as one of the spirits on the resource 
advantage theory of competition.

1.2. Market orientation and techno-resonance 
innovation capability

The study of market orientation has been settled in the 
marketing literature since the seminal work of Kohli and 
Jaworski (1990) and Jaworski and Kohli (1993), then com-
plemented by their work on the measurement of the con-
cept (Kohli, Jaworski, & Kumar, 1993) which explained 
clearly the ontology and the measurement of the market 
orientation, as well as the related potential antecedence 
and consequence. Our general understanding on the mar-
ket orientation is that it is a unity of activity consisting 
of (1) market intelligence activity to know the needs of 
consumers as well as the nature of competitor maneuver 
in the market place, (2) information dissemination of in-
telligence across departments and company stakeholders, 
(3) responsiveness of the company to their external stake-
holders as appeared in marketing scholars studies and per-
ceived as a strategic input of organization in striving for 
better marketing performance.

As mentioned before, market orientation is a potential 
driver for innovation capability in a sense that the pos-
session of a strong market orientation may result in su-
perior firm performance, but still a necessity to identify 

the action for initiating the enhancement of a kind of 
innovation capability that hold potentials for enhancing 
marketing performance. The market orientation might be 
a strategic instrument for accentuating the resonance of 
innovation to the consumer for a high-demand consump-
tion through the techno-resonance innovation capabil-
ity – a capability of innovation that equipped by technol-
ogy support in creating and boosting or resonating the 
technological value attribute embedded in the product or 
service. Therefore, the following hypothesis is proposed.

H1: Market orientation has a positive influence on 
techno-resonance innovation capability.

1.3. Techno-resonance innovation capability and 
product innovativeness

The advantages of technological resources become one of 
the critical factors that determine the success of product 
innovation. Products with superior value as the degree of 
innovation will result in better product innovativeness as a 
consequence of a firm’s context-specific capability as com-
pared to competitors’ products. Product innovation based 
on technological exploration capability and empowered by 
attributes that potential for impacting to enhancing value 
for a consumer such as healthy food, aesthetic value, as 
well as green attributes of a product will giving impact on 
the appearance of certain innovativeness. The innovative 
appearance of a product is achieved from the technolo-
gy-based innovation. Technology-based innovation can 
be defined as superior creativity to develop ideas, learn 
a process and find solutions to problems in the face of 
alternative problem-solving options that deliver superior 
value to consumers, based on the technological advantages 
of resource diversification. 

Companies that adopt the technological advantages in 
the process of innovating products and or services tend to 
be more efficient and effective in serving the marketplace. 
A product innovation that is developed with specific tech-
nological attributes, in terms of the sophistication of the 
product features such as the technology-based precision 
of product appearance, the technology-based healthiness 
of the product, the stability color, taste of the product, the 
endurance of the packaging as a result of the application of 
technology, could become a boosting power for resonating 
the product value to its target markets. Exploiting techno-
logical resources in terms of technological attributes em-
bedded in a product or service is the key to success and 
improving the company’s marketing performance. High 
ability of product innovation will have an impact on the 
increases in revenues and profits (Ilg, 2019) due to its abil-
ity to improve efficiency and effectiveness of production. 
Literatures demonstrates the technology-based product 
innovation is a prerequisite for enhancing product inno-
vativeness in terms of acculturative product uniqueness 
(Sugiyarti, Ferdinand, & Nurchayati, 2018), or the at-
tractiveness of the visual arts embedded in the product. 
If this capability could be formed with specific attributes 
that hold potential in resonating the values of the product, 
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accentuating the technological attributes of the product, 
hence it is rational to propose the following hypothesis.

H2: Techno-resonance innovation capability has a 
positive influence on product innovativeness

Research on value resonance provides ways for dis-
cussing the consequence of a company that accentuates 
value for every product or service offered into the mar-
ketplace. As mentioned in the study of Sok and O’Cass 
(2015), the possession of a product innovation capability 
holds the potential to enhance firm performance com-
pared to major competitors in terms of marketing profit-
ability as well as the return on sales. Lending the study 
Sharma and Jasrotia (2016), a product with value, both 
functional and emotional, as supported by the technologi-
cal content for excellent functioning, will get a high brand 
value resonance leading to higher marketing performance. 
As such, the following hypothesis is proposed.

H3: Techno-resonance innovation capability  has a 
positive influence on marketing performance.

Considering our research gap on the inconsistent find-
ings of the influence of market orientation to marketing 
performance, we insert the techno-resonance innovation 
capability as a stepping stone for enhancing marketing 
performance. Therefore,  techno-resonance innovation ca-
pability is designed as a mediating variable. This research 
design is based on the following reasons. Market orien-
tation is defined as activities for collecting consumer in-
formation and competitor information and disseminating 
that information across divisions in an organization. In a 
micro-management level, market information is providing 
and sharing within a company or organization as an in-
put or driver for enhancing marketing performance (Ngek 
Neneh, 2016), on the study of de Guimarães, Severo, and 
de Vasconcelos (2018) is a driver or input for enhancing 
performance through a process of value delivering, in-
novativeness. As marketing orientation is recognized as 
an informative strategic input for enhancing performance 
through several capabilities and business practices, such 
as in creating value, accentuate value (Chowdhury, De-
sai, & Bolton, 2014; Groening, Sarkis, & Zhu, 2018; Islam, 
2018; Kristina & Tore, 2015; Le et al., 2018; Sahibzada 
Jawad et al., 2019). This notion leads to conceptualize the 
techno-resonance innovation capability as a strategic as-
set that holds the potentials for enhancing performance.  
Therefore, a mediation hypothesis is proposed.

H4: Techno-resonance innovation capability mediates 
the influence on market orientation to marketing perfor-
mance.

1.4. Product innovation and marketing performance

Consumers are always looking for products that provide 
more value when used. An influential culture of market ori-
entation that aims to provide high value to consumers could 
be realized by providing an innovative product that offers a 
specific competitive advantage (Langerak, Hultink, & Rob-
ben, 2004). The innovative product is the product’s competi-
tive edge and specific characteristics that are the result of the 

innovation process that employs technological advantages 
(Akgün et al., 2007; Calantone, Chan, & Cui, 2006; Langerak 
et al., 2004; McNally, Cavusgil, & Calantone, 2010). 

The ability to produce innovative products is strongly 
supported by technological developments, as technology-
based companies can improve efficiency and effectiveness 
in producing products (Garcia & Calantone, 2002; Li & 
Atuahene-Gima, 2001). Increases in the competition are 
not only contributed by competitors’ products but also by 
the existence of counterfeit products that offer the same 
looks, like the original products. Both products play roles 
in product performance. The development of counterfeit 
products produced by competitors will encourage compa-
nies to always protect and improve product performance 
through innovation processes that produce innovative 
products that will become increasingly difficult to be imi-
tated by a competing product (Calantone et al., 2006).

Product innovation shows the development and progress 
of product functionality, which can provide a clear picture 
to the consumer that the product innovativeness produced 
has superior value for the consumer. Innovative products 
can be described as new products, new markets, and supe-
rior products that adapt to consumers’ needs (Lee & Colarelli 
O’Connor, 2003; Zhou, Yim, & Tse, 2005). Product innova-
tion aims to improve product performance, so the success 
of product innovation is highly dependent on the company’s 
ability to produce superior value to customers. Companies 
with a deep market-oriented culture understand the needs 
and desires of customers and use it as the basis for innovative 
product innovation (Low, Chapman, & Sloan, 2007). Thus, 
the performance of product innovativeness does not only de-
pend on product orientation but also depends on how well 
the company understands customer needs.

The right product innovation strategy would produce 
an excellent performance on product innovativeness; thus 
it can support marketing performance (Akgün et al., 2007; 
Avlonitis & Salavou, 2007; Calantone et al., 2006; McNally 
et al., 2010; Zhang & Duan, 2010). Marketing performance 
is a measure of the success of the company’s marketing 
activities. The importance of measuring marketing per-
formance is because different organizational cultures and 
leadership styles affect the company’s view of the success of 
on-going marketing activities. Based on the research under-
taken by Baker and Sinkula (2009), marketing performance 
is measured through profitability in terms of sales value, 
changes in profits, and changes in the percentage of earn-
ings. Additionally, Avlonitis and Gounaris (1997) measure 
marketing performance through profits, annual turnover, 
ROI, and market share. A study conducted by Gao, Zhou, 
and Yim (2007) measures the company’s performance us-
ing the size of the value of profitability, sales growth, and 
product performance. The current study concludes that the 
primary purpose of the company’s performance is to gener-
ate value that can contribute to profit level, profit percent-
age, sales growth, and customer growth. 

Several previous studies explained that innovation has 
a negative impact on marketing performance in terms of 
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return on investment (Low et al., 2007). The negative re-
sults are caused by the payback period for the resources 
used in the innovation process. Product innovation poli-
cies aimed at enhancing product innovativeness can im-
prove marketing performance (Akgün et al., 2007; Avloni-
tis & Salavou, 2007; Calantone et al., 2006; Fang, 2008; Fu 
& Elliott, 2013; McNally et al., 2010). Based on the results 
of studies on innovativeness products on the performance 
of corporate marketing, this study constructs hypothesis 
H5 as follow:

H5: Product innovativeness has a positive influence on 
marketing performance.

2. Research method

2.1. Sample and data collection

Data are collected from small and medium enterprises 
(SMEs) owners or managers who are eligible to represent 
the company in West Kalimantan (West Borneo) Province 
di Indonesia. A total number of  121 SMEs were invited to 
and voluntarily participated in this research, represented 
by the owner-managers based on a convenience sample 
frame. These SMEs are working in producing and market-
ing a series of green and regio-centric and or regio-iconic 
food and beverage products which produced, packaged, 
and branded using appropriate technology for securing 
greeny, quality, and healthiness.  The category of products 
is presented in Table 1. The researchers arranged an in-
formal meeting with the owner-manager and conducted a 
structured interview aided by a set of questionnaires, ask-
ing questions, then fill up the questionnaire item related 
to the research model. In total, we have 121 respondents 
with complete data for finalizing this research.

2.2. Measurement of the instrument’s validity and 
reliability

The measurement of the variables used in this study is 
adapted from previous relevant studies. We adapted the 

study of Lee et al. (2015) and Long et al. (2017) which 
using the indicator of  Consumer Information, Competi-
tor Information, Market Related Information Coordina-
tion for measuring the market orientation. The Product 
Innovativeness measurement is adapted from the previous 
studies of (Ramkumar, 2016) and (Jaeger et al., 2017) as 
product uniqueness, product inimitability, and product 
variability. The techno-resonance innovation capability is 
a newly developed scale, and we argue that if a product is 
developed using technology for guaranteeing the stabil-
ity of quality and attractiveness of the product, particu-
larly food-based products by SMEs, the technology-based 
product itself could hold a resonating power for consum-
ers. The main reason is that a capability of innovation that 
equipped by technology support in creating and boosting 
or resonating the technological value attribute embedded 
in the product or service will emboss the attractiveness 
of the created value. We adopted several scales such as 
of  Zhou et al. (2005),  “We use technologies in our prod-
uct development,” and the scale of O’Cass and Sok (2013) 
such as  “Exploiting the most up-to-date technology avail-
able in developing new product” for developing our scale 
of “we have skill for using technology in designing our 
product” in short-form “technology-based product inno-
vation capability” and  “we have skill for configuring the 
elements of design” in short-form “ technology-based con-
figuring skills.” We adopt the study of Sullaida, Nurmala, 
and Ahyar (2018) of the ability to develop a capability for 
crafting the regional-origin product (Sullaida et al., 2018) 
in formulating our scale “ we have skill for using technol-
ogy in crafting the motif of products and packaging in 
short form “Technology-based motif crafting capability.” 
Lending the Study of (Adam et al., 2014) which concluded 
that producer-farmers are able to merchandise products to 
accentuate the value of a product through differentiation 
strategies lead us to formulate our scale as “we are able to 
accentuate the value of our product features using technol-
ogy,” in short-form “Technology-based features accentua-
tion skill. Marketing performance is measured using the 

Table 1. Research sample

Category of product

Number of SMEs Entity
 Samples On-line Selling Off-line selling

Frequency Percentage Frequency Percentage Frequency Percentage

Bread and Ordinary Bakery Wares 45 37% 35 45% 10 23%
Dairy-based desserts (e.g., ice cream, ice milk, 
pudding,fruit or flavoured yoghurt) 16 13% 10 13% 6 14%

Fermented fruit products 23 19% 12 16% 11 25%
Confectionery including hard and soft candy, 
nougats, etc. 3 2% 2 3% 1 2%

Regio-centric-smoked, dried, fermented, and/or 
salted fish and fish products 24 20% 11 14% 13 30%

Regio-centric canned or bottled (pasteurized) 
fruit juice and  vegetable juice) 10 8% 7 9% 3 7%

Total 121 100% 77 100% 44 100%
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scale of Setiawan and Hanfan (2017) and Sugiyarti et al. 
(2018) comprising sales growth, sales profitability, and 
customer growth. All scales item is presented in Table 2, 
which measured by a score range of 1 to 5.

3. Research method

3.1. Measurement of validity and reliability

We used the structural equation model- SEM technique 
with the AMOS software 23, for testing the hypotheses, 
based on several considerations. Firstly, SEM is capable 
for simultaneously solving several equations compared to 
ordinary regression analysis as in the standard package pf 
SPSS with interchanging dependent and independent vari-
ables (Kroehne, Funke, & Steyer, 2003) as in our model. 
Secondly, SEM has the capability of testing the media-
tional effect in a simultaneous process (Tabachnick & Fi-
dell, 2012). Data from the 121 respondents were analyzed 
in a full model for observing the validity of our research 
instrument validity and reliability of measurement, as is 

presented in Table 2, followed by the testing of our pro-
posed hypotheses, as is presented in Table 3.

As presented in Table 2, all variables have a positive 
factor loading with a critical ratio ≥2.0, indicating an 
accepted significant loading value for mirroring its la-
tent variable. All variables were measured and mirrored 
by adequate regression weight as positive factor loading 
with significant critical ratio ≥2.0 (Arbuckle, 2016) indi-
cated the well-acceptance of the indicators of all related 
variables.  The convergent validity indices for the vari-
ables demonstrate the adequacy measures by observing 
the standardized factor loading. The result is all variables 
have the acceptance level of the cut-off value 0.50–0.70 
(Hair et al., 2010), indicating a well-accepted conver-
gent validity, our measurement of Average of Variance 
Extracted – AVE resulted in Market orientation (0.555), 
Techno-resonance innovation capability (0.525), Product 
innovativeness (0.531), Marketing Performance (0.532). 
All AVE criteria are above the cut-off value of  0.50, in-
dicating the acceptance of the validity of the instrument 
used for this research. All of the four latent variables have 

Table 2. Measurement of validity and reliability

VARIABLE & INDICATOR SCALE ITEM REFERENCE

STD. 
LOADING  
(Lambda 
Value )

Critical 
Ratio 
≥1.96

Market orientation – Convergent Validity – AVE = 0.555
                                 Construct Reliability – CRI = 0.785

Lee, Kim, Seo, 
& Hight, 2015; 
Long, Ali, 
John, & Alma, 
2017

• Consumer Information • Our company quickly responds to changes in 
customers’ product preferences. 0.700 6.019

• Competitor Information • All members in our company share important 
information about our competitors. 0.900 5.495

• Market Related Information 
Coordination

• Our teams work discuss together changes in ge 
market plalce  to improve our products by focusing 
on our customers’ demand

0.605 5.495

Techno-resonance innovation capability – AVE = 0.525; CRI = 0.815

Adapted from 
Adam et al., 
2014; O’Cass 
and Sok, 2013; 
Sullaida et al., 
2018; Zhou 
et al., 2005

• Technology-based designing 
capability 

• We have skill for using technology in designing 
our product 0.762 6.641

• Technology-based configuring 
skill

• We have skill for configuring the elements of 
design 0.742 6.169

• Technology-based features 
accentuation skill

• We are able to accentuate the value of our product 
features using technology 0,630 6,406

• Technology-based motif 
crafting skills

• We have skill for using technology in crafting the 
motif of products and packaging 0.757 6.406

Product innovativeness – AVE = 0.531; CRI = 0.771

Jaeger 
et al., 2017; 
Ramkumar, 
2016

• Product Uniqueness • Our products are often perceived as novel and 
unique by customers. 0.642 5.823

• Product Inimitability • Our product has inimitable styling and features 
that are rare to find 0.742 5.823

• Product Variability • Our new products are major changes from our 
previous products with a wide range of variability 0.793 6.045

Marketing performance – AVE =0.532; CRI =0.768 Setiawan and 
Hanfan, 2017; 
Sugiyarti, 
Ferdinand, 
and Nurcha-
yati, 2018

  

• Sales Growth • Our sales in growing 0.646 6.375

• Sales profitability • We always keep ketting profit from our sales 0.902 7.575

• Customer Growth • We always have a positive growth of customer 0.605 7.575



Business: Theory and Practice, 2020, 21(1): 329–339 335

Table 3. Hypothesis testing criteria

  Hipotesis Variable Standardized
Estimate Estimate CriticalRatio P Conclusion

H1 Market orientation has a positive influence on 
techno-resonance innovation capability. 0.443 0.464 3.410 *** Supported

H2 Techno-resonance innovation capability has a 
positive influence on product innovativeness  0.488 0.463 3.608 *** Supported

H3 Techno-resonance innovation capability  has a 
positive influence on marketing performance  0.549 0.705 3.975 *** Supported

H4 Techno-resonance innovation capability 
mediates the influence  of market orientation 
to marketing performance 

Full-mediation effect is conformed
At the Baron&Kenny’s procedure number four, when the mediation 
was inserted, the  regression weight of market orientation to marketing 
performance  became insignificant.

 P1: MO MP 0.357 0.463 2.942 0.003 Supported

P2: MO TRIP 0.414 0.419 3.176 0.001 Supported

P3: TRIPMP 0.661 0.878 4.942 *** Supported

P4: MOMP 0.101 0.137 0.039 0.348 Not supported
H5 Product innovativeness has a positive 

influence on marketing performance 0.245 0.331 2.050 0.040 Supported

Goodness of fit Test Cut-off Value Result Conclusion
Chi-square for DF = 61 at a significance level 5% 80.232 78.092 Fit
Significance ≥0.05 0.069 Fit
The goodness of Fit Index ≥0.90 0.919 Fit
The Adjusted Goodness of Fit Index ≥0.90 0.878 Marginal Fit
Comparative Fit Index ≥0.90 0.969 Fit
Tucker Lewis Index ≥0.90 0.960 Fit
RMSEA-Root mean square error of approximation 0.03–0.08 0.048 Fit

good reliability as measured by construct reliability index 
–CRI ≥ 0.70 (Hair et al., 2010), such as 0.785 for Market-
ing Orientation, 0.815 for Techno-Resonance Innovation 
Capability, 0.771 for Product Innovativeness, and 0.768 for 
Marketing Performance. As the validity and reliability of 
our data instrument have met the required cut-off value, 
we proceed to the process of hypothesis testing.

3.2. Hypothesis testing

In order to test our hypotheses, the Structural Equation 
model AMOS 23 Software was used to test the model and 
all related hypotheses. The result is as presented in Figure 1.

Based on the results of a two-step SPSS AMOS 23 hy-
potheses testing procedure, we get the result as follows.  

Figure 1. Full structural model – Techno-resonance innovation capability
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The first step is testing the goodness of fit of the model 
resulting in a good acceptance model as presented in Ta-
ble 3 with a chi-square level of significance = 0.069; GFI 
(0.918), CFI (0.969), TLI (0.960), RMSEA (0.048). All cri-
teria are above the cut-off value level, indicating the ac-
ceptance of our model.

The second step is then testing the regressional hy-
pothesis as well as the mediation hypothesis, as discussed 
in the previous section of this article.  As presented in 
Table 3, the critical ratio for all regressional hypotheses is 
above the cut-off value of 2.0 (Arbuckle, 2016); therefore, 
those hypotheses are well accepted.

As the techno-resonance innovation capability was 
selected as a mediation between market orientation and 
marketing performance to solve the research gap on the 
inconsistent finding of influence of market orientation 
on marketing performance,  we need to test the mediat-
ing effect hypothesis. We were adopting the Baron and 
Kenny (1986) procedure for testing the mediation effect,  
that 1. There should be a significant regression coefficient 
of independent to dependent variable; 2. There should 
be a significant regression coefficient of the independent 
variable to the mediation variable; 3. There should be a 
regression coefficient of the mediation variable to the de-
pendent variable; 4. The significant regression coefficient 
of independent to a dependent variable should be signifi-
cantly reduced or become insignificant when the media-
tion variable is inserted in the model. To do so, we rerun 
the model with four steps, as presented at the bottom of 
Table 3. When the techno-resonance innovation capability 
is inserted in the model, the effect of market orientation 
on marketing performance is changing lower (0.357 de-
creases to 0.101) and insignificant, indicating the existence 
of a full mediating effect of the techno-resonance innova-
tion capability to fill up the gap between market orienta-
tion and marketing performance.

Research conclusions and direction for future 
research

Research conclusion

This study aims to build a conceptual model on how to 
manage market orientation that holds the potential for 
enhancing marketing performance through a synthesis of 
the techno-resonance innovation capability. The accept-
ance of our proposed hypothesis provides several con-
clusions in managing market orientation for enhancing 
marketing performance. Firstly, strengthening the R-A 
Theory-based on the study of Ejdys (2015), de Guimarães 
et al. (2018), and (Le et al., 2018) that recognizing mar-
ket orientation as a strategic asset or strategic driver for 
enhancing marketing performance. This strategic driver 
is proved as an effective tool for enhancing the techno-
resonance innovation capability which strengthening the 
study of innovation capability (Adam et al., 2014; Chung, 
2019; De Guimarães, Severo, Campos, El-Aouar, & Azeve-
do, 2019; Huhtala et al., 2014; Sullaida et al., 2018) as a 

strategic leverage for enhancing marketing performance. 
The logic behind this path is that market orientation is 
an initial step for enhancing capabilities in innovating as 
a means for provoking disequilibrium in the market place 
through the innovativeness offerings in the market place as 
discussed in the core concept of RA-Theory (Hunt, 2013). 
As the techno-resonance innovation capability is developed 
for providing value-oriented products and services, it holds 
the potentials for enhancing the marketing performance.  
Secondly,  A market-oriented company might be creating 
ways to enhance its techno-resonance innovation capability 
as a strategic asset for enhancing product innovativeness. 
This process is in line with the R-A theory (Hunt, 1997) 
could be recognized as a strategic pathway for provoking 
disequilibrium of consumer choices by providing and of-
fering a new alternative for consumers. However, the re-
jection of the direct influence of product innovativeness to 
marketing performance provides us a theoretical insight 
that innovativeness itself is essential but not sufficient for 
enhancing performance, as proved in the study of Prifti and 
Alimehmeti (2017). It is a necessity for finding a process 
on how the uniqueness of a product is resonated to attract 
consumers to buy a product. 

Managerial implication

The acceptance and rejection of the hypothesis reveal sev-
eral managerial implications, particularly for the SMEs in 
struggling for better performance in the competitive mar-
ket. First, developing a specific capability in innovating 
products or services could be more effective if it is based 
on an appropriate technology that potential for auto-
resonating the effect of technology applied in producing 
product ad service. To do so, this may appear such as for 
guaranteeing the stability of product quality, especially for 
food-product, green product, herbal product, ensure the 
precision of product specification as taste, the weight of 
the product, support the durability of the product as well 
as the endurance of the packaging. Second, the rejection 
of our hypothesis on the influence of product innovative-
ness to marketing performance brings an implication for 
SMEs manager to care about steps after having the innova-
tive products in their product portfolio, such as conduct-
ing media or events for resonating the innovative value of 
the product for enhancing marketing performance.

Limitation and future research

Th is study has several limitations, firstly, the result of our 
model goodness-of-fit test shows that not all the criteria 
meet the cut-off value standard, such as the marginal of 
AGFI value of 0.878. Therefore, the model needs further 
improvement and refinement by adding some new vari-
ables, and or replication of this study to a bigger sample 
size will be a new research direction in the future. Sec-
ondly, a study on techno-resonance innovation capability 
is still at the very beginning; the replication of the study 
across industries is an alternative for testing the concept as 
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well as the model.  Thirdly, the rejection of our hypothesis 
on the influence of product innovativeness on marketing 
performance provides a research venue for developing a 
mediation process between product innovation and mar-
keting performance.
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