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 Business success is closely related to the marketing process. A good defined marketing strategy 
conducted to increase a sales business and marketing. The elements that must be developed are 
networking capability, entrepreneurial marketing, competitive advantage, and marketing 
performance. The sustainability of Indonesian businesses, especially small and medium enterprises 
(SMEs), is a challenge for entrepreneurs. SMEs are an important factor that affects the increase of 
national economic growth. This research investigated variables such as networking capability, 
entrepreneurial marketing, competitive advantage, marketing performance of embroidery SMEs in 
Tasikmalaya City West Java Indonesia. The technique sampling used in this research was purposive 
sampling. Samples gained were 120 SMEs. In analyzing the data, researchers employed Structural 
Equation Model (SEM) method from software AMOS. Entrepreneurial marketing activities are 
closely related to creating competitive advantage through innovation in the creation of better 
products, processes, and strategies to satisfy customer needs and desires. Hypothetical testing 
results showed that network capability and entrepreneurial marketing are important factors that 
significantly influence competitive advantage of SMEs. Networking capability, entrepreneurial 
marketing, and competitive advantage are important factors that significantly influence marketing 
performance of SMEs. Therefore, networking capability, entrepreneurial marketing, competitive 
advantage, and marketing performance must be developed for sustainable the successfulness of 
SMEs.  
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1. Introduction 
 

The industrial world is getting more advanced day by day. It is marked by the presence of free industrial competition. 
Encouraging businesspeople to improve and maintain their business, requires business actors to continue to carry out good 
marketing strategies. Small and medium enterprises (SMEs) have a very important role to increase national economic growth 
(Lestari et al., 2020; Sanyal et al., 2020). These SMEs have not had a major impact on economic changes or the crisis of 
Indonesia. However, the reality is that many SMEs are experiencing problems in marketing their products. This is related to 
many requirements or procedures that should be faced by SMEs to get out of their trouble. Optimizing SMEs requires 
entrepreneurial marketing to improve performance (Sullivan Mort et al., 2012). To increase product innovation so that it can 
be maximally marketed requires good network capabilities (Mu & Di Benedetto, 2012). A networking capability refers to the 
capability strategies that support the company to access strategic network resources and obtain their expertise and esoteric 
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knowledge for collective advantages. Network capability is needed to improve market orientation because networking 
capability has a significant and positive effect on business strategy (Kurniawan et al., 2020). A marketing strategy is needed 
that reflects sustainable competitive advantages and sustainable marketing performances (Haseeb et al., 2019). The existence 
of gaps in previous findings on the impact of entrepreneurial marketing and marketing performance is the starting point for 
this analysis. As a link between entrepreneurial marketing and marketing performance of Indonesian Batik SMEs in this study, 
it can be seen the effect of network capabilities on marketing performance, and product knowledge management on company 
performance by SMEs. Thus, the company's performance and competitive advantage are created. The competitive advantage 
is used as a link between entrepreneurial marketing and marketing performance. It is hoped that the company will be able to 
seize the market and make their product a market featured product. Entrepreneurial Marketing (EM) is mostly concerned with 
adapting marketing forms to suit the needs of SMEs, recognizing the potential for entrepreneurs to play a significant role in 
any marketing activity. Various definitions have been put forward by researchers regarding EM, but unfortunately, there is no 
unifying theory. Less unique definitions make research efforts remain fragmented and parallel.  In addition to different 
definitions, the dimensions of EM also have several opinions (Morrish, 2011). Based on these problems, there is a business 
phenomenon in SMEs. To maintain the sustainability of SMEs towards better growth, an empirical research model is needed. 
This research is a case study of networking capability, entrepreneurial marketing, competitive advantage, and marketing 
performance on SMEs in Tasikmalaya city West Java Indonesia.  
 
2. Literature Review 

 
2.1. Networking Capability 

 
A company's ability to communicate with other individuals or organizations is referred to as network capability. Networking 
capabilities mean all the activities, the processes, the systems and the habits in primary utilization of business process 
performance. (Mitrega et al., 2012). Today's market environment is extremely competitive. Therefore, networking capability 
is very important for the company’s survival. With the network, it makes it easier for companies to get information, the 
resources needed by the company, market share, and the latest technology used (Miller et al., 2010). Information and social 
networks owned by the company are considered very important for success and sustainability (Acquaah, 2011). Not all 
companies have a network. However, there are formal and informal networks. Extensive companies are more likely to enter 
into long-term cooperation contracts, while small companies tend to only be involved in it, as a form of mutually beneficial 
cooperation (Tang, 2011). In informal networks, there is only technological learning and various kinds of organizational 
learning (Hitt et al., 2001).  Human resources may also be defined as networking capability, that concluded as the act of having 
contact with other individuals or organizations. Networking capability is how companies identify and exploit market 
opportunities so that companies are able to work together, solve problems, and facilitate the development of company products 
(Mitrega et al., 2012). Small businesses use industry networks to find vendors, consumers, dealers, and other resources in 
international markets. A network is a set of interconnected exchanges between the individuals with the organizations of 
resource exchange required. Networks play a critical role in the internationalization of businesses, especially SMEs (Sanyal 
et al., 2020).  

 
2.2. Entrepreneurial Marketing 

 
Entrepreneurship is the value of creation and extraction. With this definition, entrepreneurship is viewed as change, generally 
entailing risk beyond what is normally encountered in starting a business, which may include other values than an economic 
one. Entrepreneurship is more focused on behavioral attributes, which are defined as agents of change. Humans do not have 
the capabilities to improve or optimize the way to do something. But they prefer to find new methods and markets, different 
systems of how to do something precisely (Hultman et al., 2016). Entrepreneurial Marketing (EM) is an identification 
proactive and exploitation of opportunities that acquires and retains profitable of customer through innovative approaches of 
risk management, resource exploitation, and creation value. EM is a consumer versus innovation orientation. This change is 
triggered by the existence of consumers who can be identified with certainty (Morgan et al., 2009). EM is a marketing activity 
carried out by those who are just starting up businesses and small businesses. The focus of entrepreneurs is marketing, although 
not all small business owners are entrepreneurs. Entrepreneurs are people who come up with new ideas (Gaddefors & 
Anderson, 2009). Entrepreneurial marketing is a business process that defines, identifies, and focuses on opportunities to 
acquire and sustain profitable customers through productivity improvements, inventory control, and risk management 
(Hallbäck & Gabrielsson, 2013). The concept of entrepreneurial marketing is a combination of the concepts of 
entrepreneurship and marketing. Every marketer has the opportunity to take opportunities in the market, namely how to 
increase revenue and market share. However, if the opportunities are not addressed with an entrepreneurial spirit, unoptimized 
results. EM is the process to creating, communicating, and delivering value to customers for managing customer relationships. 
EM is how companies pursue opportunities and develop their business by creating customer value and good relationships 
through innovation, creativity, sales activities, network expansion, and flexibility (Morrish, 2011). EM is how companies are 
able to find and take advantage of acquiring and retaining profitable customers through innovative approaches, managing risk, 
utilization of resources, and productivity improvements (Franco et al., 2014). The success of a small business as an 
entrepreneurial venture is inextricably linked to the output of its owners. Entrepreneurs handle companies by incorporating 
supply control, resource power, financial governance, the ability to take risks and opportunities, and marketing. Every 
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entrepreneur's success becomes a challenge when it comes to achieving business goals based on opportunity and resource 
ownership. This will have to do with effectiveness and performance (Sariwulan et al., 2020). 

 
2.3. Competitive Advantage 

 
Competitiveness is the idea of comparing a company's ability and performance in selling and supplying products and or 
services to the consumer (Bambang et al., 2021). Encouraging new business ideas and creativity is an aspect of competitive 
advantage (Sijabat et al., 2020). Intellectual capital, competitive advantage, and creativity are essential and strategic assets for 
SMEs. This component makes SMEs a successful and sustainable business (Siti et al., 2021; Srikalimah et al., 2020). A 
competitive advantage strategy is a company advantage in terms of resources, expertise, and innovation. When the company 
sustains their profits that have exceeded average, it is called they have a competitive advantage than the other. The goal of 
every business strategy is to sustain competitive advantage. (Anning-Dorson, 2018). By applying these three competency 
areas, companies can develop strategies to produce products with high competitiveness in the market. Companies that have a 
competitive advantage can win in market competition. To be able to have a competitive advantage requires a good ability in 
company management. 

 
2.4. Marketing Performance 

 
Marketing performance consists of the process, technologies, and actions used by marketing organizations to make a plan of 
marketing activities, evaluate marketing results through established goals, and increase impactful decisions. A good corporate 
strategy is always aimed at creating marketing effectiveness (such as number of sales and level of sales growth). Market 
sensing capability is a unique capability where a company performs sensing opportunities by scanning, searching, and 
developing new products. This market sensing has the essence of realizing the company's potential which aims to deal with 
rapid environmental changes in developing new products to increase the competitive advantage of a company (Zhang et al., 
2015).  Market knowledge aims to find out about the various associated aspects with the business that is offering to the market. 
It includes a detailed study about the primary and secondary activities that a company can include in its core activities so that 
value can be delivered to the market.  Moreover, Market knowledge is also to know about the potential consumers' behavior 
which is directly and indirectly connected to the products and services that one can offer. Market sense is the research 
technique of understanding consumers affect and the emotion that encourages consumers behavior and decision. By 
understanding social contexts, underlying principles, values, and other external market factors influencing their behavior can 
enable more powerful marketing strategies (Fahy et al., 2006).  The concept of market sensing refers to the company's ability 
to learn about the market environment as well as to utilize knowledge capable of integrating marketing actions. Marketing 
performance is a means of determining how well a company is performing, which includes sales turnover, number of buyers, 
earnings, and increase in income (Nath et al., 2010). In the global era of SMEs marketing practices, entrepreneurs must let go 
of traditional concepts and replace them with new innovative thoughts and actions (Sadiku-Dushi et al., 2019). 

 
3. Research Method 

 
3.1. Primary and Secondary Data 

 
Primary data of this study obtained through interviews based on a list of questions to several respondents selected for research. 
The data source of this research was obtained directly from filling out the questionnaire by the respondents. In this study, 
primary data was taken from 1,356 SMEs. All embroidered SMEs in Tasikmalaya City West Java, Indonesia were the 
population of this research. Secondary data of this study obtained from agencies related to embroidery SMEs, including data 
from BPS, the office of industry and trade, and the department of cooperatives and embroidery SMEs in Tasikmalaya City 
West Java Indonesia. 
 
3.2. Population and Sample 
 
A population is the pool of individuals from which a statistical sample is drawn for a study. Thus, any selection of individuals 
grouped together by a common feature can be said to be a population. Samples can be drawn from the population. The sample 
has just a statistically significant portion of a population, and it is not all over a population. The sample in this study is based 
on two considerations. First, the population is dynamic (the number of SMEs can increase or decrease). Second, using the 
maximum likelihood (ML) estimation model, this estimate requires many respondents (large sample size) , that is, at least 100 
to 200 respondents. There are 12 indicators in this study, the number of samples is as follows. 
 
Sample  = Number of indicators × 10 = 12 × 10 = 120 

 
The following are the criteria used to choose respondents. 1). Entrepreneurs/owners/managers have at least 3 years of work 
experience because they are considered to have experience in their field. 2). Entrepreneurs who have permanent workers. This 
means that the company is relatively stable and has been able to produce continuously. 3). The company carries out the 
production process, not just distribution. 4). National scale marketing coverage. 
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3.3. Operational Variables and Indicators 
 
Research variables are quantifiable abstract concepts. The latent variable of this research is an abstract concept that it cannot 
directly calculate (often called constructs or unobserved variables) (Kim et al., 2018). The variables in this study include 
exogenous and endogenous variables. Exogenous or independent variables are variables that affect the dependent variable, 
both of positive and negative results. Endogenous or dependent variables are variables that are influenced by independent 
variables and are the focus of research attention. The position of the independent and dependent variables in this study is 
determined by a structural model formed. This research is quantitative. For the collection of research data, research 
instruments were used. In that case, the research instrument was used to measure the variables under study. The variables, the 
operational definitions of the variables, and the indicators understudy can be explained in this table below: 
 
Table 1 
Variable Operational Definition 

Latent Variable Indicator Variable 
Networking 
capability 

The act of making contact with other people or the 
organization can also be classified as human resources. How 
companies identify and exploit market opportunities so that 
SMEs are able to work together, solve problems, facilitate 
the development of SMEs products. 

X1 Size of marketing network 
X2 Size of the cooperation network 
X3 Size of the networks between business groups 

Entrepreneurial 
Marketing:  

SMEs are able to define, identify and take advantage of 
opportunities. Acquire and retain profitable customers 
through an innovative approach. 

X4 Proactive 
 

X5 Focus on opportunities 
X6 Taking risks 

Competitive 
advantage 

SMEs develop products or services that are superior to 
competitors based on target markets. 

X7 Product uniqueness 
 

X8 Product quality 
X9 Competitive price 

Marketing 
performance 

Efforts to measure of performance level which includes the 
number of customers, sales developments and profits. 

X10 Growth in the count of customers 
X11 Sales growth 
X12 Sales turnover growth 

 
3.4. Hypotheses 
 
This research used of hypotheses: 
 
H1:  Networking capability has a significant influence on competitive advantage of SMEs in Tasikmalaya city West Java 
Indonesia. 
H2:  Entrepreneurial marketing has a significant influence on competitive advantage of SMEs in Tasikmalaya city West Java 
Indonesia. 
H3:  Networking capability has a significant influence on marketing performance of SMEs in Tasikmalaya city West Java 
Indonesia. 
H4:  Entrepreneurial marketing has a significant influence on marketing performance of SMEs in Tasikmalaya city West Java 
Indonesia. 
H5:  Competitive advantage has a significant influence on marketing performance of SMEs in Tasikmalaya city West Java 
Indonesia. 

 
4. Results and Discussion 
 
4.1. Hypotheses Test 
 
Fig. 1 shows the complete model testing based on the statistical package AMOS. 
 

 
 

Fig. 1. Complete Model Testing 
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Table 2 shows the hypotheses test results based on the output of the statistical program AMOS. 
 

Table 2 
Hypotheses Test Results 

Hypothesized variables Estimate SE CR P H Support 
Competitive Advantage ← Networking Capability 0.364 0.103 3.551 *** H1 Yes 
Competitive Advantage ← Entrepreneurial Marketing 0.512 0.136 3.773 *** H2 Yes 
Marketing Performance ← Networking Capability 0.232 0.119 2.476 0.021 H3 Yes 
Marketing Performance ← Entrepreneurial Marketing 0.293 0.116 2.257 0.012 H4 Yes 
Marketing Performance ← Competitive Advantage 0.513 0.101 5.059 *** H5 Yes 

  
Based on data from SMEs Tasikmalaya West Java Indonesia in table 2, it can be concluded that networking capability has a 
significant and positive impact on competitive advantage of SMEs, H1 is accepted, indicated by CR value 3.551 with 
probability 0.000 < 0.05. Entrepreneurial marketing has a significant and positive impact on competitive advantage of SMEs, 
H2 is accepted, indicated by CR value 3.773 with probability 0.000 < 0.05. Networking capability has a significant and positive 
impact on marketing performance of SMEs, H3 is accepted, indicated by CR value 2.476 with probability 0.021 < 0.05. 
Entrepreneurial marketing has a significant and positive impact on marketing performance of SMEs, H4 is accepted, indicated 
by CR value 2.257 with probability 0.012 < 0.05. Competitive advantage has a significant and positive impact on marketing 
performance of SMEs, H5 is accepted, indicated by CR value 5.059 with probability 0.000 < 0.05.  

 
4.2. Relationship Between Networking Capability and Competitive Advantage 
 
The greater a company's focus on its customers, it can develop a competitive advantage through innovation and marketing 
strategy (Zhou et al., 2009). One important aspect of marketing performance is the competitive advantage, which shows how 
a business can compete and have an advantage over its competitors. The value that a company develops for its customers 
gives it a competitive advantage. Network capability finds network partners and manages network relationships to establish 
the competitive advantage of SMEs. Being able to manage network relationships shows the proficiency of SMEs relations in 
network control that is effective, efficient, and contributes to the sustainability of SMEs performance. According to previous 
research, network capability is an important factor that significantly affects company performance (Mitrega et al., 2012).  

  
4.3. Relationship Between Entrepreneurial Marketing and Competitive Advantage 
 
Entrepreneurial marketing can support companies in identifying, evaluating, capturing opportunities and to reach and maintain 
competitive advantage. Entrepreneurial marketing is how companies pursue opportunities and develop their business by 
creating customer value through good relationships, innovation, creativity, sales activities, network expansion, and flexibility 
(Morrish, 2011).  Multinational and international companies encourage co-creation marketing and innovation, while small 
companies apply low-cost marketing strategies to strengthen the competitive advantage with limited resources. 
Entrepreneurial marketing processes should be used creatively to have superior value to the company's consumers and owners 
(Miles & Darroch, 2006). Entrepreneurship creates uncertainty because the situation is unpredictable, yields and value 
allocations are assessed individually and created in a complex ecosystem. Uncertainty can reduce an effectiveness of 
traditional marketing which has its roots in risk-based analysis used in predicting future market conditions. Entrepreneurial 
marketing must be developed to maintain the sustainability of SMEs competitive advantage and be ready to compete in the 
market. 

 
4.4. Relationship Between Networking Capability and Marketing Performance 
 
Building new relationships is important to develop orientation to be innovative to build higher performance (Asemokha et al., 
2019). Network capability is not only looking for and managing the external network of the company but also talks about 
network relationships within the company itself. The components of networking capabilities consist of finding the partner and 
managing relationships to develop SMEs. The components of network capability consist of the company's ability to organize 
partners who collaborate with them, the ability of the company’s interpersonal relations to influence partners, have information 
or knowledge about company partners and competitors and possess communication skills to build new relationships. This 
component can be called coordination, relationship skills, partner knowledge, and communication. This component is needed 
to improve the marketing performance of SMEs. SMEs will find it easier to identify the market and its distribution channels 
through the marketing network that SMEs have established (Sadiku-Dushi et al., 2019). That way, SMEs can easily take 
advantage of their network in product innovation to develop product marketing strategies. Network capabilities must be 
developed for sustainable marketing performance of SMEs. 
 
4.5. Relationship Between Entrepreneurial Marketing and Marketing Performance 
 
Marketing problems that occur include the high level of competition, the absence of own brands and stores, weak price 
bargaining, and limited information and market insights. On the other hand, the scale of the home industry business, whose 
production is limited to orders and individual businesses, contributes to weak marketing. Weak product innovation, limited 
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capital, the inability of business actors, and low entrepreneurial spirit also affect product marketing coverage. To solve these 
marketing problems, appropriate marketing methods and strategies are needed. One approach that is currently emerging in 
the application of product marketing by SMEs is entrepreneurial marketing. The concept of entrepreneurial marketing is a 
concept that initially appeared in small-scale business actors or business actors who were just starting their business. 
Entrepreneurial marketing is a conceptual approach that is more appropriate in terms of limited resources and problems that 
exist in SMEs. Entrepreneurial marketing is an alternative to marketing management approaches (Hendijani Fard & Seyyed 
Amiri, 2018). Marketing performance is a variable that can be used to measure the marketing achievement of a business, 
including the relationship with entrepreneurial marketing. Marketing performance is a concept for measuring the market 
performance of a product. Marketing performance is the important element of company performance (Riswanto et al., 2020). 
The influence of entrepreneurial marketing results in superior marketing performance. According to previous research, 
entrepreneurial marketing is an important factor that has a positive performance effect (Eggers et al., 2020). 
 
4.6. Relationship Between Competitive Advantage and Marketing Performance 
 
To improve marketing performance, a considerable factor can support the improvement of a company's marketing 
performance, one of which is through competitive advantage. The potential of SMEs to produce unique goods and their 
efficiency in developing technological innovations are two main determinants of competitive advantage. SMEs should have 
collaboration with others partners and rivals to establish a powerful network to gain and maintain a competitive advantage. 
Therefore, the collaboration between organizations can help SMEs to be very innovative, as they expose companies to new 
technologies and new business strategies. According to previous research, the competitive advantage strategy makes SMEs a 
successful and sustainable business (Siti et al., 2021; Srikalimah et al., 2020). The concept of marketing performance is widely 
discussed by many scientific researchers who point out the various measures used to show a company's performance in the 
marketing or divisional field. Marketing performance is essential to business success because of market strategies for 
customers, markets, and financial organizations, market performance such as sales growth, market share, and market 
development in marketing performance studies. Market performance can help SMEs adapt to evolving market conditions, 
compete more effectively and increase competitive advantage (Zhang et al., 2015). The plan implemented by the company 
always strives to get good marketing and financial performance. Increased product sales will also automatically increase the 
volume of products sold as indicated by the increased sales value and are expected to meet or exceed the targeted profit. On 
that basis, the marketing performance component in this study is sales growth that meets or exceeds the set target, increased 
sales volume, and sales values that meet or exceed targets. Therefore, competitive advantage must be developed for sustainable 
marketing performance of SMEs. 
  
5. Conclusion  

 
Entrepreneurial marketing activities and network capability are closely related to creating competitive advantage and 
marketing performance through innovation in the creation of better products, processes, and strategies to satisfying customers 
requirement, in the globalization era and market dynamic, SMEs looking for a competitive advantage and survival with 
distinct resources. Marketers who have entrepreneurial skills will rely on their connections and ask customers to provide 
feedback on the products they have; this is is a form of activity from market intelligence. Hypothetical testing results showed 
that network capability and entrepreneurial marketing are important factors that significantly influence competitive advantage 
of SMEs. Networking capability, entrepreneurial marketing, and competitive advantage are important factors that significantly 
influence marketing performance of SMEs. Therefore, networking capability, entrepreneurial marketing, competitive 
advantage, and marketing performance must be developed for sustainable the successfulness of SMEs.  
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