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Abstract: The goal of this study is to examine the role of information technology as a moderating variable for entrepreneurial and
marketing orientation in SMEs that export through intermediaries. From May to June 2019, this study was conducted on registered
exporting SMEs in the East Java Cooperatives Department in Greater Malang, East Java, Indonesia. This study used 50 exporting
small and medium - sized businesses as samples. The analysis method used in this study is Partial Least Squares (PLS). The study's
findings revealed that market orientation variables have a positive impact on both entrepreneurial orientation and marketing
performance. The entrepreneurial orientation variable has no discernible effect on marketing performance. Market orientation does not
affect information technology. Entrepreneurial orientation has a significant impact on information technology. Marketing performance
is unaffected by information technology. Market orientation has no discernible impact on marketing performance via information
technology. Through information technology, the variable of entrepreneurial orientation has no significant effect on marketing
performance. These findings indicate that because SMEs rely on intermediaries to export their products, the variables of
entrepreneurial orientation, market orientation, and information technology cannot be developed optimally to support marketing
performance.
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1. Introduction advantage in tough competition.

Small and medium - sized enterprises (SMES) must be
prepared from the start for a very rapid market development
and changes of customer demand. Market - oriented small
and medium - sized businesses are constantly responding to
customer needs [5]. Creativity and innovation must continue
to grow, so SMEs must be creative and innovative in order
to succeed [44]. Entrepreneurs of SMEs must be able to
identify and actively pursue efforts to acquire and retain
customers who benefit from innovative approaches to risk
management, resource efficiency, and value creation. [30].
The ability of SMEs entrepreneurs to serve customers well
by developing their entrepreneurial spirit and mastery of
information technology will improve their marketing
performance.

2. Literature Survey
2.1 Market Orientation

Market orientation is a set of processes and activities that
aim to create and satisfy customers by continuously
assessing their wants and needs. [42]. Furthermore, market
orientation is an organizational culture that fosters an
efficient method of serving buyers in order to provide
superior value to both businesses and consumers. [31]. It is
critical to generate and disseminate market orientation in
order to increase the number of consumers. Market
orientation has an effect on the company's durability in
comparison to competitors, and increasing customer
satisfaction can also lead to a sustainable competitive

Finally, market orientation is capable of effectively gaining
and maintaining a competitive advantage by planning and
coordinating all organizational parts or functions in order to
satisfy the customer. Market orientation emphasizes
identifying and monitoring customer needs and responding
to them through the creation and development of products or
services. The best business culture will be one that is
committed to retaining creative value for customers. Market
orientation consists of three components: customer
orientation, competitor orientation, and inter - functional
coordination [31]. Customer and competitor orientations
must be carried out in order to obtain information on buyers
and competitors, and functional coordination must be used to
support all related functional components. Previous research
[24], [36] discovered that market orientation has an effect on
company performance. Market - oriented and entrepreneurial
activities improve company performance even more if they
make optimal use of information technology. [22]

H1. The marketing orientation’s effect on entrepreneurial
orientation

H2: The market orientation’s effect on marketing
performance
H3. The market orientation’s effect on information
technology

2.2 Information Technology

A set of technologies used by an organization to process and
disseminate information in a variety of ways is referred to as
information technology. Because the data and message
exchange process occurs without time and space constraints,
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information technology assists  the company's
operationalization effectively and efficiently. Information
technology is defined as a company's ability to mobilize and
disseminate information technology - based resources in
addition to other resources and capabilities [49]. Information
technology capability is an inherent part of the company's
process and routine activity that enables the company to
generate asset value [38]. Because information technology
can be used to make work more efficient, mastery of it can
reduce business costs. Information technology can be
defined as a device that mediates communication between
communicators and communicants in order for information
to be properly conveyed. The best tool for identifying
problems in a company is information technology.
Companies benefit from information technology in the
following ways: internal development to solve business
resource problems; external development to expand markets:
support for companies, purchase orders, dealing directly
with buyers and more business people, making it easier to
sell even to buyers from abroad. According to the findings of
[8], [32], information technology has an impact on
marketing performance. Companies must focus on the
organization's goals and mission by leveraging information
technology to ensure that investment planning is carried out
in accordance with company conditions at a low cost while
providing maximum value [16]. The use of information
technology fosters the implementation of creative work [29].
H6: The information technology’s influence on marketing
performance

2.3 Entrepreneurship Orientation

Entrepreneurship is defined as the use of one's creative and
innovative abilities as the foundation and means of
achieving success [44]. According to [20], entrepreneurial
marketing is an integrated concept in a changing era.
Entrepreneurship marketing is the proactive identification of
efforts to reach and retain customers who deliver profits
through the wuse of innovative approaches to risk
management, resource efficiency, and resource value [30].
The application of entrepreneurial behavior can be seen in an
innovative, proactive, and courageous risk - taking approach
to business execution. Because of three dimensions [27],
[44], an organization will conduct a business - management
process: innovative capacity, risk - taking capability, and a
proactive attitude. A number of indicators can be used to
measure a businessman's entrepreneurial capacity based on
the various indicators related to entrepreneurship capacity.
These indicators included autonomy, proactivity, and risk -
taking. They are used as indicators of the entrepreneurial
orientation variable in this study. Previous research [19],
[46], and [7] discovered that entrepreneurial orientation
influences marketing performance.

H3: The entrepreneurial orientation’s effect on marketing
performance

H4. The entrepreneurial orientation’s effect on information
technology

2.4 Marketing Performance
The marketing performance of an enterprise is the success of

new products and market development, which can be
measured by sales growth and market share [34]. Marketing

performance is derived from a company's overall marketing
process, which can be viewed as a concept that quantifies the
extent of product market achievement. Customer growth,
sales growth, and market share are three primary indicators
of good marketing performance, which ultimately leads to
increased company profitability [11]. According to [43], the
increase in sales is determined by the volume of sales and
the number of customers who consume at a consistent level.
This increase in sales shows how many product units were
successfully sold to consumers, as well as how much money
was made as a result of those sales. The higher the sales
value, the more products are sold to consumers successfully.
Customer growth is the rate at which a company's customers
grow. Profitability growth refers to the increase in the
company's profits. Meanwhile, market share depicts how
much control the handled product contributions have over
the same type of product market as competitors. Marketing
performance is a factor that is frequently used to quantify the
impact of a strategy. This study employs a market - based
quantification of marketing performance that employs four
indicators: sales growth, market growth, market share
growth, and profitability growth. It was discovered that there
is a significant relationship between market orientation and
marketing performance that is mediated by information
technology [47], which is supported by the important role of
information technology in marketing activities [14]. Also,
according to [33], small and medium - sized businesses that
do not use information technology will lose their
competitive advantage, making it impossible for them to
operate at high levels of efficiency and effectiveness. In
terms of the importance of information technology in
entrepreneurship, [37] asserts that information technology
plays a critical role in effectively directing the work of all
company members.

H7. The market orientation’s influence on marketing
performance through information technology

H8. The entrepreneurial orientation’s effect on marketing
performance through information technology

3. Methods / Approach

This is an explanatory study in which the data is gathered
through a survey method based on the responses of the
respondents to a questionnaire. Market orientation,
entrepreneurial orientation, information technology, and
marketing performance are all variables to consider.

3.1 Population and Sample

This study's population consists of all owners of exporting
SMEs in Greater Malang (Malang City, Batu City, and
Malang Regency) who are registered with the Cooperatives
Department in East Java. Up to 50 companies were sampled,
but only 43 are eligible for processing at the data analysis
stage.

3.2 Research Concept Framework
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Figure 1: Research Concept Framework

Data Analysis

This study employs a Partial Least Squares (PLS) analysis
tool that includes three relationship sets: (1) an inner model,
(2) an outer model, and (3) a weight relationship. PLS
employs algorithm iteration, which consists of an ordinary
least square series of analysis. [12]

4. Results / Discussion
4.1 Respondents’ Characteristics by Type of SME
Products

Table 1 shows that the top three types of products produced
by exporting SMEs in the Greater Malang region are
handicrafts, souvenirs, garments, and fruit chips, accounting
for 70% of total production. Souvenir items contribute
significantly to the tourism industry, which is being
promoted by the government. SMEs contributing through
souvenir products (creative industries) to increase GDP from
6.3 percent to 8 percent [1]

Table 1: Frequency distribution based on type of SMEs

product
No Types of SME Products Fr((agl:]ei:tr;cy Percentage
1 Souvenirs handicrafts 15 35%
2 Furniture 2 5%
3 Garments 9 21%
4 Music Instruments 3 7%
5 Fruit Chips 6 14%
6 Cultivation 3 7%
7 Replica costume 1 2%
8 Light machine 2 5%
9 Food and Honey Products 2 5%
Total 43 100%

Source: Primary data processed (2019)

4.2 Respondents’ Characteristics by Export Destination
Country

Table 2 shows data on the top export destinations for SMEs
in the Greater Malang region, which includes five
continents: Asia, Australia, Europe, America, and Africa.
Malaysia, Singapore, Japan, Saudi Arabia, Thailand, Brunei,
Hong Kong, China, Korea, the Philippines, and New Guinea
are among the Asian export destinations. With 67 percent of
total export destination countries, Asian countries are the
most important export destinations, Malaysia and Singapore,
in particular, have similar tastes to Indonesian consumers.
Meanwhile, export destination countries in Europe are

ranked second (16%), in the following order: Germany,
France, Italy, England, and Spain are all represented.

Table 2: Frequency Distribution Based on Export
Destination Countries

Characteristics of Respondents| Frequency (SME) | Percentage
Asia 82 67%
Export Australia 11 9%
Destination Europe 19 16%
continent America 8 7%
Africa 2 2%
Total 122 100%

Note: One SME may has export destination country more
than one

Source: Primary data processed (2019)

4.3 Respondents’ Characteristics Based On Export
Method

Table 3 shows the export methods used by Malang's SMEs,
which are mostly (69.77%) done through intermediaries.
These findings indicate that SME export administration
capability is limited, as are their capital capacities. Because
of the high cost of purchasing or renting containers, as well
as the high cost of transportation, SME entrepreneurs prefer
to export through intermediaries. Exporting through
intermediaries eliminates the need for them to deal with
export administration, which most of them do not
understand. This method of exporting has an impact on SME
entrepreneurs' reliance on intermediaries. However, there are
those who are already exporting on their own. Entrepreneurs
who take the risk of exporting on their own usually have a
solid understanding of export administration or procedures,
as well as export - import training from a reputable
institution.

Table 3: Frequency Distribution Based on Export Method

Characteristics of Respondents Frequency | Percentage
(person) (%)
Export Export_By self _ 13 30, 23
Method Through an intermediary 30 69, 77
Total 43 100

Source: Primary data processed (2019)

Assessing the Outer Model (Measurement Model)

The indicator is said to be valid if the convergent validity
has a loading value of at least 0.6 [12]. while the reliability
test using the Composite Reliability value yields a value
greater than 0.70 [12]. The calculation results show that all
indicators are valid and reliable (Figure 2)
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Figure 2: Structural Model of Research Results
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Source: Primary data processed (2019)

Assessing The Inner Model (Structural Model)

The inner Model can be viewed from the R - square value to
ensure that the Goodness of Fit Model can be measured. The
Goodness of Fit Model has a value of Q2 =1-1-0.385 (1 -
0.90) (1 - 0.145) = 0.5215. This value demonstrates that the
relationship  between  marketing  orientation  (OP),
entrepreneurial orientation (OK), information technology
(IT), and marketing performance (KP) variables is 52.15
percent, with the remaining 47.85 percent explained by
variables other than model and error.

Hypothesis Testing

The SmartPLS bootstrap resampling method is used for
hypothesis testing. The test was carried out by comparing
the t - count value to the t - table value of 1.683 (= 0.05 and
df =n -k, df =43 - 4 = 39). The t value that is greater than

the t - table value of 1, 683 is considered significant, and
thus the hypothesis is accepted. Table 4 demonstrates that
the path coefficient value and the t - statistic column of the
HI, H2, and H5 correlation have a significant effect,
indicating that the hypothesis is accepted. Meanwhile, H3,
H4, and H6 are ineffective, and the hypothesis is rejected.

Table 4: Direct Influence Hypothesis Testing

Hypothesis| Correlation Coe?failf:?ents t —Stat. Remarks
H1 OP->0K 0.620 6.081 | Sig |accepted
H2 OP-> KP 0.279 1.712 | Sig |accepted
H3 OK > KP 0.120 1.508 | Not Sig| rejected
H4 OP->TI -0.097 | 0.222 | Not Sig| rejected
H5 OK-> TI 0.350 1.864 | Sig |accepted
H6 Tl > KP 0.058 0.789 | Not Sig| rejected

Remarks: t - Stat = significant at a. = 0.05
Source: Primary data processed (2019)

Table 5: Path Coefficient of Indirect Effect

Hvpothesis Variable Path Remarks Mediation
P Exogen Mediation Endogen Coeff. Type
H7 Market Orientation (OP) Information Technology (TI) Marketmg(;s)rformance - 0,006 |NotSig [Non Mediation
H8 Entrepreneurial Orientation (OK) | Information Technology (TI) Marketm%fg)rformance 0.02 Not Sig |Non Mediation

Source: Primary data processed (2019)

5. Discussion of Research Results

1) The marketing orientation’s effect on entrepreneurial
orientation

Hypothesis 1 (H1) testing demonstrates that marketing
orientation has a significant impact on the entrepreneurial
orientation of export SMEs, as evidenced by a coefficient
value of 0.620 and a t - statistic value of 6.081. The t -
statistic value is greater than the t - table value, which is
1.683 (significant at = 0.05).

These findings suggest that SMEs owners' commitment to
understanding consumers, competitors, and coordination
between functional sections of their companies has a
significant impact on their entrepreneurial activities,
allowing them to operate independently, be proactive, and
have the courage to take risks. SMEs conduct marketing
activities by focusing on the wants and needs of their
customers. SMEs carry out activities such as monitoring
employees' seriousness in serving customer needs,
establishing strategies based on the desire to provide added
value to customers, understanding customer needs, and
providing high customer satisfaction. SMEs also consider
their competitors' strategies by regularly monitoring their
marketing programs and responding quickly to their actions.
Furthermore, SMEs coordinate between departments within
the company to ensure that all policies issued always satisfy
customers.

2) The market effect on

performance

Hypothesis 2 (H2) testing reveals that marketing orientation
has a significant positive impact on marketing performance,
as evidenced by a coefficient value of 0.279 and a t - statistic
value of 1.712. The t - statistic value exceeds the t - table

orientation’s marketing

value of 1.683. This finding is consistent with Narver and
Slater's (1990) belief that interfunctional coordination can
increase value for target customers. Furthermore,
interfunctional coordination serves several other purposes,
including facilitating communication between different
organizational functions, improving information exchange
between associated organizational functions, and informing
current market trends. As a result, it can improve the
independence of the functional parts and, ultimately,
encourage the company to provide products that customers
truly require.

The findings of this study are consistent with the findings of
research conducted by [6]; [24]; [2]; [35]; [36], which
discovered that market orientation variables had a significant
impact on the company's marketing performance.

The findings of a study on the export of SMEs to Greater
Malang remind owners to continue paying attention to the
market in order to meet the changing needs and desires of
the customer. Owners will see an increase in sales value,
number of customers, market share, and profitability if they
pay more attention to the customer.

3) The entrepreneurial orientation’s effect on marketing
performance
The hypothesis 3 testing (H3) reveals that entrepreneurial
orientation has no significant impact on marketing
performance. This result is distinguished by a coefficient
value of 0.120 and a t - count value of 1.508, both of which
are less than the t - table value of 1.683. These findings
indicate that entrepreneurial orientation, as measured by
indicators such as autonomy, risk - taking, and
proactiveness, has no significant impact on marketing
performance. Entrepreneurs with a strong entrepreneurial
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orientation should be able to achieve good results in theory.
Entrepreneurs who are brave enough to take risks and view
uncertainty as a challenge, as well as those who are willing
to enter unfamiliar markets and accept failures, will be
successful [25]. This statement, however, does not apply to
SMEs in Greater Malang. This result is closely related to
how SMEs in Greater Malang export their products, with the
majority (69.77%) using intermediaries. Intermediaries have
handled all actions relating to decision - making autonomy,
risk - taking, and proactiveness. The findings of this study
contradict those of [19], [46], [2], [23], [7], [13], and [25],
which found a significant positive impact of entrepreneurial
orientation on the company's marketing performance.

4) The market effect on information

technology

The hypothesis 4 Testing (H4) demonstrates that market
orientation has no significant positive impact on information
technology. This result is distinguished by a coefficient
value of - 0, 097 and a t - count value of 0, 222, both of
which are less than the t - table value of 1, 683. These
findings indicate that market orientation activities carried out
by SMEs, such as paying attention to customers and
competitors, as well as coordinating inter - functional
activities, have no significant positive impact on information
technology.

orientation’s

The findings of this study contradict the findings of [4],
which indicate that customer - oriented SMEs require
information technology to provide better service to
customers. The findings of this study also contradict an
opinion expressed by [40], who claims that a market -
oriented company requires information technology to
communicate with customers via various mass media.

The ability to develop information technology and capitalize
on its application is a critical factor in today's tough business
competition. However, in the case of SMEs in Greater
Malang, all activities related to customer service,
competition monitoring, and inter - functional activity
coordination are carried out by intermediaries, so SMEs
have only followed the advice of intermediaries.

5) The entrepreneurial orientation’s effect on information
technology

The results of hypothesis 5 Testing (H5) indicate that
entrepreneurial orientation has a significant impact on
information technology for SMEs. This testing yields a
coefficient value of 0.350 and a t - count value of 1.864,
both of which are greater than the t - table value of 1.683.
These findings demonstrate that whatever SMEs do in their
entrepreneurial activities can have an impact on their
information technology. Technology's role in improving
SMESs' business services is to support their performance. In
which information technology and business are closely
intertwined [17], information technology and business are
becoming increasingly intertwined. These findings suggest
that SMEs in Greater Malang can use information
technology to boost their entrepreneurship.

The findings of this study are consistent with research from
[9], which shows that companies require information
technology to implement entrepreneurial orientation.

Furthermore, the findings of this study are consistent with
the findings of the research conducted by [41], which show
that the use of good information technology causes
entrepreneurial orientation to evolve rapidly. The findings of
this study agree with [1], who states that entrepreneurs must
master technology as the primary support in
entrepreneurship. Similarly, [48] believes that the world of
business and organizations in general rely on information
technology to carry out daily activities and achieve future
goals.

6) The information technology’s influence on marketing
performance

The results of hypothesis 6 testing (H6) show that
information technology has no significant impact on the
marketing performance of SMEs. This result is distinguished
by a coefficient value of 0.058 and a t - count value of 0.789,
both of which are less than the t - table value of 1.683. These
findings indicate that information technology, as measured
by indicators such as promotional media, order - making
media, and communication media, has no discernible impact
on marketing performance.

This insignificant result can be attributed to the way SMEs
in Greater Malang export their products (69.77 percent),
which rely on intermediaries. Whatever SMEs do with
information technology, as long as marketing is still
dependent on intermediaries, the use of technology will be
ineffective. All promotions and communications with
overseas buyers are handled by intermediaries, whereas
SMEs only carry out agreements made by intermediaries.
This study's findings contradict research from [3]; [4]; [10];
[28]; [8]; [32], which discovered a significant relationship
between information technology variables and a company's
marketing performance.

7) The market orientation’s effect on

performance through information technology
Hypothesis testing 7 (H7) demonstrates that market
orientation has no significant effect on marketing
performance via information technology, as evidenced by a
coefficient of - 0.006. These findings demonstrate that, while
SMEs have engaged in market orientation activities
involving customers, competitors, and interfunctional
coordination, these activities are unable to leverage
information technology to improve marketing performance.
This result contradicts [12], who believes that inter -
functional coordination can lead to increased value for target
customers. Inter - functional coordination should be capable

marketing

of facilitating communication  between  different
organizational functions and improving information
exchange between associated organizational functions.

Furthermore, interfunctional coordination should be capable
of informing the most recent market trends. Furthermore, it
can increase the independence of the functional parts,
encouraging the company to provide products that are truly
needed by customers. However, this does not apply to SMEs
in Greater Malang because SMEs rely heavily on
intermediaries to export their products (69.77 percent). As a
result, whatever SMEs do in information technology to
support market orientation and improve marketing
performance is difficult to put into practice.
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8) The entrepreneurial orientation’s effect on marketing

performance through information technology
The results of hypothesis 8 (H8) show that entrepreneurial
orientation has no significant effect on marketing
performance via information technology. The coefficient
value of 0.020 characterizes this output. These findings
demonstrate that information technology, as measured by
indicators such as promotional media, order media, and
communication media, cannot significantly influence
marketing performance by mediating entrepreneurial
orientation. The activities of SMEs using various
information technology media to promote their products,
such as social media, websites, blogs, and others, cannot
help entrepreneurship orientation to influence SMEs
marketing performance. Similarly, using various internet -
based media to obtain purchase orders cannot assist
entrepreneurship in influencing the marketing performance
of SMEs. Furthermore, the use of information technology as
a means of communication between SMEs and their
customers cannot influence the performance of SMEs
marketing.

These findings demonstrate that, no matter what SMEs do in
their entrepreneurial activities, they cannot use information
technology to influence their marketing performance.
Entrepreneurs with a strong entrepreneurial orientation
should be able to achieve good results in theory.
Entrepreneurs who are brave enough to take risks and view
uncertainty as a challenge, as well as those who are willing
to enter unfamiliar markets and accept failure, will be
successful [25]. This statement, however, does not apply to
SMEs in Greater Malang, where entrepreneurial orientation
has no effect on marketing performance via information
technology. The findings are inextricably linked to the
situation of SMEs in the Greater Malang region, which are
heavily reliant on intermediaries (69.77%) when exporting
their products.

6. Conclusion

According to the findings of this study, there are three
relationships between variables that have an effect on each
other: the market orientation variable has a positive effect on
both entrepreneurial orientation and marketing performance.
Furthermore, the entrepreneurial orientation variable has a
significant impact on information technology.

The study also shows that there are five relationships that do
not affect each other, namely: entrepreneurial orientation
variables do not have a notable effect on marketing
performance, market orientation variables do not have a
notable effect on information technology, information
technology variables do not have a notable effect on
marketing performance, market orientation variables do not
have a notable effect on marketing performance, market
orientation variables do not have a notable effect on
marketing performance, market orientation variables do not
have a notable effect on marketing performance, market
orientation variables do not have a notable effect

The conclusion from all of those results is that where small
and medium - sized enterprises rely on intermediaries to
export their products, the variables of entrepreneurial

orientation, market orientation and information technology
cannot be optimally developed to support marketing
performance.

7. Future Scope

The research benefits are as follows: first, the findings can
be used as a reference for exporting SMEs in Greater
Malang in terms of information technology use,
entrepreneurial orientation, and marketing orientation;
second, the findings can be used as a guide for regional
governments to develop policies to assist exporting SMEs in
improving their marketing performance.
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