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Abstract. The purpose of this study were  to know (1) the effect of market orientation and 
entrepreneurial orientation on SME’s business performance simultaneously, (2) the effect 
of market orientation and entrepreneurial orientation on SME’s business performance 
partially, (3) the dominant variable that influence SME’s business performance at creative 
industry in West Nusa Tenggara. This study was explanatory research. Population in this 
study was all SMEs in West Nusa Tenggara numbering to 627 firms and the samples were 
obtained by purpossive sampling of 70 firms. Data collection methods used were 
questionnaire and documentation from primary and secondary data. The analysis method 
used was multiple linear regression. The study results show that (1) there is positive and 
significant influence of market orientation and entrepreneurial orientation on SME’s 
business performance simultaneously, (2) there is positive and significant influence of 
market orientation and entrepreneurial orientation on SME’s business performance 
partially, and (3) the market orientation was the dominant variable that influence SME’s 
business performance in West Nusa Tenggara. 
Keywords: Market orientation, entrepreneurial orientation, business performance, creative 
industry. 
 

INTRODUCTION 

Globalization offers economic opportunities that can be utilized for economic 
development (Bappenas 2019), namely: (1) A very open market for export products; (2) 
Ease of access to capital and technology / knowledge originating from abroad; (3) Ease of 
obtaining goods needed by the community and cannot be produced in Indonesia; and (4) 
Increasing tourism activities at the same time creating job opportunities and also becoming 
a promotion platform for Indonesian products. One of the real forms of economic 
globalization is a very competitive free market. Increasing regional competitiveness is 
imperative to anticipate and participate in global competition. 

In 2015, Ernst and Young (EY) conducted a mapping of the global creative 
economy for the first time in the world and noted that the Creative and Cultural Industry or 
CCI was valued at US $ 2.3 trillion (US $ 2.3 trillion or 30,654 trillion rupiah) , and equals 
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3% of total GDP worldwide. In line with the prospect of Indonesia's economy which will 
become one of the countries with the highest income in the world by 2030 (Munaf and 
Pesik, 2019). The Creative Economy in Indonesia is also targeted to become one of the 
strengths of the world's creative industry. The hope of Indonesia's Creative Economy to 
become a new force for the national economy in the future is starting to show a positive 
picture given that the contribution of the Creative Economy GDP (Gross Domestic 
Product) to the national GDP continues to show an increase every year. In Indonesia, the 
progress of the creative economy has been recorded since the Indonesian Cultural Products 
Week was first held in 2007. In 2009, the Indonesian Government issued Presidential 
Instruction No. creative on the stage of the national economy. 

Creativity in utilizing and integrating economic and cultural resources also 
encourages the development of creative economic activities. Based on data from (Bappenas 
2019), several indicators include the growth in value added of the creative economy which 
reached 4.9 percent in 2016, with export contributions reaching USD 19.9 billion or 13.8 
percent of total exports. The number of workers absorbed in the creative economy sector 
also increased from 15.5 million people in 2014 to 17.4 million people in 2017. The export 
and creative economy workforce achievements have exceeded the targets in the National 
Medium-Term Development Plan ( RPJMN) 2015-2019. In line with the development of 
the digital economy, various economic resources can now be utilized with increasingly 
better distribution speeds and quality. Digital economic penetrations that are taking place 
quickly and dynamically have shaped the landscape of the digital economy in Indonesia 
today, including not only on demand services, e-commerce and financial technology 
(Fintech), but also internet of things (IoT) service providers. The projection of digital 
economy development in Indonesia is shown by the growth in the value of e-commerce 
transactions by 1,625 percent to USD 130 billion in the 2013-2020 period. 

 
 
The creative industry is often associated with small and micro-scale industries or 

SMEs because creative industry businesses take more advantage of the creativity and 
innovation of limited numbers of human resources. The creative industry is also widely 
associated with SMEs because many creative industry entrepreneurs are in the form of 
start-up businesses, namely entrepreneurs who have just started a business. The 
development of the creative industry in Indonesia has contributed significantly to the 
economy and employment, and has an important role in empowering human resources. 
Based on statistical data from the Ministry of Tourism and Creative Economy 
(Kemenparekraf, 2014) during 2010-2013, the contribution of the creative industry to GDP 
is estimated at 7.1%, and to the overall export value of 6.1%, as well as to employment of 
10, 7%, the growth of the creative industry is 5.6% with the craft, fashion and culinary 
sector having the highest growth rate compared to other sectors (Bank Indonesia, 2015). 

Creative industries are often associated with small and micro scale industries. 
Creative economy SMEs in the handicraft sector are selected to be analyzed in more depth 
in this study, because the handicraft industry sector is considered to have a significant 
contribution in terms of its contribution to the economy, employment, and empowerment of 
natural resources. local and Indonesian culture more optimally. The field survey was 
conducted in Indonesia in March-May 2014 by (Bank Indonesia, 2015) by taking samples 
from 6 provinces as provinces that have high enough competitiveness and strong value 
chains, and have the largest number of creative craft industry entrepreneurs, both for micro 
and small as well as medium and large businesses. The six provinces selected are: Central 
Java, DI Yogyakarta, Bali, West Nusa Tenggara, South Sulawesi, and West Sumatra. 
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The creative industry is often associated with small and micro scale industries. The 
focus of this research is the performance of the SME economy business in West Nusa 
Tenggara (NTB). NTB has a great opportunity to develop in the creative industry where 
NTB is also a tourism area. The development of tourism which has a very positive impact 
on the growth of small handicraft businesses due to the factor of tourists who usually want 
to get something that is characteristic of the area they visit as a souvenir. This is where the 
contribution of creative business products from small handicraft businesses is needed. 
Therefore, the creative and handicraft industry in NTB has considerable potential to be 
developed. Based on data (BPS West Nusa Tenggara, 2020), the majority of industries in 
West Nusa Tenggara Province are small industries and household crafts. The largest 
number of formal industrial SMEs is in Central Lombok, East Lombok, West Lombok, 
Bima and Mataram City districts. 

There is still a lack of creativity for the creative industry in West Nusa Tenggara 
Province and one of the things that has slowed the development of the creative industry in 
NTB is the courage to innovate products, "NTB has the opportunity to develop in the 
creative industry where NTB is also a tourism area. . The development of tourism has a 
very positive impact on the growth of small handicraft businesses due to the factor of 
tourists who usually want to get something that is characterized by the area they visit as a 
souvenir. This is where the contribution of creative business products from small handicraft 
businesses is needed. Therefore, the creative and handicraft industry in NTB has 
considerable potential to be developed. For this reason, it is necessary to strengthen 
performance to determine the right strategy to be able to excel and win the competition 
(Syukriah and Hamdani, 2015). Many parties believe that the product innovation factor will 
determine the success of strengthening regional competitiveness. For this reason, SMEs 
need to improve product innovation and business performance. Business performance is a 
measure of the success of a business (Westerberg and Wincent, 2008). Improving SME 
business performance through profit growth, sales growth, and customer growth can 
become benchmarks for staying ahead of the competition. 

The research conceptual framework is based on empirical problems so that the 
grand theory in this study is: the Resource-based View (RBV) which explains that valuable, 
scarce, difficult to imitate and irreplaceable resources can be a source of superior 
performance, and can enable companies to achieve a sustainable competitive advantage 
(Barney, 1991). This research also refers to the theory view of dynamic managerial 
capabilities. The understanding of dynamic managerial capabilities is defined as the 
company's ability to use existing resources, especially in the process of integration, acquire, 
reconfigure, and release resources that allow companies to respond quickly to new 
opportunities, even if possible to create market changes with innovation as one. a means of 
adjustment to changes in the external environment (Johnston, et. al, 2012) and (Hess, 
2008). 

The theoretical view of knowledge based view also underlies this research, 
Knowledge based view (KBV) is a new extension of the company's resources based view 
(RBV) and provides strong theoretical support for intellectual capital through learning 
orientation. The role of Knowledge Based View is to build human capital involvement so 
that it allows companies to adapt to various problems more effectively and efficiently 
(Chen, et al. 2010). This makes human resource development more dominant and 
structured. Efficient. This study also refers to the Market Based View (MBV) theory based 
on the concept developed by Porter, namely the competitive force model. (Porter, 1985) 
states that in order to be able to have a competitive advantage in its business environment, 
companies need to pay attention to five external driving factors, including: the threat of 
new players, competition between companies in the industry, the threat of substituted 
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products, the power of suppliers and the power of buyers. Market Based View), seeing a 
viewpoint that has an orientation to market conditions to formulate strategies and always 
innovates to be able to create a company's competitive advantage in an industry. 

Market orientation is important to study and research in relation to business 
performance because market orientation is an important element that affects competitive 
advantage and achieves high profitability (Narver & Slater, 1990). Market orientation is a 
business perspective that makes consumers the focus of attention in all company activities. 
Previous research related to market orientation and business performance was conducted by 
Zahid Yousaf, et al. (2018), Hardeep et al, (2016), Mike (2010), Zhang et al (2017), Ra'ed, 
et al, (2018) and Tina and Katharina, (2015), Aliyu and Rosli, (2014) , Rojas-Me´ndez and 
Michel Rod, (2012), Miguel et al, (2019), Wahyudiono, (2006), Justin Beneke et al, (2016), 
Soheil et al, (2016), Wassim, (2018), Lita and Ranny, (2018) and (Ho et al. 2017). 

Entrepreneurial orientation is creative and innovative abilities that are used as a 
basis, and resources to find opportunities for success. Some management literature provides 
three basic organizational dimensions for the entrepreneurial management process, namely 
innovation ability, risk-taking ability, and proactive nature (Weerawardena, 2013). Previous 
research related to entrepreneurial orientation and business performance was conducted by 
Bereket, (2017), Jafar Rezaei, (2018), Krishna, (2012), Ra'ed Masa'deh, et al, (2018), 
Gordon Liu et al. (2018), Muslim Amin, (2016), Tina and Katharina, (2015), 
Saumyaranjan, (2017), Orlando et al, (2018), Ngoma, et al. (2017), Izabela Kowalik, (2017) 
and Kee, Daisy et. al (2017). 

This study seeks to answer the controversy over previous research and based on 
field phenomena and inconsistent empirical facts, it becomes an opportunity for researchers 
to conduct further research. Therefore, researchers are interested in conducting research 
"The influence of market orientation and entrepreneurial orientation on the creative 
economy SME business performance in the handicraft sub-sector in West Nusa Tenggara". 

This research was conducted on the basis of this gap phenomenon and based on 
research gaps from several previous research results related to this research, namely: the 
research results of Zahid Yousaf, et al. (2018), Hardeep et al, (2016), Zhang et al (2017), 
Ra'ed, et al, (2018) and Tina and Katharina, (2015) Aliyu and Rosli, (2014), Rojas-
Me´ndez and Michel Rod, (2012), Miguel et al, (2019), Wahyudiono, (2006), Justin 
Beneke et al, (2016), Soheil et al, (2016), Wassim, (2018), Lita and Ranny, ( 2018), 
proving that market orientation contributes significantly to business performance, however, 
Mike's research (2010) found that market orientation on US and Taiwanese SMEs does not 
have a significant relationship with their company performance. Likewise, the findings (Ho 
et al., 2017) show that there is no significant relationship between market orientation and 
performance. 

Research results Bereket, (2017), Jafar Rezaei, (2018), Krishna, (2012), Ra'ed 
Masa'deh, et al, (2018), Gordon Liu et al (2018), Muslim Amin, (2016), Tina and 
Katharina, (2015), Saumyaranjan, (2017), Ngoma, et al. (2017), Izabela Kowalik, (2017), 
Kee, Daisy et. al (2017) shows a significant relationship between entrepreneurial 
orientation and firm performance. In contrast to the research results of Orlando et al. 
(2018), it shows that entrepreneurial orientation does not have a positive and significant 
effect on performance. 

This study measures business performance through measuring indicators developed 
from the results of research (Voss and Voss, 2000) and (Limaj & Bernroider, 2019) which 
consist of indicators of profit and sales growth, increase in assets, market share and ability 
to survive in all situations, while In the study (Yohan et al., 2013) looked at two dimensions 
of business performance, namely: marketing performance and human resource 
performance, regardless of financial performance and operational performance. The two 
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dimensions of marketing performance are examined using indicators of determining 
product classification in the market, pricing, giving discounts, how to do promotions, 
distribution and distribution area coverage. Meanwhile, the performance of human 
resources will be translated into indicators of the number of permanent employees, the 
number of non-permanent employees, and the amount of wages per month and (Song and 
Parry, 2007) measure business performance based on indicators of competitive advantage, 
where the advantages possessed by the company can be used to defeat competitor. 

This research has also previously been carried out in Indonesia, such as in Java, 
Sulawesi, Kalimantan and Sumatra as well as other countries such as Turkey, Saudi Arabia, 
China, and other European states as well as research that has been mostly carried out in 
Indonesia which has a lot of research related to creative economy types of fashion, food and 
beverage products and other economic sub-sectors. Meanwhile, this research focuses on the 
location of research in West Nusa Tenggara Province on Small and Medium Enterprises, 
the creative economy of the craft sub-sector by selecting districts that are considered 
representative, namely West Lombok Regency, Central Lombok Regency, East Lombok 
Regency, Bima Regency, and Mataram Municipality. This is done because the area is the 
largest Creative Economy UKM handicraft center in West Nusa Tenggara Province. The 
results of this study are expected to be able to improve the performance of the creative 
economy SME business in the craft sub-sector in West Nusa Tenggara, if this potential can 
be developed and enhanced with the support of a number of factors such as innovation, use 
of technology, application of effectiveness and production efficiency, the handicraft 
industry sector in NTB Province will excel in the competition going forward. 

The objectives of this study were (1) To determine the effect of market orientation 
and entrepreneurial orientation simultaneously on the performance of the creative economy 
SME business in the handicraft sub-sector of NTB, (2) To determine the effect of market 
orientation partially on the business performance of the creative economy SME business in 
the handicraft sub-sector of NTB. , and (3) to determine the effect of entrepreneurial 
orientation partially on the performance of the creative economy SME business in the 
handicraft sub-sector of NTB. 

 
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

A. The Concept of Market Orientation  
A market-oriented company is a company that makes customers the focus for the 

company to run its business. The definition of market orientation popularized by (Jaworski 
& Kohli, 1990) states that market orientation is the collection of market intelligence to meet 
current and future customer needs, the dissemination of market intelligence to various 
divisions and functions within the company and how the company responds to it. The 
dissemination of market information to all components of the market organization is 
expected to result in customer orientation, competitor orientation and coordination between 
functions that lead to two decision criteria, namely long-term focus and profitability 
(Wahyono, 2012). 

Market orientation is a pattern of values and beliefs that helps individuals to 
understand organizational functions based on certain norms. According to (Narver & Slater, 
1990), market orientation is defined as a corporate culture that is effective and efficient in 
creating the behavior necessary to create superior value for customers. Meanwhile, 
according to (Esteban, et al. 2002), market orientation not only makes reference choices 
tangible but also makes customers potential. Market orientation is divided into three 
dimensions, namely customer orientation, market information sharing and coordination 
between functions within the company, whose decisions will lead to a long-term focus and 
increased profits. 
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Unles, (2000) defines market orientation as a process and activity related to 
customer creation and satisfaction by continuously assessing customer needs and wants. 
The application of market orientation will bring increased performance for the company. 
(Narver & Slater, 1990) stated that market orientation consists of 3 behavioral components, 
namely customer orientation, competitor orientation and interfunctional coordination. 

 
B. The Concept of Entrepreneurial Orientation  

Developments in the field of strategic management have experienced a shift in the 
entrepreneurial process, in which the methods, practices, and decision-making styles of 
managers use entrepreneurial measures (Lumpkin & Dess, 1996). Previously, Stevenson 
and Jarillo (1990) analogized that entrepreneurial orientation studies were the concept of 
entrepreneurial management, reflecting the processes, methods and organizational styles of 
acting in an entrepreneurial manner. Therefore, Dess and Lumpkin (2005) state that 
companies wishing to increase the success of corporate entrepreneurship (corporate 
entrepreneurship) must be entrepreneurial oriented. (Wardi, et al, 2017) 

According to Rauch et al. (2009) stated that businesses that adopt an entrepreneurial 
orientation have better performance than businesses that do not adopt an entrepreneurial 
orientation. Many studies regarding entrepreneurial orientation with business performance 
have been linked and have had positive results (Covin & Slevin, 1991). 

Entrepreneurial orientation is a characteristic at the company level because it 
reflects corporate behavior (Miller, 1983). Miller (1983) introduced a specific dimension of 
entrepreneurial orientation on three dimensions, namely, innovativeness, proactiveness, and 
risk taking. First, innovativeness is the willingness to introduce new features (newness) and 
something new (novelty) through a process of experimentation and creativity aimed at 
developing new products and services as well as new processes (Dess and Lumpkin, 2005). 
Second, proactiveness is a forward-looking characteristic that has a foresight to look for 
opportunities to anticipate future demands (Dess and Lumpkin, 2005). Finally, risky 
courage is the company's willingness to decide and act without a definite knowledge of 
possible earnings and may speculate on personal, financial and business risks (Dess and 
Lumpkin, 2005). 

According to Jambulingan, et al. (2005) argue that entrepreneurial orientation is a 
process in decision-making activities that leads to the development and creation of 
innovative new products that can differentiate from other organizations in the market. 
Entrepreneurial orientation as a method, practice, decision-making managers in 
entrepreneurship and as a strategic orientation for companies to compete. 

Micro, Small and Medium Enterprises (MSMEs) with a strong entrepreneurial 
orientation, will develop new product or service concepts that address the needs of existing 
customers. The implication of this result is the need to further cultivate an entrepreneurial 
spirit and spirit, so that there is always a spirit to develop new products or services 
according to customer needs and desires (Halim, et al., 2012). 

 
C. The Concept of Business Performance  

Performance refers to the level of achievement or achievement of the company in a 
certain period of time. Company performance is a very determining factor in company 
development. The company's goal to exist, earn profit, and grow (growth) can be achieved 
if the company has a good performance. Company performance can be seen from the level 
of sales, the level of profit, the rate of return on capital, the rate of turnover and the market 
share achieved (Jauch and Glueck, 1998). 

An organization carries out its activities to achieve predetermined goals. The 
driving force of this organization is a group of people who play an active role in achieving 
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goals. If the individual performance is good, it is expected that the organizational 
performance will be good too. In this definition, Byars & Rue, (1997) defines performance 
as an action (verb), not as an event (noun). Performance is an action that consists of several 
elements and is not an instant result. Performance is seen as a process. Managing 
performance is a continuous process that involves human resources to achieve the desired 
results. 

Company performance in general and competitive advantage is a measure of the 
success rate and development of a small company. Measurement of return on investment, 
growth, volume, profit and labor in general companies is carried out to observe company 
performance (Wiklund & Dean, 2005). Company performance is a description of the 
company's success in achieving its goals and can be measured based on objectives and 
perceptions (Wang, 2008). 

Li et al. (2007) used 3 indicators for measuring business performance, namely; 
efficiency, growth. and profit. Company performance is a multi-aspect phenomenon that is 
difficult to measure (Aragon and Sanchez, 2005). Meanwhile, qualitative measurement or 
often called performance indicators, is a performance measurement using a certain scale 
approach to performance variables such as business knowledge and experience, the ability 
to offer quality products and services, the capacity to develop new processes and products, 
the ability to manage and work in groups, labor productivity, and corporate responsibility 
for the environment. 

In the study (Yohan et al., 2013) looked at two dimensions of business performance, 
namely: marketing performance and human resource performance, regardless of financial 
performance and operational performance. 

Street and Cameron (2007) state that the success of business performance is 
determined by several factors, namely; (1) individual characteristics, (2) organizational 
characteristics, (3) relationship and environmental characteristics, (4) strategic development 
and planning, and (5) organizational development. Boohene et al. (2008) stated that 
business performance is determined by the personal value of the owner or manager, and 
strategy, where personal value will influence the strategy chosen by the owner or manager. 
Kotey and Meredtth (1997) state that the owner or manager of personal values, business 
strategy, and enterprise performance is empirically related. 

The research hypotheses proposed are: (1) Market orientation has a significant 
effect on the creative economy SME business performance of the NTB craft sub-sector, (2) 
Entrepreneurial orientation has a significant effect on SME business performance in the 
creative industry in NTB, and (3) Market orientation is the dominant variable. . 

 
RESEARCH METHODS 

This study uses a quantitative approach with survey research methods, namely 
research that takes a sample from a population and uses a questionnaire as the main data 
collection tool. 

The population of this study were all creative economy SMEs in the handicraft 
sub-sector of NTB with a total population and a sample of 70 people using purposive 
sampling method. 

The data required in this study were collected through a questionnaire distributed 
to respondents, while secondary data was obtained from related sources. 

Before the data obtained is analyzed further, first the question instruments in the 
questionnaire are tested, namely the validity test and the reliability test. 
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The analysis method used to test the hypothesis is multiple linear regression 
analysis, which includes the F test, T test, correlation test and the coefficient of 
determination test. 

The operational definition of the variables studied is (1) market orientation (X1) is 
the organizational culture that is most effective in creating behaviors essential for the 
creation of superior value for buyers and performance in business. The indicators used are 
customer orientation, competitor orientation, and coordination between functions :; (2) 
Entrepreneurial orientation (X2) is the ability to be proactive, innovative and take risks as 
the basis, and resources to look for opportunities for success. The indicators used are 
proactive, innovative and risk-taking attitudes :; (3) SME business performance (Y) is a 
success in realizing the strategic goals that have been previously set. The indicators used 
are the number of workers, sales growth, profit, increase in assets, market share, and the 
ability to survive in all situations. 

 
RESULTS AND DISCUSSION 

Research result 
a. Validity and Reliability Test  

Validity and reliability tests on questionnaires or research instruments are intended 
to test the psychometric feasibility of a questionnaire. A valid and reliable questionnaire 
will ensure that the data obtained does not experience significant bias. 

 
Validity Test 

The validity test was carried out on each statement item in the questionnaire. The 
method used in this research is the product moment correlation method between the item 
score and the total score (instrument score). If an item has a significant item-total 
correlation (ryx> r table), then the statement item is valid. In this validity test, 70 
respondents were used, so that at the 5% significance level of the table r, the value of r table 
= 0.235 was obtained. 
Based on the results of the validity test, it is known that all question items in this study are 
valid, which is indicated by the value of each question item having a positive Pearson 
Correlation value and greater than the r table value (0.235). 

 
Reliability Test 

The reliability test of the research questionnaire was conducted using the 
Cronbach's Alpha method. According to Zeithaml et al, 1996) "An instrument is said to be 
reliable if the Cronbach's Alpha value is greater than or equal to 0.6, then the questionnaire 
is declared reliable. The reliability value of market orientation variables is 0.812, 
entrepreneurial orientation is 0.835, and SME business performance is 0.721. This figure 
shows that the research instrument used is reliable (reliable). 

4. Multiple Linear Regression Analysis  

To determine the effect of market orientation and entrepreneurial orientation on the 
performance of creative economy SME businesses in the NTB handicraft sub-sector, 
multiple linear regression analysis is used, where the independent variable is market 
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orientation (X1) and entrepreneurial orientation (X2) and the dependent variable is SME 
business performance (Y ). Following are the results of the regression test conducted. 

Tabel 1. Hasil Uji Regresi Linier Berganda 

Variabel Koefisien 
Regresi (B) 

Koefisien 
Beta 

T 
hitung 

Nilai P Keterangan 

Konstanta 0,629 - 3,152 0,002 Signifikan 
Orientasi Pasar (X1) 0,531 0,563 6,509 0,000 Signifikan 
Orientasi Kewirausahaan (X2) 0,365 0,392 4,532 0,000 Signifikan 

F hitung = 164,792, P = 0,000 
F tabel =  3,134 , t tabel = 1,995    
R = 0,912, R2 = 0,831 

Sumber: data primer diolah, 2020 

From the results of the multiple regression test carried out in table 1, the following 
equation can be made: 

Y = 0,629 + 0,531X1 + 0,365X2 
From the equation formed above, the interpretation can be explained as follows: 
b0 (constant) = 0.629 means that if the variables of market orientation and 

entrepreneurial orientation are constant, then the performance of the SME business is 0.629 
units. 

b1 = 0.531, meaning that if the market orientation variable (X1) increases by 1 unit, 
the SME business performance (Y) will increase by 0.531 units. 

b2 = 0.365, meaning that if the entrepreneurial orientation variable (X2) increases 
by 1 unit, then the SME business performance (Y) will increase by 0.365 units. 
 
a. F Test (Simultaneous Test)  
 The F test was conducted to determine the effect of market orientation and 
entrepreneurial orientation on the performance of the creative economy SME business in 
the handicraft sub-sector of NTB simultaneously (together). The F test is done by 
comparing the calculated F value with the F table. If F count> F table, then it is said the 
effect is significant, and if F count <F table, then it is said the effect is not significant. From 
the table above, it is obtained that F count is greater than F table, namely 164.792> 3.134. 
Thus, the variables of market orientation and entrepreneurial orientation have a positive and 
significant effect on SME business performance simultaneously. 
 
b. T Test (Partial Test)  

The t test was conducted to determine the effect of market orientation and 
entrepreneurial orientation on the performance of the creative economy SME business in 
the handicraft sub-sector of NTB partially (individually). The t test is done by comparing 
the t value with the t table. If t count> t table, it is said that the effect is significant, and if t 
count <t table, then it is said the effect is not significant. From the table above, the t count 
for the market orientation variable (X1) is greater than the t table, namely 6,509> 1,995 and 
the significance value is smaller than 0.05, namely 0.000. So, the market orientation 
variable has a partially positive and significant effect on SME business performance (Y). 
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Furthermore, T for the entrepreneurial orientation variable (X2) is greater than the t table, 
namely 4,532> 1,995 and the significance value is smaller than 0.05, namely 0.000. So, the 
entrepreneurial orientation variable has a partially positive and significant effect on SME 
business performance (Y). 

 
c. Correlation Test  

To determine the closeness of the relationship between market orientation and 
entrepreneurial orientation variables with SME business performance, a correlation test was 
performed. From the results of the correlation test conducted, it was found that the 
correlation value (R) was 0.912 which was significant at α = 0.05. This shows that there is a 
very strong and significant relationship between market orientation and entrepreneurial 
orientation variables with SME business performance. 

 
d. Coefficient of Determination  
  The coefficient of determination (R2) is used to determine how much the 
contribution of the independent variables in explaining the variation in the dependent 
variable. From the table above, the coefficient of determination (R2) is 0.831 (83.1%). This 
means that the variation in the dependent variable of SME business performance can be 
explained by the variables of market orientation and entrepreneurial orientation of 83.1%, 
while the remaining 16.9% is explained by other variables outside the variables studied. 
  

Discussion 
This chapter discusses the findings in response to research questions or research 

problem formulations and discusses the theoretical basis or previous findings as an 
implication of the research results. 
1. The influence of market orientation on SME business performance 

Based on the results of the calculation of multiple linear regression analysis with 
partial testing, it is known that the market orientation variable has a coefficient value of 
0.531, t-count is 6.509 and a significance value of 0.000 which means that if the market 
orientation variable increases by 1 unit it will improve SME business performance in the 
creative economy of the craft sub-sector. NTB of 0.531 units. In other words, an improved 
market orientation will improve the SME business performance of the creative economy in 
the handicraft sub-sector of NTB. 

Market orientation is an organizational culture that most effectively creates added 
value to customers and is able to improve business performance. A market-oriented 
company is a company that makes customers a mecca for the company to run its business. 

Market orientation is a pattern of values and beliefs that helps individuals to 
understand organizational functions based on certain norms. According to (Narver & Slater, 
1990), market orientation is defined as a corporate culture that is effective and efficient in 
creating the behavior necessary to create superior value for customers. Meanwhile, 
according to (Esteban, et al. 2002), market orientation not only makes reference choices 
tangible but also makes customers potential. Market orientation is divided into three 
dimensions, namely customer orientation, market information sharing and coordination 
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between functions within the company, whose decisions will lead to a long-term focus and 
increased profits. 

This study is in line with research conducted by Zahid Yousaf, et al. (2018) show 
that strategic performance in marketing orientation generally depends on e-marketing 
orientation and e-trust. Likewise, Hardeep et al, (2016), prove that market orientation 
contributes significantly to business performance. The research findings of Zhang et al 
(2017) provide empirical support for three dimensions of market orientation among 
Chinese SMEs. Ra'ed, et al, (2018) and Tina and Katharina, (2015) also show that market-
oriented strategies have a positive performance influence on developing markets. Aliyu and 
Rosli, (2014) show a positive and significant relationship between market orientation and 
SME business performance. 

 
2. The influence of entrepreneurial orientation on SME business performance  

Based on the results of the calculation of multiple linear regression analysis with 
partial testing, it is known that the entrepreneurial orientation variable has a coefficient 
value of 0.365, t-count is 4.532 and a significance value of 0.000, which means that if the 
entrepreneurial orientation variable increases by 1 unit it will improve SME business 
performance in the creative economy of the craft sub-sector. NTB of 0.365 units. In other 
words, an improved entrepreneurial orientation will improve the performance of the 
creative economy SME business in the NTB handicraft sub-sector. 

Dess and Lumpkin (2005) state that companies wishing to increase the success of 
corporate entrepreneurship (corporate entrepreneurship) must be entrepreneurial oriented. 
(Wardi, et al, 2017) 

According to Rauch et al. (2009) stated that businesses that adopt an entrepreneurial 
orientation have better performance than businesses that do not adopt an entrepreneurial 
orientation. Many studies regarding entrepreneurial orientation with business performance 
have been linked and have had positive results (Covin & Slevin, 1991). 

Micro, Small and Medium Enterprises (MSMEs) with a strong entrepreneurial 
orientation, will develop new product or service concepts that address the needs of existing 
customers. The implication of this result is the need to further cultivate an entrepreneurial 
spirit and spirit, so that there is always a spirit to develop new products or services 
according to customer needs and desires (Halim, et al., 2012). 

This research is in line with research conducted by Kee, Daisy et. al (2017), Akin et 
al, (2017), Izabela Kowalik, (2017), and Wassim, (2018) where the company's ability to use 
existing resources, especially in the integration process, acquire, reconfigure, and release 
resources that are enabling firms to respond quickly to new opportunities expressed in the 
dynamic managerial capabilities theory approach (Johnston, et. al., 2012) and (Hess, 2008). 
The results of research by Kee, Daisy et. al (2017) show that all EO dimensions have a 
direct impact on innovation. 

Akin et al, (2017) state that entrepreneurial orientation affects performance directly 
and indirectly through incremental and radical innovations. Izabela Kowalik's research 
results (2017) show that there is a strong correlation between the elements of 
entrepreneurial orientation and performance. Regression analysis proves that new product 
introduction, and experience affect the performance of Polish New International Enterprises 
(INV). 

The results of Wassim's (2018) research show the importance of strategic 
orientations in improving the performance of Saudi Arabian industrial companies and 
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emphasize the mediating role of entrepreneurial orientation in the relationship between 
market orientation and technology orientation on the performance of new product 
development and company performance. 

 
3. The influence of market orientation and entrepreneurial orientation on SME 
business performance  

Based on the results of the calculation of multiple linear regression analysis with 
simultaneous testing, it is known that the variables of market orientation and 
entrepreneurial orientation simultaneously have a positive and significant effect on the 
performance of the SME business with market orientation and entrepreneurial orientation 
simultaneously, with a calculated F value greater than the F table value. (164,792> 3,134) 
and a P value that is smaller than α (0,000 <0.05). 

This means that the market orientation and entrepreneurial orientation variables 
have a positive and significant effect together on SME business performance. The 
combination of a good market orientation and entrepreneurial orientation will improve the 
performance of the creative economy SME business in the handicraft sub-sector of NTB. 

The results of Bereket's research (2017) show that integrating market orientation 
and entrepreneurial orientation into SME operations contributes to superior performance 
which further enables SMEs to survive in an institutionally complex and economically 
volatile environment, except for consumers who are very concerned about product category 
issues. not bothering about the issue of price, looking for good quality, good models and 
well-known brands, showing that every dimension of entrepreneurial orientation has a 
positive influence on the performance of small businesses. The results of Jafar Rezaei's 
(2018) study show that the dimensions of entrepreneurial orientation are significantly 
related in different ways to the performance of functions in a company. 

 
CONCLUSION 

Based on the results of research and discussion, the following conclusions can be 
drawn: 
1. There is a positive and significant effect of market orientation and entrepreneurial 

orientation simultaneously on the business performance of the creative economy SME 
business in the handicraft sub-sector of NTB. This means that if the market orientation 
and entrepreneurial orientation improve together, it will increase the performance of the 
SME business, and vice versa if the market orientation and entrepreneurial orientation 
are jointly deteriorating, it will decrease the performance of the SME business.   

2. There is a positive and significant effect of market orientation partially on the 
performance of the creative economy SME business in the handicraft sub-sector of NTB. 
This means that if the market orientation gets better, it will improve the performance of 
the SME business, and vice versa if the market orientation gets worse, it will decrease 
the performance of the SME business. 

3. There is a positive and significant effect of entrepreneurial orientation variables partially 
on the performance of the creative economy SME business in the handicraft sub-sector 
of NTB. This means that if the entrepreneurial orientation gets better, it will improve the 
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performance of the SME business, and vice versa if the entrepreneurial orientation gets 
worse, it will decrease the performance of the SME business.  

4. Market orientation has a dominant influence on the performance of the creative economy 
SME business in the handicraft sub-sector of NTB.    
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