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Abstract

This paper aims to analyze the influence of innovation capabilities on the relationship between strategic orientation and the performance of
women small and medium entrepreneurs (SMEs). The strategic orientation in this study used three constructs, namely market orientation,
learning orientation, and technology orientation. The method of data collection was the survey method and was collected from 149 SMEs
in the typical culinary industry in Indonesia using probability samples. The data analysis method uses path analysis. The results showed that
the influence of strategic orientation on business performance has strengthened previous studies. However, in this study strategic orientation
that directly affects business performance is market orientation and learning orientation, while technology orientation has no direct effect.
The existence of innovation capability as a mediation variable strengthens the influence of strategic orientation on business performance.
The results of this study also showed that the ability of innovation has a positive and significant effect on the performance of women
entrepreneurs in Indonesia. The contribution of this research pays special attention to the strategic orientation of women entrepreneurs
engaged in the culinary business in Indonesia.
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1. Introduction

Small and medium enterprises (SMEs) play an important
role in improving economic growth and innovation in
developing countries (Joshi, 2017). SMEs have an important
role to promote inclusive and sustainable economic growth,
employment, fostering innovation, and decreasing income
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inequalities around the world. Many academic studies have
identified a variety of factors influencing SMEs to develop
competitive performance, but most of the research in this
field focuses on organizational factors such as entrepreneurial
characteristics and corporate capabilities as well as macro
factors such as government support, institutional quality,
framework, and competitive intensity levels (Joshi, 2017;
Vaitoonkiat & Charoensukmongkol, 2020). Some studies have
also revealed that SME weaknesses are generally related to
market forces and financial resources that cause SMEs to be
unable to compete with large companies (Ikebuaku & Dinbabo,
2018; Eijdenberg & Borner, 2017; Zarrouk et al., 2020).
Salder et al. (2020) provided a broader understanding of
the growth of SMEs in the academic and policy environment
with a special focus on the external settlement process for
SME:s. Previous studies have developed such understanding,
but tend to focus on a single aspect, namely, knowledge
and learning, and the development of new ventures (Salder
et al., 2020; Shepherd & Wiklund, 2009). Salder et al. (2020)
expanded that understanding by using an integrated approach
taking into account several determinant factors and contexts.
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Salder et al. (2020) try to formulate various dimensions
of competing resources based on expert opinions, by dividing
resources into four dimensions, namely Strategic, Asset,
Characteristics, and Environment. Salder et al. (2020) saw
that the phenomenon of SME growth needs to get conceptual
support in a structured and stochastic manner. They assumed
the growth process as a transition, played through a set that
is structured but separated by long and short-term cycles. As
a result, the process of growth is very periodic, involving the
development and application of different tactics that utilize a
lot of input from inside and outside the company to identify
and respond to changing conditions. This periodization
becomes important to understand the various inputs that
contribute to growth. To develop this interpretation, the
model can be derived by presenting resources in four
different forms. Storey (2014) categorized resources through
four key dimensions of characteristics, assets, strategies, and
environments, taking into account advances in research to
refine this definition.

The company’s capacity, internal capabilities, and
commitment to growth are strongly influenced by
structural characteristics, including age, size, industry, and
ownership, determining against growth (Cowling et al.,
2015). Besides, structural characteristics also influence
SME behavior, compensating for internal limitations in
resources and experience leading to innovation, risk-taking,
and experimentation (Schenkel et al., 2019; Salder et al.,
2020). Some studies have also shown that these determinants
represent the structural and behavioral characteristics that
make up the performance of SMEs (Cowling et al., 2015;
Salder et al., 2020).

The process of growth, acquisition, and organizational
resources such as finance, intellectual property, and human
capital formed by internal assets and the basis of this
capability creates a different set of assets to be utilized by
SMEs (Pett et al., 2019; Dharmaratne, 2013; Mahaputra
et al., 2021). Internal resources and capabilities are evolving
through a transformation at the level of experience between
companies to achieve competitive advantage (Chebo &
Kute, 2019; Schenkel et al., 2019).

Based on the construction built by Storey (1994),
researchers in the field of marketing in researching the
company’s performance explored many variables that
influence it such as strategic orientation, human capital,
motivation, and innovation capabilities (Hussain et al., 2015;
Dharmaratne, 2013; Hakala & Kohtaméiki, 2010; Osman,
2015). Strategy orientation parameters are defined differently,
e.g. Voss and Voss (2000) used customer orientation, com-
petitor orientation, and technology orientation parameters.
Meanwhile, the parameters used by Ogbari et al. (2018)
are technology, innovation area, information technology,
implementation flexibility, organization, agreement, human
resources system, and training investment. Then Rodriguez

et al. (2004) stated that strategic orientation consists of
marketing focus, main competencies, investment strategy,
and innovation orientation. Hakala and Kohtamaki (2010)
explored the interaction between orientations such as markets,
entrepreneurship, technology, and learning and their impact
on entrepreneurial performance. This study examined three
strategic orientations that can affect the company’s innovation
and performance capabilities, namely market orientation,
technology, and learning as recommended by Osman (2015)
to understand the influence of orientation.

SME innovation capability is also very important in
improving the performance of SMEs, but the ability of
innovation depends heavily on the knowledge of resources
owned by SME:s. Intellectual capital is essential to facilitate
the innovation process and enhance innovation capabilities.
Innovation capabilities rely on knowledge that allows
organizations to improve or develop new technologies
(Wang et al., 2008). In this study, the object of research is
female entrepreneurs. The complexity of the problems faced
by women entrepreneurs, especially SMEs in improving
their performance makes many researchers try to explore
various factors that affect the performance of SMEs owned
by women. Studies on the relationship of individual factors
and industry factors have been conducted by Dharmaratne
(2013) using five perspectives, namely motivation and
objectives, social learning theory, network affiliation, human
capital, and industry factors. Another study examining the
influence of SME characteristics on performance was
conducted by Hasan and Almubarak (2015), who explained
that the performance of female entrepreneurs is supported
by individual factors and external factors. Although studies
on the performance of entrepreneurial women have been
conducted, it is still very rare to research strategic orientation
owned by women entrepreneurs. This study is very important
because women entreprencurs of MSME scale work only to
help increase income, so the problem of strategy is rarely
thought of.

2. Literature Review and Hypothesis

2.1. Market Orientation, Innovation Capability,
and Performance

The demand of customers or potential customers that
drives companies to make the most innovations to be offered
to customers is the focus of market-oriented companies
(Osman, 2015). Information from these customers will
make it easier for companies to improve the company’s
innovation capabilities because it leads to the introduction
of opportunities (Park et al., 2012; Salyova et al., 2015;
Tjahjadi et al., 2020).

A study conducted by Mavondo et al. (2005) found that
the success of innovations is the result of the company’s
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market orientation. Sandvik and Sandvik (2003) in their
research also provide evidence that market orientation has a
positive and significant effect on product innovation. Osman
(2015) stated that market-oriented companies are becoming
more innovative and potentially improving the company’s
performance. A study conducted by Ngo and O’Cass (2012)
also showed that market orientation improves innovation
capabilities in the company. Based on the results of the study,
the hypothesis can be formulated as follows:

HI: Market orientation has a positive and significant
impact on innovation capabilities.

Market orientation is a construct of the superiority
of strategy orientation. This is evidenced by the findings
of several studies that show a positive and significant
relationship between market orientation and performance
with a wide range of measurements such as profitability
(Baker & Sinkula, 2009), the success of new products (Narver
et al., 2004) and overall company performance (Gonzalez-
Benito et al., 2009; Di Zhang & Bruning, 2011). The results
of the meta-analytical study show that market orientation is
a predictor of the company’s performance (Salyova et al.,
2015; Akman & Yilmaz, 2019; Rodriguez et al., 2004). The
results of the study are considered to improve the provision
of quality products and services that can satisfy customers
and improve the company’s performance because market
orientation can monitor the needs and preferences of
customers who change frequently. Based on the results of
the study, the hypothesis can be formulated as follows:

H2: Market orientation has a positive and significant
effect on the company s performance.

Studies on the relationship between market orientation
and performance, in general, show a positive relationship,
however, some studies find negative or insignificant
relationships. This shows that there is consistency in previous
research on the diversity of the results of the study (Akman
& Yilmaz, 2019; Osman, 2015). A study conducted by Han
et al. (1998) found market orientation to be positive but
insignificant and required mediation variables to pinpoint its
indirect influence. Customer orientation is negatively related
to performance due to difficulty in predicting customer
needs (Voss & Voss, 2000). Research conducted in Indonesia
using structural equations found that market orientation is
not able to directly improve the performance of SMEs in
Indonesia (Suliyanto & Rahab, 2012). The difference in
research results can be caused by the context of the business
or its research object (Osman, 2015). Inconsistent results
of the study, further research is needed in various business
contexts, so that results are obtained that provide generalized
conclusions about factors that affect performance, especially
the performance of SMEs.

The results of studies have determined that the
company’s performance is not always directly influenced by
market orientation. Some studies have researched variables
that mediate the relationship of market orientation with the
company’s performance (Mavondo et al., 2005; Osman,
2015). The results have been many empirical studies that
found variables that mediate the relationship between
performance and market orientation, including innovation
capabilities (Osman, 2015; Suliyanto & Rahab, 2012).
Research conducted by Han et al. (1998) found that market
orientation affects the company’s performance indirectly
through innovation. The same results were reported by
Osman (2015), who examined the relationship between
market orientation and performance, and that dynamic
innovation capabilities have a stronger influence on
relationships than other mediator variables. Ngo and O’Cass
(2012) stipulated the importance of innovation capabilities
in mediating the influence of market orientation on the
company’s performance. Based on the results of the study,
the hypothesis can be formulated as follows:

H3: Innovation capabilities mediate relationships between
market orientation and company performance.

2.2. Relationship of Learning Orientation,
Innovation Capability, and Performance

There are three important factors to be studied and
considered by the company to advance innovation capabi-
lities, namely, first, the company must focus on innovation
and use cutting-edge technology in the process of business
innovation or its products, as well as can develop and market
breakthrough technologies. Second, the company must
understand and anticipate customer demand, to be able to
capture opportunities in emerging markets. This requires
good knowledge and capabilities of the company. Third, the
company must commit to observe the actions of competitors,
the strengths and weaknesses of competitors, and learn from
the successes and failures of competitors (Calantone et al.,
2004). Yang (2012) revealed that innovation capabilities
are influenced by the commitment of learning carried out
by the company, therefore the company should consider
that learning as an investment is not a cost, and innovation
capabilities should be promoted and maintained through
learning commitments. Based on the results of the study, the
hypothesis can be formulated as follows:

HA4: Learning orientation has a positive and significant
influence on the company s innovation capabilities.

Literature has recognized that learning orientation is
an important determinant in explaining the company’s
performance (Osman, 2015). Responses from interactions
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with customers, competitors, and networks acquired by
companies are used to create core competencies. Learning-
oriented companies can anticipate market and environmental
changes so that they can make adjustments to overcome
these changes, this has an impact on the company’s superior
performance (Calantone et al., 2004). The results of the study
found a positive relationship between learning orientation
and business performance (Wang et al., 2008; Osman,
2015). The company’s performance can be better if there
is innovation and the occurrence of decreased production
costs. Both factors can be caused by learning conducted by
the company (Mavondo et al., 2005). Based on the results of
the study, the hypothesis can be formulated as follows:

H5: Learning orientation has a positive and significant
influence on the company s performance.

The results of the study’s relationship between learning
orientation and company performance are still inconsistent.
Some researchers have found a direct relationship, while
other studies have no significant relationship. Due to this
inconsistency, some researchers used mediation variables
(Calantone et al., 2004; Jeong et al., 2006). The results of the
study with the use of mediation variables found that learning
orientation does not have a significant indirect influence on
the company’s performance through market orientation as a
mediator (Suliyanto & Rahab, 2012).

Real et al. (2014) proposed that the more learning-
oriented companies are, the more likely the company will
develop its organizational learning skills and will further
improve its performance. Research by Mavondo et al.
(2005) showed that performance is not directly influenced
by learning orientation, to influence the performance of
learning orientation companies should be mediated by
innovation. Based on the results of the study, the hypothesis
can be formulated as follows:

H6: Innovation capabilities affect the relationship
between learning orientation and company performance.

2.3. Relationship of Technology Orientation,
Innovation Capability, and Performance

Business success in the long term is influenced by
technology orientation (Hortinha et al., 2011; Osman,
2015; Hakala & Kohtamaki, 2010). The creation of new
technologies, products, and services that lead to long-term
success is a fundamental idea of the importance of technology
orientation. A company that develops and or adapts to new
technologies will benefit from product differentiation and
cost advantages, thus improving the company’s performance
(Hortinha et al., 2011; Osman, 2015; Syaifullah et al., 2021).
Research conducted in China shows that breakthrough

use of technology has a positive impact on the company’s
performance. Technology-oriented companies will use the
latest technology to produce new products or services, thus
devoting their resources to R&D and excelling in technical
aspects that are all critical to breakthrough innovation (Zhou
& Tse, 2005; Syaifullah et al., 2021).

The significant relationship between technology orien-
tation and innovation is explained by the following studies. Mu
and Di Benedetto (2011) revealed that the commercialization
performance of new products is positively and significantly
influenced by the orientation of technology. Gatignon and
Xuereb (1997) said that companies that innovate products
are radically determined by their technological orientation.
They revealed that the factors of producing products with a
high level of product novelty for customers are based on the
results of a strong technological orientation (Salavou, 2005).
Technology-oriented companies will facilitate companies to
produce better products and services and ultimately achieve
superior performance (Zhou & Tse, 2005).

Each company has different objectives in the development
of its technology. Some are used to help in improving the
quality of existing products and some are used to develop
low-cost, specialized, and standardized products, but all of
them lead to performance improvements (Osman, 2015).
This suggests that technology-oriented companies are
generally engaged in complex and advanced and high-risk
innovation projects. To ensure such an innovation project
is successful, the company must have strong innovation
capabilities (Akman & Yilmaz, 2019). Based on the results
of the study, the hypothesis can be formulated as follows:

H7: Technology orientation has a positive and significant
influence on the company s innovation capabilities.

The orientation of technology has been much
researched concerning the company’s performance in
various dimensions of measurement be it financial or non-
financial. On the financial aspect, performance is measured
from profitability and sales, while the measurement of
non-financial performance is the measure of customer
satisfaction, new product development, and so forth (Osman,
2015). One of the studies related to financial performance is
conducted by Akman and Yilmaz (2019), His research looked
into the benefits of customer performance, technology,
and entrepreneurial orientation in Turkish manufacturing
companies. His findings revealed that technology orientation
has a positive impact on the company’s financial performance
at a time when market dynamics are low. Products do not
become obsolete quickly in such markets, and changes in
customer demand, competitor strategies, and technological
developments are uncommon. As a result, when a company
emphasizes technical specialization, it generates high
financial performance.



Sari Laelatul QODRIAH, Darsono DARSONO, Asri Laksmi RIANI, Sapja ANANTANYU /
Journal of Asian Finance, Economics and Business Vol 8 No 7 (2021) 0203-0213 207

The study by Jeong et al. (2006), which examined
the relationship between technology orientation and new
product performance, found that technology orientation
has a strong positive effect on the technical performance
and profitability of new products. These findings indicate
that technology orientation has important performance
implications and can be used as an effective strategic option
to improve the company’s performance. Meanwhile, Park
et al. (2012) showed that technology-oriented companies
have high corporate value so that they can be recognized by
the market. Based on the results of the study, the hypothesis
can be formulated as follows:

H8: Technology orientation has a positive and significant
relationship with the company s performance.

The influence of technology orientation on performance
is generally reported to have a direct effect, but several studies
show indirect influence through mediation variables. The
effect of strategic orientation with performance is realized
through organizational learning or innovation capabilities as
mediators (Hortinha et al., 2011; Osman, 2015). Research
conducted by Osman (2015) concluded that technology
orientation affects performance through innovation
capabilities. This shows that innovation capabilities are
important because they mediate the influence of technology
orientation on performance. Based on the results of the study,
the hypothesis can be formulated as follows:

HY: Innovation capabilities mediate relationships
between technology orientation and company performance.

2.4. Relationship of Innovation
Capabilities to Performance

Every company must have the ability to improve its
performance both financial performance and non-financial
performance. Companies must develop new ideas, create
new products or services, and find new, more creative
ways to operate to improve performance. Because growth
is one of the benchmarks for measuring performance, the
company’s innovation capabilities have a direct impact
on growth performance (Yang, 2012). According to Yang
et al. (2012), innovation capabilities have a positive and
significant relationship with company performance. In this
study, performance measurements used customer service
performance and financial performance. The findings
revealed that innovation capabilities have a greater impact on
financial performance than customer service performance.
It was proposed in this study that shipping goods by sea
should find the best way to operate, improve the operating
system, and use advanced technology to improve customer
service and financial performance (Yang et al., 2012).

Some studies have also concluded that companies
looking to improve performance need to grow innovation
capabilities (Dadfar et al., 2013; Tin et al., 2016; Osman,
2015). In a study with the same theme, Akman and Yilmaz
(2019) investigated management innovation capabilities and
their impact on the company’s performance concluded that
companies focused on every aspect of innovation capabilities
resulted in improved performance. Based on the explanation
can be proposed hypotheses as follows:

HI10: Innovation capabilities have a positive and
significant relationship with the company s performance.

3. Methods

3.1. Data Collection Samples and Procedures

In this study, the sample is of women MSMEs
entrepreneurs in Cirebon, Indonesia, who are engaged in 3
types of Cirebon food industry. Sampling techniques using
census samples, i.e. the entire population is taken as the
sample. Hence, the sample that will be used is all women
MSMEs entrepreneurs in the Cirebon area engaged in 3
types of food industry typical of Cirebon, namely 247 female
entrepreneurs from Empal Gentong, Nasi Lengko, and Nasi
Jamblang. After the dissemination of questionnaires and data
collection, a sample number of 149 people was obtained or
the response rate was 60.3%.

3.2. Variable Measurement

Business performance in this study was measured using
the parameters: (1) Sales and profit growth; (2) Ability to
create new products and services; (3) Ability to survive; (4)
Ability to invest; and (5) Offering high-quality products and
services (Aliyu, 2013). The business performance consists of
16 questions and each indicator is measured using a Likert
scale consisting of 5 levels, each rated 1, 2, 3, 4, and 5.

Strategic orientation is the strategic direction of the
company in creating the right behavior to achieve superior
performance. The strategy orientation in this study used
parameters (1) market orientation, (2) technology orientation,
and (3) learning orientation. Strategy orientation measurement
uses 16 questions consisting of market orientation (6 items),
technology orientation (10 items), and learning orientation
(10 items). Each indicator is measured using a Likert
scale consisting of 5 levels, each rated 1, 2, 3, 4, and 5.
Measurement indicator refers to the research by Osman (2015).

Innovation capability is the ability that MSMEs have in
developing innovations in their companies. The innovation
capability parameter consists of individual innovation
(3 items), group innovation (2 items), and management
innovation (3 items) so there are a total of 8 questions. Each
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indicator is measured using a Likert scale consisting of 5
levels, each rated 1, 2, 3, 4, and 5. The innovation capability
measurement indicator refers to the research by Osman (2015).

3.3. Analytical Methods

The analysis method that will be used in this study is
path analysis with the help of calculations through SPSS 23.
Path analysis is a form of application of multiple regressions
that use path charts as clues to complex hypothesis testing.
Path Analysis used to test causal relationships based on
knowledge, formulation of theories, and assumptions can
also be used to test research hypotheses and interpret the
relationship. The equation of path analysis in this study is
as follows:

Y = pICMO.MO+ pKILO.LO + pKITO.TO +&, (1)

Z = pWEPMO.MO+ pWEPLO.LO

+PWEPTO.TO + pWEPIC.IC + ¢, @
Description:
MO = Market Orientation
LO = Learning Orientation
TO = Technology Orientation
IC = Innovation Capability
WEP = Women Entrepreneur Performance
p; = Coecfficient of Path to the variable i
Py = Coefficient of Path to variable k&
e = Error

4. Results

Data analysis in this study using path analysis using
two models of regression equations. Because the regression

requirement must meet the element of linear unusuality
(BLUE), it is carried out testing normality, multicollinearity,
and heteroskedasticity on each model. Based on the
results of data analysis using SPSS 23 software obtained
the results of the analysis of normality, multicollinearity,
and heteroskedasticity have fulfilled the element of linear
unusuality. Test results of normality, multicollinearity and
heteroskedasticity can be seen in the appendix. The results
of the analysis of the path of the first equation can be seen
in Table 1.

Table 1 shows that the variables market orientation,
technology orientation, and learning orientation all have a
positive and significant influence on female entrepreneurs’
innovation capabilities, with a significance value of 0.05.
Positive findings indicate that as female entrepreneurs’
market orientation, learning orientation, and technology
orientation improve, so will their innovation capabilities.
The effect of strategic orientation and innovation capability
on performance can be seen in Table 2.

In Table 2 it is known that the orientation of learning and
innovation skills have a positive and significant effect on the
performance of female entrepreneurs. Market orientation
has a positive but insignificant effect, while technology
orientation has a negative but insignificant effect. Based on
these results, it can be concluded that:

a. Market orientation has no direct effect on the
performance of female entrepreneurs but has a
significant effect on the ability of innovation. It
shows that the ability of innovation to mediate fully
the relationship between market orientation and the
performance of women entrepreneurs.

b. Learning orientation directly affects the performance
of women entrepreneurs and innovation capabilities.
It shows that the ability of innovation to mediate

Table 1: Effect of Strategy Orientation on Innovation Capabilities

Variables Path Coefficient (Beta) t Sig. a Decision

Market Orientation 0.204 2.790 0.006 0.05 Ha accepted
Learning Orientation 0.345 4.601 0.000 0.05 Ha accepted
Technologi Orientation 0.340 4.944 0.000 0.05 Ha accepted

Table 2: Effect of Strategy Orientation and Innovation Capability on Performance

Variable Path Coefficient (Beta) t Sig. a Decision
Market Orientation 0.117 1.482 0.141 0.05 Ha rejected
Learning Orientation 0.453 5.339 0.000 0.05 Ha accepted
Technologi Orientation —-0.004 -0.051 0.959 0.05 Ha rejected
Innovation Capability 0.245 2.790 0.006 0.05 Ha accepted
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partially the relationship between market orientation
and the performance of women entrepreneurs.

c. Technology orientation has no direct effect on the
performance of female entrepreneurs but has a
significant effect on the ability of innovation. It shows
that the ability of innovation to mediate in full the
relationship between the orientation of technology
and the performance of women entrepreneurs.

5. Discussion

5.1. Relationship of Market Orientation,
Innovation Capability, and Business
Performance

Market orientation is a process and activity conducted
by the company to meet customer satisfaction, the way it
is done is by observing and investigating the needs and
wants of customers (Osman, 2015). Companies that have
a market orientation consider the opinions and needs of
their target market as a critical component of their research
and development (R&D) for new products. Focusing
on customer demand, especially in finding and offering
innovations according to customer needs, is the goal of a
market-oriented company (Osman, 2015). The company’s
innovation capabilities through information obtained from
customers will lead to the creation of new product or service
opportunities (Akman & Yilmaz, 2019; Osman, 2015).

The performance of female entrepreneurs based on the
results of this study is influenced by market orientation.
The positive influence shows that the better the ability of
female entrepreneurs to find and investigate the needs and
desires of customers will further increase innovation in their
business. The results of this study support previous research,
which showed that orientation has a positive effect on
innovation capabilities, both product innovation and service
innovation (Mavondo et al., 2005; Osman, 2015). Research
conducted by Osman (2015) showed that market orientation
has a significant and positive effect on innovative products.
Based on the results of this study, we can elucidate that the
company’s ability to assess the wants and needs of customers
will have an impact on the creation of an innovation. This
means the innovation capabilities of SME entrepreneurs in
the culinary field will be increased if they can assess the
wants and needs of customers that will ultimately impact
customer satisfaction. In addition to the wants and needs of
customers that must be studied and assessed, the development
of competitors also needs to be observed for the company to
compete in the market.

The second hypothesis analyzes the relationship
between market orientation and the performance of female
entrepreneurs. The results of this study found that market

orientation has a positive and significant effect on the
performance of female entrepreneurs. The results of this
study also support many studies that have investigated
the influence of market orientation on the company’s
performance, citing its superiority as a strategic orientation
(Jeongetal., 2006; Zhou & Tse, 2005; Osman, 2015). Market
orientation is considered to make it easier for companies to
monitor and make timely adjustments to customers’ changing
needs and preferences. Based on these assumptions, the
ability of women entrepreneurs in understanding the market
orientation makes it possible to create high-quality products
and services, to better satisfy customers and produce high-
level performance. In addition to making high-quality
products and services, market orientation also allows women
entrepreneurs to improve their performance from their
competitors, such as sales performance, profit, new products
and services, resilience, and investment.

The third hypothesis analyzes the effect of mediation
of innovation capabilities on the relationship between
market orientation and performance. Some studies have
established that market orientation does not necessarily
affect the company’s performance directly (Baker &
Sinkula, 2009; Osman, 2015). This suggests there is still
a gap in the results of research on the relationship of
market orientation with performance. Some conducted
research focused on variables that mediated the influence
of market orientation on the company’s performance (Pett
et al., 2019; Osman, 2015). The results of the study have
established the importance of innovation -capabilities
in mediating the influence of market orientation on the
company’s performance (Ngo & O’Cass, 2012; Osman,
2015). The results of this study show that variable
innovation capability partially mediates the relationship
between market orientation and the performance of female
entrepreneurs. This means that if the market orientation
owned by women entrepreneurs is better supported by
the ability in good innovation, it will further improve the
performance of its business. This shows that if the ability
of female entrepreneurs in assessing the wants and needs of
customers, as well as the ability to see competition in the
market is getting better. It will also increase its innovation
capabilities, which can increase the performance of the
business.

5.2. Relationship of Learning Orientation,
Innovation Ability, and Business Performance

Three important factors for companies to learn to
advance the company’s innovation capabilities are: First, the
company must focus on innovation and the use of cutting-
edge technology in the process of innovation development.
Then, the company must have the capacity to develop and
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market these technological breakthroughs. Second, the
company must have the knowledge and ability to understand
and anticipate customer requests, so that every opportunity
is not missed. Besides, companies must commit to learning
to closely monitor the actions of competitors, in particular,
the strengths and weaknesses of their competitors, so that
companies can learn from the successes and failures of
competitors. The results of this study found that learning
orientation has a positive and significant effect on innovation
capabilities. This supporting the results of previous research
that concluded that learning orientation can improve
the company’s innovation capabilities (Calantone et al.,
2004; Charles et al., 2002; Joshi, 2017; Osman, 2015).
The positive influence shows that the better the learning
commitment made by the company, supported by the vision
and openness in understanding the competition will further
improve the company to innovate both individually, group,
and management. This is because innovation is born from
the results of learning conducted by individuals, groups, and
management in the company.

In general, the literature has concluded the importance
of learning orientation in improving business performance.
That is, to create core competencies that can improve
performance obtained from interactions with customers,
competitors, and networks. The result of the interaction
is a response or evaluation of the learning that has been
done. Learning-oriented companies can anticipate market
and environmental changes so that companies can make
adjustments to overcome these changes, this indicates the
establishment ofthe company’s organizational system and this
will have an impact on the company’s superior performance
(Calantone et al., 2004). The results of this study showed
that the orientation of learning has a positive and significant
effect on business performance. This supports the results of
previous research (Baker & Sinkula, 2009; Calantone et al.,
2004; Mavondo et al., 2005; Real et al., 2014). The positive
influence of learning orientation on performance can be
caused by a decrease in production costs or other operational
costs. In addition to leading to decreased production and
operating costs, learning orientation can create innovations
and service development that have an impact on improving
better performance (Mavondo et al., 2005; Real et al., 2014;
Osman, 2015).

In contrast to the results of the study that found there was
a direct influence of learning orientation on performance.
Some studies found that there is no direct relationship
between learning orientation and performance. Some
researchers propose to use mediation variables for the
relationship between these variables (Calantone et al., 2004;
Wangetal.,2008; Osman, 2015). Several mediation variables
have been tested to determine the relationship between
learning orientation and company performance, one of

which is market orientation and the results show that market
orientation can mediate the relationship between learning
orientation and company performance (Sandvik & Sandvik,
2003). Real et al. (2014) used organizational learning
mediation variables to explain the relationship between
learning orientation and performance, the results showed
that organizational learning fully mediates the relationship
between learning orientation and company performance.
This supports the findings of Suliyanto and Rahab (2012)
who stated that learning orientation cannot directly improve
the company’s performance unless mediated by other
variables that may support each other’s learning and company
performance. While Osman (2015) used innovation variables
to explain the relationship between learning orientation and
performance. The results showed that innovation mediates
fully the influence of learning orientation on performance,
however, this is insignificant because learning orientation
has no direct effect on performance (Osman, 2015). The
results of this study do not support their statement, because in
this study the orientation of learning directly affects business
performance. However, this study showed that the ability
of innovation also has a significant effect on performance,
which means that the ability of innovation mediates partially
the relationship between learning orientation and business
performance. This means that if women entrepreneurs have
a good learning orientation and are supported by good
innovation skills, it will further improve their business
performance.

5.3. Relationship of Technology Orientation,
Innovation Capabilities, and Business
Performance

One of the most important strategies influencing long-
term business success is technology orientation (Charles
et al., 2002). The fundamental idea underlying technology
orientation is the development of new technologies of
solutions, products, and services that lead to long-term
success. In short, as companies develop or adapt to new
technologies, they can benefit from product differentiation
and cost advantages (Hakala & Kohtamaki, 2010). Zhou and
Tse (2005) investigated the impact of strategic orientation
on Chinese innovation breakthroughs and discovered
that technological orientation has a positive relationship
with technology-based innovation. Currently, research to
examine the role of technology orientation on innovation
and performance is getting more attention (Osman, 2015).
Technology-oriented companies use the latest technology
to produce new products or services, therefore the company
devotes its resources to R&D and excels in technical aspects
for important innovation breakthroughs and accordance with
customer references (Zhou & Tse, 2005). The results of this
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study support the results of the study because, in this study,
the orientation of technology has a positive and significant
effect on performance. The positive influence shows that
the better the orientation of women SME entrepreneurs on
technology will further improve their performance because
by increasingly following the development of technology
these businesses will create new products or services, such
as marketing services through social media or in simple
things such as better packaging for SME products.

Research conducted by Mu and Di Benedetto (2011)
revealed that the orientation of technology is positively
and significantly related to performance, so the results of
this study do not support the research, because in this study
the orientation of technology has no significant effect on
performance. This suggests that the results of the study are
different for some companies. In some companies, technology
orientation helps in improving existing products or to develop
different products. In some other companies, technology
orientation is used to encourage the development of low-cost,
specialized, and standardized products (Park et al., 2012).
This is common when technology firms embark on complex
and advanced high-risk innovation projects. Companies must
have strong innovation capabilities to ensure the success of
such innovation projects. (Akman & Yilmaz, 2019). In this
study, it can be concluded that technology orientation has no
direct effect on performance, but has an indirect influence
on business performance through innovation capabilities.
This means that innovation capabilities fully mediate the
relationship between technology orientation and business
performance.

6. Conclusion

The results of the study have reinforced previous
studies that show that the influence of strategic orientation
on business performance. However, in this study, the
construction of strategic orientation that directly affects
business performance is market orientation and learning
orientation, while technology orientation has no direct
effect. The existence of innovation capability as a mediation
variable strengthens the influence of strategic orientation on
business performance. The results of this study also showed
that the ability of innovation has a positive and significant
effect on the performance of women entrepreneurs in
Indonesia.

There are some limitations to this study. First, this
study only uses a sample of companies from one type of
industry or business, so the results cannot be generalized to
companies in other or different industries. Second, the results
of this study only use questionnaires for data collection and
personal reports, especially for the company’s performance.
Such sizes can have subjective biases, although the use of
subjective measures of performance is widely accepted in

research. Third, in this study, only innovation capabilities
variables as the mediation variable are used. There may be
other mediation variables that may affect the relationship of
strategic orientation with the performance of female SME
entrepreneurs but are not included in the analysis.
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