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Abstract 

Micro, Small, and Medium Enterprises (MSME) are of importance in the success and growth of 

Indonesia's national economy. These enterprises form the backbone of the workforce and their 

marketing performance is a key indicator of progress. However, studies by marketing experts indicate 

a disagreement between the outcome of market sensing capability and marketing performance. Based 

on several reports, a sales team that can see the market ahead of time impacts marketing personnel's 

performance. In contrast, other marketing experts discovered that market sensing quality does not hold 

such influence. Therefore, this study aimed to resolve the controversy surrounding the investigation by 

proposing a new concept, such as customer response quality, using a theoretical model. The participants 

included were 259 MSME actors in Yogyakarta, selected through purposive sampling. Furthermore, 

questionnaire, data were collected and analyzed using SEM. The results showed that customer 

orientation, learning orientation, and market sensing quality significantly and positively affected 

customer response quality. Among these, learning orientation has the most considerable influence. The 

novelty of this study is that customer response power capability had a significant positive effect on 

marketing performance. Meanwhile, customer orientation, learning orientation, and market sensing 

quality had no direct impact, therefore, it was recommended that MSME should focus on the company's 

ability to sense market quality, customer orientation, and learning orientation to respond to customers, 

and subsequently increase marketing performance. 
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INTRODUCTION  

 
The success and growth of the national economy are determined by the role of Micro, Small, and 

Medium Enterprise (MSME). This is because MSMEs can absorb the majority of the workforce, ensuring 

feasibility in their development. The development can be promoted in numerous ways, as evidenced by 

the increasing annual growth rate, as shown in Table 1. 
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Table 1  

The Development of MSME and Sales Performance 

No. Year Number of 

Company  

Number of Sales 

Force 

Number of Sales  

(000 Rupiah) 

1 2012 340 35 109 7392530128 

2 2013 302 40 150 9716588177 

3 2014 303 37 179  10173639210 

4 2015 99 16 359 7370058949 

5 2016 97  14 926 6524624026 

6 2017 98 13 834 5646620442 

7 2018 96 12 976 5752422623 

8 2019 102 13 435 5665622244 

9 2020 115 14 554 5832442332 

Source: Statistics of Yogyakarta Municipality and Department of Industry, Trade, Cooperatives 

and MSME (Disperindagkop), Special Region Yogyakarta 2021. 

 

Table 1 shows a decline in revenue over the years, with the exclusion of 2012 to 2014. This 

decreasing trend continued between 2015 to 2020, indicating severe issues in the effectiveness of the 

sales team. A significant contributing factor to this problem is the poor quality of human capital within 

MSMEs. 

Several experts identified a gap in the investigation concerning the correlation between market 

sensing quality and marketing performance. Based on several reports, sales team who can obtain 

information from customers, interpret the information, and communicate effectively with customers 

have a significant positive impact on marketing performance (Kidwell et al., 2007; Singh & Das, 2013; 

Chirani & Matak, 2012; Chaker et al., 2016). Conversely, some reports discovered that obtaining and 

interpreting customer information did not affect marketing performance (Amyx et al., 2014; Bolander 

et al., 2015; Miao & Evans, 2013; Hadi et al., 2023; Hidayati et al., 2022; Udayana, 2022).  

The study delves into a controversy surrounding investigations conducted by marketing experts 

on the relationship between market sensing quality and marketing performance. Its specific aim is to 

develop a theoretical model that resolves observed discrepancies in these results. The insights of this 

study have the potential to significantly enhance the knowledge and capabilities of companies in 

devising sales-boosting strategies. Diverging from prior reports, this study focuses on the unique 

context of Micro, Small, and Medium Enterprises (MSMEs) in Indonesia, while also examining consumer 

responses. This investigation holds importance for MSMEs, as it aims to increase and optimize the 

performance of their sales teams, consequently improving overall marketing performance. Based on the 

pivotal role that these companies play in Indonesia's national economic-growth, they can absorb a 

substantial workforce. The concept of "customer response power capability" represents a pioneering 

paradigm in marketing, grounded in the epistemological insights of resource-based, dynamic capability, 

and network theories. This innovative concept is poised to address the controversies that arose in 

previous investigations conducted by marketing experts, ultimately leading to increased sales. The 

study is closely in line with the strategic vision of the university, which places a strong emphasis on 

MSMEs as a focal point of study. The university has articulated a strategic mission centered on fortifying 

businesses and nurturing enterprises to propel these entities toward global expansion to ensure their 

long-term sustainability. 
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HYPOTHESIS DEVELOPMENT 

 
Market sensing quality and marketing performance  

A company that prioritizes building strong customer relationships fosters trust and 

commitment, leading to improved overall performance (Pesämaa et al., 2015). The level of a company's 

performance is intricately tied to the strength of its customer network. A high-quality customer 

network, along with cooperative relationships and the efficiency and accuracy of decision-makers, can 

markedly augment marketing performance. Engaging with members of social organizations and 

reference groups, in tandem with the support of a highly proficient sales team, exerts a substantial 

positive impact on organizational performance (Singh & Das, 2013; Wang et al., 2016). The adaptability 

of a salesperson can serve as a metric for assessing organizational performance. 

Proficiency in customer interaction is a crucial skill for a salesperson to master. Meeting 

customer needs and desires holds significant importance (Wang et al., 2016). Additionally, the 

adaptability of a professional sales team in addressing customer concerns related to meeting consumer 

needs is imperative to support the company's consumer networks (Locander et al., 2020).  

The company's ability to effectively gather pertinent information about customer complaints 

will directly impact marketing performance success (Liang et al., 2018). This information may pertain 

to product flaws, practicality, and utility, all of which contribute to enhancing the quality of future 

products. Consequently, practicality emerges as a key factor in determining customer satisfaction. 

Moreover, the utility of a product can greatly attract new customers and broaden market coverage, 

thereby enhancing overall marketing performance.  

Proficiency in customer interaction is a crucial skill for a salesperson to master. Meeting 

customer needs and desires holds significant importance (Wang et al., 2016). Additionally, the 

adaptability of a professional sales team in addressing customer concerns related to meeting consumer 

needs is imperative to support the company's consumer networks (Locander et al., 2020). The 

company's ability to effectively gather pertinent information about customer complaints will directly 

impact marketing performance success (Liang et al., 2018). This information may pertain to product 

flaws, practicality, and utility, all of which contribute to enhancing the quality of future products. 

Consequently, practicality emerges as a key factor in determining customer satisfaction. Moreover, the 

utility of a product can greatly attract new customers and broaden market coverage, thereby enhancing 

overall marketing performance. The following was the proposed hypothesis:  

H1: The greater the market sensing quality, the higher the marketing performance. 

 

Market sensing quality and customer response quality 

The ability of a marketing manager to accurately interpret information is of paramount 

importance, as it exerts a direct impact on marketing performance (Ferdinand & Wahyuningsih, 2018). 

This proficiency is cultivated through experience and the sharing of knowledge, underscoring the 

significance of these elements in achieving precise information interpretation. Consequently, 

knowledge sharing emerges as an exceedingly effective strategy for enhancing marketing performance 

(Ferreira et al., 2017). Fostering a culture of learning from the successes of others becomes imperative, 

facilitating innovation and further elevating marketing outcomes. 

Recognizing the dynamic nature of customer behavior is imperative. Customer needs and 

preferences undergo continual evolution over time (Teece, 2014). Enhanced product quality endows 

customers with greater purchasing power. It falls within the purview of the company to supply and 

deliver high-quality products tailored to customer preferences. Quality, characterized by uniqueness, 

attractiveness, durability, prestige, and resistance to imitation, engenders customer satisfaction. 
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Consequently, products should be finely tuned to effectively meet customer requirements. The 

proposed hypothesis is as follows: 

H2: The greater the market-sensing capability, the higher the quality of customer response. 

Customer orientation and customer response quality 

Employees recognize that establishing long-term partnerships hinges on mutually beneficial 

efforts. They conscientiously adhere to their responsibilities outlined in the job descriptions, thereby 

upholding the company's performance. As an institution, the company should exert efforts to optimize 

the potential of its employees and formulate effective communication strategies to nurture robust 

relationships (Zhang & Walton, 2017).  

Locander et al. (2018) delved into the correlation between innovation and customer networks 

concerning sales force performance. Consequently, a discerning focus on market trends becomes 

imperative for the triumph of innovation. For instance, customers derive convenience from the 

practicality and reasonable pricing of a product (Fernando et al., 2016; Zhang & Walton, 2017). The 

leadership of the company plays a pivotal role in the success of innovation, enabling it to proactively 

adapt to shifts in the dynamic market landscape.  

Sustaining innovation hinges on a thorough understanding of market trends, which constitutes 

an ongoing investment for the company (Dulger et al., 2016). Through continuous learning, the sales 

team enriches its knowledge base by scrutinizing evolving consumer preferences. Therefore, to enhance 

the quality of customer service, the company should anticipate future preferences and consistently 

glean insights from customer feedback. The following is the proposed hypothesis:  

H3: The greater the ability of the company to be customer-oriented, the higher the response given to 

customers. 

 
Customer orientation and marketing performance  

The company's overarching strategy is sharply focused on the acquisition and retention of 

customers through diligent effort and the creation of substantial value (Cartera et al., 2014; Tawinunt 

et al. , 2015). When innovation harmonizes with consumer value, it engenders customer satisfaction, 

ultimately culminating in repeat purchases. Consequently, the sales team must remain attuned to 

evolving customer preferences (Dikcius et al., 2019).  

Staying abreast of market trends is greatly facilitated by a robust customer network. An 

expansive customer network fortifies market share (Abdul-Hafez & Al-Nady, 2016). A substantial 

market share, in turn, translates to increased sales, a testament to the efficacy of the sales force. 

Therefore, cultivating a robust customer network emerges as a potent strategy for enhancing sales 

performance. The imperative for the sales team to establish these networks yields mutual benefits for 

both the customer and the company (Vasić et al., 2019). A quality workforce exemplifies diligence and 

an unwavering commitment to surpass the organization's objectives. Offering innovative solutions to 

customer challenges holds the potential to amplify sales volume, expand market share, and augment 

company profits, thereby amplifying marketing effectiveness. The following is the hypothesis derived 

from the previous description: 

H4: The greater the company’s ability to be customer-oriented, the more marketing performance will 

improve. 

 

Learning orientation and customer response quality 

MSME actors should have specific skills to build relationships with customers. Understanding 

customer preferences can be achieved through effective collaboration (Vij & Farooq, 2015). This 

relationship-building allows the company to gather customer complaints and interests regarding 

purchased items, including data on product movements of rival brands that are readily available to the 

customer. This information serves as a foundation for enhancing current business innovation. Effective 

resource management is required by MSME actors to sustain innovation.      
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Managing human resources is essential for organizational success, and human resource 

empowerment needs to be a long-term investment (Bohmova & Pavlicek, 2015). Quality resources yield 

maximum performance, ensuring the longevity of the company. The allocation of resources based on 

skills and understanding of customer needs is integral in achieving the goal of the company. This 

includes choosing the best strategy, outlining detailed tactics, and setting explicit objectives. Efficient 

resource use is expected to enhance performance. 

For a salesperson to succeed, continuous learning and adaptation from previous experiences are 

essential. Addressing customer problems promptly leads to heightened customer satisfaction (Hémar-

Nicolas, 2019). Therefore, maintaining good relations should be a consistent priority. Maintaining 

positive relationships with customer requires constant attention to fulfilling their needs. Additionally, 

anticipating competition is key to preventing customers from quickly switching preferences. The 

proposed hypothesis follows the preceding description.   

H5: The greater the company's ability to learn, the higher the ability of the salesperson to respond to 

customers. 

 
Learning orientation and marketing performance 

MSME believe in the necessity for ongoing innovation in the sales industry. Sales managers need 

to constantly and relentlessly innovate (Vij & Farooq, 2015). Therefore, MSME actors should invest in 

human resources to improve the quality and competence of the sales force. This is critical due to the 

constant evolution of customer behavior and preferences. Committing time to learning is essential for 

the survival of an organization, specifically in this dynamic environment, where new sales strategies are 

in line with the increasing purchasing power of customers (Savukoski et al., 2022). Furthermore, MSME 

actors learn from their mistakes and strive for continuous improvement. Regular enhancements are 

essential to maintain customer loyalty and increase sales. 

The success of a Company is measured by its sales performance. The marketing performance of 

an organization is directly proportional to its general performance (Jae-Won & Seung-Bae, 2019). 

Expanding the marketing area is crucial to maintaining and improving sales performance. The 

broadened marketing area is supported by the quality of information and intensive interaction, which 

tends to increase the number of customers. A rise in customer numbers is closely related to increased 

product quality. Customer input, suggestions, and criticism are invaluable for refining product quality. 

Quality products, combined with exceptional services can lead to a satisfied customer, influencing 

repeat purchases and, consequently elevating marketing performance. 

Many strategies can be implemented to compete effectively in the market, such as offering 

discounts at specific times by lowering the price of goods, increasing the prestige of a product, 

developing product variations, and innovating products. All of these endeavors have the potential to 

increase market share, subsequently improving marketing performance. The proposed hypothesis is 

based on the above description: 

H6: The greater the company's ability to learn, the higher the marketing performance. 

 

Customer response power capability and marketing performance 

Customers who receive the desired product are naturally satisfied. This satisfaction has an 

enormous impact on the viability of the company. Additionally, positive aspects of a product can be 

freely communicated to coworkers or customers, serving as effective promotion that enhances 

marketing performance. Customers are more likely to trust recommendations from close friends or 

colleagues than advertisements in the media. A company should develop this pattern to maintain or 

increase market share and boost sales performance. 
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The sales performance can be also increased by attentively addressing customer opinions 

regarding products. Responding promptly to customer feedback is crucial, as response time is an 

essential indicator of customer satisfaction. As a result, the company can immediately improve its sales 

performance based on customer feedback. Given the dynamic nature of customer tastes and their 

preference for higher quality, the company should systematically structure its operations (Teece, 2014). 

Customer feedback can be used to improve product quality and meet expectations. 

Marketing performance can be improved when a company pays attention to customer 

complaints (Jae-Won & Seung-Bae, 2019). Solutions to customer problems need to be provided, and 

resource allocation should support the goal of achieving peak marketing performance. The placement 

of a talented sales force is critical in expanding market coverage. When a company can match its sales 

team with customer demands, new customers will continue to be attracted. The following is the 

proposed hypothesis based on the above description: 

H7: The greater the company's ability to respond to customers, the higher its marketing performance. 

 

Based on the description and the relationships between the variables as mentioned earlier, 

Figure 1 represents the study model which showed the correlation between customer response power 

capability with customer orientation, learning orientation, and market sensing quality. These variables 

were further tested for their direct relationship with marketing performance which could also be 

moderated by customer response power capability. 

 
Figure 1 

Study model based on the developed hypothesis 

 

METHOD 

 
Data were gathered in Yogyakarta, Indonesia between July and June of 2022. To ensure 

reliability and validity, the questionnaire was subjected to several trials. The respondents were 

randomly (Ferdinand, 2014) based on the criteria of at least 25 years of age, 2 years and above working 

experience, and education levels ranging from elementary school to undergraduate. Before filling out 

the questionnaire, respondents were given a thorough explanation. A total of 300 questionnaires were 

distributed to owners of Small and medium-sized Enterprises (MSME). Finally, responses were screened 

to identify the eligible data.  
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This study used a questionnaire to measure five (5) variables, namely customer orientation, 

learning orientation, customer response power capability, market sensing quality, and marketing 

performance. Definitions for each variable are provided in Table 2.  

 

Table 2  

Variable operational definition 

Independent 

Variables 
Definition Source 

Customer orientation A company must satisfy customer needs and desires 

by gathering information, paying attention to 

complaints, and solving customer complaints.  

Pousa & Mathieu 

(2014); Singh & 

Das (2013) 

Learning orientation Developing self-ability through deep knowledge and 

skills applied to daily activities is necessary to 

achieve company goals.  

Dulger et al. (2016; 

Pesämaa et al. 

(2015); Vij & 

Farooq (2015) 

Customer response  

power capability  

 

A company can always respond quickly to customer 

complaints through creativity and innovation while 

anticipating changes that tend to be dynamic and in 

a more advanced direction. 

(Korschun et al. 

(2014) 

Market sensing 

quality 

The ability of a company to maintain its viability by 

anticipating the future market, where the market 

tends to be dynamic. 

Ardyan (2016) 

Marketing 

performance 

The ability of a company to earn profits through 

optimizing the sales force is empowered through the 

systematic and structured deepening of knowledge 

and training. 

Jae-Won & Seung-

Bae (2019); 

Tafesse & 

Korneliussen 

(2013) 

 

A total of 300 questionnaires were distributed and completed by 265 participants, as presented 

in Table 3. A non-response bias test was conducted to ascertain whether the characteristics of 

respondents who promptly completed the questionnaire differed from those who completed it late. Any 

disparity could potentially impact the data analysis results, particularly when the response rate was 

low. An independent sample t-test was used to compare the average response of participants who did 

and did not promptly complete the questionnaire. The value of Levene's test for equality of variance 

shows the significant difference between the population variances of the 2 samples. 

 

Table 3 

Survey response summary 

Total number of questionnaires 300 

Number of completed and returned questionnaire 265 

Unreachable MSME 30 

Number of MSME decline participation 5 

Response rate 90% 

 

Validity and reliability tests were performed to ensure the accuracy of data. The confirmatory 

factor analysis of this study showed that the indicators used can explain the formed latent variables. It 

is evident from the extracted values of convergent validity, index reliability, and variance, which are all 
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more significant than the set value limits, as shown below. A reliable instrument should meet an alpha 

value ranging from 0.84 to 0.90 to indicate reliability (Taber, 2018). The coefficient alpha of the 5 

variables in the model ranged between 0.92 and 0.96. However, there were 6 items, namely 4, 7, 9, 11, 

17, and 19, that showed standardized loading below 0.700, as presented in Table 4. 

 

Table 4  

Scale item with loading factor and reliabilities 

  Coefficient 

alpha 

Standardized 

loading 

Market sensing quality (Elia, 2016) AVE = .53; CR= .94   .93  

1. I can obtain information as effectively as possible 

2. I can interpret information from customer 

3. I can understand customer dynamics 

4. I can dig up various relevant information 

  .727 

.742 

.771 

.655 

Customer response power capability (Keneseia & Kolosb, 2018) AVE= 

.52, CR=.87  

.92  

5. I always have to share alternative solutions to customer problems  .771 

6. I am always quick to mobilize resources to meet customer needs  .741 

7. I will always anticipate customer needs in the future 

8. I am always fast in giving feedback to the customer 

  .681 

.762 

Marketing performance (Jae-Won & Seung-Bae, 2019; Tafesse & 

Korneliussen, 2013) AVE = .53, CR= .88 
.92  

9. I always generate a higher level of sales when compared to my 

colleagues 

 
.697 

10. I consistently exceed the sales target set by the company  .735 

11. I can increase the company's market coverage  .676 

12. The growth of new customers is high  .780 

Customer orientation (Pousa & Mathieu, 2014), AVE = .52; CR= .85 .93  

13. I always work above regular hours  .720 

14. I always do work before it is time to finish  .745 

15. I always look for solutions to problems that my customers face  .768 

16. I always find out, if there is something I think is new  .769 

Learning orientation (Dulger et al. , 2016; Pesämaa et al. , 2015) AVE= 

.55; CR= .83 

.96  

17. I always pay attention to every move of competitors 

18. I always provide the best solution to the problems faced by customer 

19. I always thought that making friends was an investment 

20. I always learn from my mistakes 

 .693 

.717 

.673 

.736 
 

Evaluation of the model's suitability was conducted to determine the extent to which the 

hypothesized model fits the sample data (Ferdinand, 2014). The assessment comprises several selected 

criteria, namely Chi-square=150.942, probability=.684, TLI=1.006, CFI=.997, GFI=.946, AGFI=.925, 

CMIN/DF=.943, RMSEA= .001, NFI=.921. Based on these metrics, the model was acceptable and worthy 

of further inquiry. The standard method of the fit was CFI=1.000 and RMSEA=0.000 (Ryu & Cheong, 

2017). The results of the processed data analysis are presented in the figure below. 
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ESULTS AND DISCUSSIONS 

 
Results 

 
The hypotheses proposed in this study were analyzed using Structural Equation Modelling 

(SEM). Table 5 represents the analysis result of hypothesis testing. The accepted hypotheses showed a 

p-value of less than 0.05. Based on the analysis, 4 hypotheses were accepted, indicating a significant 

relationship between market sensing quality, customer orientation, and learning orientation in 

response to customer response power capability. Additionally, a considerable correlation between 

customer response and marketing performance was observed. However, the connection between 

market sensing quality, customer orientation, and learning orientation to marketing performance was 

rejected. 

 

Table 5  

Results of hypothesis testing 

Hypothesis        β Sig Comment 

H1: The greater the market sensing quality, the higher the 

marketing performance. 
.110 .192 Rejected 

H2: The greater the market-sensing capability, the higher the 

quality of customer response. 
.165 .023 Accepted 

H3: The greater the ability of the company to be customer-

oriented, the higher the response given to customers. 
.179 .020 Accepted 

H4: The greater the company’s ability to be customer-oriented, the 

more marketing performance will improve. 
.026 .768 Rejected 

H5: The greater the company's ability to learn, the higher the 

ability of the salesperson to respond to customers. 
.420 .000 Accepted 

H6: The greater the company's ability to learn, the higher the 

marketing performance. 
.076 .498 Rejected 

H7: The greater the company's ability to respond to customers, the 

higher its marketing performance. 
.404 .000 Accepted 

Source: Data processed (2023) 

   

The model role testing examines the significance of customer response power capability variable 

in filling the gap between market sensing quality and marketing performance. Furthermore, it used the 

Sobel Test calculation to assess the significance of this mediating variable (Baron & Kenny, 1986). 

Within the structural equation model, the Sobel test was used to determine the significance of the 

indirect effect. The results of statistical testing showed the role of customer response power capability 

in mediating marketing performance. The test value was 2.66, while the probability value (two tails) 

was .008. The Ccustomers’ response power capability variable can close the gap between market 

sensing quality and marketing performance. The salesperson's ability to anticipate potential customers 

is critical. Therefore, this grouping can improve marketing performance 

 

Discussion 

Marketing performance is influenced by many things, such as customer orientation, learning 

orientation, customer response power capability, and market sensing quality. In this study, these 

variables were tested to investigate their relation to marketing performance. Among these variables, 

only customer response capability exhibits a direct relationship (p<0.05) compared to others (p>0.05). 
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Furthermore, this variable has a connection with market sensing quality, customer orientation, and 

learning orientation (p<0.05). The results showed that responding to customers has more impact on 

marketing performance, while customer response capability is influenced by the company's ability to 

sense market quality, customer orientation, and learning orientation. The model investigated presented 

that customer response capability is a moderator variable between marketing performance and sense 

market quality, customer orientation, as well as learning orientation.  

Customer response power capability is the most essential factor in marketing performance. 

Therefore, MSME actors should prioritize the production of high-quality products. Customer purchases 

often reflect their social status, with products of high prestige indicating high social status (Udayana et 

al. 2020). This underscored the significance of creating products that are difficult to imitate, making it 

challenging for competitors to enter the market. According to additional results, the task of MSME actors 

is to create unique products with high personal and aesthetic values. The company should also swiftly 

mobilize resources to satisfy client wants, keep an eye on consumer needs going forward as it is vital for 

the business, and consider the dynamics of customer needs (Jae-Won & Seung-Bae, 2019). 

The factor with the most significant impact on the quality of customer response is learning 

orientation. Managers should prioritize addressing customer concerns (Vij & Farooq, 2015). This 

method can lead to providing an ideal solution, resulting in satisfied customers who are more likely to 

make repeat purchases and spread positive word of mouth about the product. These customers tend to 

be more resistant in switching to competing products, making it crucial for the Enterprise to monitor 

the movements of their competitors' products to survive and stay current with advances. Anticipating 

and fulfilling customer needs and desires is crucial for maximizing satisfaction. MSME actors can achieve 

this by delivering the most effective services. A satisfied customer is more likely to provide positive 

recommendations for a purchased product, influencing the opinions of other potential customers. The 

ability to offer the most remarkable solutions to customer problems is essential in determining 

consumer satisfaction (Vij & Farooq, 2015). Additionally, the accuracy and swiftness of consumer 

response directly impact customer satisfaction. 

Market sensing quality complements customer response quality. The ability of MSME actor 

ability to obtain and manage accurate information remains limited. Filtering relevant information 

related to customer problems still needs to be improved. The accuracy with which information is 

obtained directly impacts decision-making. In contrast to Vasić et al. (2019), a report stated that the 

ability to interpret information for MSME actors significantly affects future understanding of customer 

needs and desires. Effective resource management enhances the ability to anticipate and respond to 

customer needs. 

The study showed that customer response power capability acts as an intermediary between 

market sensing quality and marketing performance. This capability has a significant positive effect on 

customer orientation. Similarly, learning orientation can positively affect marketing performance 

through customer response quality (Dulger et al., 2016). The ability of MSME actors to manage resources 

can be used in the future to anticipate customer needs and desires. The preferences of consumers are 

dynamic in response to their increasing purchasing power. Therefore, increased purchasing power 

impacts sales and marketing performance.  

     

CONCLUSION 

 

The model proposed in this study indicated that customer response power capability was 

positively influenced by market sensing quality, customer, and learning orientation. Furthermore, it had 

positive impacts on marketing performance, while customer orientation, learning orientation, and 

market sensing quality exhibited no effect. As a result, customer response power capability was proved 

to be a mediator, alongside bridging the study gap. Customer reaction quality significantly impacted 
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marketing performance compared to customer orientation, learning orientation, and market sensing 

abilities. A fast response from the company satisfied the demand of customers. For business owners, 

providing clients with quick and accurate innovations should be the top priority. The fast and accurate 

response led to higher satisfaction.    

Results showed that sales managers paid attention to the various difficulties encountered by 

customers and provided solutions to customer problems by optimizing the resources of the company. 

Furthermore, managers anticipate the needs and desires of their customers. The greater the ability of 

the sales manager to anticipate customer needs and desires, the higher the level of customer satisfaction. 

Additionally, the manager also paid close attention to feedback received, as a quick and accurate 

response was highly valued by the customer. MSME actors worked creatively and innovatively in 

offering the most remarkable customer service to achieve maximum sales development. All of these 

actions enhanced the effectiveness of marketing. The effectiveness of marketing performance was 

determined by the capacity of MSME actors to obtain adequate and correct information. Furthermore, 

making the best decision requires a proper interpretation of the facts. MSME entrepreneurs 

comprehend client dynamics, while preferences constantly change and tend to be of higher quality. 

Increased marketing performance was possible, but required consistent effort by MSME actors and the 

willingness to take on new challenges and experiences. Since an organization's performance depended 

on the quality of its human resources, learning was viewed as an investment rather than a cost by MSME 

owners. The likelihood that an organization will survive depends on the quality of its human resources. 

Meanwhile, better resource management enabled quick identification of competitive dynamics.   

Since many factors, such as customer trust and workers’ attitude impacted marketing 

performance in addition to those previously included in this study model, the number of independent 

variables needed to be investigated. These factors were assumed to be related to marketing 

performance. The evidence from the current study required additional input from the perspective of the 

sample. Consequently, it was advisable to expand the sample size to yield more accurate results and 

data. The accuracy was directly proportional to the number of samples collected. The broader the scope 

of the study, the more comprehensive the data, leading to more precise results. This study focused solely 

on a cross-section of the larger picture. Therefore, it was imperative to incorporate time series analysis. 

This aimed to avoid the loss of a significant amount of information and incomplete data. Including time 

series studies in future investigations allowed direct engagement with respondents. This method 

enabled the extraction of intricate details about MSMEs through direct interviews. This comprised data 

on customer requirements and preferences. Furthermore, all client feedback, whether positive or 

negative, was invaluable. Complaints shed light on both the strengths and weaknesses of a product. This 

information proved instrumental for MSMEs seeking to enhance their offerings. Given that client 

demands were in a constant state of flux, this process should be conducted regularly.    
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