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ABSTRACT 

 
Objective – This research aims to determine the influence of market orientation and technology orientation on 

sustainable competitive advantage with product innovation (directly or as a mediating variable). 

Methodology – This study deployed a quantitative, explanatory survey design analyzing data from 63 Indonesian 

consumers who engaged with TikTok Live using Partial Least Squares Structural Equation Modeling (PLS-SEM) via 

SmartPLS. The structural framework evaluated dual information-processing routes (specifically central-route argument 

quality, peripheral-route streamer credibility and attractiveness, and interactive engagement) to test their direct impacts 

on purchase intention.   

Findings – The test results prove that market orientation and technology orientation have a positive and significant 

influence on sustainable competitive advantage with product innovation (directly or as a mediating variable) in coffee 

shops in Jabodetabek. 

Novelty – Grounded in the Elaboration Likelihood Model (ELM), this study addresses existing contradictions in social 

commerce literature by empirically isolating how dual information-processing routes (central route argument quality 

versus peripheral route credibility and attractiveness) and real-time interactivity function together within the rapidly 

growing, highly interactive TikTok Shop live-streaming ecosystem in Indonesia.  
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I. INTRODUCTION  
 

Indonesia is a country with significant potential in the coffee industry. It is currently the fourth largest 

coffee producer in the world, after Brazil, Vietnam, and Colombia (Specialty Coffee Indonesia, 2026). 

Moreover, Indonesia contributes about 7% of global coffee output in 2026, producing both robusta and 

arabica varieties. 

Drinking coffee has become a lifestyle not only for the older generation but also the younger generation. 

This lifestyle has created a new trend, encouraging business owners to compete through coffee brands and 

coffee shops. Various coffee businesses, ranging from home-based industries to coffee shops, create 

challenges for business owners in sustaining their businesses. To retain customers, business owners have 

begun to pay greater attention to customers’ emotions and satisfaction (Jang & Lee, 2019). 

Defending a business is not an easy thing. Therefore, business owners should think about strategies to 

create their sustainable competitive advantage (SCA). Market orientation is one of the components that can 

be vital to improve the SCA. Market orientation is the process and activities to create the value propositions 

by fulfilling the customers’ needs and wants (Yaskun et al., 2023). Market orientation involves observing 

the business environment and turning opportunities into a culture and strategy that entrepreneurs must 

possess (Rachmasari & Suprapti, 2022). Market orientation enables business owners to gather information 

about competitors’ capabilities. Consequently, it becomes an important strategy for maintaining a positive 

perception among customers, allowing them to view the business more favorably compared to competitors. 

 The rapid development of technology requires business owners to transform and adapt their 

management activities to grow. According to Widiarta et al. (2020), the empowerment of resources is 

crucial in advancing business evolution and creating superior competitiveness compared to rivals. Digital 

capabilities may refer to products, processes, new business models, or significant changes achieved using 

information technology (Yousaf et al., 2021). Haseeb et al. (2019) highlight that corporate management 

integrates social responsibility with information technology as a strategic resource, leveraging the internet 

to expand market reach and analyze customers through platforms like social media. Therefore, adequate 

strategies for utilizing technology are needed to balance market demands with technological applications 

to enhance business performance. 

Lestari et al. (2020) emphasize that one of the keys to sustainable business success is innovation. 

Product innovation can serve as an important strategy to meet customer demands. The creation of new 

products through innovation is expected to improve upon previous offerings and increase product value. 

The knowledge of business owners, combined with their capabilities, has a strong influence on superior 

business performance (Habib et al., 2021). Developing product innovation also helps companies achieve 

efficiency in responding to market changes (Prado et al., 2022). Market mastery through innovation can 

positively impact sustainable competitiveness (Anggai et al., 2021). Thus, the implementation of these 

strategies is expected to create high value in the eyes of consumers, strengthening competitive advantage 

and supporting long-term business sustainability. 

This study aims to analyze how market orientation, technology orientation, and product innovation can 

affect sustainable competitive advantage in the coffee industry.  Moreover, both the direct and indirect 

effects of these variables are examined. This study contributes to the dynamic capabilities theory by 

demonstrating how a focus on market, technology, and product enables the businesses to compete with 

others. 
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II. LITERATURE REVIEW  

 
Dynamic Capabilities 

According to Bayon et al. (2021), dynamic capabilities are the firm’s ability to integrate, build, and 

reconfigure resources and processes to create value and competitive advantage in different market 

environments. This aims to ensure that organizational capabilities can successfully generate value for 

sustainable competitiveness, both in fluctuating and stable market conditions. Ellström et al. (2022) explain 

that dynamic capabilities provide a consistent approach to studying digital transformation, given the strong 

and continuous impact of digital technologies on business performance. 

 

Sustainable Competitive Advantage 

Sustainable competitive advantage encompasses all the positive aspects a company possesses, whether 

in terms of cost efficiency, uniqueness, or specific target markets (Sawlani et al., 2021). An organization 

must have the capability to deliver benefits that align more closely with its target market in order to generate 

greater value for consumers. A company that excels in competition typically adopts strategies with a 

primary focus on marketing to address competitive pressures (Islami et al., 2020). In this regard, 

organizations establish well-planned strategies to achieve growth and profitability, both internally and 

externally. 

 

Product Innovation 

Hidayat et al. (2023) argues that product innovation is one of the types of innovation that contributes 

commercially to the company by creating new products or services. Through innovation, businesses 

generate ideas for developing products in order to compete effectively, sustain themselves, or expand their 

market segments. In product innovation development, market research and proper planning are essential. 

Therefore, a critical task for organizations is achieving success in creating innovation (Salazar & Armando, 

2017; Barney, 1991). Škudienė et al. (2020) note that a company’s innovation strategy, based on Teece and 

Pisano, integrates three elements: (1) national and competitive positioning, (2) technological pathways, and 

(3) managerial and organizational processes. Competitive pressures require organizations to deliver greater 

value than their competitors, while also seizing market opportunities and achieving profitability. 

 

Market Orientation 

Market orientation is a corporate culture that fosters efficient and effective behaviors or actions to create 

value for both consumers and the company on a sustainable basis (Wijaya, 2020). Market orientation 

enables organizations to develop market intelligence related to customer needs, both current and future 

(Sefnedi, 2017; Kohli & Jaworski, 1990). In creating products and services, organizations must not only 

deliver value to consumers but also consider how to reach them so that they are aware of the offerings.  

 

Technology Orientation 

According to Ritonga (2022), technology orientation reflects a business’s ability to leverage advanced 

technologies to create products and services through innovative ideas. The use of technology enables 

traditional businesses to transform and seize new opportunities. Information technology (IT) and 

information systems (IS) play a key role in driving companies toward more effective processes (Škudienė 

et al., 2020). The adoption of digital technologies can reduce the impact of external crises and support major 

organizational changes, providing improved operations and business models (Vrontis et al., 2022). Bayon 
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et al. (2021) emphasize that the utilization of technology expands consumer reach and market coverage. 

Therefore, technology orientation in the evolution of organizations and businesses serves as a tool to 

support product creation and innovative business models, helping firms gain an advantage over competitors 

(Arifiani & Furinto, 2022). 

 

Hypothesis Development 

Market orientation is one of the factors that affects sustainable competitive advantage (Pratono et al., 

2019; Prado et al., 2022). The companies’ ability in market orientation can have implications where they 

can understand about the market information and additional value that can strengthen their sustainable 

competitive advantage (Na et al., 2019). Therefore, we propose hypothesis 1: 

H1: Market orientation has a positive and significant effect towards sustainable competitive advantage. 

Technology orientation can help the company to create an optimal solution to fulfill customers’ needs 

(Widiarta et al., 2020). Arifiani & Furinto (2022) also argue that having thoughts and strategies using 

information technology can help the company in winning the competition. Technology orientation 

development facilitates service management in sustainable competitive advantage (Tana & Chai, 2023). 

Thus, we propose hypothesis 2: 

H2: Technology orientation has a positive and significant effect towards sustainable competitive 

advantage. 

To compete with other companies and survive the competition itself, a company needs to innovate their 

products. Product innovation becomes the novel implementation to add values to the customers. Innovation 

has become a business mechanism to adapt to the dynamic market environment in achieving sustainable 

competitive advantage (Pramuki & Kusumawati, 2021). Hence, here is the hypothesis 3: 

H3: Product innovation has a positive and significant effect towards sustainable competitive advantage. 

Market orientation, based on previous study, has been proven to have effects in product innovation 

(Aydin, 2021). Having the ideas or innovation in products can occur more frequently when the company 

has market orientation in fulfilling customers’ needs (Akhtar et al., 2021). Therefore, hypothesis 4 is: 

H4: Market orientation has a positive and significant effect towards product innovation.  

Technology orientation helps an organization in expanding and innovating (Arifiani & Furinto, 2022). 

Previous study shows how technology orientation can help the creation of product innovation (Yousaf et 

al., 2021).  The same argument is also shown by Khin and Ho (2019). Thus, we posit hypothesis 5.  

H5: Technology orientation has a positive and significant effect towards product innovation.  

Besides all the direct effect, this study also proposes the additional hypothesis to understand the indirect 

effect of market orientation and technology orientation towards sustainable competitive advantage. Product 

innovation in this study becomes the mediating variable. Here are hypothesis 6 and hypothesis 7: 

H6: Product innovation mediates the relationship between market orientation and sustainable competitive 

advantage. 

H7: Product innovation mediates the relationship between technology orientation and sustainable 

competitive advantage. 

The relationship of these variables can be seen in Figure 1. 
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Figure 1. Research Model 

III. RESEARCH METHODOLOGY 
 

This study uses the quantitative method approach. The unit of analysis of this study is the coffee shop 

management or the coffee shop business owners that manage the business operation. The location of this 

study is in Greater Jakarta, Indonesia, which is often called Jabodetabek and owned a coffee shop. 

Convenience sampling was used in this study. A total of 102 respondents filled in the survey using a five-

scale Likert scale. The data was then analyzed by using the SPSS application. The demographic data of all 

the 102 respondents can be seen in Table 1. 

 
Table 1. Respondents’ Demographic 

 

Coffee Shop Age Frequency Percentage 

< 1 year old 15 14.7% 

1-4 years old 60 58.8% 

5-8 years old 23 22.5% 

9-10 years old 1 1% 

>10 years old 3 3% 

Total 102 100% 

Number of Employees Frequency Percentage 

0-2 employees 5 4.9% 

3-4 employees 25 24.5% 

5-7 employees 30 29.4% 

8-10 employees 24 23.5% 

>10 employees 18 17.6% 

Total 102 100% 

 

IV. RESULTS AND DISCUSSION 

 
The hypotheses in this study were tested using path analysis by using SPSS with 95% confidence 

level. The first test is the validity and reliability test, followed by the hypothesis testing. For the validity 

test, we compared the r count value to r table. By using 102 respondents and 95% confidence level, the r 

count minimum value to be valid is 0.195. Moreover, the reliability test was analyzed by using the 

Cronbach’s Alpha score for a minimum of 0.7. Based on the analysis, all variables and indicators were valid 

and reliable. The full results of validity and reliability test can be seen in Table 2. 
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Table 2. Validity and Reliability Test 

 

Variable Indicator R-count Cronbach’s Alpha 

Market Orientation 

MO1 0.661 

0.851 

MO2 0.666 

MO3 0.636 

MO4 0.505 

MO5 0.607 

MO6 0.613 

MO7 0.638 

Technology Orientation 

TO1 0.528 

0.826 

TO2 0.650 

TO3 0.670 

TO4 0.567 

TO5 0.646 

TO6 0.525 

Product Innovation 

PO1 0.555 

0.830 

PO2 0.656 

PO3 0.540 

PO4 0.652 

PO5 0.632 

PO6 0.508 

PO7 0.503 

Sustainable Competitive Advantage 

SCA1 0.623 

0.869 

SCA2 0.678 

SCA3 0.668 

SCA4 0.720 

SCA5 0.674 

SCA6 0.641 

SCA7 0.524 

 
The next step after conducting the validity and reliability tests is hypothesis testing. The t-statistic 

values were compared to the critical t-table value of 1.96 at the 95% confidence level. A hypothesis is 

considered significant if the t-statistic exceeds the t-table value. Based on the data, all seven hypotheses 

have t-statistic values greater than 1.96 and p-value <0.05, indicating that all hypotheses are accepted. 

Furthermore, the beta coefficients show that all relationships are positive and significant. Market 

orientation, technology orientation, and product innovation each have a direct effect on sustainable 

competitive advantage, while market orientation and technology orientation also exert a positive and 

significant influence on product innovation. Moreover, product innovation mediates the relationship 

between both market orientation and technology orientation with sustainable competitive advantage. Both 

of the mediating effects are partial mediations. Among the predictors, product innovation demonstrates the 

strongest effect on sustainable competitive advantage, and it is itself most strongly influenced by technology 

orientation. The full hypothesis testing results can be seen in Table 3. 

The R square is also measured in this study after conducting the validity and reliability tests is 

hypothesis testing. The adjusted R-square for SCA is 0.558, while the adjusted R-square for product 

innovation is 0.483. Therefore, this study can explains 55.8% of the factors affecting sustainable 

competitive advantage and 48.3% factors affecting product innovation. 
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Table 3. Hypothesis Testing Results 

 
Hypothesis Beta T-Stat P-value Notes 

MO → SCA 0.257 2.878 0.005 Accepted 

TO → SCA 0.229 2.526 0.013 Accepted 

PI → SCA 0.385 4.143 0.000 Accepted 

MO → PI 0.379 4.270 0.000 Accepted 

TO → PI 0.408 4.586 0.000 Accepted 

MO → PI → SCA 0.146 3.839 0.000 Accepted 

TO → PI → SCA 0.157 3.927 0.000 Accepted 

 

Based on the data analysis, Hypothesis 1 tested using SPSS shows that the calculated t-value is greater 

than the critical t-table value of 1.96. This indicates that H1 is accepted. Consistent with previous studies 

(Na et al., 2019; Prado et al., 2022; Pratono et al., 2019), market orientation has a positive influence on 

sustainable competitive advantage and serves as a supporting factor in coffee shop businesses in 

Jabodetabek. 

Hypothesis 2 demonstrates that technology orientation has a positive and significant effect on 

sustainable competitive advantage. This finding is in line with prior research (Tana & Chai, 2023; Widiarta 

et al., 2020), which confirms that technology orientation is an important factor that enhances sustainable 

competitiveness in coffee shop businesses in Jabodetabek. 

Hypothesis 3 reveals that product innovation has a positive and significant impact on sustainable 

competitive advantage. This result is consistent with earlier studies (Pramuki & Kusumawati, 2021; 

Rachmasari & Suprapti, 2022), which state that product innovation positively supports the growth of coffee 

shop businesses in Jabodetabek. 

Hypothesis 4 shows that market orientation significantly and positively affects product innovation. This 

aligns with previous studies (Akhtar et al., 2021; Aydin, 2021), which suggest that market orientation 

fosters and creates innovation, playing a crucial role in product development within coffee shop businesses 

in Jabodetabek. 

Hypothesis 5 indicates that technology orientation has a positive and significant effect on product 

innovation. Similar findings have been reported in prior studies (Khin & Ho, 2019; Yousaf et al., 2021), 

which highlight that technology orientation significantly contributes to the application and development of 

innovation in coffee shop businesses in Jabodetabek. 

Based on the path analysis, Hypothesis 6 shows that product innovation mediates the relationship 

between market orientation and sustainable competitive advantage. The analysis concludes that product 

innovation plays a mediating role, consistent with previous study (Tirtayasa & Rahmadana, 2023). Product 

innovation is therefore an important factor that enhances sustainable competitiveness in coffee shop 

businesses in Jabodetabek. 

Moreover, hypothesis 7 also shows that product innovation also mediates the relationship between 

technology orientation and sustainable competitive advantage. This result confirms the same results from 

previous studies (Rambe & Khaola, 2023; Shi et al., 2018). Therefore, this result emphasizes the importance 

of product innovation. 

In general, all the hypotheses are accepted. The unique result is that technology orientation has the 

strongest effect on product innovation, while product innovation has the strongest effect on sustainable 

competitive advantage. These results can be used for coffee business owner to stand-out against 

competitors. 
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V. CONCLUSION  
 

This study confirms that market orientation, technology orientation, and product innovation each play 

a significant role in strengthening sustainable competitive advantage in coffee shop businesses across 

Jabodetabek. Both market and technology orientation directly enhance competitiveness while 

simultaneously driving product innovation. Product innovation itself emerges as the most influential factor, 

exerting the strongest direct effect on sustainable competitive advantage and mediating the impact of both 

orientations. These findings highlight innovation as the critical pathway through which strategic 

orientations translate into long-term competitiveness. 

For coffee shop owners and managers, the results emphasize the importance of balancing customer 

focus with technological investment. Businesses should actively monitor market trends and consumer 

preferences to guide product innovation, while simultaneously adopting new technologies that enhance 

efficiency, quality, and customer experience. Prioritizing product innovation as a strategic lever will not 

only strengthen competitiveness but also ensure resilience in the face of changing consumer demands. In 

practice, this means allocating resources to R&D, encouraging creative menu development, and leveraging 

digital tools to streamline operations. By integrating market and technology orientation into everyday 

decision-making, coffee shops in Jabodetabek can secure a sustainable edge in the marketplace. 

Despite its contributions, this study has several limitations. First, the sample is limited to coffee shop 

businesses in Jabodetabek, which may restrict the generalizability of the findings to other regions or 

industries. Second, the use of cross-section data limits the ability to capture dynamic changes in orientations 

and innovation over time. Third, the study focuses only on market orientation, technology orientation, and 

product innovation, leaving out other potential factors such as organizational culture, leadership style, or 

digital marketing strategies. Future research could expand the scope by examining different industries, 

employing longitudinal designs to track changes over time, or incorporating additional variables that may 

influence sustainable competitive advantage. Comparative studies across regions or sectors would also 

provide richer insights into how strategic orientations and innovation interact in diverse business contexts. 

 

AI STATEMENT 
 

The authors used Copilot solely for proofreading the article. All content was independently formulated 

and created by the authors. 

 

AUTHOR CONTRIBUTION STATEMENT 
 

DH & HS: Conceptualization & Methodology. HS: Data Curation, Writing - Original Draft. DH: 

Visualization, Supervision, Validation, & Writing - Review & Editing.  

 

REFERENCES 
 

Akhtar, S., Martins, J. M., Mata, P. N., Tian, H., Naz, S., Dâmaso, M., & Santos, R. S. (2021). Assessing 

the relationship between market orientation and green product innovation: the intervening role of green 

self-efficacy and moderating role of resource bricolage. Sustainability, 13(20), 11494. 



 
 

 

 

  

J ournal of Business, Management, and Social Studies  
Vol. 6, No. 2, Jun  2026, pp. 77–87  

e- ISSN 2798 - 6209 
DOI: https://doi.org/10.53748/jbms.v 6i2.188 

Available online at www.jbms.site  

 

 

 

85 
Hanif Shidqi, Desman Hidayat 

Anggai, M. A., Wolok, T., & Niode Yanto, I. (2021). Membangun Keunggulan Bersaing Produk Melalui 

Orientasi Pasar Dan Inovasi Produk (Studi Empiris Pada Industri Pengolahan Makanan Jadi Skala Kecil 

Dan Menengah Di Kotamobagu). Jurnal Ilmiah Manajemen Dan Bisnis, 3(3), 147–157. 

Arifiani, L., & Furinto, A. (2022). Transformasi model bisnis konsep, strategi, dan antisipasi menyongsong 

era metaverse. Scopindo Media Pustaka. 

Aydin, H. (2021). Market orientation and product innovation: the mediating role of technological capability. 

European Journal of Innovation Management, 24(4), 1233–1267. 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17(1), 99–

120. 

Bayón, T., Eisend, M., Koch, J., Söllner, A., Vodosek, M., & Wagner, H. T. (Eds.). (2021). Dynamic 

Capabilities and Relationships: Discourses, Concepts, and Reflections. Springer Nature. 

Ellström, D., Holtström, J., Berg, E., & Josefsson, C. (2022). Dynamic capabilities for digital 

transformation. Journal of Strategy and Management, 15(2), 272–286. 

Habib, M. A., Bao, Y., Nabi, N., Dulal, M., Asha, A. A., & Islam, M. (2021). Impact Of Strategic 

Orientations on the Implementation of Green Supply Chain Management Practices and Sustainable 

Firm Performance. Sustainability, 13(1). https://doi.org/10.3390/Su13010340 

Haseeb, M., Hussain, H. I., Kot, S., Androniceanu, A., & Jermsittiparsert, K. (2019). Role Of Social and 

Technological Challenges In Achieving A Sustainable Competitive Advantage And Sustainable 

Business Performance. Sustainability, 11(14). https://doi.org/10.3390/Su11143811 

Hidayat, D., Pangaribuan, C. H., Putra, O. B. P., Heryatno, R., & Khatibinsani, N. (2023). Entrepreneurship 

and innovation: An empirical study in agro-industry. In E3S Web of Conferences (Vol. 426, p. 02124). 

EDP Sciences. 

Islami, X., Mustafa, N., & Topuzovska Latkovikj, M. (2020). Linking Porter’s generic strategies to firm 

performance. Future Business Journal, 6(1), 3. 

Jang, H. W., & Lee, S. B. (2019). Applying Effective Sensory Marketing To Sustainable Coffee Shop 

Business Management. Sustainability, 11(22). https://doi.org/10.3390/Su11226430 

Khin, S., & Ho, T. C. (2019). Digital technology, digital capability and organizational performance: A 

mediating role of digital innovation. International Journal of Innovation Science, 11(2), 177–195. 

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: the construct, research propositions, and 

managerial implications. Journal of Marketing, 54(2), 1–18. 

Lestari, S. D., Leon, F. M., Widyastuti, S., Brabo, N. A., & Putra, A. H. P. K. (2020). Antecedents And 

Consequences of Innovation and Business Strategy On Performance And Competitive Advantage Of 

SMEs. Journal Of Asian Finance, Economics And Business, 7(6), 365–378. 

https://doi.org/10.13106/Jafeb.2020.Vol7.No6.365 

Na, Y. K., Kang, S., & Jeong, H. Y. (2019). The effect of market orientation on performance of sharing 

economy business: Focusing on marketing innovation and sustainable competitive advantage. 

Sustainability, 11(3), 729. 

Prado, G. R., Alvarez-Risco, A., Cuya-Velásquez, B. B., Anderson-Seminario, M. De Las M., Del-Aguila-

Arcentales, S., & Yáñez, J. A. (2022). Product Innovation, Market Intelligence And Pricing Capability 

as a Competitive Advantage In The International Performance of Startups: Case of Peru. Sustainability, 

14(17). https://doi.org/10.3390/Su141710703 

Pramuki, N. M. W. A., & Kusumawati, N. P. A. (2021, May). The influence of product innovation, digital 

marketing and competitive advantage in improving the marketing performance of small and medium 

https://doi.org/10.3390/Su13010340?utm_source=copilot.com
https://doi.org/10.3390/Su11143811?utm_source=copilot.com
https://doi.org/10.3390/Su11226430?utm_source=copilot.com
https://doi.org/10.13106/Jafeb.2020.Vol7.No6.365?utm_source=copilot.com
https://doi.org/10.3390/Su141710703?utm_source=copilot.com


 
 

 

 

  

J ournal of Business, Management, and Social Studies  
Vol. 6, No. 2, Jun  2026, pp. 77–87  

e- ISSN 2798 - 6209 
DOI: https://doi.org/10.53748/jbms.v 6i2.188 

Available online at www.jbms.site  

 

 

 

86 
Hanif Shidqi, Desman Hidayat 

industries in Bali. In 2nd International Conference on Business and Management of Technology 

(ICONBMT 2020) (pp. 248-254). Atlantis Press. 

Pratono, A. H., Darmasetiawan, N. K., Yudiarso, A., & Jeong, B. G. (2019). Achieving sustainable 

competitive advantage through green entrepreneurial orientation and market orientation: The role of 

inter-organizational learning. The Bottom Line, 32(1), 2–15. 

Rachmasari, A. D., & Suprapti, N. W. S. (2022). Peran Inovasi Produk Dalam Memediasi Pengaruh 

Orientasi Pasar Terhadap Kinerja Bisnis UKM Kedai Kopi. E-Jurnal Manajemen Universitas Udayana, 

11(2), 318. https://doi.org/10.24843/Ejmunud.2022.V11.I02.P06 

Rambe, P., & Khaola, P. (2023). Enhancing Competitiveness Through Technology Transfer and Product 

Quality: The Mediation and Moderation Effects Of Location and Asset Value. Journal Of Innovation 

and Entrepreneurship, 12(1). Https://Doi.Org/10.1186/S13731-023-00284-1  

Ritonga, M. S. (2022). Analisis Pengaruh Orientasi Teknologi dan Inovasi terhadap Kinerja Perusahaan PT 

Telkom Indonesia Tbk (Doctoral dissertation, Universitas Gadjah Mada). 

Salazar, L., & Armando, L. (2017). The resource-based view and the concept of value: the role of 

emergence in value creation. Mercados y Negocios, (35), 27–46. 

Sawlani, D. K., So, I. G., Furinto, A., & Hamsal, M. (2021). Competitive advantage: e-CRM, project 

innovation, project organizational culture, dynamic capabilities. Scopindo Media Pustaka. 

Sefnedi, S. (2017). The Market orientation and performance relationship: The empirical link in private 

universities. Jurnal Manajemen Dan Kewirausahaan, 19(1), 28–37. 

Škudienė, V., Li-Ying, J., & Bernhard, F. (2020). Innovation management: perspectives from strategy, 

product, process and human resource research. In Innovation Management (pp. 2-14). Edward Elgar 

Publishing. 

Specialty Coffee Indonesia. (2026). Produksi kopi Indonesia pada tahun 2026 dan pasar global. Specialty 

Coffee Indonesia. https://specialtycoffee.id/id/articles/indonesia-coffee-production-2026-global-

market/ 

Tana, G., & Chai, J. (2023). Digital transformation: moderating supply chain concentration and competitive 

advantage in the service-oriented manufacturing industry. Systems, 11(10), 486. 

Tirtayasa, S., & Rahmadana, M. F. (2023). Mediating Effect of Product Innovation on Market Orientation 

and Marketing Performance of SME'S During the COVID-19 Pandemic in Indonesia. International 

Journal of Sustainable Development & Planning, 18(2), 393. 

Vrontis, D., Chaudhuri, R., & Chatterjee, S. (2022). Adoption of digital technologies by SMEs for 

sustainability and value creation: Moderating role of entrepreneurial orientation. Sustainability, 14(13), 

7949. 

Widiarta, P. G. K., Mahardika, I. P. D., Nugraha, N. A. S., Tintara, I. D. G. W., & Yasa, N. N. K. (2020). 

Peran Inovasi Produk Memediasi Orientasi Teknologi Terhadap Keunggulan Bersaing. E-Jurnal 

Ekonomi Dan Bisnis Universitas Udayana, 199–226. 

Wijaya, O. Y. A. (2020). Strategi manajemen hubungan pelanggan dan orientasi pasar: upaya meningkatkan 

kinerja pemasaran industri furniture di Jawa Timur. Penerbit Lakeisha. 

Yaskun, M., Sudarmiatin, Hermawan, A., & Rahayu, W. P. (2023). The Effect of Market Orientation, 

Entrepreneurial Orientation, Innovation and Competitive Advantage On Business Performance of 

Indonesian MSMEs. International Journal of Professional Business Review, 8(4). 

https://doi.org/10.26668/Businessreview/2023.V8i4.1563 

https://doi.org/10.24843/Ejmunud.2022.V11.I02.P06?utm_source=copilot.com
https://specialtycoffee.id/id/articles/indonesia-coffee-production-2026-global-market/?utm_source=copilot.com
https://specialtycoffee.id/id/articles/indonesia-coffee-production-2026-global-market/?utm_source=copilot.com
https://doi.org/10.26668/Businessreview/2023.V8i4.1563?utm_source=copilot.com


 
 

 

 

  

J ournal of Business, Management, and Social Studies  
Vol. 6, No. 2, Jun  2026, pp. 77–87  

e- ISSN 2798 - 6209 
DOI: https://doi.org/10.53748/jbms.v 6i2.188 

Available online at www.jbms.site  

 

 

 

87 
Hanif Shidqi, Desman Hidayat 

Yousaf, Z., Radulescu, M., Sinisi, C. I., Serbanescu, L., & Păunescu, L. M. (2021). Towards Sustainable 

Digital Innovation of SMEs From the Developing Countries in the Context of The Digital Economy 

and Frugal Environment. Sustainability, 13(10). https://doi.org/10.3390/Su13105715 

 

 

  

 

https://doi.org/10.3390/Su13105715?utm_source=copilot.com

