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1. Introduction 

Marketing performance in SMEs is crucial for evaluating the effectiveness of their 

marketing strategies and ensuring alignment with organizational objectives. According to [1], 

assessing marketing performance involves measuring an organization's ability to synchronize 
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promotional initiatives with marketplace goals such as revenue generation, business 

development, and market expansion. This is particularly vital for SMEs operating in highly 

competitive markets, as it enables them to refine their marketing strategies and enhance their 

market presence. [2] Emphasize that a well-structured marketing performance measurement 

framework facilitates the evaluation of promotional strategies and their outcomes, helping 

SMEs make informed decisions to optimize their marketing efforts. Moreover, market 

orientation plays a crucial role in enhancing marketing performance, as it helps firms remain 

adaptive to market changes and consumer preferences. [3] Define market orientation as a 

business culture that prioritizes customer focus, competitor awareness, and inter-functional 

coordination. By fostering a strong market orientation, SMEs can better understand customer 

needs, anticipate market trends, and develop marketing strategies that drive superior 

performance. 

Additionally, effective marketing performance management strengthens SMEs' strategic 

positioning by fostering marketing accountability and informed decision-making. [4] Highlight 

that marketing accountability has become a focal issue for both scholars and practitioners, as 

businesses seek to evaluate the returns on their marketing investments. Despite significant 

research on marketing metrics, there remains a gap in understanding the marketing 

performance assessment (MPA) process, which links performance evaluation with strategic 

decision-making. [5] Argue that while marketing productivity analysis has been a longstanding 

concern in marketing literature, new insights into marketing performance measurement remain 

limited. The adoption of an entrepreneurial orientation, as suggested by [6], enables SMEs to 

enhance their marketing performance by fostering innovation, taking calculated risks, and 

proactively anticipating market shifts. Furthermore, [7] Highlight that market-oriented firms 

tend to be more competitive due to their ability to generate, disseminate, and respond to market 

intelligence effectively. By integrating market orientation with a comprehensive marketing 

performance measurement system (MPMS), SMEs can improve their strategic agility, 

maximize their marketing efficiency, and achieve sustainable growth. 

One of the most extensively studied approaches to enhancing marketing performance is 

market orientation. This concept underscores the importance of understanding customer needs, 

competitor conditions, and business environment dynamics as the foundation for marketing 

decision-making. [3]. Several studies have demonstrated that market orientation positively 

contributes to marketing performance through product innovation and customer-driven 

marketing strategies. [8]. However, the impact of market orientation on marketing performance 

is not always direct, as various mediating factors—such as marketing capabilities, business 

networks, and halal innovation—may influence the effectiveness of market orientation 

implementation. [9]. 

Empirical findings indicate that SMEs with a strong market orientation tend to be more 

adaptive to changes in consumer demand and exhibit higher competitiveness in dynamic 

markets. [10]. However, other studies suggest that market orientation does not always exert a 

direct impact on marketing performance, particularly when it is not accompanied by 

innovation-driven and digitalized marketing strategies. [11]. Additionally, external factors such 

as limited access to capital, government regulations, and the intensity of market competition 

may also affect the effectiveness of market orientation in improving SME marketing 

performance. [8]. 
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In recent years, the Systematic Literature Review (SLR) method has been increasingly 

employed in SME marketing performance research to identify patterns, trends, and research 

gaps. The SLR approach facilitates the systematic mapping of the literature, thereby enabling 

a clearer identification of the key factors contributing to the relationship between market 

orientation and marketing performance. [9]. Based on previous studies, market orientation has 

been found to enhance marketing performance through mechanisms such as product 

innovation, relational marketing capabilities, and the adoption of digital marketing 

technologies. [8]. Nevertheless, inconsistencies in prior research findings indicate the need for 

further exploration to understand how market orientation operates across different industry 

contexts, including SMEs. 

Accordingly, this study aims to conduct a Systematic Literature Review (SLR) to 

examine the extent to which market orientation influences SME marketing performance. 

Furthermore, this study seeks to identify the factors that function as mediators or moderators 

in this relationship. Through comprehensive literature mapping, this research is expected to 

provide theoretical contributions to the understanding of market orientation dynamics and SME 

marketing performance, as well as offer practical recommendations for business practitioners 

in developing market-driven and innovative marketing strategies. Additionally, the findings of 

this study are anticipated to address existing research gaps and establish a stronger foundation 

for future studies on effective marketing strategies for SMEs. 

1.1. Statement of Problem 

Although market orientation has been proven to contribute to the enhancement of SME 

marketing performance, inconsistencies remain in research findings regarding its effectiveness 

across various industry contexts. Several studies suggest that SMEs with a strong market 

orientation are better equipped to adapt to shifts in consumer demand and exhibit greater 

competitiveness in dynamic markets. [10]. However, other studies emphasize that market 

orientation does not always have a direct impact on marketing performance, particularly when 

it is not supported by innovation-driven and digital marketing strategies. [11]. Moreover, 

external factors such as limited access to capital, government regulations, and intense market 

competition may further constrain the effectiveness of market orientation in improving SME 

marketing performance. [8]. Given these diverse findings, further in-depth research is 

necessary to understand how market orientation can be optimally implemented in the food and 

beverage sector, as well as to identify the factors that may strengthen or weaken its influence 

on SME marketing performance. Therefore, a systematic review is required to identify patterns, 

trends, and gaps in previous research, providing a more comprehensive understanding of the 

relationship between market orientation and marketing performance in the context of SMEs 

operating in the food and beverage sector. [9]. 

 

 

1.2. Research Objectives 

This study aims to examine the extent to which market orientation influences marketing 

performance using a Systematic Literature Review (SLR) approach. Specifically, it seeks to 

identify the factors that function as mediators or moderators in the relationship between market 

orientation and marketing performance. Given the diverse findings of previous studies 
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regarding the effectiveness of market orientation in enhancing marketing performance, this 

research is expected to provide a comprehensive literature mapping to better understand how 

market orientation operates within the context of SMEs in the food and beverage sector. [9]. 

Furthermore, this study aims to explore the role of product innovation, relational marketing 

capabilities, and digital technology adoption in strengthening the impact of market orientation 

on marketing performance [8]. Through a systematic and in-depth analysis, this research is 

expected to contribute to the theoretical development of market orientation studies while 

offering practical insights for SMEs in formulating more effective, innovation-driven 

marketing strategies.  

2. Method 

This study employs a bibliometric approach to systematically map and identify emerging 

research trends in the field of marketing performance in small and medium enterprises (SMEs). 

This approach provides a structured overview of the current research landscape by highlighting 

publication patterns, citation networks, and keyword co-occurrence. [12]. Research trends in 

this domain reflect the collective focus of scholars in exploring the relationship between 

marketing strategies and SME performance, particularly within the 2015–2024 period. By 

analyzing data from the Scopus database, this study reveals the evolution of scholarly 

discussions in the field and identifies areas that are gaining increasing academic attention. The 

findings of this study are expected to contribute to a deeper understanding of intellectual 

interconnections within the dynamic system of scientific knowledge through bibliometric 

mapping. [13]. 

To enhance the transparency and reporting quality of this systematic review and meta-

analysis, this study employs the PRISMA (Preferred Reporting Items for Systematic Reviews 

and Meta-Analyses) flow diagram to screen and evaluate relevant literature on SME marketing 

performance. The literature selection process begins with an article search using the keywords 

"Market Orientation" AND "Marketing Performance" within the Scopus database, yielding 63 

articles. Subsequently, during the initial screening phase, studies classified under Decision 

Sciences, Social Sciences, Arts, and Humanities were excluded from the analysis. Articles 

within the Economics and Business domains were then selected for further review. 

Following the screening and evaluation stages, 16 eligible articles were subjected to a 

quantitative synthesis in the form of a meta-analysis. This selection process was conducted to 

ensure that only high-quality, relevant literature was included in this study, thereby avoiding 

unverified or less pertinent publications. Consequently, this research not only provides a 

comprehensive mapping of contemporary research trends in SME marketing performance but 

also offers in-depth insights into the scholarly contributions made in the field and outlines 

potential future research directions. 
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Figure 1. Prisma Flow Diagram 

3. Results and Discussion 

A. The Source 

Table 1. The Sources and Their Impact 

Journal Name Amount 
Scopus 

Index 

Author 

Number 

Asian Journal of Business and Accounting 1 Q3 [14] 

Business: Theory and Practice 1 Q2 [9] 

Cogent Business and Management 2 Q2 [15], [16] 

International Journal of Electronic Marketing 

and Retailing 
1 Q3 [17] 

International Journal of Management and 

Enterprise Development 
1 Q4 [18] 
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Records identified through Scopus 

database searching with Tittle “ Market 

Orientation” AND “Marketing 

Performance” 2015-2024 (n = 63) 

Records screened Economic and Business 

Topic (n = 45) 

Records excluded for Decision 

Science, Social Science, Art 

and Humanities (n = 18) 

Full-text articles assessed for eligibility (n 

= 16) 

Studies included in quantitative synthesis 

(meta-analysis) (n = 16) 

Records excluded for 

Article English Journal 

SME (n = 29) 
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Journal Name Amount 
Scopus 

Index 

Author 

Number 

International Journal of Professional Business 

Review 
1 Q4 [19] 

Journal of Eastern European and Central 

Asian Research 
1 Q3 [20] 

Journal of Indian Business Research 1 Q2 [21] 

Journal of Project Management (Canada) 1 Q1 [22] 

Management Science Letters 3 Q2 [23], [24], [25] 

Quality - Access to Success 1 Q3 [11] 

Uncertain Supply Chain Management 2 Q2 [26], [27] 

Sumber: Data processed by the authors (2024) 

Based on the data presented in the table, the majority of journals referenced in this study 

are indexed in Scopus Q2 (approximately 42%), followed by Q3 (33%), Q4 (17%), and Q1 

(8%). This distribution indicates a strong concentration of articles from journals with moderate 

to high impact, particularly within the Q2 category, which includes Business: Theory and 

Practice, Cogent Business and Management, Journal of Indian Business Research, 

Management Science Letters, and Uncertain Supply Chain Management. Notably, one Q1 

journal—Journal of Project Management (Canada)—features cutting-edge research on project 

management and innovation, reflecting the evolving dynamics of global business practices. 

Meanwhile, two Q4 journals—the International Journal of Management and Enterprise 

Development and the International Journal of Professional Business Review—primarily focus 

on emerging managerial trends and methodological advancements. Overall, this distribution 

underscores the strong academic quality of the sources utilized, ensuring that the analysis and 

findings of this study are grounded in reputable, peer-reviewed literature within the domain of 

business and management research. 
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B. Marketing Performance 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. The Nomological Network of Marketing Performance Research 

Based on the summary of research findings presented in the figure, market orientation has 

consistently been identified as an independent variable exerting a strong influence on 

marketing performance. Studies by [25] and [27], for instance, demonstrate that market 

orientation enhances marketing performance because market-oriented firms continuously 

prioritize customer needs and proactively monitor competitor behaviour. Through a deep 

understanding of market dynamics, firms can adjust their products, strengthen communication 

strategies, and improve competitiveness, leading to positive impacts on sales and customer 

loyalty. 

Beyond market orientation, several additional variables have been identified as influencing 

marketing performance, either directly or through mediating roles. For example, product 

innovation ([22]; [26]) plays a crucial role in developing or refining products to better align 

with consumer preferences. This factor is often integrated with promotional strategies [24] to 

enhance brand exposure and stimulate purchase intention. Furthermore, entrepreneurial 

orientation [18] and social media advertising [17] are also recognized as drivers of marketing 

performance, as they encourage firms to be more adaptive, and creative, and utilize digital 

platforms to expand customer reach. However, studies examining product innovation as an 

INDEPENDENT VARIABLE 

  
Market Orientation (+) 
Enterpreneurial Marketing (+) 
Enterpreneurial Orientation (+) 
Customer Orientation (+) 
Dynamic Capabilities (+) 
Innovation Types (+) 
Innovativeness (+) 
Product Delivery Innovation 

(NS) 
Cashless Payments (NS) 
Product Innovation (+) 
Promotional Strategy (+) 
Relational Capital (-) 
Technology Capability (NS) 
Social Media Advertising (+) 
Social Media use (+) 
Innovation (+) 

MODERATORS 
  

Firm Size (-) 
Fear of missing out (FoMO) (+) 
Market Turbulence  

1. Innovative marketing (-) 
2. Proactive marketing (+) 
3. Opportunity focus (+) 
4. Customer intensity (+) 
5. Resource Leveraging (-) 
6. Network attention (+) 
7. Value creation (-) 
8. Acceptable risk (-) 

Market uncertanty (+) 
Transformational Leadership (+) 
  

MEDIATORS 
  

Acculturative Product Advantage (+) 
Cloud Based ERP Adoption Intention (+) 
Competitive Advantage (+) 
Innovativenes (+) 
Knowledge Sharing (+) 
Product Innovation (+) 
Service Innovation (+) 
Competitive Advantage (NS) 
SME Networking (-) 
New Product Development (NS) 
Social Media Engagement (+) 
Transformative Relational Marketing Power 

(+) 
  
 

DEPENDENT VARIABLE 
  

Marketing performance (+) 
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independent variable have found that product innovation does not always directly improve 

marketing performance; rather, it requires market orientation as a fundamental factor to guide 

innovation strategies in alignment with customer needs ([25]; [27]). 

Several studies also highlight that the impact of market orientation and other independent 

variables can be amplified by various mediators—such as competitive advantage and product 

innovation—or moderated by factors such as firm size, fear of missing out (FoMO), and market 

turbulence ([27]; [17]; [26]). Competitive advantage, for instance, is often developed through 

sustained innovation and a profound market understanding, thereby magnifying the positive 

effects of marketing strategies on performance. Thus, the synergistic combination of market-

oriented strategies, relevant innovation, and the integration of supporting factors (mediators 

and moderators) serves as a key determinant of a firm's success in enhancing marketing 

performance. 

C. Future Research Directions 

 
Figure 3. Study Country and Research Design 

Our review indicates that the dominant research design in the analyzed studies is 

quantitative, with 13 studies conducted in Indonesia, 2 in Ghana, and 1 in India. These findings 

reflect a strong inclination toward quantitative methodologies in exploring this topic, aligning 

with broader trends in academic research. [28]. Although the majority of studies are 

concentrated in Indonesia, there is a smaller representation from Ghana and India, suggesting 

an emerging interest in examining this phenomenon across diverse contexts. While the cross-

country distribution remains limited, these findings indicate the potential for broader 

generalization and comparative insights. Future research could benefit from an increased focus 

on mixed-methods approaches or studies encompassing a wider range of countries, thereby 

enhancing the external validity of findings and contributing to a more comprehensive 

understanding of the topic. 

4.  Conclusion  

A systematic literature review confirms that market orientation is a key variable with a 

significant impact on marketing performance in micro, small, and medium enterprises (SMEs). 

Firms that adopt a market orientation are better equipped to understand customer needs, 

monitor competitor behaviour, and adjust their marketing strategies more effectively. This, in 
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turn, enhances competitiveness and business growth, particularly within the SME sector. 

Additionally, other factors—such as product innovation, entrepreneurial orientation, and 

digital marketing—also play a crucial role in improving marketing performance. However, the 

influence of these variables is often reinforced or mediated by market orientation, which serves 

as a primary determinant of the effectiveness of SME marketing strategies. 

 From a theoretical perspective, this study contributes to the literature by enriching the 

understanding of the relationship between market orientation and marketing performance in 

the SME context. The findings suggest that successful marketing strategies are not solely 

dependent on individual factors but rather on the synergy between market orientation and other 

elements, such as innovation, competitive advantage, and digital technology adoption. From a 

practical standpoint, these findings offer valuable insights for SME practitioners, emphasizing 

the importance of adopting market-oriented marketing strategies to enhance competitiveness 

and adaptability in rapidly evolving market dynamics. Furthermore, the policy implications of 

this research highlight the necessity for government support in facilitating access to digital 

marketing training and product innovation programs for SMEs, enabling them to remain 

competitive in increasingly saturated markets. Despite providing valuable insights, this study 

has certain limitations. It relies solely on the Systematic Literature Review (SLR) method, 

which does not include empirical analyses to examine the causal relationships among the 

studied variables. Therefore, future research should consider adopting a mixed-methods 

approach that integrates both quantitative and qualitative data to achieve a more holistic 

understanding of the topic. Additionally, further exploration of the moderating and mediating 

factors in the relationship between market orientation and marketing performance is necessary 

to offer more specific recommendations for SMEs operating in diverse industry sectors. 

References 

[1] Rassol K, Ali S, Danish RQ, Batool T. Marketing Performance And SME Growth: The 

Role Of Innovation Capabilities And Competitive Intensity. J Bus Res 2023;152:113–

127. 

[2] Nuryakin, Ardyan E. SME’s Marketing Performance: The Mediating Role Of Market 

Sensing Capability. Gadjah Mada Int J Bus 2018;20:59–86. 

[3] Narver JC, Slater SF. The Effect Of A Market Orientation On Business Profitability. J 

Mark 1990;54:20. Https://Doi.Org/10.2307/1251757. 

[4] Katsikeas CS, Morgan NA, Leonidou LC, Hult GTM. Assessing Performance Outcomes 

In Marketing. J Mark 2016;80:1–20. Https://Doi.Org/10.1509/Jm.15.0287. 

[5] O’Sullivan D, Abela A V. Marketing Performance Measurement Ability And Firm 

Performance. J Mark 2007;71:79–93. Https://Doi.Org/10.1509/Jmkg.71.2.79. 

[6] Pisicchio CR, Toaldo AMM. Entrepreneurial Orientation And Marketing Capabilities 

In Smes: A Systematic Review And Future Research Agenda. Small Bus Econ 

2021;56:1181–1205. 

[7] Jaworski, Bernard J, Kohli, Ajay K. Orientation : Antecedents And Consequences. J 

Mark 1993;57:53–70. 

[8] Farida N, Nuryakin. Network Capability, Relational Capability And Indonesian 

Manufacturing SME Performance: An Empirical Analysis Of The Mediating Role Of 

Product Innovation. Eng Manag Prod Serv 2021;13:41–52. 

Https://Doi.Org/10.2478/Emj-2021-0003. 



Kilisuci International Conference on Economic & Business 

Vol. 3 Year 2025 

    

[AUTHOR NAME] 233 

 

[9] Dahmiri D, Junaidi J, Johannes J, Yacob S, Indrawijaya S. The Impact Of Market 

Orientation On Marketing Performance: Exploring The Moderating Role Of 

Competitive Advantage. Bus Theory Pract 2024;25:164–74. 

Https://Doi.Org/10.3846/Btp.2024.20174. 

[10] Febriana R, Sari DP, Nugroho MA. Market Orientation, Innovation, And Performance 

Of Small And Medium Enterprises (SMEs. J Bus Entrep 2020;8:85–94. 

[11] Shaferi I, Setyanto RP, Nawarini AT. Development Of A Transformative Relational 

Management Model To Improve Batik MSME Marketing Performance. Qual - Access 

To Success 2024;25:256–64. Https://Doi.Org/10.47750/QAS/25.200.26. 

[12] Mazov NA, Gureev VN, Glinskikh VN. The Methodological Basis Of Defining 

Research Trends And Fronts. Sci-Tech Inf Process 2020;47:221–31. 

Https://Doi.Org/10.3103/S0147688220040036. 

[13] Li B, Xu Z. A Comprehensive Bibliometric Analysis Of Financial Innovation. Econ Res 

Istraz  2022;35:367–90. Https://Doi.Org/10.1080/1331677X.2021.1893203. 

[14] Indriastuti H, Kasuma J, Saida Zainurrosalamia ZA, Darma DC, Sawangchai A. 

Achieving Marketing Performance Through Acculturative Product Advantages: The 

Case Of Sarong Samarinda. Asian J Bus Account 2020;13:241–61. 

Https://Doi.Org/10.22452/Ajba.Vol13no1.9. 

[15] Lestari R, Syahyuti, Mulia Wibawa B, Endayani F, Setyawati D, Silalahi SAF. 

Confirmatory Factor Analysis Of Marketing Performance Dimensions: A Lesson From 

Smes In Malang, Indonesia. Cogent Bus Manag 2024;11. 

Https://Doi.Org/10.1080/23311975.2024.2310084. 

[16] Rahmawati R, Hudayah S, Paminto A. Social Media, Saving The Food & Beverages 

Business In The COVID-19 Era? Cogent Bus Manag 2023;10. 

Https://Doi.Org/10.1080/23311975.2023.2258637. 

[17] Bonsu Owu HK, Afum E, Coffie IS, Kusi LY, Seglah SK, Asamoah G. Social Media 

Advertising And Marketing Performance Of Smes In Ghana: Moderating Roles Of Firm 

Size And Fear Of Missing Out. Int J Electron Mark Retail 2022;1:1. 

Https://Doi.Org/10.1504/Ijemr.2022.10048229. 

[18] J NVR, R M. Bridging The Gap: The Mediating Effect Of Cloud-Based ERP Adoption 

Intention On Entrepreneurial Orientation And Marketing Performance In South Indian 

SMEs. Int J Manag Enterp Dev 2024;23. 

Https://Doi.Org/10.1504/Ijmed.2024.10061050. 

[19] Winarso W, Sinaga J, Syarief F, Untari DT, Supardi, Mulyadi. The Impact Of Social 

Media And Innovation Strategy On The Marketing Performance Of Small And Medium-

Sized Enterprises (SMEs) IN BEKASI CITY, INDONESIA. Int J Prof Bus Rev 

2023;8:1–14. Https://Doi.Org/10.26668/Businessreview/2023.V8i5.1688. 

[20] Zaid S. The Market Turbulence, Entrepreneurial Marketing And Marketing 

Performance: An Empirical Study Of Tuna Fillets SME’s Industry In Southeast 

Sulawesi, Indonesia. J East Eur Cent Asian Res 2022;9:1008–20. 

Https://Doi.Org/10.15549/Jeecar.V9i6.970. 

[21] Afriyie S, Du J, Ibn Musah AA. The Nexus Among Innovation Types, Knowledge 

Sharing, Transformational Leadership, And Marketing Performance In An Emerging 

Economy: An Empirical Study. J Indian Bus Res 2020;12:529–48. 

Https://Doi.Org/10.1108/JIBR-03-2019-0082. 

[22] Sukaatmadja IPG, Yasa NNK, Rahyuda H, Setini M, Dharmanegara IBA. Competitive 



Kilisuci International Conference on Economic & Business 

Vol. 3 Year 2025 

    

[AUTHOR NAME] 234 

 

Advantage To Enhance Internationalization And Marketing Performance Woodcraft 

Industry: A Perspective Of Resource-Based View Theory. J Proj Manag 2021;6:45–56. 

Https://Doi.Org/10.5267/J.Jpm.2020.9.002. 

[23] Febrian AC, Sukresna IM, Ghozali I. Relational Capital And Marketing Performance: 

The Mediating Role Of Smes Networking In Indonesia. Manag Sci Lett 2020;10:3405–

12. Https://Doi.Org/10.5267/J.Msl.2020.5.038. 

[24] Yasa NNK, Ketut Giantari IGA, Setini M, Rahmayanti PLD. The Role Of Competitive 

Advantage In Mediating The Effect Of Promotional Strategy On Marketing 

Performance. Manag Sci Lett 2020;10:2845–8. 

Https://Doi.Org/10.5267/J.Msl.2020.4.024. 

[25] Riswanto A, Rasto, Hendrayati H, Saparudin M, Abidin AZ, Eka APB. The Role Of 

Innovativeness-Based Market Orientation On Marketing Performance Of Small And 

Medium-Sized Enterprises In A Developing Country. Manag Sci Lett 2020;10:1947–

52. Https://Doi.Org/10.5267/J.Msl.2020.2.019. 

[26] Sutanto JE, Harianto E, Krisprimandoyo DA. The Role Of Service Innovation And 

Competitive Advantage Ad Mediators Of Product Innovation On Marketing 

Performance: Evidence From The SME Manufacturing Firms In Indonesia. Uncertain 

Supply Chain Manag 2024;12:2079–90. Https://Doi.Org/10.5267/J.Uscm.2024.1.024. 

[27] Fatonah S, Haryanto AT. Exploring Market Orientation, Product Innovation And 

Competitive Advantage To Enhance The Performance Of SMEs Under Uncertain 

Events. Uncertain Supply Chain Manag 2022;10:161–8. 

Https://Doi.Org/10.5267/J.Uscm.2021.9.011. 

[28] Antonakis J, Bendahan S, Jacquart P, Lalive R. On Making Causal Claims: A Review 

And Recommendations. Leadersh Q 2014;21:1086–120. 

Https://Doi.Org/10.1016/J.Leaqua.2010.10.010. 

 

 

 


