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1. INTRODUCTION

Micro, Small, and Medium Enterprises are one way or solution in Indonesia to current
economic problems, such as low economic growth, poverty, unemployment, and income
inequality. As for the phenomenon in this research, the majority of SMEs (Small and
Medium Shoe Industries) lack creativity and innovation. So there is always a shortage of
shoe orders and they are unable to compete with shoe products that are aggressively
entering the market at cheaper and more innovative prices. This makes shoe
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entrepreneurs in Indonesia nervous, especially in Greater Bandung. The production
process and sales volume of shoes have decreased from the expected target. As a result,
marketing performance decreases so the income and profitability of shoe entrepreneurs
decrease. Maintaining quality and creating product characteristics to anticipate business
competition, expanding market share in big cities in Indonesia by utilizing promotional
media, innovation, and product variations to increase selling prices by utilizing
technological advances, utilizing banking institutions to develop business, introducing
trademarks to promote products, collaborating with the government or related agencies
to improve managerial abilities, financial management, and marketing, handling the
production process from upstream to downstream to increase profits, utilizing
technological advances to increase production and expand market share. The sequence of
strategies developed for craftsmen is to look for other sources of capital to reduce capital
dependence on wholesalers and develop business, collaborate with the government or
related agencies to improve managerial capabilities, financial management, and
marketing, maintain quality, and highlight product characteristics. increasing sales,
introducing trademarks to enter a wider market, innovation, and product variations to
increase selling prices by utilizing technological advances, producing quality products,
and actively looking for opportunities to market products other than to collectors (Yanuar
& Harti, 2020).

The research results show that there is no influence between product innovation
on sales performance, there is a significant influence of market orientation on sales
performance, and product innovation and market orientation simultaneously have a
significant influence on sales performance in the home industry (Yanuar & Harti, 2020).
Product innovation, market orientation, and competitive advantage have an influence of
61.2% on marketing performance (Amin & Sudarwati, 2019).

(Adiputra & Mandala, 2017) stated that competitive advantage will be achieved if a
company can provide more value to customers compared to what competitors offer.
Competitive advantage can come from a company's various activities such as designing,
producing, marketing, delivering, and supporting its products. Each of these activities
should be directed at supporting the company's relative cost position and creating a basis
for differentiation.

Innovation that is continuously implemented by shoe manufacturers plays an
important role in continuing to survive in this increasingly fierce competition and
continuing to improve its marketing performance. The role of product innovation in
improving marketing performance cannot be said to be optimal if the process and stages
of innovation have not been carried out well and, the innovation is also not followed by
marketing activities, improvements are needed in the process and stages of innovation as
well as marketing concepts that go beyond just participating in exhibitions and word of
mouth marketing so that MSME businesses experience a stable increase in sales
(Yohanes, 2013).

According to Kotler, in (Bakti & Harun, 2011), market orientation is something
important for companies where the company is always close to its market and has a
commitment to continue to be creative in creating superior value for the company.
According to Wahyono in (Bakti & Harun, 2011), market orientation is created through
customer orientation, competitor orientation, as well as coordination between functions,
and market orientation has a positive effect on marketing performance. In global
competition, every company should have the courage to face increasingly tight business
competition. Competition is increasingly fierce and consumers are increasingly critical in
choosing products, requiring companies to be more innovative in producing products, in
other words, companies must be able to offer new products that are much better than the
products offered by competitors. The increasingly fierce level of competition requires all
business actors to mobilize all their potential. Rinandiyana et al in Anak Agung Ayu
Mirah (Dewi, 2019) stated that strict competitiveness includes various activities including
designing, producing, marketing, delivering, and promoting products. Porter's research
results state that there are methods or ways to gain competitive advantage, including
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promoting products or services at minimum prices (cost leadership), offering products or
services that are unique compared to competitors or displaying the uniqueness of their
products.

This increase in marketing performance can be seen from the company's accuracy
in providing innovative products on the market and responding to consumer complaints
such as product quality, consumer needs, mastery of new markets, as well as continuous
product innovation. (Prakoso, 2022). Related to the decline in marketing performance
among SME shoe industry entrepreneurs, A marketing strategy model is needed that can
be used to improve the marketing performance of SME shoe entrepreneurs, especially in
Greater Bandung. This research covers product innovation, partnerships, market
orientation, marketing strategy, and marketing performance, and focuses on SME shoe
entrepreneurs in Greater Bandung for the following reasons: shoe craftsmen in Greater
Bandung are increasingly being eroded due to the lack of regeneration, income as a
craftsman is less attractive, they do not have own brand, shoe production is considered
less promising in the future: the second reason is that the strategy of shoe craftsmen has
faded due to the onslaught of imports of imported products. Therefore, in the future, to
increase the shoe brand in Greater Bandung, it cannot be denied that it will fade, efforts
will be made to hold a shoe center festival so that the shoe brand throughout Greater
Bandung will be raised again and the shoe center will become a tourist destination for
tourists. come to the Greater Bandung Shoe Center.

Hopefully this research can produce practical benefits, especially in the field of
marketing and be used as reference material for small and medium businesses in
implementing marketing strategies so that their companies can progress and continue to
grow.

2. RESEARCH METHOD

This relselarch was conducteld using an elxplanatory survely relselarch melthod, namelly
relselarch that usels a quelstionnairel as thel main data collelction tool, which elxplains
thel indelpelndelnt variablels of thel delpelndelnt variablel studield. Data analysis
telchniquels in quantitativel relselarch usel two typels of statistics useld for data analysis
in relselarch, namelly delscriptivel statistics and infelrelntial statistics. Hypothelsis
telsting in this relselarch usels Structural ELquation Modelling (SELM). Thel SELM
analysis telchniquel can combinel melasurelmelnt modells and structural modells
simultanelously and elfficielntly wheln compareld to othelr multivariatel telchniquels
(Hair, 2009). Structural ELquation Modelling pays attelntion to thel causel and elffelct
rellationships beltweleln various constructs in thel modell. Considelring that thel modell
in this relselarch is causal, to elmpirically telst thel relselarch hypothelsis, multivariatel
statistics will bel useld, using thel Structural ELquation Modell (SELM) telst tool.
Melanwhilel, data procelssing usels thel LISRELL program, which is a statistical program
packagel for SELM. Considelration of using SELM belcausel of its ability to melasurel
constructs through indicators and analyzel indicator variablels, latelnt variablels, and
melasurelmelnt elrrors so that melasurelmelnts arel morel accuratel.

3.RESULTS AND DISCUSSIONS

By using thel hellp of thel Lisrell program application, thel output of thel correllation
coelfficielnt relsults is obtaineld as follows:

Table. 1. Correlation Coefficient Between Substructure Independent Variables 1

Correlations
product business market
innovation partnership orientation
Pearson Correlation 1 517 .534"
product innovation  Sig. (2-tailed) . .000
N 310 310 310
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business Pf:arson (;orrelation 517 1.000
partnership Sig. (2-tailed) .000 .
N 310 310 310

market orientation Pearson Correlation .534~
Sig. (2-tailed) .000 .
N 310 310 310

**_ Correlation is significant at the 0.01 level (2-tailed).
Source: Primary Data Processing Results, 2023

In Tablel 1, thel correllation coelfficielnt valuels that havel largel valuels includel
thel correllation coelfficielnt beltweleln thel Businelss Partnelrship and Markelt
Orielntation variablels with a correllation valuel of 0.585 or 58.5%. Thel magnitudel of
thel correllation valuel falls into thel Fairly Strong catelgory, and thel selcond largelst
correllation coelfficielnt valuel is thel correllation coelfficielnt beltweleln thel Product
Innovation and Markelt Orielntation variablels with a correllation valuel of 0.534 or
53.4%. Thel magnitudel of thel correllation valuel falls into thel Fairly Strong catelgory.
Thel largelst correllation coelfficielnt valuel is thel correllation coelfficielnt beltweleln thel
Product Innovation and Businelss Partnelrship variablels with a correllation valuel of
0.517 or 51.7%. Thel correllation valuel listeld abovel can bel includeld in thel Fairly
Strong catelgory.

As a relsult of using Structural ELquation Modelling using LISRELL 8.7, a modell
is obtaineld as in Figurel 1 bellow.

0.3803" X1l
¥l =0.4617

3080 X12
Y2 =0.45€5

0.sse1=]  XI3
Y3 =0.4231

0.513¢=  X21
) az3a= X2 Z1 *0.3132
0.4733= X23 Z2 =0.5522

0.2777= X3l 73

=0.€070

0.2157" X32
Z4 =0.€03€

0.4419= X33

Figurel 1 . Rellationship Structurel of All Relselarch Variablels

Table .2. Results of Variable Measurement Model Analysis

GOF size Estimation Test results Condition
Chi-Square Statistics (X 2) 3.6730 Suitable
-P value 0.07643 Suitable >0.05
Conformity Index (GFI) 0.9665 Suitable >=0.90
Root mean square error of approximation 0.09729 Suitable >=0.05
Expected cross validation index ) 1.4846 Suitable ~1
Tucker-Lewis Index (TLI) or Non-Normed Fit Index 0.9509 Suitable >=0.90
The Kindness of Parsimonius 0.9180 Suitable ~1
Parsimonious Normal Fit Index 0.9657 Suitable ~1

Source: Results of researcher data processing, 2023

Tablel .2. Relsults of Variablel Melasurelmelnt Modell Analysis, Thel following is
thel fit modell in thel ELquation Modell structurel: Valuel was 3.6730 with p-valuel =
0.07643. Judging from thel small X2 valuel with a p-valuel of lelss than 0.05, it shows
that thel X2 telst is significant (p-valuel > 0.05). This melans that thel relsults obtaineld
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arel duel to a match beltweleln thel X 2 valuel and thel p-valuel. (Joreskog & Sorbom,
1999).

Melanwhilel, thel Goodnelss of Fit Indelx is a melasurel of absolutel fit, whelrel
thel Goodnelss of Fit Indelx elquatels to an assumeld modell with no modell. Thel
Goodnelss of Fit Indelx valuel > 0.90 is catelgorizeld as a good fit, whilel 0.80 < GFI <
0.90 is catelgorizeld as a marginal fit. Thel GFI valuel of 0.9665 melans that thel modell
relsulting from thel procelssing of this relselarch data is a good fit. Root melan squarel
elrror of approximation valuel that is 0.09729, it is delclareld that thel modell studield is
felasiblel belcausel it melelts thel critelria, namelly 0.05 < RMSELA < 0.08. So it can bel
concludeld that thel modell studield is welll fit.

Thel ELxpelcteld Cross Validation Indelx for this modell is 1.4846, whilel thel
ELCVI for thel saturateld modell is 0.8803 and thel ELCVI for thel Indelpelndelncel
modell is 0.8803. 22.8242. Thel ELCVI valuel of thel modell that is beltweleln thel ELCVI
for thel saturateld modell or thel ELCVI valuel for thel k Indelpelndelncel modell is
includeld in thel catelgory fit. It can bel concludeld that thel modell is useld for
relplication by subselquelnt relselarchelrs.

Thel Tuckelr-Lelwis Indelx or Non-Normeld Fit Indelx (NNFI) is relfelrreld to as an
increlmelntal fit indelx that is assumeld to bel thel modell beling telsteld as a basellinel
modell. TLI is useld to ovelrcomel problelms that arisel duel to modell complelxity. Thel
valuel obtaineld by TLI > 0.90. TLI is an indelx that is lelss influelnceld by samplel sizel.
Thel valuel for this modell is 0.9509, it can bel catelgorizeld as a fit modell.

Parsimonious goodnelss of fit is thel relselarch modell obtaineld, namelly 0.9180,
this melans that thel parsimony modell is good whelrel thel PGFI valuel rangels
beltweleln O - 1, melaning this modell has high savings belcausel felwelr parameltelrs arel
useld. Parsimonious Normeld Fit Indelx relsults from data procelssing obtaineld a valuel
of 0.9657 melans that thel modell falls within thel good fit critelria.

Thel relsults of melasuring modell suitability show that thel modell obtaineld
melelts all GOF critelria. Thel relsults of thel goodnelss of fit melasurelmelnt calculations
show that thel modell "Product Innovation, Businelss Partnelrships, and Markelt
Orielntation in Markelting Stratelgy and Its Implications for Markelting Pelrformancel " is
a good modell for delscribing thel rellationship beltweleln thel variablels studield.

From thel relsults of data procelssing and analysis, togelthelr (simultanelously),
Product Innovation, Businelss Partnelrships, and Markelt Orielntation contributel to thel
Markelting Pelrformancel variablel through Markelting Stratelgy by 0.7089 or 70.89%,
whilel thel relmaining 29.11% is influelnceld by othelr variablels. not obselrveld in this
study. Baseld on thel relsults of hypothelsis telsting, thelrel is a significant simultanelous
influelncel of product innovation, businelss partnelrships, and markelt orielntation on
markelting stratelgy. Belcausel thel calculateld F valuel is grelatelr than thel F tablel
(248.4370 > 2.634), this shows how important product innovation, businelss
partnelrships, and markelt orielntation arel in improving markelting pelrformancel
through markelting stratelgy. This was confirmeld by prelvious relselarchelrs according
to thel relselarch relsults of (Suendro, 2010), product innovation through markelting
stratelgy affelcts markelting pelrformancel. According to Sarjita's relselarch results
(Andari et al., 2015), markelt orielntation influelncels markelting pelrformancel through
markelting stratelgy. Relselarch relsults (Vicario & Badra Nawangpalupi, 2020) statel
that businelss partnelrships affelct markelting pelrformancel. From thel delscription
abovel, it can bel concludeld that shoel elntrelprelnelurs neleld to implelmelnt product
innovation by improving thel quality of shoel products, melelting customelr nelelds,
crelating nelw markelts in socielty, delvelloping and applying knowleldgel and insight,
changing products or selrvicels, and increlasing product elfficielncy. Baseld on thel
relsults of thel velrification analysis, it is known that Product Innovation has a significant
elffelct on markelting stratelgy. Thel total contribution of product innovation to
markelting stratelgy is 0.2819 or 28.19%. Thel Product Innovation variablel has a direlct
influelncel valuel that is grelatelr than its indirelct influelncel, so it can bel concludeld
that thel Product Innovation variablel is thel dominant variablel. Baseld on thel telst
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critelria delscribeld prelviously, it can bel seleln that thel calculateld t valuel of thel
Product Innovation variablel is in thel arela of reljelction of thel null hypothelsis (1.968 <
4.8894). This shows that H O is reljelcteld and H 1 is accelpteld, melaning that Product
Innovation has a partially significant elffelct on Markelting Stratelgy. This statelmelnt is
strelngthelneld by thel relsults of prelvious relselarch, according to (Kanagal, 2015),
Innovation has an impact on markelting stratelgy, Innovation crelatels and producels
valuel and can relflelct jointly crelateld valuel and shareld valuel.

Partially, businelss partnelrships havel a significant influelncel. Partially,
businelss partnelrships havel a significant elffelct on markelting stratelgy. Thel total
contribution of businelss partnelrships to markelting stratelgy is 19.29%. Thel businelss
partnelrship variablel has a direlct influelncel valuel that is smallelr than thel indirelct
influelncel, so it can bel concludeld that thel businelss partnelrship variablel is a non-
dominant variablel.

Baseld on thel telst critelria delscribeld prelviously, it can bel seleln that thel
calculateld t valuel of thel Businelss Partnelrship variablel is in thel arela of accelptancel
of thel null hypothelsis (1.968 < 3.6153). This shows that H O is reljelcteld and H 1 is
accelpteld, melaning that businelss partnelrships havel a partially significant elffelct on
markelting stratelgy. This statelmelnt is in linel with relselarch conducteld by (Yusrita et
al., 2023), whelrel businelss partnelrships havel a significant influelncel on markelting
pelrformancel through markelting stratelgiels.

Markelt orielntation partially has a significant elffelct on markelting stratelgy. Thel
total contribution of businelss partnelrships to markelting stratelgiels is 0.2341 or
23.41%. Thel Markelt Orielntation variablel has a direlct influelncel valuel that is smallelr
than its indirelct influelncel, so it can bel concludeld that thel Markelt Orielntation
variablel is a non-dominant variablel (Nuvriasari et al., 2015)

From thel telst critelria, it can bel concludeld that thel calculateld t valuel of thel
markelting stratelgy variablel is in thel arela of reljelction of thel null hypothelsis (1.968 <
3.5116). This shows that H 0O is reljelcteld and H 1 is accelpteld, melaning that
Markelting Stratelgy has a partially significant elffelct on Markelting Pelrformancel.
ELntrelprelnelurs must improvel thelir markelt orielntation to bel belttelr at facing
compeltition, elspelcially in collelcting information about consumelr tastels, selelking
information about compeltitors' stratelgiels, and holding relgular discussions with all
elmployelels. Thel abovel statelmelnt is strelngthelneld by prelvious relselarch, according
to (Arbawa & Wardoyo, 2018) markelt orielntation has a significant elffelct on markelting
pelrformancel through markelting stratelgy. Likelwisel, according to (Kajalo & Lindblom,
2015), markelt orielntation impacts markelting stratelgy, and markelt orielntation is
significant to markelting stratelgy.

In thel markelting stratelgy, thel partial calculation relsults obtaineld welrel
0.7646 or 76.46%. In calculating thel telst critelria obtaineld thel calculateld t valuel of
thel Markelting Stratelgy variablel is in thel null hypothelsis position (1.968 < 12.3120).
This shows that H O is reljelcteld and H 1 is accelpteld, melaning that Markelting
Stratelgy has a partially significant elffelct on Markelting Pelrformancel. According to
(Anggraini, 2021), markelting stratelgy has a significant elffelct on markelting
pelrformancel.

4. CONCLUSIONS

From thel discussion of data procelssing carrield out by relselarchelrs, thel relselarchelrs
concludeld: (1) Product innovation, businelss partnelrships, and markelt orielntation
havel a positivel elffelct on markelting stratelgy and arel significant on markelting
pelrformancel. (2) Product Innovation has a positivel and velry significant influelncel on
Markelting Stratelgy. (3) Markelt orielntation has a positivel and significant influelncel on
markelting stratelgy. (4) Businelss Partnelrships havel a positivel and significant elffelct
on Markelting Stratelgy. (5) Markelting Stratelgy has a positivel and significant influelncel
on Markelting Pelrformancel.
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Judging from thel practical implications, it was found that thel markelting
managelmelnt modell through thel approachels and melthods useld to elxplorel nelw
approachels in thel aspelcts of product innovation, businelss partnelrships, and markelt
orielntation influelncels markelting stratelgy and markelting pelrformancel. In thel
relsults of this relselarch, relsults welrel obtaineld that influelnceld thel delpelndelnt
variablel, which can bel seleln in thel coelfficielnt of deltelrmination, thel relsult of which
is almost 50%, which can bel delscribeld as follows: From thel procelssing, it can bel
seleln that Product Innovation, Businelss Partnelrships, and Markelt Orielntation havel
an influelncel on Markelting Stratelgy with a valuel of 70.91 %. Stratelgy influelncels
Markelting Pelrformancel with a valuel of 76.46 %.

From thel elxplanation abovel, it is stateld that thel modell delvellopeld fulfills thel
goodnelss of an elconomeltric modell which is baseld on a strong theloreltical
pelrspelctivel, so that it can contributel to thel delvellopmelnt of scielncel and policy or
problelm-solving, elspelcially for small and meldium industrial shoel elntrelprelnelurs
throughout Grelatelr Bandung.
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