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ABSTRACT

Thepurposeofthisstudyistoexaminetheeffectofcompetitor-sensingcapabilityandcustomer-
sensingcapabilityonthesuccessofproductinnovationandSMEperformance.Thesampleofthis
studywas294IslamicfashionbusinessinCentralJava.Thisstudyusesstructuralequationmodeling.
AMOSversion20isusedtoprocessdata.Theresultsofthisstudyindicatethattherearedifferent
results between competitor and customer-sensing capability. Competitive sensing capability is a
drivingfactorincreatingsuccessinnovationproductscomparedtocustomersensingcapabilities.
This studyalso found thatcompetitorandcustomersensingcapabilitieswereunable to improve
marketing performance. Marketing performance can enhance if entrepreneurial orientation and
productinnovationsuccessarealsoimproved.Thisstudycontributestopractice.

KEyWoRDS
Competitor-Sensing Capability, Customer-Sensing Capability, Entrepreneurial Orientation and Marketing 
Performance, Product Innovation Success

1. INTRoDUCTIoN

Attheendof2015,afreemarketwasappliedincountriesbelongingtotheAssociationofSouth
EastAsiaNations(ASEAN).CountriesincludedinitincludeIndonesia,Singapore,Malaysia,the
Philippines,Thailand,Vietnam,Brunei,Myanmar,Cambodia,andLaos.Thefreemarketwillbenefit
countriesinitbecausethemarketsharewillbebroaderandmoreprofitable.Thedevelopmentof
creativeindustriesinASEANcountrieshastheopportunitytoexpandabroad,oneofwhichisthe
Islamicfashionindustry.BasedondatafromthelargestIslamicfashionexporterin2014thefirst
rankwasBangladesh,amountingtoUSD22billion,secondplacewasTurkeyforUSD14billionand
thirdplacewasIndonesiaforUSD11.78billion.Indonesiahasagreatopportunitytodevelopthe
Muslimfashionindustry.IncreasingtheexpansionofIndonesiaIslamicfashionabroad,theIslamic
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fashionindustrymustchangethewayofflinemarketinggoesonline.Anotherwayistoincreasethe
exhibitionandfashionshowinmembercountriesoftheASEANEconomicCommunity.

Product competitiveness and innovation are vital in the Islamic fashion industry. Product
competitivenessandinnovationareimportantfactorstoimproveSMEperformance(Ardyan,2016;
Ardyanetal.,2016;Ardyan&Sugiyarti,2018;Sugiyarti&Ardyan,2017).Productcompetitiveness
can mean that SME products are better quality than their competitors (Luo, 2010). Product
competitivenessisobtainedbecauseofsuperiorquality(Ardyan&Sugiyarti,2018)andtheability
ofSMEstoinnovate(Liu&Jiang,2016).Factorsdrivingproductinnovationincludeknowledge
sharing(Baoetal.,2012;Jenny,2005;Wang&Wang,2012),relationshipandnetworking(Ardyan
etal.,2016;Faridaetal.,2017),andco-creation(Hidayantietal.,2018).

TheabilityofSMEs to sense the environment is very important forSMEs.Market sensing
capabilitycanbe interpretedas thecompany’sability to learn (Day,2002),understand, anduse
information(Koketal.,2003)aboutmarketswiththeaimofanticipatingchangesinthemarket(Foley
&Fahy,2004).Theabilitytosensecustomerswillhaveanimpactonincreasinginnovation(Ardyan,
2016;Calantoneetal.,2002;Sugiyarti&Ardyan,2017;Zhang&Wu,2013),speedtomarket(Ardyan,
2016),qualityofmarketentry(Sugiyarti&Ardyan,2017),andbusinessperformance(Lindblom
etal.,2008).Adequateinformationwillbeabletoinfluencethecompany’sresponse(Daugherty
etal.,1995).Companiesthatareabletorespondwillhaveanimpactontheirexportperformance
(Darmawulanetal.,2018).

Day(2002)danOlavarrietaandFriedmann(2008)explainthatmarketsensingcapabilityisa
learningprocessforcustomers,competitors,andotherparties.Inthisstudy,wedividemarketsensing
capabilitiesintotwotypes,namelycompetitor-sensingcapabilityandcustomer-sensingcapability.The
useofcompetitorandcustomer-sensingcapabilityisveryrareinpreviousliterature.Thisresearch
contributestotheknowledgeofhowcompetitorandcustomersensingcapabilitieshaveanimpact
onproductinnovationsuccessandSMEperformance.Thepurposeofthisstudyistoexaminethe
effectofcompetitor-sensingcapabilityandcustomer-sensingcapabilityonthesuccessofproduct
innovationandSMEperformance.

2. LITERATURE REVIEW

2.1. Quadruple Helix
Intheearly1990s,theTripleHelixconceptwasoneofthebasicconceptsofinnovationdeveloped
byHenryEtzkowitzandLoetLeydesdorff.Thetriplehelixconceptwhichexplainstheneedfora
relationshipbetweentheUniversity,IndustryandtheGovernmentinthedevelopmentofinnovation
(Hoffman&Novak,1996).Initsdevelopmenttheconceptoftriplehelixdevelopedintoaquadruple
helix.ThequadruplehelixconceptwasdevelopedbyEliasG.CarayannisandDavidF.J.Campbell
in2009(See-To&Ho,2014).TheQuadruplehelixconceptincludescivilsocietyorthepublicinto
University,governmentandindustryrelations.Thepublicreferredtointheconceptofquadruplehelix
isthephysicalenvironmentandsocialenvironment(Mauri&Minazzi,2013).Thehelixquadruple
approachinthecontextofinnovationisimportanttoexplore(Galvaoetal.,2017).TheQuadruple
Helixisamodelofinnovationandcollaborationwithacivilsocietyperspective.Quadruplehelixis
veryimportantforneedssuchashealthservicesorotherservices.

2.2. Market Sensing Capability
TheconceptofmarketsensinginitiallystatedbyDay(1994).Marketsensingisoneofdynamic
capabilitiesthatshouldbeownedbythecompany.Marketsensingcapabilitiesareabletoobservethe
varioustrendsandchangestakingplaceinthemarket.Teece(2007)explainsthatthiscapabilityis
partofthedynamiccapabilitiesthatareneededinanenvironmentthattendstochangetochangeand
uncertain.Organizationssystematicallyandproactivelylearnaboutanychangesthataffectcustomers,
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competitors,andthemacroenvironment,perhapsgatheringvaluableknowledgeaboutthemarket
andcontinuingtoseetrendsaboutcurrentandfuturemarketdevelopments(Morganetal.,2009),
companieswillbeabletoproduceproductsorservicesthatarebetterthancompetitors(Fangetal.,
2014),andabletomeettheneedsofconsumersbothexpressedandlatentneeds(Atuahene-Gimaet
al.,2005;Bodlaj,2010;Bodlajetal.,2012;Bodlaj&Rojsek,2010;Narveretal.,2004;Tsaietal.,
2008;Voola&O’cass,2010;Wangetal.,2013).

Sensingthemarketisabusinessabilitytounderstanding,processanduseinformation(Kok
et al., 2003). Market orientation based on Foley and Fahy (2004), ability to sensing the market
allowscompanycananticipatemarketchangesanddevelopuponabilitytofocusonnewcustomers.
Furthermore,Teece(2007)explainthatmarketsensingcapabilityiscompanycapabilitytoperform
scanning, searching and browsing to the market demands upon ability to investigate customer,
industrystructureandnewopportunities.SensingcapabilitiesbasedonZhangandWu(2013)isa
uniquecapabilitytoscanning,searching,andexploringthemarkettodevelopnewproduct.Roberts
andGrover(2012)definecustomersensingcapabilitiesasabusinessabilitytoscanning,creating,
learningandinterpretationtheconsumers.Sensingcapabilitymakeopportunityforthecompanyto
investigatetheneedsofcustomersandutilizetheknowledgetosatisfythecustomers.

2.3. Entrepreneurship orientation
Entrepreneurialorientationhasseveralapproaches.Miller(1983)definesentrepreneurialorientation
asacompanyadvantagethroughrisk-taking,proactiveandinnovative.MochalovaandNanopoulos
(2014)statedthatentrepreneurialorientationcanimproveinformationgatheringrelatedtosuppliers,
competitors,andcustomers.Ohetal.(2012)linkingentrepreneurialorientationtothenetworkof
governmentsystemsandcompetenciesthatmaybeobtainedwithinacompany.Fromabehavioral
perspective,CovinandSlevin(1989)showaconceptualmodelofentrepreneurialorientationbased
onentrepreneurialactivity, includinginnovative,proactiveandrisk-taking.Theorganizationwill
improveentrepreneurialorientationbehaviorinaninnovative,risk-takingformandalwaysstriveto
producenewproductsthroughproactivebehaviortocapturemarketopportunities(Covin&Slevin,
1989;Wiklund&Shepherd,2005).

2.4. Product Innovativeness Success
Innovativenessisthelevelofnoveltyornewnessoftheproductinnovation(Garcia&Calantone,
2002;Janssenetal.,2015;Khongetal.,2010).Newnesshas3indicators,namelynewintheindustry,
newtoconsumersandnewtothecompany(Sussman&Siegel,2003).Companiesmustbeableto
innovate.Thepurposeoftheorganizationtodeveloptheabilityofinnovationistoachievesuccessin
thefuture(Saunila&Ukko,2012).Companyperformancewilldependonitsinnovationcapability
(Akgunetal.,2009;Ardyan,2016;Ardyanetal.,2016;Calantoneetal.,2002;Sugiyarti&Ardyan,
2017).Innovationhasanimpactonbusinessperformancerelatedtoquality,productivityandflexibility
(Armbrusteretal.,2008).

Thereare several activities thatmustbedoneby thecompany to increase innovation.First,
companiesmustcreateaworkenvironmentthatsupportscreativitydevelopment(Amabileetal.,
1996;Im&Workman,2004).Thecompanydoesnotturnoffemployeeswhohavecreativeideas.
Thecompanyaccommodatesvariouscreativeideasfromitsemployees.Theseideaswillbereviewed
forthenextprocess.Second,thecompanycontinuestolearnindevelopingcreativity(Chenetal.,
2009).Companiesmustbewillingtoshareinformation(Vaccaroetal.,2010;Wang&Wang,2012)
andlearningfromoutside.Learningandabsorptivecapabilitycanimproveitsinnovationperformance
(Cockburn&Henderson,1998).Third,researchanddevelopment(Santamaraetal.,2009).Companies
thathaveR&Dwillhavetheopportunitytoimprovetheirinnovationperformance.Fourth,internal
coordinationandexternalcooperation(Cheng&Shiu,2008).Companiesthatdonothaveinternal
coordinationwillhaveanimpactonvariousthings.Coordinationmakeseachdepartmentwithinthe
organizationabletounderstandotherdepartments.Coordinationwillmakeeachdepartmentableto
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unitethedesiretoincreaseinnovation.Networkingwithanotherpartyisimportanttoo.Networking
isadrivingfactorforincreasinginnovation(Ardyanetal.,2016;Faridaetal.,2017)

2.5. Marketing Performance
Marketingperformanceconceptevolvedoverrecentdecades.Clark(1999)explainedthatthereisa
changeinthemeasurementoffinancialperformance.Therearethreemovements,amongothers:first,
thefinancialaspects(profit,salesrevenue,andcashflow)tothenon-financialaspects(marketshare,
qualityofserviceadaptability,customersatisfaction,customerloyalty,andbrandequity);Second,
fromoutputtoinputmeasurement(marketingassets,marketingaudit,marketingimplementation,
and marketing orientation); The third, from un-dimensional to multidimensional measurements)
(efficiency,effectiveness,andmultivariateanalysis).VargoandLusch(2008)statesthatmarketing
performanceincludes1)thelevelofsalesgrowth,2)marketshare,3)thegrowthrateofprofitbefore
taxandoverallperformance.Fromamanagerialstandpoint,Clark(2000)explainsthatsuchmarketing
performance efficiencyperspective, theperspectiveof adaptation,perspective effectiveness, and
satisfactionperspective.

3. HyPoTHESIS

Inthisstudy,thereweresevenhypothesesconstructed.
Ardyan(2016)Ardyan(2016)explainsthatthesensingcapabilityofSMEsinthemarketwill

beabletoincreaseinnovationsignificantly.Basically,sensingthemarketisthecompany’sabilityto
generalizetheknowledgethatisinthemarketforuseindecisionmaking(Day,1994;Lankinenet
al.,2007;Olavarrieta&Friedmann,2008).Byhavingtheabilitytosensethemarket,thecompany
willbeabletolearnabouttheenvironment,understandthestrategyofcompetitors,understandthe
markettrends,andresponsive.Theybecometheknowledgegainedfromtheoutside.Alvarezand
Iske(2015)explainthatthesourceoftheknowledgegainedfromtheoutsidewillbeabletoinfluence
innovationinSMEs.Hartetal.(1999)believethataneffectivemarketinformationwillbeableto
increasethelevelofthecompany’ssuccessininnovation.Marketsensingcapabilitiescanbedivided
intosensingcapabilitiesofcustomersandcompetitorssensingcapability,wherebothwillbeableto
increaseinnovationinthecompany.

H1:Customer-sensingcapabilityhasapositiveimpactonproductinnovativenesssuccess.
H2:CompetitorSensingCapabilitieshasapositiveimpactonproductinnovativenesssuccess.

Someresearchersexplainsensingmarketthatwillbeabletoimproveperformance(Day,1994,
2002;Tseng&Lee,2014).Day(2002)explainsthatthesensingmarkethasthesamefunctionas
thelearningprocess.Thelearningprocessinquestionisthecompany’sabilitytosense,absorband
interpretinformationobtainedfromexternal(Day,1994;Day&Nedungadi,1994).Variousstudies
explainthatthelearningprocesswillbeabletoincreaseknowledgethatwillultimatelyaffectthe
performanceofthecompany(Akhtaretal.,2011;Baker&Sinkula,1999;Jimenez-Jimenez&Sanz-
Valle,2011;Mahmud&Hilmi,2014;Morgan&Berthon,2008).Inthisstudy,wedividedthesensing
capabilityintothesensingcapabilitiesofcustomersandcompetitors.Boththosesensingcapabilities
willbeabletoimprovemarketingperformance.

H3:Customer-sensingcapabilityhasapositiveimpactonmarketingperformance.
H4:CompetitorSensingCapabilitieshasapositiveimpactonmarketingperformance.

Basically, product innovationwill enhanceperformance (Akgunet al., 2009;Harmancioglu
etal.,2010;Jenny,2005;Wang&Wang,2012).Forcreatedmanyinnovations,theresearchand
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developmentneedtobepromoted,thecompanycapabilitiesininnovationwillimpactoncompany
performance.Companiesthatinnovatewillcertainlymakecreatingnewthingsintheproduct.The
currenttrendisthatconsumerswantproductsthatareuptodate,thelatest,anddifferentthanothers.
Thedesireofconsumersofnewproductswillmakeconsumersvyingtobuythenewproduct.This
willaffectthecompany’sperformance.

H5:Productinnovativenesssuccesshasapositiveimpactonmarketingperformance.

Entrepreneurial orientation is one of the important concepts in the company. Indications
companiesthathaveanentrepreneurialorientationisinnovation,risk-taking,andresponsive.Several
studieshavedescribedthatentrepreneurialorientationisabletoinfluencetheinnovation(Avlonitis&
Salavou,2007).Thisisbelievedbecauseofinnovation,risk-takingorresponsiveanentrepreneurwill
makehimcomeforwardandcreativeideaswheretheseideaswillbeabletocreatesomethingnew.

H6:Entrepreneurialorientationhasapositiveimpactonproductinnovativenesssuccess.

Severalstudieshavedescribedthattheentrepreneurialorientationandsignificantpositiveeffecton
performance(Kajalo&Lindblom,2015;Lietal.,2009;Zhang&Zhang,2012).Researchconducted
by Ardyan (2016) also proves that the entrepreneurial orientation still affects the performance,
particularlytheperformanceofsmallandmediumbusinesses.Fromthepointofviewofthetheory
ofcompetitiveadvantage,entrepreneurialorientationisaresourcecapableoffacilitatingthecompany
towinthecompetitionandgeneratepositionaladvantage(Hunt,1995;Hunt&Morgan,1996;Hunt
&Morgan,1997).Positionaladvantagewillenhanceperformance(Day&Wensley,1988).

H7:Entrepreneurialorientationhasapositiveimpactonmarketingperformance.

4. RESEARCH METHoDoLoGy

4.1 Sample
Thequestionnairewasdistributedto350respondents.Thereare294questionnaireswerereturned
andpropertobeanalyzedfurther.So,thesampleinthisstudyis294respondents.Characteristicsof
respondentsinthisstudyareasfollows.(1)Based on gender.Themajorityofrespondentsbysexas
manyas161peopleor54.8percentofcraftsmenwhohavesexmaleandtheremaining133people
or45.2percentwerewomen.(2)Based on marital status.Basedonrespondents’maritalstatus
ofthemajorityofSMEsbusinessownersFashionMuslimfashionhasthestatusofamarried94.6
percentunmarriedwhileasmanyas13peopleandasmanyasthreepeoplearealreadywidows.(3)
Based on the study.Theeducationlevelofthemajorityof198votes,or67.3percentareeducated
SeniorHighSchoolLevel(SLTA),asmanyas40peopleor13.6percentareeducatedJuniorHigh
School(SLTP),asmanyas26peopleor8.8percenthaveeducationDiploma(D3),asmanyas22
peopleor7.5percenthaveaBachelordegree,andasmanyas8peopleor2.7percentofprimary
schooleducation(SD).(4)Based on the work.Basedontheworkoftherespondentsare268people
or91.2percentisasanentrepreneurorbusinessownerFashionMuslimclothingandasmanyas21
peopleor7.1percentofprivatesectoremployeesoremployeesisinbusinessplace,andasmanyas5
peopleor1.7percenthadajobasGovernmentemployees.(5)Based on the length of the business 
standing.Basedonthedurationofthecompanystands144SMEentrepreneursClothingor49percent
havealongeffortof6to10years,asmanyas130companiesor44.2percenthadalongbusiness
lessthan5years,asmanyas15companies,or5.1percenthadalongbusiness11upto15years,
andthereare5or1.7percentofcompaniesthathavelongeffortsofmorethan15years.(6)Based 
on the status of the company.BasedonthestatusofthecompanyshowsthatthemajorityofSMEs
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businessoperatorsFashionClothing273companiesor92.9percentofthestatusoftheindividual,as
manyas19companiesor6.5percentCVstatus,andasmanyastwocompanies,or0.7percentofPT
status.(7)Based on the number of workers.Basedontheamountofpowerowned,themajorityof
respondentshaveaboutemployeesbetween10peopleof181companies,or72.7percenthavefewer
than10employeesorworkers,asmanyas83companiesor33.3percenthad11to30employeesor
labor,asmanyas18companiesor7.2percenthave31to50employeesorlabor,and12companies
or4.8percenthavemorethan50employeesorworkers.

4.2. Measurement
In this study, there were five variables, namely competitor-sensing capability, customer-sensing
capability,productinnovationsuccess,entrepreneurialorientation,andmarketingperformance.Each
iteminquestiondevelopedinthisstudymeasuredwithaLikertscale,wherethescaleof1indicates
isstronglydisagreeand5showingthescaleofstronglyagree.Operationalofvariablesinthisstudy
areshowninTable1.

5. RESULTS

5.1. Validity and Reliability
Reliabilityandvalidityoftheinstrumentsusedtotestwhethertheresearchthatwe’vedevelopeda
reliableorvalid.Inthisstudy,themeasurementreliabilityappliesCronbachAlphawhilethevalidity
ofusingaloadingfactor.CutoffofCronbachalphaismorethan0.60.Cutoffoffactorloadingis

Table 1. Variables and Indicators Research

No. Variable Names Indicators Source

1. Competitor-sensingcapability ·Abilitytolearncompetitor’snewproductstrategy
·Abilitytolearnacompetitor’sproduct
·Abilitytolearnacompetitor’sproductrangeof
competitorproducts
·Abilitytolearnacompetitor’sproductdesign
·Strategyforanunderstandingoftheabilityof
competitorstodevelopproducts

Atuahene-Gimaetal.
(2005);Narverand
Slater(1990)

2. CustomerSensing
Capabilities

·Abilitytolearnfuturecustomerneeds.
·Abilitytolearnthetastesofcustomers
·Abilitytolearntoimprovecustomersatisfaction
·Abilitytofacecustomercomplaintsandsuggestions
·Theabilitytounderstandthecharacteristicsof
customers.

Atuahene-Gimaetal.
(2005);Narverand
Slater(1990)

3. ProductInnovativeness
Success

·Productsnoveltyinthemarket
·Offerproductsinthemarket
·Specialbenefitsofnewproducts
·Appearanceofnewproductsaddressthe
troubleshooting
·Theappearancecompletenewproductagainst
featuresonthemarket

ZhangandWu(2013);
Baoetal.(2012)

4. EntrepreneurshipOrientation ·Risk-taking
·Innovativeness
·Proactiveness

WiklundandShepherd
(2003);Boltonetal.
(2014)

5. PerformanceMarketing ·Growthinthevalueofsales
·Growthinthenumberofcustomers
·Gainonsaleofcustomerretention

MeyerandSchwager
(2007);Vargoand
Lusch(2008)
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morethan0.50.FromTable2wecanconcludethattheresearchinstrumentswehavearereliable
andvalid.ThisisbecauseboththevalueoffactorloadingandCronbachAlphaisalreadyabovethe
requiredvalue.

5.2. Goodness of Fit
Modelfitisafitbetweenthemodelsiscreatedbytheresearchdata.Inthisstudy,themodelofit’s
usingIFIandCFI.IFIvalueis0,806andtheCFIis0.804.Theseresultsarenotinaccordancewith
theprescribedcut-offvaluethatisabove0.90.IFIandCFIvalueisbelow0.90butcanbetolerated
becausethevalueisstillconsideredaverage.

5.3. Results and Discussion
Thereissevenproposedhypothesisinthisstudy(Table3).Herearetheresultsofhypothesistesting.
First,The resultsof this study indicate that the customer sensingcapabilities is an insignificant
positiveeffectonthesuccessoftheproductinnovation(β=0.261;p=0.091).Thus,hypothesis
1wasrejected.Second,CompetitorSensingCapabilitieshasapositiveandsignificantimpacton
product innovativenesssuccess (β=0.358;p=0.014).So,hypothesis2 isaccepted.Customer-
sensingcapabilityandcompetitor-sensingcapabilityhaveadifferentresultininfluencingtheproduct
innovativenesssuccess.Basically,bothcapabilitiesarepartofthemarketsensingcapability,wherethe
marketsensingcapabilitycouldimproveproductinnovation(Ardyan,2016;Day,1994;Lankinenetal.,

Table 2. These Factor Loading and Cronbach Alpha

No. Variable Names Indicators Factor Loading Cronbach 
Alpha

1. Competitor-sensing
capability

·Abilitytolearncompetitor’snewproductstrategy
·Abilitytolearnacompetitor’sproduct
·Abilitytolearnacompetitor’sproductrangeof
competitorproducts
·Abilitytolearnacompetitor’sproductdesign
·Strategyforunderstandingoftheabilityof
competitorstodevelopproducts

0.587
0.719
0.712
0.664
0.717

0.811

2. CustomerSensing
Capabilities

·Abilitytolearnfuturecustomerneeds.
·Abilitytolearnthetastesofcustomers
·Abilitytolearntoimprovecustomersatisfaction
·Abilitytofacecustomercomplaintsand
suggestions
·Theabilitytounderstandthecharacteristicsof
customers.

0.676
0.708
0.772
0.710
0.707

0.836

3. Product
Innovativeness
Success

·Productsnoveltyinthemarket
·Offerproductsinthemarket
·Specialbenefitsofnewproducts
·Appearanceofnewproductsaddressthe
troubleshooting
·Appearancecompletenewproductagainstfeatures
onthemarket

0.584
0.750
0.559
0.740
0.748

0.805

4. Entrepreneurship
Orientation

·Risk-taking
·Innovativeness
·Proactiveness

0.551
0.720
0.659

0.674

5. Performance
Marketing

·Growthinthevalueofsales
·Growthinthenumberofcustomers
·Gainonsaleofcustomerretention

0.848
0.689
0.853
0.773

0.868
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2007;Olavarrieta&Friedmann,2008).Theseresultsofthisstudyindicatethatinthefashionindustry,
especially theIslamicfashion,understandwhat thecompetitionisdoing(to learnacompetitor’s
product,studytherangeofcompetitorproducts,studythedesignofcompetitors’products,learnthe
strategiesofcompetitors)moresignificanteffectonmarketingperformancecomparedtounderstand
thecustomers(studyneedscustomersthatwillcome,learnthetasteofcustomers,improvecustomer
satisfaction,studythecomplaintsandsuggestionsofcustomers,andunderstandthecharacteristicsof
thecustomer).Thatisuniquenessinfashionbusiness,especiallyintheIslamicfashion.

Third,customer-sensingcapabilityhasnegativeandsignificantimpactonmarketingperformance
(β=-0.851;p=0.007).Sohypothesis3isrejected.Fourth,competitor-sensingcapabilityhaspositif
butnotsignificantimpactonmarketingperformance(β=0.435;p=0.103).Sothehypothesis4
wasrejected.Customerandcompetitorsensingcapabilitiescan’tinfluencemarketingperformance
significantly. Basically, customer or competitors sensing capability should improve performance
significantly(Day,1994,2002;Tseng&Lee,2014).ReferringtoArdyan(2016)research,thereare
somefactorsthatcausesensingcapabilitiescannotenhanceperformanceinapositiveandsignificant,
namely:themainpurposeofsensingnotdirectlyimproveperformancebutmustaffectinnovationfirst.

Fifth, product innovativeness success has a positive and significant impact on marketing
performance(β=1.142;p<0.05).Sohypothesis5wasaccepted.Somestudyexplainsthatsuccess
oftheproductinnovationcanenhanceperformance(Akgunetal.,2009;Harmanciogluetal.,2010;
Jenny,2005;Wang&Wang,2012).Businesssuccessindevelopinginnovationwillgreatlyaffectthe
performanceofmarketing.Innovationiswhatwillbeakeydriverinimprovingmarketingperformance.

Sixth,entrepreneurialorientationhasapositifandunsignificantimpactonproductinnovativeness
success(β=0.012;p=0.939).Sothehypothesis6inthisstudywasrejected.Theresultsofdifferent
studies with previous studies (Avlonitis & Salavou, 2007). Referring to Ardyan (2016), which
explained that there are some factors that make entrepreneurial orientation are not able to have
positiveeffectonthesuccessinnovationsignificantproduct,whichislessfocusedonthistypeof
innovation(incrementalorradical).Ifthetypeofinnovationthatunexplored,thenitispossibility
effectwillbepositiveandsignificant.

Seventh,entrepreneurialorientationhaspositiveandsignificantimpactonmarketingperformance
(β=0.743;p=0.011).Sohypothesis7isaccepted.Theresultsareconsistentwithpreviousresearch
studies(Ardyan,2016;Kajalo&Lindblom,2015;Lietal.,2009;Zhang&Zhang,2012).Increasingly,

Table 3. Results of Hypothesis Testing

Hypothesis Result Notes

H1:Customer-sensingcapabilityhasapositiveimpactonproduct
innovativenesssuccess

β=0,261;p=
0,091

Hypothesisisrejected

H2:CompetitorSensingCapabilitieshasapositiveimpactonproduct
innovativenesssuccess

β=0,358;p=
0,014

Hypothesisis
accepted

H3:Customer-sensingcapabilityhasapositiveimpactonmarketing
performance

β=-0,851;p=
0,007

Hypothesisisrejected

H4:CompetitorSensingCapabilitieshasapositiveimpactonmarketing
performance

β=0,435;p=
0,103

Hypothesisisrejected

H5:Productinnovativenesssuccesshasapositiveimpactonmarketing
performance.

β=1,142;
p<0,05

Hypothesisis
accepted

H6:Entrepreneurialorientationhasapositiveimpactonproduct
innovativenesssuccess

β=0,012;p=
0,939

Hypothesisisrejected

H7:Entrepreneurialorientationhasapositiveimpactonmarketing
performance

β=0,743;p=
0,011

Hypothesisis
accepted
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companieshaveinnovation,risk-taker,andresponsivetochangesintheenvironment,itwillgreatly
affectitsperformance.

6. CoNCLUSIoN

Thepurposeofthisstudyistoexaminetheeffectofcompetitor-sensingcapabilityandcustomer-
sensingcapabilityonthesuccessofproductinnovationandSMEperformance.Theresultsofthis
study indicate: First, the driving factor for product innovativeness success is competitor-sensing
capability. Customer-sensing capability and entrepreneurial orientation cannot improve product
innovativenesssuccess.Second,thefactorsthatinfluencetheperformanceofIslamicfashionbusiness
areentrepreneurialorientationandproductinnovativenesssuccess.

Managerialimplicationsinthisstudy,amongothers:(1)SMEsmustalwaysperceivecompetitors
onaregularbasis.ThiscompetingsensingwillmakeSMEsabletoseethedevelopmentofproducts
producedbycompetitors.SMEswhounderstandaboutproductsmadebycompetitorswillcertainly
trytodevelopproductsthataremoreinnovativethancompetitors.(2)Innovationmustbethemain
concernoffashionSMEs.ThisinnovationiswhatmakestheSMEsperformancewillbehigh.The
moreproductinnovationisdeveloped,themarketingperformancewillincrease.

Thelimitationofthisresearchisthatthegoodnessoffitisstilllow.Thesizeofthegoodnessof
fitinthisstudyusesIFIandCFIwherethevalueisbetween0.8-0.9orstillaverage.Inthefuture,
themodeldevelopedisnottoovaried.
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