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Abstract: This research was conducted with the background of the phenomenon of increasingly tight 

competition due to the enforcement of MEA in 2015. Therefore, all businesses, including Small Micro 

Enterprises (SMEs) of ikat weaving industrial sector should anticipate by implementing strategic orientation, 

corporate innovation to achieve marketing performance. The objective of this study is to explain the effect of 

strategic orientation to corporate innovation and marketing performance of Ikat Weaving industry in Bali. To 

achieve these objectives, this study took a sample of 100 people who are owners or SME managers of Ikat 

Weaving industry in Bali by applying the analysis of Structural Equation Modelling (SEM). The result of this 

study shows that Strategic Orientation (Market Orientation, System Information Orientation, and 

Entrepreneurship Orientation) has positive and significant effect to corporate innovation. Strategic orientation 

has positive and significant effect to marketing performance. And corporate innovation have positive and 

significant effect to marketing performance.  

Implication of study contributes to SME owners/ managers of Ikat Weaving industry in Bali to continue to 

implement strategic orientation and corporate innovation to achieve marketing performance. 

Keywords: strategic orientation, corporate innovation, and marketing performance. 

 

I. Introduction 

Competition in business world is getting tight in the present era so company is required to move 

dynamically following the development of the existing market. The demand to dynamically move is not only for 

large-scale enterprises but also for small and medium-scale enterprises. SMEs also constantly consider 

alternative strategies which can help their business to stay ahead. Any strategies to surpass their competitors 

continue to be done, one of them is by way innovation, both product innovation, innovation in production 

processes, marketing as well as innovation within the organization (Li et al., 2010; Govindarajan & Trimble, 

2012; Yalabik et al.,2012; dan Krishnan, 2012). It is expected that after carrying out innovation, SMEs are able 

to create competitive advantage and contribute effect to continuous increase of corporate performance (Atalaya 

et al., 2013). 

 Within last two years, namely 2014 and 2015, the performance of Small Industry of Weaving 

Handicraft of Bali often called Endek Fabric decreased. This is demonstrated by the data that export 

performance seen from foreign exchange gains of Small Industrial of Endek Fabric Handicraft in 2013 reached 

21.6 million dollars, but in 2014 decreased to 21.3 million dollars, as well as in 2015 was only able to reach 21.1 

million dollars (Antara News Bali, 2015). This condition needs solutions. One of the solutions having been 

applied was to carry out various innovations, such as: product, production process, marketing innovation, and 

innovation within the organization. 

Innovations carried out by a business are influenced by many factors, mainly affected by external and 

internal factors. External factors are in the form of industrial competition intensity, changes in economic 

conditions and government regulations. Further innovation is also affected by internal factors, such as, corporate 

culture, leadership, capital resources and strategic orientation owned by their managers. Strategic orientation 

owned by the managers can be market orientation, technology-based information systems, and entrepreneurship 

orientation. All the strategic orientations of the company are able to improve innovation. The higher the market 

orientation of a company, the higher its innovation (Ahimbisibwe et al., 2013), the higher the orientation of the 

enterprise information system, the more increase the corporate innovation (Govindarajan & Trimble (2012)), as 

well as the more increase the entrepreneurship orientation are able to improve corporate innovation (Nayda & 

Yasa, 2016). 

Similar conditions also occured in small industries of Bali weaving fabric in Bali, where the marketing 

performance decreased in the last three years, although various innovations have been carried out. Therefore this 

research intends to study the effect of strategic orientation (market, SI and entrepreneurship orientation) to 

corporate innovation and the marketing performance of small industry of weaving fabric handicraft of Bali. 
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II. Conceptual Framework And Research Hypotheses 
The theory applied in this study is the theory of Corporate Performance (Rong et al., 2014). Rong et 

al., (2014) said that corporate performance including marketing, financial, and organizational performance can 

be achieved if the company is able to innovate. Therefore, one of the ways that can be achieved is by constantly 

innovating in various fields, such as, product innovation, innovation in production processes, marketing and 

organizational innovation. 

The phenomenon on various innovations made by a company to improve corporate performance 

including marketing performance was also revealed in the results of research conducted by Li et al.,2010; 

Govindarajan & Trimble, 2012; Yalabik et al., 2012; dan Krishnan, 2012 . Govindarajan  and Trimble (2012)’s 

study showed the results of innovation was able to improve corporate performance. Furthermore, the capability 

of innovation in this study that could be carried out by a company was driven by the strategic orientation owned 

by its manager. The existing strategic orientation of fabrics small industry managers of Bali, among others: 

market, information system, and entrepreneurship orientation. Market orientation of a manager could be seen 

from the focus served to consumers, competitors, as well as business cross functional coordination held in their 

business. The orientation of informational system indicated through their business program has applied 

information technology, using customer database, and began learning information systems. And 

entrepreneurship orientation is seen from creativity that is always developed leading to a focus on innovation 

and courage to bear any risks. 

Based on the conceptual framework indicating the structural relationship of each variable, then 

conceptual framework is prepared (Figure 1).  

 

 
Figure 1: Conceptual Framework 

 

Note: 

Variable The Name of Variabel Resource 

X1 =  Market Orientation Rong et al., 2014 

X2 =  SI Orientation Kadir, 2013 

X3 =  Entrepreneurship Orientation Rosenbusch, 2013 

Y1 =  Corporate Inovation Atalaya et al., 2013 

Y2 =  Marketing Performance Parkman et al., 2012 

 

Based on the conceptual framework, it can be described that to enhance marketing performance, the 

Government, Department of Cooperatives and SME, in this instance, needs considering the degree of innovation 

and strategic orientation, so SMEs are able to achieve improvement of marketing performance. 
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Research hypothesis 

This section describes a hypothetical model of testing on the effect of strategic orientation consisting of 

market, SI and entrepreneurship orientation through innovation which is able to achieve high marketing 

performance by identifying relationships as the hypothesis in this study. The relationship between strategic 

orientation to marketing performance is mediated by tested innovation. The selection of these variables 

developed previous studies by Parkman et al., 2012; Rosenbusch, 2013; Atalaya., 2013; Kadir, 2013; dan Rong 

et al., 2014. 

 

H1 : The increasing Market Orientation will enhance Marketing Performance. 

H2 : The increasing SI Orientation will enhance Marketing Performance. 

H3 : The increasing Entrepreneurship Orientation will enhance Marketing Performance. 

H4  The increasing Market Orientation will enhance Corporate Innovation. 

H5  The increasing SI Orientation will enhance Corporate Innovation. 

H6  The increasing Entrepreneurship Orientation will enhance Corporate Innovation. 

H7  The increasing Corporate Innovation will enhance Marketing Performance. 

 

III. Research Methods 
Viewed from the nature of problem, this study includes in causal research type. It meants that this study 

aims to examine the causal relationships between variables of strategic orientation, corporate innovation, and 

marketing performance. This study will be conducted in all regencies in Bali, namely, Gianyar, Klungkung, 

Karangasem, Buleleng, Jembrana, Tabanan, and Badung Regency as well as Denpasar City. The population of 

this study are all ikat weaving handicraft businesses in Bali Province. The sample size of this study are 100 

SMEs of Ikat Weaving craft industries. The sample size of this study is determined by applying Slovin’s 

formula. In such way it is expected that all samples will represent ikat weaving craft businesses in each 

regency/city and fianlly is able to represent entire region of Bali. 

The variable indicator of strategic orientation variables (market, SI, and entrepreneurship orientation), 

corporate innovation and marketing performance re measured by perception of owners or managers of ikat 

weaving craft businesses as the strategy makers by using Likert scale of five levels, from strongly disagree = 1, 

disagree = 2, quite agree = 3, agree = 4, and strongly agree = 5. The data collection technique was conducted in 

two ways, namely through questionnaires and interviews with the owners or managers of ikat weaving 

handicraft businesses, observer/academician of ikat weaving handicraft business. Basically, conducting a 

research is conducting measurement to the phenomen of research. The tool to measure such phenomenon is 

called research instruments. The indicators of this research instrument were taken from measurements that have 

been done by some researchers. For the measurement of market orientation variable the measurement is adopted 

from the measurement performed by Rong et al. (2014); for the measurement of SI orientation, it is adopted 

from the measurement of Kadir (2013); for the measurement of entrepreneurship orientation, it is  adopted from 

the measurement of Rosenbusch (2013); for the measurement of corporate innovation, it is adopted from the 

measurement of Atalaya, et al. (2013); and for the measurement variable marketing performance, it is adopted 

from Parkman (2012). The form of research instrument used is a list of questions or questionnaires as the nature 

of this research is a survey requiring primary data. The questionnaires used were tested before the entire study 

with a sample size of thirty people in order to represent each region in all regencies/municipalities in Bali. 

The validity and reliability of the instruments were tested in order to measure the consistency of 

responses given by the respondents on what you want to measure and find out. The testing of the instrument 

validity applied the technique of Pearson’s product moment correlation with minimum limit of r = 0.3 

(Sugiyono, 2014: 150). The testing of the instrument reliability is carried out by calculating the reliability 

coefficient of Cronbach's Alpha with a minimum limit of Alpha coefficients> 0.6 (Sekaran, 2003: 312). Both of 

these tests used SPSS computer program. 

The causal relationships defined in this study used an unsimple model, the relationship of the variables 

in the model formed recursive relation. The form of this causal relationship requires an analytical tool to explain 

the relationship, therefore the inferential statistical methods applied in the analysis of this research is Structural 

Equation Modeling (SEM). 
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IV. Results And Discussion 
The characteristics of respondents for this study are viewed from age, sex, education level, marital 

status and dependents. Age may show experience, productivity, and maturity of respondents’ thought. The age 

of respondents of managers of Fabric Small Business in Bali varies between the youngest age of 23 years up to 

the oldest age of 65 years. The distribution of respondents’ age of Fabric Small Business Managers in Bali are 

as follows:  30 years old about 10.00 percents, aged 31 to 40 years about 32.00 percents, having the age of 41 

years old to 50 years about 48, 00 percents, and over the age of 50 years about 10.00 percents. Of the existing 

distribution, the dominant one is the age of 31 to 50 years old, about 80.00 percents. The age range of 31 to 50 

years old is the age that is still strong to work and suitable to be an innovative business doers because it requires 

effort and strong thought. The distribution of sex of SMEs managers in Bali is as follows: approximately 

60.00% of the respondents are female. It shows that women are veru suitable suited with the work as managers 

requiring ability creativity, innovation and excellent service quality. However, it does not mean that male are not 

suitable to be a Fabric Small Business Managers as there are still about 40.00% of respondents are male. This 

amount, although less than the female respondents, the future is expected to be more and more male are 

becoming Ikat Weaving Handicrafts SME doers. The educational level of Fabric Small Business Managers 

describes knowledge, abilities, and skills in innovation. The distribution of educational level of respondents is 

distributed as follows. Most SME Business Operators in Bali have high school educational background, that is 

65.00% of the respondents. This number describes that the quantitative level of education of SME business 

people in Bali has a fairly good knowledge. It can be seen that the status of the SME business doers in Ikat 

Weaving handicrafts sector is dominated by married status. Married status reflects the emotional stability of 

people that will have a positive impact on the the SME achievement performance because people having 

emotional stability is generally a quieter in working compared to those having no emotional stability. The 

number of dependents of SME businesses doers in Bali are mostly those bearing the family members of 2 to 3 

persons, which is 70.00 percents. 

 

The Results of SEM Analysis  

Theoretical models on the conceptual framework of the study is said to fit if supported by empirical 

data. The results of SEM analysis (Appendix 6) showed that the test result of goodness of fit overall models is to 

determine whether the hypothetical model is supported by empirical data contained in Figure 2. 
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Table 1: Criteria of Goodness of Overall Model 

 Criteria Cut-of value Model result Note 

Khi Kuadrat Small 168,241 
Good model 

p-value  0,05 0,312 

CMIN/DF ≤ 2,00 1,052 Good Model 

GFI  0,90 0,871 Marginal Model 

AGFI  0,90 0,830 Marginal Model 

TLI  0,95 0,989 Good Model 

CFI  0,95 0,991 Good Model  

RMSEA ≤ 0,08 0,023 Good Model  

 

Based on Table 1, of the eight criteria of Goodness of Fit Overall Model, six criteria state to be good model, so 

the model can be used. 

Hypothesis testing is done by t-test (t-test) on each lane of direct effect partially. Detailed results of the analysis 

contained in the results of SEM analysis which can be seen in Table 2 presents the results of hypothesis testing 

of direct effect. 

 

Table 2 The Results of Hypothesis Testing of Direct Effect 

Independent Variable Dependent Variable  Path Coeffisient  p-value Note 

Market Orientation  (X1) Marketing Performance (Y2) 0,304 0,043 Significant 

SI Orientation (X2) Marketing Performance (Y2) 0,315 0,016 Significant 

Entrepreneurship Orientation(X3) Marketing Performance (Y2) 0,222 0,020 Significant 

Market Orientation  (X1) Corporate Innovation  (Y1) 0,495 0,003 Significant 

SI Orientation SI (X2) Corporate Innovation  (Y1) 0,314 0,035 Significant 

Entrepreneuship Orientation (X3) Corporate Innovation  (Y1) 0,397 0,000 Significant 

Corporate Innovation  (Y1) Marketing Performance (Y2) 0,346 0,008 Significant 

 

Hypothesis1  : Market Orientation (X1) has direct effect to Marketing Performance (Y2) 

 The results of SEM analysis on Market Orientation variable (X1) to Marketing Performance (Y2) 

shows path coefficients of direct effect of 0.304 and p-value of 0.043. As p-value <5%, then the hypothesis 

"Market Orientation (X1) directly affects SME Marketing Performance (Y2) is accepted. Given path coefficient 

has positive sign (0.304), this means that the relationship between the two variables is positive, meaning that the 

higher the Market Orientation (X1), the higher the Marketing Performance (Y2). Conversely, the lower the 

Market Orientation (X1), the lower the SMR Marketing performance of Ikat Weaving (Y2). 

 

Hypothesis2 : SI Orientation SI (X2) has direct effect to Marketing Performance (Y2) 

 From the results of SEM analysis on SI Orientation variable (X1) to Corporate Performance (Y2) it 

was obtained path coefficients of direct effect of 0,315 and p-value 0,016 as  p-value < 5 %, then the hypothesis  

“SI Orientation (X2) directly affects Marketing Performance (Y2)” is accepted. Given path coefficient has 

positive sign (0,315), this means that the relationship between  the two variables is positive, meaning that the 

higher SI Orientation (X2), the higher Marketing Performance (Y2). 

 

Hypothesis3 : Entrepreneurship Orientation (X3) has direct effect to Marketing Performance 

(Y2) 

 From the results of SEM analysis on Entrepreneurship Orientation variable (X3) to Marketing 

Performance (Y2) it was obtained path coefficients of direct effect of 0,222 and p-value 0.020. As p-value < 5 

%, then the hypothesis “Entrepreneurship Orientation (X3) directly affects  Marketing Performance (Y2)” is 

accepted. Given path coeffiecients has positive sign (0,222), this means that the relationship between the two 

variables is positive, this means the higher Entrepreneurship Orientation (X3), the higher Marketing 

Performance (Y2), conversely. 

 

Hypothesi4 : Market Orientation (X1) has direct effect to Corporate Innovation (Y1) 

 From the results of SEM analysis on Market Orientation variable (X1) to UKM Corporate Innovation 

(Y1) it was obtained path coefficient  of direct effect of 0,495 and p-value 0,003 . As  p-value < 5 %, then 

hypothesis “Market Orientation (X1) directly affects Corporate Innovation (Y1)” is accepted. As path 

coefficients  has positive sign (0,495), this means relation of the two variables is positive, this means the higher 

Market Orientation (X1), the higher Corporate Innovation (Y1), and coversely. 
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Hypothesis5 : SI Orientation (X2) has direct effect to Corporate Innovation (Y1) 

 From the result of SEM analysis on SI Orientation variable (X2) to corporate innovation (Y1) it was 

obtained path coefficient of direct effect of 0,314 and p-value 0.035. As p-value < 5 %, then hypothesis “SI 

Orientation (X2) directly affects Corporate Innovetion (Y1)” is accepted. As path coefficient has positive sign 

(0,314), this means relation of the two variables is positive, this means that the higher SI Orientation (X2), the 

higher corporate innovation (Y1), and conversely. 

 

Hypothesis6 : Entrepreneurship Orientation (X3) has direct effect to Corporate Innovation  (Y1) 

 From the result of SEM analysis on Entrepreneurship Orientation variable (X3) to UKM Corporate 

Innovation (Y1) it was obtained path coefficient of direct effect of 0,397 and p-value 0,000. As  p-value < 5 %, 

then hypothesis “ Entrepreneurship Orientation (X3) directly affects UKM Corporate Innovation (Y1)” is 

accepted. As  path  coefficient has positive sign (0,397), this means relation of the two variables is positive, this 

means that the higher entrepreneurship orientation (X3), the higher UKM Corporate Innovation(Y1), and 

conversely. 

 

Hypothesis7 : Corporate Innovation (Y1) has direct effect to Marketing Performance (Y2) 

 From the result of SEM analysis on Corporate Innovation variable (Y1) to UKM Marketing 

Performance (Y2) it was obtained path coefficient of direct effect of 0,346. and p-value 0,008.AS  p-value < 5 

%, then hypothesis “ Corporate Innovation (Y1) directly affects UKM Marketing Performance (Y2)” is 

accepted. As  path coefficient has positive sign (0,346), this means relation of the two variables is positive, this 

means that the higher corporate innovation (Y1), the higher UKM marketing performance (Y2), and conversely. 

 

V. Discussion of Research Result 
From the calculation of validity and reliability, it can be seen that each indicator has been able to 

measure the variables and concepts tested as well as between one concept to the other one is independent. By 

doing the confirmatory factor analysis (goodness of fit test and test of factor quality significance), it is shown 

that the observed variables may reflect factors being analyzed. With the overall suitability test model (goodness 

of fit test and causal test regression weight) it has been proved  that the overall models fit and causal relationship 

formed can be tested. 

In this research, the indicator of Industrial Competition formed by the indicator of the existing 

competitive variables, the newcomers, their substitutes, bargaining power of suppliers, bargain power of buyers 

have an important role to increase the competitive advantage of Ikat Weaving industries in Bali. The results are 

consistent with the conditions faced by SMEs of Ikat Weaving industries in Bali. Industrial competition has led 

the competitive advantage of SMEs of Ikat Weaving industries in Bali is increasing. 

 

The Effect of Market Orientation to SME of Marketing Performance 

 Based on  Tabel 2, it can be seen that the Market Orientation variable has a significant effect to SME 

Marketing Performance of Ikat weaving. These results is proved by the p-value of 0.043 which is smaller than 

0.05. The relationship between Market Orientatiom Variable and Marketing performance variable demonstrate 

positive effect characterized by inner weigh of 0,304. This result can be intepreted  that the higher market 

orientation the higher marketing performance of Ikat weaving industry in Bali. 

In this research, the indicator of market orientation formed by indicator variables of always want to 

fulfill market’s need, follow the market, always satisfied consumers, observe the competitors , follow the trend 

of competitors, get the information about the competitors, all elements of the company serve consumers and all 

satisfy the consumers have an important role to increase marketing performance of ikat weaving industries in 

Bali. The results are consistent with the conditions faced by SMEs of Ikat Weaving Industries in Bali. Market 

Orientation has led marketing performance of SMEs of Ikat Weaving industries in Bali is increasing. 

 

The Effect of SI Orientation to the Marketing Performance 

 Based on Tabel 2, it can be known that SI Orientation variable has a significant effect to  marketing 

performance of SMEs of Ikat Weaving. These results is proved by p-value of 0,016 which is smaller than 0,05. 

The relationship between SI Orientation variable and marketing performance of SMEs of Ikat Weaving 

demonstrate positive effect characterized by inner weight of 0,315 This result can be intepreted that the higher  

SI Orientation  the higher  marketing performance of SMEs of Ikat Weaving in Bali. 

In this research indicator of SI Orientation formed by  indicator variables of own SI, own SI facilities, 

and own SI human resources have an important role to increase marketing performance of ikat weaving 

industries in Bali. The research results are consistent with the condition faced by SMEs of Ikat Weaving 

Industries in Bali.  SI Orientation has led marketing performance of SMEs of Ikat Weaving industries in Bali is 

increasing. 
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The Effect of Entrepreneurship Orientation to the Marketing Performance 

 Based on Tabel 2, it can be known that Entrepreneurship Orientation variable has a significant effect to  

marketing performance of SMEs of Ikat Weaving. These results is proved by p-value of 0,020 which is smaller 

than 0,05. The relationship between Entrepreneurship Orientation variable and marketing performance of SMEs 

of Ikat Weaving demonstrate positive effect characterized by inner weight of 0,222. This result can be intepreted 

that the higher  Entrepreneurship Orientation  the higher  marketing performance of SMEs of Ikat Weaving in 

Bali. In this research, indicator of Entrepreneurship Orientation is formed by indicator variables of develop 

creativity, develop innovation, and risk taker have an important role to increase marketing performance of ikat 

weaving industries in Bali. The research results are consistent with the condition faced by SMEs of Ikat 

Weaving Industries in Bali.  Entrepreneurship Orientation has led marketing performance of SMEs of Ikat 

Weaving industries in Bali is increasing. 

 

The Effect of Market Orientation to Corporate Innovation 

 Based on Tabel 2, it can be known that Market Orientation variable has a significant effect to  

Innovation of SMEs of Ikat Weaving. These results is proved by p-value of 0,003 which is smaller than 0,05. 

The relationship between Market Orientation variable and innovation of SMEs of Ikat Weaving demonstrate 

positive effect characterized by inner weight of 0,495. This result can be intepreted that the higher  Market 

Orientation  the higher  innovation of SMEs of Ikat Weaving in Bali. 

In this research, indicator of Market Orientation is formed by indicator variables of  always want to 

fulfill market’s need, follow the market, always satisfied consumers, observe the competitors, follow the trend 

of competitors ,get the information about the competitors, all elements of the company serve consumer and all 

satisfy the consumers have an important role to increase innovation of ikat weaving industries in Bali. The 

research results are consistent with the condition faced by SMEs of Ikat Weaving Industries in Bali.  Market 

Orientation has led innovation of SMEs of Ikat Weaving industries in Bali is increasing. 

 

The Effect of SI Orientation to Corporate Innovation 

 Based on Tabel 2, it can be known that SI Orientation variable has a significant effect to  Innovation of 

SMEs of Ikat Weaving. These results is proved by p-value of 0,035 which is smaller than 0,05. The relationship 

between SI Orientation variable and innovation of SMEs of Ikat Weaving demonstrate positive effect 

characterized by inner weight of 0,314. This result can be intepreted that the higher  SI Orientation  the higher  

innovation of SMEs of Ikat Weaving in Bali.  

In this research, indicator of Market Orientation is formed by indicator own SI, own SI facilities, and 

own SI human resources have an important role to increase innovation of ikat weaving industries in Bali. The 

research results are consistent with the condition faced by SMEs of Ikat Weaving Industries in Bali.  SI 

Orientation has led innovation of SMEs of Ikat Weaving industries in Bali is increasing. 

 

The Effect of Entrepreneurship to Corporate Innovation 

 Based on Tabel 2, it can be known that Entrepreneurship Orientation variable has a significant effect to  

Corporate Innovation of SMEs of Ikat Weaving. These results is proved by p-value of 0,000 which is smaller 

than 0,05. The relationship between Entrepreneurship Orientation variable and Innovation of SMEs of Ikat 

Weaving demonstrate positive effect characterized by inner weight of 0,397. This result can be intepreted that 

the higher  Entrepreneurship Orientation  the higher  Innovation of SMEs of Ikat Weaving in Bali. 

In this research, indicator of Entrepreneurship Orientation is formed by indicator variables of develop 

creativity, develop innovation, and risk taker have an important role to increase marketing performance of ikat 

weaving industries in Bali. The research results are consistent with the condition faced by SMEs of Ikat 

Weaving Industries in Bali.  Entrepreneurship Orientation has led innovation of SMEs of Ikat Weaving 

industries in Bali is increasing.  

 

The Effect of Corporate Innovation to Marketing Performance  

 Table 2 shows that Corporate Innovation has a significant effect to SME Marketing Performance. This 

result is supported by the p-value of 0.008 which is smaller than 0.05. The relationship between Corporate 

Innovation variable and the variable of Fabric Small Business Marketing Performance showed a positive effect 

characterized by the existence of inner weight of 0.346. These results can be interpreted that the higher the 

Corporate Innovation the higher the Marketing Performance of Fabric Small Business in Bali. In this study, the 

indicators Corporate Innovation formed by the variable indicator of product, process, and marketing innovation 

have an important role on the Marketing Performance of Fabrics Small Business in Bali. 
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Research implications 

 As described in the analysis and discussion that this research could theoretically find relationship 

between the latent variables of Strategic Orientation (Market, SI, and Entrepreneurship orientation) of the 

Corporate Innovation and SME Marketing Performance. This research can provide conceptual contribution to 

many Fabrics Small Business doers. The conceptual contribution is that SMEs must constantly maintain and 

strengthen the corporate innovation level in a comprehensive manner through various means of innovations such 

as product, process, and marketing innovation so as to improve SME marketing performance. 

 

Research limitations 

 This study only uses one manager or Fabrics Small Business doer as respondent in Bali so the results of 

this research cannot be generalized thoroughly. Mediating variables studied were Corporate Innovations 

variable, which turned out in this study to have a significant effect to marketing performance, so in the future it 

should be considered to select the other mediating variables, such as CRM and other business strategies. 

 

VI. Conclusion 
Based on the results of research, discussion and interpretation described in the previous chapter with 

reference to several theories and previous research results, then it can be taken some conclusions as follows: 1) 

Market Orientation has positive and significant effect to Marketing Performance of Fabrics Industry, meaning 

that the higher the market orientation owned by the Fabrics Small Industry in Bali, the more increase the 

Marketing Performance; 2) Information System Orientation has positive and significant effect to Marketing 

performance of Ikat Weaving industry, meaning that the higher Si Orientation owned by Small Industry of Ikat 

Weaving in Bali,  the more increase the Marketing Performance; 3) Entrepreneurship Orientation has positive 

and significant effect to Marketing Performance of Ikat Weaving Industry, meaning that the higher the 

entrepreneurship orientation owned by the Fabrics Small Industry in Bali, the more increase the Marketing 

Perfomance; 4) Market Orientation has positive and significant effect to Corporate innovation of Ikat Weaving 

Industry, meaning that the higher the market orientation owned by the Fabrics Small Industry in Bali, the more 

increase the Corporate Innovation; 5) SI Orientation has positive and significant effect to Corporate Innovation 

of Ikat Weaving industry, meaning that the higher the SI orientation owned by the Fabrics Small Industry in 

Bali, the more increase the Corporate Innovation; 6) Entrepreneurship Orientation has positive and significant 

effect to Corporate Innovation of Ikat Weaving Industry, meaning that the higher the entrepreneurship 

orientation owned by the Fabrics Small Industry in Bali, the more increase the Corporate Innovation; 7) 

Corporate Innovation has positive and significant effect to Marketing Performance , meaning that the higher the 

corporate innovation owned by the Fabrics Small Industry in Bali, the more increase the Marketing 

Performance.  
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