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ABSTRACT 

 

This research aims to study the correlation of market orientation with the competitiveness owned by 

company and business sustainability. Based on the happening phenomenon for the study about 

competitiveness that can control the company's business sustainability. The research is conducted in 

Jakarta - Indonesia, with the research object is Small Medium Enterprise (SMEs) as one of the supports 

for countries’ economic that is resistant to the various economic crisis. There are 120 SMEs in Jakarta 

which is taken data and information through a questionnaire in this experimental study. While data analysis 

is conducted through path analysis and research hypothesis tests. The research result is stated that market 

orientation built by SMEs correlates with competitiveness creation. Then, it is known that the correlation 

of SMEs’ competitiveness with business sustainability. Besides that, it is found that market orientation has 

also directly correlated with business sustainability. From the research, the result is found that research 

novelty is a mediation model from SMEs' competitiveness for the support of market orientation and its 

impact on business sustainability. This research is useful as an input for business strategy in controlling 

SMEs' competitiveness, for success in competing for business competition. Besides that, it encourages 

SMEs to determine business orientation because it impacts to business sustainability. 
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Introduction 

 

The studies related to business sustainability are 

very interesting in the field of strategic management 

science (Petrini and Pozzebon, 2009), it is related to 

the long-term company’s performance expected by 

every CEO (Porter, 2008). The issue of business 

sustainability has become an important issue for a 

large company where the CEO is risking his 

business for a long-term period. However, business 

sustainability is also used by all types of companies 

like SMEs today (Egels-Zandén, 2016). Because 

the optimal performance of the company is a right 

for all types of companies both small to large. Even 

though business sustainability is only attached to 

large companies, SMEs have begun to use business 

sustainability through a business strategy to survive 

in business competition (Iturrioz et al., 2015). It has 

certainly become commonplace for large 

companies, but it is interesting for SMEs. This 

indicates the importance of business sustainability 

in SMEs to support the economy of a country, such 

as Indonesia, which strongly supports SMEs' 

development in all provinces. 

 

SMEs are a business run independently by 

entrepreneurs in a certain group. In running their 

business, SMEs tend to be stronger in accepting the 

shocks of economic crisis than the large companies 

(Susilo, 2010). One of them is through the 

sustainability of SMEs business in all provinces. 

One of the uniqueness of SMEs is the value of 

innovation adaption which is more easily absorbed 

compared to large companies, especially in the 

information technology field (Maduku et al., 2016). 

One of these advantages is certainly related to 

business performance so that SMEs are required to 

control their resources to create value (Iturrioz et 

al., 2015). The value creation is created and it aims 

at creating corporate competitiveness. 

Competitiveness is a condition of the company is 

interacting with its business environment (Maduku 

et al., 2016). The previous studies have been 

explained particularly for small companies that 
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competitiveness needs to be improved for small 

industries if it is related to the company’s 

performance and company's resistance to 

continuing to keep on a market position (Egels-

Zandén, 2016). It is not uncommon for small 

companies to be excluded from the market 

competition because they cannot create 

competitiveness and they tend to follow the pattern 

of competition from competitors, so they are 

difficult in maintaining market position (Iturrioz et 

al., 2015). It explains the importance of 

competitiveness, particularly SMEs in Indonesia, 

with the final goal of its business sustainability. 

 

The competitiveness of companies raises the offer 

of product’s or service’s value, sometimes that 

value becomes a measure in the creation of business 

strategies (Jeffers, 2010). The company is 

considered to have competitiveness when it can 

design the competitive conditions for its resource 

(Risal et al., 2016). SMEs in Indonesia have a lot of 

resources in business competition, which is valued 

from products, prices or services (Iturrioz et al., 

2015). However, there is a need for the value 

creation of resources, it can be seen from the 

weakness of competitiveness, particularly when 

competing with large companies. Furthermore, 

there is surely worry about the weaknesses of 

competitiveness, as long as the company can assess 

and create market orientation. Remember there is a 

good correlation between market orientation with 

the creation of corporate competitiveness 

(Jayawarna et al., 2014). SMEs in Indonesia are 

currently able to assess the target market; it is clear 

from products and services created in line with the 

market's intentions (Risal et al., 2016). However it 

needs to be evaluated on the creation of market 

orientation, remember that not all of the companies 

are detailed to the target market but they are hesitant 

in creating market orientation and they tend to be 

controlled by the market. 

 

It has been known from previous studies that there 

is a correlation between market orientation with the 

company's competitiveness, as well as its impact on 

business sustainability (Jeffers, 2010). It becomes 

interesting to study relates to market orientation, 

competitiveness, and business continuity. 

Reviewing from the phenomena of SMEs in 

Indonesia for market orientation and 

competitiveness, so the review in this study focuses 

on the value of market orientation achievement 

concerning competitiveness.  Another attractive 

study is the evaluation of market orientation and 

competitiveness in achieving business excellence 

(Ball, 2004). Through this study, it is expected to 

find a new strategy for SMEs in requiring company 

performance through the achievement of business 

excellence. So the finding of the study can be a 

model of SME's business competitive strategy. This 

research is unique, it considers that the study of 

evaluating market orientation and competitiveness 

in assessing business advantages at SMEs, which is 

rarely conducted. 

 

Literature Review 

Market Orientation 

 

The target of the company's market orientation in 

several decades is often used as a reason for the 

company to win business competition (Maryam et 

al., 2014). Because the measurement of the 

company's success in business competition is one of 

them from how to extend the market share it has 

(Roberts, 1990). Market share is aware of how far 

the company can create a target market orientation 

(Gallardo-Vázquez and Isabel Sánchez-Hernández, 

2014). Besides, market orientation is believed to be 

able to be the main resource in achieving corporate 

competitiveness (Zhou et al., 2005). So, it is not 

strange in the previous study that there are many 

studies review the correlation of increasing 

competitiveness through market orientation 

(Maryam et al., 2014). A radical change from the 

market leads to new demands to create a superior 

performance, and competition among entrepreneurs 

creates a huge challenge for company managers 

(Gallardo-Vázquez and Isabel Sánchez-Hernández, 

2014). This is manifested in a market-based strategy 

of intention or what is commonly referred to as 

market orientation (Messersmith and Wales, 2013); 

(Sawitri et al., 2019). Market-oriented companies 

must look forward, which is placing customers, 

competitors, markets and the market environment 

as the focus of their business.  

 

Market orientation is a business perspective that 

makes the customer keep focuses on the total 

operations of the company (Maryam et al., 2014). 

In principle, these theories explain that the company 

must concentrate on its target market intention. A 

business-market oriented when company culture 

commits systematically and fully to create a 

superior customer value continuously (Gabler et al., 

2015). Market orientation is a business model that 

focuses on providing or delivering products 

designed which is appropriate with intention, needs, 

and customer' requirements, besides the product 

function and the efficiency of production which is 

production orientation keeps being maintained (Cao 
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et al., 2014). Market orientation is a company 

philosophy that focuses on finding and fulfilling 

needs and customer’s intentions through product 

mix (Cravens and Nigel, 2009).  

 

At the beginning of theory is explained that there is 

a measurement of dimension from market 

orientation which are market intelligence, 

intelligence across departments and organization 

responsiveness (Cao et al., 2014). On the other 

hand, it is stated that market orientation includes 

some dimensions, such as; customer focus, 

competitor intelligence, and cross-functional 

cooperation (Cravens and Nigel, 2009). While it is 

also explained market orientation consists of 

customer orientation, competitor orientation dan 

inter-functional coordination (Narver and Slater, 

1990), in those dimensions can deliver success in 

introducing the product to their customer. The only 

value for your company in creating advantages is 

the value comes from your customers and customer 

who exist in the future (Ptacek et al., 2015). The 

business of a company will be a success by the way 

to get, to maintain, and to grow a customer. 

 

Competitiveness  

 

An entity of business is considered to have 

competitiveness from the operative point of view, 

so the entity of business must design the strategy to 

complete some conditions (Ptacek et al., 2015),  

such as a competitive price, a superior quality 

product, and high-level service to customer (Cao et 

al., 2014). Competitiveness is not easy to be created 

by the company because it needs the company's 

resources that are controlled so it has product or 

service quality which is more excellent than its 

competitors (Ptacek et al., 2015). Strategical 

competitiveness will be achieved when the entity of 

business has succeeded to formulate and implement 

a strategy of value creation (Hitt et al., 2013).  

 

It has been known that the competitiveness of the 

company relates to strategy formulation created, 

also implementing those strategies with the 

achievement of customer satisfaction for the value 

creation given by the company (Hidayat and 

Akhmad, 2016). Not a few companies establish and 

even coalition with the supplier to compete in 

business competition (Shamah, 2012); (Alamsyah 

and Syarifuddin, 2018); (Hikmawati and Alamsyah, 

2018). The study of competitiveness is very 

important if it is related to company performance 

and the business sustainability of the company. So 

it is not often a company creates resource towards 

business competitiveness to get a competitive 

advantage and business sustainability (Trendafilova 

et al., 2013). In business competition finally, 

competitiveness needs to assess target market 

intention (Porter, 2008), it is assessing the 

importance of market intention in creating business 

strategy and competitiveness of the company.  

 

The competitiveness of a business entity is related 

to how well the business model interacts with its 

environment to produce the offers that provide the 

additional value (Casado et al., 2014). 

Competitiveness is always related to the level of 

differentiation owned by the company; because it is 

believed that the difficult complication of being 

followed by competitors becomes the main capital 

in business competition (Eason et al., 2015). 

Competitiveness according to the World Economic 

Forum in the report on global competitiveness is 

stated to be a set of institutions, policies, and factors 

that determine the level of productivity of an effort 

(Seelos and Mair, 2005); (Sawitri, 2019). It explains 

the importance of competitiveness which assesses 

the capabilities of the resources owned and it 

explores the intention of the target market. Because 

in principle, competitiveness can be a series of 

efforts to the ability of a company to enter the 

market and the ability to survive in that market 

(Porter, 2008); (Sawitri and Astuty, 2018). It is 

particularly in a study of companies, in general, it is 

known that there are measures in assessing 

competitiveness, namely the focus on customers, 

focuses on paying attention to competitors, and the 

involvement of all functional elements of the 

company in creating competitiveness (Cravens and 

Nigel, 2009). 

 

Business Sustainability 

 

Large companies to small companies certainly 

always expect to continue to gain profitability and 

survive in business competition assuming business 

continuity (Petrini and Pozzebon, 2009). However, 

achieving business continuity is not easy, the main 

cause is surely a change in customer behavior and 

competitor of company strategy that threatens 

business competition (Hopkins, 2002). In the 

previous study, it was found that many factors were 

able to press the positive direction of business 

sustainability including business strategy 

innovation through competitiveness; besides that, 

there was a need for support from market targets, 

namely the ability to determine market orientation 

(Heiskala et al., 2016). In developing countries, the 

government is no longer caring about how much the 
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company's ability can survive in its business 

(Petrini and Pozzebon, 2009).  

 

The growth from sales is very extensive; financial 

and non-financial valuation criteria are the basis of 

sales growth (Weerawardena et al., 2010). So as for 

company profitability because it is not only material 

but non-material matters. And all these things have 

always been the basis for evaluating a company's 

business performance, the outcome of business 

performance leads ultimately to business 

sustainability. Other theories have been explained 

relating to business sustainability, which is valued 

by sales, market share, and profitability (Wheelen 

and Hunger, 2012).  

 

Previous studies have explained that sustainability 

can be seen from the marketing aspect and through 

the financial performance of business entities 

(Weerawardena et al., 2010).  Marketing aspects are 

the main aspects of marketing performance and 

company performance, both of them have almost 

the same size. Sometimes, the company measures 

the company's performance through marketing 

performance achieved (Cao et al., 2014). It explains 

the importance of assessing and evaluating the 

marketing aspects of the company for business 

sustainability. Marketing aspects are related to the 

product being created, the price determined, and a 

place that is assessed by strategy in reaching the 

market through corporate education (Jayawarna et 

al., 2014). Some of these things are used by the 

company as the main resource and it becomes the 

main source in determining market orientation. 

Keeping up with market orientation requires the 

company's main resources, one of them are the 

products and services it has (Gabler et al., 2015); 

(Hariyanto and Alamsyah, 2019).  

 

There are other perspectives of business 

sustainability that are assessed from financial 

performance; namely return on investment, revenue 

mix, asset utilization, and significant cost reduction 

(Petrini and Pozzebon, 2009). All of these 

measurements are closely related to assessing 

business performance in terms of financial 

profitability. This is in line with research in service 

companies that sustainability measures are more 

specific in business units such as those concerning 

profit, Return on Investment, Return on Assets or 

total turnover of labor (Levy and Park, 2011). These 

measures do not concern the size or size of the 

business entity. But it leads to a large number of 

financial and non-financial benefits to the company. 

Return on Assets is used to measure the ability of a 

business entity to generate profits by using the total 

assets owned by a business entity after adjusting for 

costs to fund these assets (Lee et al., 2013). Return 

on Assets can be interpreted as a result of a series of 

business entity policies and the influence of 

environmental factors. On the other hand, it appears 

that it has also been reviewed to assess the 

sustainability of a company's business from the 

magnitude of the company's development or 

commonly referred to as growth (Kang et al., 2015). 

This is in principle in line with previous studies that 

explain enough about Sales, Market Share and 

Profitability values that need to be considered in 

measuring business sustainability (Kang et al., 

2015). 

 Research Method 

 

The study conducted was an experimental study 

SMEs in Jakarta. There were 200 SMEs in Jakarta 

that became a research object with the survey 

directly in 2019. SMEs was a company that became 

the important attention of Indonesian government 

currently because of the company’s performance 

and toughness in facing a various economic crisis 

and business competition. Reviewing from the 

phenomenon and research object, so the researchers 

used the main research variable which was market 

orientation, competitiveness, and business 

sustainability. Each variable was assessed by three 

research dimensions, except mediation from 

competitiveness through the four dimensions. 

 

Data from research object was obtained through a 

questionnaire that had determined the answer by 

using approaching of Likert scale from "1" until 

"5", then data was processed to get information 

related to the research variable which was market 

orientation, competitiveness and business 

sustainability of SMEs. In studying the research 

object, it was determined through the Research 

Model Test that was tested through path analysis 

(Figure 1) and the Lisrel analysis tool. It was also 

conducted research Hypothesis Test to test the 

correlation between research variables. Here was a 

research hypothesis design.  

 

H1.  Market orientation had a positive correlation 

on the competitiveness creation of SMEs   

H2. Competitiveness had positive correlation on 

business sustainability improvement of SMEs  

H3. Market orientation had positive correlation 

directly to business sustainability 

improvement of SMEs 
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Figure 1. Research Hypothesis Model 

Maket Orientation

Competitiveness
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Sustainability
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X1 X3X2

Y1 Y3Y2

Z1 Z3Z2

Y4

 
 

Research Result & Discussion  

 

Based on data collected from 120 SMEs, is 

conducted data processing through the analysis 

tools of Lisrel. Statistical data processing result is 

known as the research model test result, the 

correlation value between the variable and the value 

of the significance test of the research hypothesis. 

Before it is stated the validity test result and 

reliability test of the research instrument presented 

in Table 1. Based on those testing results are stated 

that all of the research instruments are valid and 

reliable, because it has the value of Pearson 

Correlation is above 0.5 and Cronbach’s Alpha is 

above 0.7. 

 

Table 1: Validity and Reliability Test of Research Instrument  

Variables Instruments 
Pearson 

Correlation 

Cronbach’s 

Alpha 

Load. 

Factors 

Market 

Orientation 

Segmenting 

Targeting 

Positioning 

0.828 

0.877 

0.692 

0.704 

 

0.672 

0.774 

0.506 

Competitiveness Product 

Price 

Place 

Promotion 

0.709 

0.652 

0.814 

0.741 

0.706 

 

0.411 

0.574 

0.714 

0.523 

Business 

Sustainability 

Selling 

Profitability 

Marke Share 

0.789 

0.825 

0.849 

0.748 

 

0.683 

0.590 

0.848 

 

Here is data of the questionnaire result processed to 

test the research model from the research hypothesis 

model is in Figure 1. The model test result is 

presented in Table 2, where it is known that all of 

the testing criteria are Degree of Freedom, Chi-

Square and P-Value have the appropriate value of 

Cut of value, so it is stated that all of the 

appropriateness dimensions are in line with or fit. 

Studying from model test result (the good of fit), so 

it is stated analysis model fulfills criterion to be 

analyzed next. 

 

Table 2: Good of Fit Structural Model 

The Appropriateness 

Measurements 
Cut of Value The Value of Research Result Note 

Degrees of Freedom ≤ 1.00 0 Fit 

Chi-Square ≤ 1.00 0.0 Fit 

P-Value > 0.05 1.00 Fit 
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Figure 2. Correlation Values 

Maket Orientation

Competitiveness

Business 

Sustainability

0.74

0.49

0.28

 
 

The next result obtained is Correlation Values from 

the correlation between variables captured in Figure 

2. It is known that market orientation has a positive 

correlation to the competitiveness which is 0.74. 

Besides that, competitiveness is stated to have a 

positive correlation to business sustainability 

achievement, which can be assessed from the result 

of the correlation value is 0.49. Next, it is also 

known that market orientation has a positive 

correlation directly with business sustainability; it 

is marked by the correlation value is 0.28. This 

research result explains directly that 

competitiveness can be the relationship mediation 

between market orientations with sustainability 

business. Research result from the correlation 

among variables is emphasized by research 

hypothesis test result that is summed up on Table 3, 

where all of hypothesis test result that is assessed 

from t-statistic which is stated support or 

significant.  

 

Table 4: Summary of Research Hypothesis Test  

Hypothesis Research Hypothesis Test 
Result of t-

statistic 
Result 

H1 Market Orientation to Competitiveness 11.97 Support 

H2 Competitiveness to Business Sustainability 5.23 Support 

H3 Market Orientation to Business Sustainability 2.97 Support 

 

The Correlation of Market Orientation on 

Competitiveness Creation of SMEs  

 

It is known that based on the research results 

mentioned that market orientation has a positive 

correlation to the competitive creation of SMEs. In 

which when SMEs can make business strategies 

through the creation of market orientation, they are 

directly capable of delivering on the achievement of 

SME's competitiveness. This is certainly in line 

with the previous research studies and completing 

these studies (Melewar et al., 2012); (Sutapa et al., 

2017); (Yang et al., 2015). Because for companies 

in general, if they want to create competitiveness in 

competition, they need to pay attention to market 

orientation strategies. In market orientation, several 

measurements need to be considered if you want to 

be used as a strategy to control competitiveness, 

including are segmenting, targeting, and 

positioning. Examining the loading factors values in 

Table 1, it is known that the measurement 

considered to be the most decisive for creating 

market orientation is targeting. Targeting, in this 

case, is talking about the target market of SMEs, 

where each company is certainly required to 

determine the target market and it determines 

strategy achievement (Sayeed et al., 2019). 

Determining a true target market is not easy, 

because every company has set a target market and 

it has often a common target. Therefore, companies 

that have a good market orientation when 

determining the target market are in line with 

market share and it is appropriate in determining 

strategy achievement (Jayawarna et al., 2014). The 

second thing that is considered important in 

determine market orientation is clear segmenting of 

the company. SMEs in Jakarta have 

competitiveness because they can survive in any 
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economic situation on the average (Najib and 

Kiminami, 2011). However, in determining market 

segments, sometimes it still needs to be evaluated. 

SMEs are often wrong in determining market 

segments. This is the main cause is too broad 

market reach and the weakness of strategy 

achievement. So it is advisable to stay focused on 

exploring clear market segments. Considering its 

impact on performance to determine market 

orientation. Furthermore, it is also known that in 

market orientation, it is necessary to determine the 

positioning of the products or services offered.  

 

Research on market orientation and its correlation 

to competitiveness has been conducted a lot before, 

both in the service industry, education or 

manufacture (Haroon Hafeez et al., 2012). The 

previous studies, it appears that this research has the 

same results, where the competitiveness of a 

company can be controlled by market orientation. 

But the differences of previous research studies 

from the measurements of research variables. 

Although there are differences in how to measure, 

the results remain the same, which is the correlation 

and even the impact of market orientation on 

company competitiveness. So it can be summed up 

that part of these research findings completes the 

previous research. Furthermore, part of the findings 

of this study can be used as appropriate information, 

especially for SMEs in Jakarta, when it examines 

the industrial competitive strategies through a series 

of strategies on market orientation. Surely, with the 

ultimate goal of finding better of SMEs 

performance in sustaining the economy in 

Indonesia. The research findings at this stage are 

confirmed by research hypothesis test results which 

have been presented in Table 4, for the first 

hypothesis with the significant results (support). 

Then, through these results, it can be stated that 

market orientation has a significant correlation to 

competitiveness. 

 

   

The Impact of Competitiveness on Sustainability 

Business of SMEs  

 

Competitiveness is the main source of the company 

in business competition; in which all the resources 

they have been mobilized to create superior 

competitiveness (Singh et al., 2007). Companies 

both small and large, creating competitiveness that 

aims to achieve the performance of a capable 

company (Melewar et al., 2012). So companies are 

competing to create competitiveness that cannot be 

emulated by other companies and it still survives in 

business competition. Today, SMEs in DKI Jakarta 

through a series of business strategies have created 

competitiveness; competitiveness is surely used to 

compete with similar competitors or strong 

competitors such as large companies. However, 

there are some weaknesses in the competitiveness 

of SMEs in Jakarta, as in the research results that 

there are still some weaknesses of achievements in 

competitiveness. This is evidence from the Loading 

Factors values in Table 1 for product sizes. The 

results of these measurements stated that the weak 

support of the products created in determining the 

competitiveness of SMEs. It will certainly disrupt 

the creation of competitive advantage from SMEs. 

However, when if it is reviewed as a whole on all 

research dimensions, it appears to support its 

correlation with the business sustainability of 

SMEs. This result can be seen from the correlation 

value of competitiveness of SMEs with business 

sustainability of 0.49 (Figure 2). These results 

explain that the higher the competitiveness of 

SMEs, the better it is in determining the 

sustainability of its business. 

 

Based on the results in Figure 2, it is known that 

competitiveness has a positive correlation to the 

business sustainability of SMEs. Part of the 

research findings is the same as previous studies of 

the correlation between market orientation and 

competitiveness, which are positively related. 

However, the correlation value of competitiveness 

in business sustainability is lower than the 

correlation of market orientation in 

competitiveness. It indicates that the first 

correlation, namely market orientation on 

competitiveness is stronger. This result is 

considered reasonable remembering the company's 

competitiveness creation resources are often 

associated with market orientation, which is related 

to customers and internal resources they have. 

While business continuity is not always determined 

by the competitiveness of the company. Many 

things are more important than competitiveness, for 

example for service companies, competitive 

advantage is needed when it relates to the 

company’s performance and business 

sustainability. It is the same with manufacturing 

companies where the unique capabilities of the 

company very determine its business sustainability 

(Cao et al., 2014). 

 

In this stage, it explains directly the correlation and 

the impact of competitiveness on business 

sustainability. However, it is necessary to know the 

determinant factors of competitiveness creation so 
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that business sustainability can be achieved by 

SMEs in Jakarta. As is known in Table 1, where the 

competitiveness of SMEs is determined by several 

strategies used by the company. The strategy is 

evaluated based on the marketing mix of product, 

price, place, and promotion. So that in offering 

products, it is more easily accepted by customers, 

especially in Jakarta SMEs have collaborated with 

large companies such as food products in 

collaboration with large retailers. It means that 

customers can get product intention from SMEs can 

be achieved in around them. The essence of this 

research results explains that place is not a problem 

with regarding market orientation in Jakarta, so the 

place needs to be a major concern when it comes to 

competitiveness.  

 

Next, the determining factor for market orientation 

in achieving business sustainability is the 

competitiveness strategy through price and 

promotion (Table 1). It is said to be reasonable 

because Jakarta has a sensitive character for 

customers in determining prices, as well as the 

intensity of promotions conducted. Therefore, it is 

said to be common if it is connected to price and 

promotion with competitiveness creation. Finally, 

all of the strategy measurements of competitiveness 

can support the achievement of business 

sustainability, especially at SMEs in Jakarta. 

Furthermore, it can be stated that part of the 

research findings on the correlation of 

competitiveness to business sustainability can 

complete the previous studies (Casado et al., 2014); 

(Henckens et al., 2016). Both relating to the service 

industry or industry in general. It is emphasized 

through hypothesis test results that have been 

summarized in Table 4 for the second hypothesis, 

which is by the significant results (support). So it 

can be stated that the competitiveness of SMEs in 

Jakarta has surely a correlation and it impacts 

business sustainability achievement. 

 

Supporting of Market Orientation on Business 

Sustainability of SMEs  

 

The final research result of this study is a study of 

the correlation of market orientation directly to 

business sustainability. As it has been already 

known previously that is illustrated in Figure 2, 

where the correlation value of market orientation 

towards business sustainability is known to be 0.28, 

which explains the better implementation form 

market orientation of SMEs, so the better in 

achieving business sustainability. Besides that, it 

has also been explained from the research findings 

that competitiveness has a good correlation to 

business sustainability, and competitiveness can be 

achieved through the supporting market orientation. 

Examining the research findings can be 

summarized that competitiveness can mediate the 

correlation of market orientation with business 

continuity; it is in line with the positive value of the 

correlation value illustrated in the results of the 

research model in Figure 2. The research section of 

the direct correlation of market orientation on 

business sustainability has been truly carried out by 

previous studies (Sanyal and Datta, 2011). But this 

time it was reviewed again on SMEs in Jakarta, with 

the same result that there was a positive correlation 

from market orientation with business 

sustainability. So that part of this research stage is 

also able to complete the previous studies. Research 

results at this stage also tested the research 

hypothesis with the results summarized in Table 4, 

wherein the third hypothesis with a statistical t-test 

is known to be significant (support) for the results. 

 

Another interesting stage of this study result is the 

study of the Loading Factor value of business 

sustainability. To find out which factors are the 

most decisive of achieving business sustainability at 

SMEs in Jakarta based on the measures that have 

been reviewed. Reviewing the results in Table 1, 

there are three dimensions to assess business 

sustainability, are sales, profitability and market 

share. From those three dimensions, the most 

determining of business sustainability is market 

share, which is the extensive and greater 

achievement of market share owned by SMEs. 

Market share is the main source of income for each 

company because inside of it there is a customer’s 

target of the company. Thus, each company 

competes to determine a set of marketing strategies 

to expand its market share. When the customer 

market share is controlled by the company, so it will 

facilitate the company is offering its products or 

services. SMEs in Jakarta have not extensive for its 

market share, because they are more 

environmentally bounded by provinces or even 

cities, but their advantages are consistent with 

market share (Indris and Primiana, 2015). So that in 

determining and implementing innovation is more 

freely, it supports SME's sustainability in Jakarta. 

The essence of this finding certainly becomes useful 

information for SMEs or companies in general, 

which is to focus on market share to facilitate 

innovation in achieving the target market.  

 

The second interesting thing from business 

continuity is sales; sales are certainly related to the 
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number of products or services chosen by 

customers. It is common that sales also determine to 

business sustainability because companies need 

economic turnover through products and services. 

The large or small scale is not too important, but the 

sustainability of sales is very important. Many 

companies are concerned with proportional sales 

because it determines the size of the profit. So 

sometimes it is less focused on the target market in 

the market share. Market share is the main thing that 

needs attention related to business sustainability. 

Next, it also relates to business sustainability is the 

profitability factor that is related to finance obtained 

by SMEs (Javalgi and Todd, 2011). This finding is 

expected to be a meaningful input not only for 

SMEs in Indonesia but for companies in general, 

where it needs to notice mediation from 

competitiveness when it is related to business 

sustainability. Expectations of support from the 

government are also very necessary because it has 

been known in previous studies that companies will 

have industrial competitiveness when they can 

control the external factors, one of them is the 

government's support. 

 

Conclusions and Suggestion  

 

Business sustainability becomes the ultimate goal in 

this research, where it is studied the correlation with 

mediation from competitiveness and support of 

market orientation. Finding the research is 

explained that there is a correlation between market 

orientations either directly or through 

competitiveness on business sustainability. It means 

that the company needs to observe mediation from 

competitiveness supported by market orientation to 

evaluate its business sustainability achievement. 

The study is conducted at SMEs in Jakarta, where it 

has uniqueness for improvement and the absorption 

of innovation in the effort of maintaining 

competitiveness and its business sustainability. This 

research can truly be important information for 

SMEs because a test result is stated to be good in its 

implementation. Therefore, it still needs a god to 

compliment research measurement or other factors 

that can influence the achievement level of business 

sustainability. So, it is suggested in further research 

to study other factors like the capability of 

uniqueness and innovation as a power resource of 

company competitiveness to achieve business 

sustainability. 
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