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Abstract 
 

This study investigates the effect of entrepreneurial orientation (EO), market orientation (MO), and marketing 

capabilities (MCs) on Oman SMEs' performance. A survey of SMEs' managers/owners was undertaken, and a total 
of 353 usable questionnaires were received for empirical research and analyzed by using the structural equation 

model (Smart-PLS). The results demonstrated that MO, EO, and MCs (planning and implementation) influence 

positively and significantly SMEs' performance and revealed that MO has made the greatest contribution to the 
improvement of SMEs' performance, trailed by EO, and lastly, MCs. It contributes to the literature by illustrating 

the relevance of the synergy of EO and MO as (strategic resources), with MCs (as dynamic capabilities) of firms in 

improving their performance and SMEs' managers/owners might maximize the utilization of internal resources to 
enhance the performance of their SMEs. 
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1. Introduction 
 

The success of SMEs has indeed been recognized as a crucial factor in the economic expansion of both developed 

and developing nations (Shaher & Ali, 2020; Ali et al., 2020; Rahaman et al., 2021; Khamaludin et al., 2022). 

SMEs have been globally recognized as a significant driver of competition, economic growth, and job creation 

(Asad et al., 2020; Rahaman et al., 2021; Khamaludin et al., 2022). SMEs serve more than 95% of all businesses 

worldwide and account for around 50% of value-added and 60% to 70% of total jobs in most countries (Lekmat et 

al., 2018). Additionally, there is increasing recognition of the significant impact of SMEs on developing economies 

(Ali et al., 2020; Alalawi, 2020; Khamaludin et al., 2022). In Oman, the SME sector starts the growth curve with 

12694 small and medium-sized enterprises registered in Oman SMEs Development Authority until 13 July 2020, 

with a contribution of 15% to Oman’s gross domestic product (GDP) in 2019 (Stepanyan et al., 2019). However, in 

comparison with the SME contributions in neighboring countries, the Oman GDP contribution rate of SMEs is very 

poor, whereas the contribution of SMEs to the GDP of the United Arab Emirates, Bahrain, Kuwait, Saudi Arabia, 

and Qatar was (0.30, 0.29, 0.20, 0.20, and 0.17) respectively in 2019 based on Stepanyan et al. (2019). 
 

The success of SMEs is important since it benefits to the Omani economy's continuing diversification (Al Farsi & 

Alattar, 2021; Khan et al., 2021). However, the majority of SMEs in developing countries are at risk due to a lack 

of managerial skills, a lack of market orientation, a lack of marketing abilities and experience, and a lack of 

entrepreneurial spirit (Ali et al., 2020; Maaodhah et al., 2021; Rahaman et al., 2021; Kanaan-Jebna et al., 2022). As 

a result, the poor performance of Oman's small and medium-sized firms (SMEs) is a major concern between 

policymakers and practitioners, thus, it needs the immediate interest of academics to do studies that might help the 

situation. In this regard, Activities and strategic practices to support value development should be created as part of 

the challenges faced by Oman SMEs, unless they will not be able to achieve precedence in growth compared to 

other developing countries (Al Badi, 2019; Sanyal et al., 2020; Nusair et al., 2021; Al Farsi & Alattar, 2021). 

Furthermore, businesses in developing economies need a constructive, high value-added, and effective approach to 

their conventional management style, such a change should concentrate on intangible strategic tools practices, and 

expertise, such as market orientation (MO), entrepreneurial orientation (EO), and marketing capabilities (MCs) 

(Pulka et al., 2018; Al Badi, 2019; Ali et al., 2020; Aljanabi, 2020; Shameem & Hilal, 2021; Maaodhah et al., 2021; 

Rahaman et al., 2021; Kanaan-Jebna et al., 2022). They will be used these resources and capabilities to gain a 

competitive advantage and, consequently, enhance SMEs' performance in difficult environments. 
 

EO is used by proactive, inventive, and calculated risk-taking organizations to explore new opportunities and assess 

their current capabilities (Ali et al., 2020; Rahaman et al., 2021; Kanaan-Jebna et al., 2022). Consequently, the 

entrepreneur's purpose is to revolutionize industrial production by adopting innovative practices, leveraging an 

invention, and/or modern technological possibilities to create new products or repurpose existing ones;  
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By creating a new market for goods or/and a new supply of raw materials, and by reorganizing industrial objectives 

(Ali et al., 2020; Rahaman et al., 2021). 
 

MO stresses companies' contribution to the production of goods and services that meet consumer requirements and 

needs (Jaworski & Kohli, 1993; Ali et al., 2020; Kanaan-Jebna et al., 2022). This principle embodies the concept of 

a high MO which fosters performance alignment in order to help enterprises by transforming the potential benefits 

of flexibility, adaptability, analyzing information, expertise, and responsiveness for a singular strategic resource 

(Asad et al., 2020; Shameem & Hilal, 2021; Maaodhah et al., 2021). MO could thus play a major role in the firm's 

success in today's competitive market (Buli, 2017; Asad et al., 2020; Rincon et al., 2022; Khamaludin et al., 2022).  

EO and MO drove small and medium-sized businesses to produce higher and better outputs than those without 

intangible capital (Acosta et al., 2018; Ghantous & Alnawas, 2020; Ali et al., 2020; Hussain et al., 2021; Shameem 

& Hilal, 2021; Kanaan-Jebna et al., 2022). However, researchers especially those following the firm's resource-

based view, have argued that MO and EO alone are not enough to achieve better findings such as (Kajalo & 

Lindblom, 2015; Kamboj & Rahman, 2017; Ali et al., 2020; Yaskun, 2021; Rincon et al., 2022). For instance, 

Murray et al. (2011) and Kajalo and Lindblom (2015) argued that the real success of EO and MO comes through 

their synergy with marketing capabilities to achieve high performance. 
 

The marketing Capability (MC) of a business is defined as its capacity to comprehend and address market demands 

(Kamboj & Rahman, 2017; Mohammed et al., 2017). It may be characterized as a business's capacity to allocate its 

resources to marketing activities that satisfy client requirements (Day, 1994; Reimann et al., 2021). Vorhies et al. 
(2009) and Mohammed et al. (2017) noted in this scenario that MCs (planning and implementation) are critical for 

resource deployment to accomplish product-market objectives. These skills streamline the planning and 

coordination processes necessary to ensure that the marketing program-level activities of the firm's specialist 

marketing capabilities are both suitable and successful in achieving the firm's objectives. As a result, MCs like 

planning and execution are critical since they back differentiation strategies via gathering relevant data from the 

marketplace and generating plans of marketing and implementation methods to act on it (Mohammed et al., 2017; 

Davcik et al., 2021). Although it is a widely held belief that good marketing skills result in increased corporate 

performance (e.g., Mohammed et al., 2017; Pulka et al., 2018; Joensuu-Salo et al., 2018; Lee, 2021), actual 

research and assessment of the contribution of marketing capabilities to corporate performance are surprisingly few, 

particularly in SMEs (Lee & Falahat, 2019; Dethine et al., 2020; Kim & Lim, 2022). 
 

Moreover, there is a severe scarcity of studies that examined the impact of MO, EO, and MCs on the financial and 

non-financial performance of SMEs in developing countries, especially in the GCC countries such as Oman (Kajalo 

& Lindblom, 2015; Kamboj & Rahman, 2017; Pulka et al., 2018; Lekmat et al., 2018; Joensuu-Salo et al., 2018; 

Ali et al., 2020; Sanyal et al., 2020; Saleh et al., 2021; Dahleez & Abdelfattah, 2021). Therefore, the current study 

is one of the first to examine the relationship between EO, MO, MCs, and SMEs' financial and non-financial 

performance in Oman, by investigating this study's questions: RQ1. Does EO have an effect on SMEs' performance 

in Oman? RQ2.  Does MO have an effect on SMEs' performance in Oman? RQ3.  Do MCs (planning and 

implementation) have an effect on SMEs' performance in Oman? 
 

The remainder of this article is organized in the following manner. The next part summarizes the existing literature 

on the relation between MO, EO, MCs, and the performance of SMEs and develops the study's hypotheses. The 

following parts covered the methodology, analysis, and findings. The last part discussed the findings, limitations, 

and future research directions. 
 

2. Literature review and hypotheses building 
 

2.1. Entrepreneurial Orientation (EO) 
 

EO has gained critical analytical and conceptual attention in strategic management and entrepreneurship studies 

and has a key role in entrepreneurial science (e.g., Palmer et al., 2019; Ali et al., 2020; Rahaman et al., 2021; Al-

Hakimi et al., 2021).  EO is a mixture of strategies, procedures, and processes that provide insight into the basis of 

business choices and behaviors (Al-Henzab et al., 2018; Palmer et al., 2019; Shaher & Ali, 2020). EO may be 

described as the methods, practices, and decision-making activities employed by a business to enhance the value of 

its products and services in response to consumer requirements, hence resulting in increased performance (Al-

Henzab et al., 2018; Ali et al., 2020). Researchers discovered that firms with a great EO strategy outperform those 

that do not adopt it (Ali et al., 2020; Ghantous & Alnawas, 2020; Hussain et al., 2021; Rincon et al., 2022). EO is a 

reflection of exploratory or creative learning that enables a business to form hypotheses about its rivals and 

business climate and to generate value for its consumers (Ali et al., 2020; Al-Hakimi et al., 2021). Hence, a 

business should prioritize effective strategic practices such as EO, in order to foster an organizational culture of 

value creation and enhance the firm's performance (Lekmat et al., 2018). 
 

In three initial dimensions, Miller (1983) created EO, which includes: risk-taking, innovativeness, and 

proactiveness. The three EO dimensions of Miller were then translated into observable scales that function together 

to provide an integral single-dimensional strategic direction (Covin & Slevin, 1989; Palmer et al., 2019; Ali et al., 
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2020).  

Two additional factors were suggested by Lumpkin and Dess (1996), namely competitive aggressively and 

autonomy. However, Miller's model (1983), which Covin and Slevin (1989) developed, is used in this study, 

because the three EO dimensions were supported by Kreiser et al. (2002) and argued that it was irrelevant to 

include the two dimensions proposed by Lumpkin and Dess (1996). Moreover, the first three dimensions of the five 

dimensions are the main component affecting organizational efficiency (Hughes & Morgan, 2007; Palmer et al., 

2019; Shaher & Ali, 2020; Ali et al., 2020; Rincon et al., 2022).  

Innovativeness refers to a business's readiness to promote innovation, creative analyzing, and the creation and 

evolution of new concepts via experimenting, all of which result in the development of new goods, services, 

marketing strategies, and new organizational ways inside the company (Oliva et al., 2019; Shameem & Hilal, 

2021). Thus, enterprises are steered toward market competitiveness through the delivery of value for the company 

as well its consumers (Singh et al., 2019; Maaodhah et al., 2021; Al-Hakimi et al., 2021; Rahaman et al., 2021). 

Proactiveness indicates to businesses that being able to identify and take advantage of potential market 

opportunities, thus achieving competitive precedence over their competitors (Kellermanns, et al., 2016; Palmer et 

al., 2019; Shaher & Ali, 2020; Ali et al., 2020). As well proactiveness is typically correlated with the quest for new 

market opportunities (Ghantous & Alnawas, 2020). It aims at introducing new approaches or strategies and acting 

to respond to market changes (Ghantous & Alnawas, 2020; Yaskun, 2021; Al-Hakimi et al., 2021). Risk-taking 

denotes a company's proclivity to seize chances and engage in high-risk activities in an unstable environment in 

order to achieve its goals (Ali et al., 2020; Shameem & Hilal, 2021). 
 

2.1.1 EO and SMEs' performance 
 

In the entrepreneurship literature, a large amount of study has focused on the relationship between EO and 

organizational success. As previously stated, most earlier investigations have measured EO using the principles and 

methods of Miller (1983) and Covin and Slevin (1989) (e.g., Jogaratnam, 2017; Palmer et al., 2019; Shaher & Ali, 

2020; Ali et al., 2020; Rahaman et al., 2021; Kanaan-Jebna et al., 2022). As a critical strategic practice, EO helps 

managers explain part of their strategic behavior and enables firms to outperform their competitors via innovation, 

proactive reaction to market opportunities, and risk tolerance (Lekmat et al., 2018; Ali et al., 2020; Ghantous & 

Alnawas, 2020; Al-Hakimi et al., 2021). As a result, SMEs with a great capacity for creativity, initiative, and risk-

taking can obtain a competitive edge and gain top performance (Palmer et al., 2019; Shaher & Ali, 2020; Ali et al., 

2020; Ghantous & Alnawas, 2020; Rahaman et al., 2021; Yaskun, 2021; Kanaan-Jebna et al., 2022). However, 

some studies revealed a negative or no significant correlation (Kajalo & Lindblom, 2015; Rincon et al., 2022). Due 

to the inconsistency of the findings, more study in a different environment is necessary to examine this link. As a 

result, we suggest the following hypothesis: 
 

H1: EO positively affects Oman SMEs' performance. 
 

2.2. Market Orientation (MO) 
 

The MO's concept is a key aspect of the theory's marketing (Lekmat et al., 2018; Ali et al., 2020). In the world of 

business, MO is focusing on the needs and wants of customers in the design of goods and services (Asad et al., 

2020; Saleh et al., 2021; Rahaman et al., 2021). For long-term competitive advantage, several researchers have 

concluded that businesses must embrace MO (e.g., Ali et al., 2020; Jiang et al., 2020; Saleh et al., 2021; Rahaman 

et al., 2021; Khamaludin et al., 2022). A company's capacity, unique, and valuable resources that cannot be simply 

replicated, underscore the need of prioritizing the customer's needs in operations and strategy (Lekmat et al., 2018; 

Saleh et al., 2021; Rincon et al., 2022). MO is the capacity of a company's management to recognize and address 

the needs of its customers in the most efficient manner possible (Narver & Slater, 1990; Lekmat et al., 2018; 

Ghantous & Alnawas, 2020; Ali et al., 2020). The customer–provider connection is the focal point of a market-

oriented strategy, which inverted an organization's culture, shared values, and beliefs (Ali et al., 2020). To achieve 

their objectives and maximize profits, businesses must adopt more efficient and effective methods than their rivals 

(Saleh et al., 2021; Maaodhah et al., 2021; Shameem & Hilal, 2021). Thus, MO helps a company to adapt to 

market changes quickly by introducing new products and services (Ali et al., 2020; Rahaman et al., 2021; 

Khamaludin et al., 2022). 

From a cultural perspective, MO is described by Narver and Slater as "the organization's culture that most 

effectively and efficiently creates the necessary behavior for the development of superior value for customers and, 

consequently, continual superior performance for the company" (1990, p. 21). MO consists of three cultural 

components, according to Narver and Slater (1990): customer orientation, which refers to a thorough grasp of target 

buyers in order to provide them with consistently higher value.; competitor orientation, refers to a firm's ability to 

comprehend the vulnerabilities, strengths, lengthy capabilities, and plans of current and prospective rivals; and the 

inter-functional dimension refers to a firm's capacity to integrate its resources to provide more value for its target 

consumers.  
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All of these elements assist organizations to comprehend their customers' present and future demands, defining 

their rivals' current and future tactics, and developing a culture that encourages workers to share vital information, 

expertise, and innovation projects in response to external market changes to satisfy the customers (Lekmat et al., 

2018; Ghantous & Alnawas, 2020; Ali et al., 2020; Saleh et al., 2021; Alshammakh & Azmin, 2021; Rahaman et 
al., 2021; Khamaludin et al., 2022). Therefore, we used these three dimensions of MO suggested by Narver and 

Slater (1990) in this study. 
 

2.2.1. MO and SMEs' performance 
 

In the literature on marketing, a customer-centric, and market-focused culture are lauded as a key to the growing 

profitability of firms because they place consumer requirements first (Ali et al., 2020; Rahaman et al., 2021; 

Khamaludin et al., 2022). Competitive advantage and excellent performance can only be attained via exceptional 

customer value generation (Lekmat et al., 2018; Ali et al., 2020). The MO's literature review showed that most 

empirical studies consider MO as a holistic approach that has demonstrated its significant role in organizational 

performance such as Ghantous and Alnawas (2020), Abdulrab et al. (2020), Ali et al. (2020), Jiang et al. (2020), 

Asad et al. (2020), Hussain et al. (2021) Shameem and Hilal (2021) Maaodhah et al. (2021), Rahaman et al. 

(2021), Dahleez and Abdelfattah (2021), and Kanaan-Jebna et al. (2022) as all of these studies have shown that MO 

has a clear connection to organization's performance.  Moreover, although studies such as Hussain et al. (2021), and 

Shameem and Hilal (2021) have reported that all MO dimensions are significantly associated, other studies have 

only found some MO's dimensions have an impact on a firm's performance (e.g., Saleh et al., 2021). Furthermore, 

MO, according to the RBV, emphasizes enterprises' dedication to developing services and products that meet 

consumer demands and expectancies (Jaworski and Kohli, 1993). This principle indicates a strategy that supports 

performance linking to benefit SMEs by turning flexibility, adaptability, processing information, and understanding 

into a distinctive crucial resource (Hussain et al., 2021; Shameem & Hilal, 2021; Maaodhah et al., 2021). In the 

current dynamic economic environment, MO may thus be played a vital role in enterprises' performance (Buli, 

2017; Hussain et al., 2021; Saleh et al., 2021). As a result, SMEs with MO gain better and higher results than other 

SMEs without intangible resources such as MO (Ali et al., 2020; Rahaman et al., 2021; Saleh et al., 2021; Kanaan-

Jebna et al., 2022). These reviews demonstrated that empirical findings of MO have produced complicated and 

contradictory outcomes, necessitating the conduct of more research on the relationship between MO and 

performance in various environments. Consequently, we hypothesize: 
 

H2: MO positively affects Oman SMEs' performance. 
 

2.3. Marketing Capabilities (MCs) 
 

Marketing capabilities are regarded as an essential mechanism for applying an organization's expertise, skills, and 

collective resources to market-related business requirements, thereby allowing businesses to add value, respond to 

market conditions, capitalize on market opportunities, and counter competitive threats (Mohammed et al., 2017; 

Kamboj & Rahman, 2017; Pulka et al., 2018; Mehrabi et al., 2019; Hendar et al., 2020; Davcik et al., 2021; 

Kerdpitak & Kerdpitak, 2021). In addition, marketing capacities are identified as integrative processes designed to 

enable an organization to meet market-related business needs, for adding value to its services and goods, respond to 

market situations, and deal with threats and opportunities in the market (Mohammed et al., 2017; Kamboj & 

Rahman, 2017; Pulka et al., 2018; Davcik et al., 2021; Kerdpitak & Kerdpitak, 2021). Marketing capabilities may 

be viewed as the marketing procedures that promote strategies, such as distinctive marketing mix elements, market 

analysis, and market governance (Pulka et al., 2018; Kerdpitak & Kerdpitak, 2021; Rincon et al., 2022). 
 

Vorhies et al. (2009) and Mohammed et al. (2017) differentiated between architectural and specialized marketing 

capabilities. Personal selling, product innovation, pricing, marketing communications, distribution, and goods-

based sectors, are all examples of specialized MCs. In contrast, architectural MCs (planning and implementation), 

on the other hand, focus on the allocation of resources to achieve product-market goals. This means that the firm's 

marketing program operations rely on the planning and implementation mechanisms provided by architectural MCs 

in order to achieve its goals efficiently (Morgan et al., 2003; Mohammed et al., 2017; Feng et al., 2017; Lady & 

Arafah, 2018; Chetthamrongchai & Jermsittiparsert, 2020). In this context, marketing planning competency (MPC) 

refers to the capacity to oversee the creation and implementation of a company's future plans utilizing certain 

methods and methodologies (Mohammed et al., 2017; Feng et al., 2017). According to Slotegraaf and Dickson 

(2004), marketing planning is an essential strategic strategy for increasing organizational capacities by integrating 

and reorganizing a company's resources. In contrast, marketing implementation capability (MIC) evaluates a 

company's competence to implement its plan through the management and allocation of its marketing resources 

(Vorhies & Morgan 2005). The ability of a business to transform resources into implementing marketing strategies 

and activities is what defines its marketing implementation capability (Mohammed et al., 2017; Feng et al., 2017; 

Lady & Arafah, 2018). Marketing implementation skills have been shown to improve an organization's success by 

Vorhies and Morgan (2005) and Mohammed et al. (2017). Therefore, SMEs' capacity to plan and implement 

marketing strategies more effectively is one of the most important elements influencing marketing effectiveness 

and enhancing their performance (Feng et al., 2017; Lady & Arafah, 2018; Chetthamrongchai & Jermsittiparsert, 



International Journal of Business and Social Science         Vol. 13 • No. 5 • October 2022       doi:10.30845/ijbss.v13n5p5 
 

47 

2020; Kerdpitak & Kerdpitak, 2021; Rincon et al., 2022).  

Although it is a common argument that the outcome of successful marketing capabilities is improved corporate 

performance such as Davcik et al. (2021), empirical testing and evaluation of marketing capability contribution to 

corporate performance are surprisingly limited, especially in SMEs' performance (Kajalo & Lindblom, 2015; Pulka 

et al., 2018; Reimann et al., 2021). Therefore, this study attempts to cover this research gap. 
 

2.3.1. Marketing Capabilities (MCs) and SMEs’ Performance 
 

MCs refer to a company's capacities to perceive and respond to market requirements (Mohammed et al., 2017; 

Davcik et al., 2021). Simply expressed, it is the company's ability to utilize its resources to suit the needs of its 

consumers (Pulka et al., 2018; Kerdpitak & Kerdpitak, 2021). According to Vorhies et al. (2009) marketing 

competencies (planning and execution) must be considered when allocating resources to achieve product-market 

objectives.  

In addition, MC contributes to the development and implementation of strategies to ensure the specialized MCs of 

the firm are adequate and efficient for achieving its strategic objectives. This is why it is essential to have robust 

marketing skills to support differentiation activities by gathering pertinent market information and formulating 

marketing plans based on that information (Morgan et al., 2003; Mohammed et al., 2017; Feng et al., 2017; 

Chetthamrongchai & Jermsittiparsert, 2020). Since MCs are integrated operations that full use of a firm's expertise, 

abilities, and resources, they allow enterprises to better meet the needs of their customers by providing products 

that are more valuable (Pulka et al., 2018; Kerdpitak & Kerdpitak, 2021; Rincon et al., 2022). Empirical analyses 

of how marketing ability leads to firms' performance are relatively scant, especially in SMEs in developing 

countries (Lekmat et al., 2018; Davcik et al., 2021; Kerdpitak & Kerdpitak, 2021). However, several studies have 

revealed that MCs have an influence positively on firms' performance (Mohammed et al., 2017; Mehrabi et al., 

2019; Aljanabi, 2020; Hendar et al., 2020; Davcik et al., 2021; Kerdpitak & Kerdpitak, 2021; Reimann et al., 2021; 

Reimann et al., 2022). This is true of both marketing planning capability (Mohammed et al., 2017; Arunachalam et 

al., 2018; Davcik et al., 2021) and marketing implementation capability (Vorhies & Morgan, 2005; Salter et al., 

2010; Mohammed et al., 2017; Arunachalam et al., 2018; Davcik et al., 2021). Kajalo and Lindblom (2015) 

asserted that marketing implementation capability positively affects marketing effectiveness in SMEs, which 

ultimately leads to improved SMEs' performance. Furthermore, based on RBV, for SMEs that seek to achieve 

competitive precedence, the MCs are unique, non-exchangeable, and incomparable (Morgan et al. 2009; Jin et al., 

2018; Davcik et al., 2021), as MCs help companies to create unique value for their products, achieve a competitive 

advantage and increase performance (Mohammed et al., 2017; Jin et al., 2018; Davcik et al., 2021). Enterprises 

with distinctive marketing capabilities can outperform their competitors through the creation of new products, price 

strategies to meet consumer requirements, and successful marketing communication (Lekmat et al., 2018; Jin et al., 

2018; Davcik et al., 2021; Reimann et al., 2022). Consequently, we hypothesize: 

H3: MCs positively affect Oman SMEs' performance. 
 

Based on the preceding discussion, this study aims to analyze the relationship between MO, EO, MCs, and SMEs' 

performance in Oman. Figure 1 depicts the conceptual model. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The research framework 
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The descriptive analysis was carried out with version 26 of the statistical program for social sciences as shown in 

Table 1 (SPSS). The developed model was validated in two stages: "the outer model (validity and reliability) and 

the inner model (R
2
 and predictive relevance of the model)". The significance levels of loadings and route 

coefficients were assessed using a bootstrapping method, as recommended by Hair et al. (2019). The data was 

analyzed using Smart-PLS 3.3.3 version. 
 

 

In this study, the EO measurement was based on nine items for the three dimensions for it ("Innovativeness, Pro-

activeness, and Risk-taking") drawn from Covin and Slevin (1989) which were refined by Ali et al. (2020). 

Similarly, MO measurement was based on fifteen items for the three dimensions for it ("Customer Orientation, 

competitor orientation, and inter-functional coordination") drawn from Narver and Slater (1990) which were 

refined by Ali et al. (2020). Marketing capabilities (MCs) measurement was based on 10 items for the two 

dimensions (planning and implementation) drawn from Vorhies and Morgan (2005) and Chang et al. (2010), which 

were refined by Mohammed et al. (2017). Finally, SMEs' performance measurement was based on seven items 

covering financial and non-financial results for SMEs drawn from Kaplan and Norton (1996), which were refined 

by Ali et al. (2020). The items of the questionnaire were designed and adapted to answer it through a five-point 

Likert scale (―1= strongly disagree to 5= strongly agree‖). It has also been adapted and adopted to suit the study 

population. 

 

Table 1: Descriptive Analysis of Respondents' Profile (n=353) 

Item              Category Frequencies Percentage 

Gender 

Male 298 84.4 

Female 55 15.6 

Total 353 100 

Age 

18-25 years 22 6.2 

26-35years 105 29.7 

36-45years 150 42.5 

46-55 years 71 20.1 

56-65 years 5 1.4 

Over 65 0 0 

Total 353 100 

Educational level 

Below High School 6 1.7 

High School 64 18.1 

Bachelor 213 60.3 

Master 65 18.4 

Doctorate 5 1.4 

Total 353 100 

Owner/manager's 

tenure 

Under l year 1 0.3 

High 1-5 years 42 11.9 

6-10 years 132 37.4 

11- 15 years 110 31.2 

More than 15 years 68 19.3 

Total 353 100 

Job-status 

Manager 257 72.8 

Owner 89 25.2 

Assistant Manager 6 1.7 

Total 353 100 

Firm employees' 

number 

Below 11 Employees 0 0 

11-25  Employees 76 21.5 

26-40  Employees 180 51.0 

41-55  Employees 20 5.7 

56 -70  Employees 18 5.1 

71-85  Employees 7 2.0 

86 -100  Employees 6 1.7 

101-115  Employees 17 4.8 

116-130  Employees 17 4.8 

131-145  Employees 12 3.4 

Above 145 Employees 0 0 

Total 353 100 

Firm's work period Under 5 years 0 0 
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5-10 years 87 24.6 

11 -15 years 110 31.2 

16 -20 years 92 26.1 

21 years and above 64 18.1 

Total 353 100 

Location 

Muscat 102 28.9 

Dhofar 12 3.4 

Ad Dakhiliyah 80 22.7 

Ad Dhahirah 16 4.5 

Al Batinah North 52 14.7 

Al Batinah South 42 11.9 

Al Buraymi 12 3.4 

Al Wusta 5 1.4 

Ash Sharqiyah North 20 5.7 

Ash Sharqiyah South 10 2.8 

Musandam 2 0.6 

Total 353 100 

Type of firm 

Manufacturing 82 23.2 

Service 118 33.4 

Commercial 147 41.6 

Agricultural 6 1.7 

Total 353 100 

 

3.2. Sample and data collection 
 

A self-administered questionnaire was provided to the owners/managers of SMEs in all Omani governorates. Table 

1 provides an overview of the background of the responding SMEs. Due to the precautionary measures taken by the 

Omani government to limit the spread of COVID-19, the researchers were unable to meet the sample members 

face-to-face. As a result, the data collection process took approximately six months in 2021, with the researchers 

distributing an e-questionnaire via e-mail and social media to the sample members. The researchers utilized the 

database issued by the Omani Authority of SMEs Development in December 2020, which contains information on 

about 5721 SMEs in Oman (Riyada, 2021). On the basis of the sample size determination criteria of Krejcie and 

Morgan (1970), a minimum sample size of 361 SMEs was derived from the overall research population. In order to 

reduce sample errors and address the problem of non-response, sample sizes should be increased by a factor of two 

(Hair et al., 2014). In accordance with the proportion of SMEs in each Omani governorate, a total of 722 

questionnaires were distributed based on the kind of SME in each Omani governorate for this study. In the end, 355 

surveys were completed and returned. Two of these questionnaires had outliers and were thus eliminated, leaving 

353 usable questionnaires with a response rate of 48.9%. 
 

4. Statistical analysis and results 
 

PLS-SEM was used to verify the measurement model's reliability and validity, as well as to evaluate the structural 

model. EO, MO, and MC are all discussed in this article as possible influences on SMEs' performance. For this 

reason, it was decided to utilize the two-steps procedure outlined by Chin (1998) and Hair et al. (2019) as follows: 
 

4.1. Measurement model results 
 

This study examined the measurement model utilizing Hair et al. (2019) criteria, focusing on "a construct, 

convergent, and discriminant validity". Construct validity indicates the application of the findings gained by 

creating a test utilizing the measure and pertinent theories (Sekaran & Bougie, 2016). Examining the item's factor 

loadings in the measurement model's content validity might help actualize this concept (Chin, 2010; Hair et al., 

2019). In this situation, each must have a higher loading on the hypothesized component than on the other factors 

(Chin, 2010). Therefore, any item with a greater weight than its respective structure should be removed (Hair et al., 
2019). This article utilizes factor loading as its major factor, with a 0.60 cutoff based on Hair et al (2010). 

According to Table 2, the loadings of all items exceeded 0.60. Consequently, this result supports the content 

validity of "the measurement model". The construct under consideration may be investigated utilizing "factor 

loadings, composite reliability (CR), and extracted average variance (AVE)" (Hair et al., 2014; Hair et al., 2019). 

Based on Hair et al. (2019) CR should be higher than 0.70, and AVE should be higher than the commonly accepted 
cutoff of 0.50. In this regard, the results in Table 2 show that CR findings were above 0.70, whereas AVE findings 

exceeded 0.50, indicating the measurement model's convergent validity has been achieved. 
 

After confirming convergent validity, we examined discriminant validity using the Heterotrait-Monotrait ratio 

(HTMT) of the correlations approach. Where the multitrait-multimethod matrix is used to investigate the degree of 
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correlations within and across constructs, HTMT is offered (Gold et al., 2001; Henseler et al., 2015; Garson, 2016; 

Hair et al., 2019).  

 

HTMT is used to measure discriminant validity in this study. When the HTMT value is more than 1.0 (Henseler et 

al., 2015, Garson, 2016), 0.90 (Gold et al., 2001), and 0.85 (Kline, 2011), the discriminant validity is compromised. 

As indicated in Table 3, all values were less than.90 as recommended by Gold et al. (2001), Henseler et al. (2015), 

and Garson (2016), indicating discriminant validity has been proven. 
 

 

Table 2: Loading factor and convergent validity results 

Model Construct 
Measurement 

Item 
Loading 

Composite 

Reliability 

(CR) 

Average Variance 

Extracted (AVE) 

Entrepreneurial 

Orientation (EO) 

EO1 0.836 

0.93 0.70 

EO3 0.887 

EO4 0.862 

EO5 0.886 

EO6 0.861 

EO7 0.769 

EO9 0.747 

EO1 0.836 

Market Orientation 

(MO) 

MO1 0.811 

0.932 0.69 

MO2 0.824 

MO3 0.857 

MO5 0.847 

MO6 0.825 

MO7 0.838 

MO10 0.826 

MO11 0.808 

MO12 0.840 

Marketing 

Capabilities (MCs) 

MC1 0.796 

0.905 0.58 

MC2 0.848 

MC3 0.801 

MC4 0.792 

MC5 0.740 

MC6 0.647 

MC7 0.683 

SMEs’ Performance 

(SMEs_P) 

SMEs_P1 0.860 

0.935 0.71 

SMEs_P2 0.875 

SMEs_P3 0.886 

SMEs_P4 0.873 

SMEs_P5 0.853 

SMEs_P6 0.821 

SMEs_P7 0.725 

 

Table 3: Results of discriminant validity analysis by HTMT 

Construct  EO MCs MO SMEs' Performance 

EO         

MCs 0.75       

MO 0.88 0.79     
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SMEs' Performance 0.88 0.77 0.88   

 

Key: EO = Entrepreneurial Orientation, MO = Market Orientation, MCs= Marketing Capabilities, SMEs-P = 

SMEs’ Performance. 
 

The results uphold the idea that EO, MO, and MCs are reflecting first-order constructs. This method is similar to 

prior studies that examined these variables as "a single construct" (Mohammed et al., 2017; Ghantous & Alnawas, 

2020; Rahaman et al., 2021; Kanaan-Jebna et al., 2022). This study's analysis of SMEs' performance was used as a 

group rather than many dimensions (financial and non-financial) to depict the complete performance of the 

organization (Ali et al., 2020). As a result, the goal of this article is to investigate the influence of MO, EO, and 

MCs as a single construct in order to better understand how they influence SMEs' performance. Figure 2. shows the 

measurement model. 

 

 
Figure 2: A measurement model and Path coefficient results 

 

4.2. Evaluation of structure model 
 

After the confirmation of the measuring model, the structural model may be tested by looking at the relationships 

that exist between the different variables by utilizing Smart-PLS 3.3.3 software. Table 4 and Figure 2 illustrate the 

results. Hair et al. (2019) supposed the significant criterion to assess the structural model is R
2
. R

2
 denotes how 

much of the change in exterior structures may be represented by internal construction variance (Hair et al., 2014; 

Hair et al., 2019). The structural model's ability to forecast is enhanced by a higher R
2
 value (Hair et al., 2019). It's 

crucial that the model's R
2
 values are high enough to explain at least part of the changes. R

2 
values should not be 

less than 0.10 to be considered acceptable for describing the variance of an endogenous concept (Falk & Miller, 

1992; Urbach & Ahlemann, 2010). Hair et al. (2014) and Hair et al. (2019) advised that R
2
 be more than 0.75 to be 

considered significant, and the accepted value by more than 0.25. Based on the values of R-square for the three 

endogenous underlying variables EO, MO, and MCs with SMEs' performance as presented in Figure 2, it can be 

seen that the research model (EO, MO, and MCs) elucidate almost 77% of the total variance in performance of 

Oman SMEs, with an R
2
 value that is quite high based on Hair et al. (2019). 

 

Using the blindfold method, the model was also evaluated to determine if it was of sufficient quality (Henseler et 

al., 2015). Using a blindfolding procedure, researchers can test the predictive validity of a model they've developed 

(Henseler et al., 2015). According to Hair et al. (2017), Q
2
 considers a benchmark to measure how well the model 

predicts the data from the excluded cases, which is deemed to have predictive importance. Hair et al. (2017) also 

claimed that if the value of Q
2
 is larger than 0, the proposed model has predictive validity for a certain endogenous 

latent construct, indicating that the exogenous constructions can predict the endogenous constructs. "Stone-test 

Geisser's is determined using the following formula: Q
2
=1- SSE/SSO," according to Valerie (2012, p. 109).  
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Hair et al. (2017) suggested adopting a d value between 5 and 10 while blindfolding to produce Q
2
. To derive 

mutual repetition metrics for the dependent variable, the current study used 7 as a d-value. The Q
2
 values, 

according to Hair et al., (2017), should be 0.35 (big), 0.15 (middle), and 0.02 (small).  

 

Table 4 illustrates that, as a relative measure of predictive importance, the performance of SMEs has a considerable 

predictive value. Thus, it was determined that the quality of the model's predictions is sufficient. 
 

The path coefficients, which show how strong the link between the independent and dependent variables is, were 

also looked at as part of the structural model analysis. T-statistics and standard errors were calculated using a 

bootstrap resampling procedure. Unlike traditional calculations, the bootstrap method evaluates confidence 

differently. H1, H2, and H3 were found to be supported according to the path coefficients, standard error, and t-

values as shown in Table 5 and Figure 3. The current study's findings are intriguing and add to previous research on 

the EO, MO, MCs, and performance, especially in the SMEs sector. 

 

Table 4: Prediction relevance of the model 

  SSO SSE Q² (=1-SSE/SSO) 

SMEs' Performance 2471.000 1137.403 0.540 

 

Table 5: Hypothesis test results 

Hypotheses Path Coefficient 
Standard 

error 
T Statistics P Values Results 

H1 
EO -> SMEs' 

Performance 
0.352 0.052 6.836 0.000 Supported 

H2 
MO -> SMEs' 

Performance 
0.439 0.052 8.429 0.000 Supported 

H3 
MC -> SMEs' 

Performance 
0.150 0.035 4.232 0.000 Supported 

Key: EO = Entrepreneurial Orientation, MO = Market Orientation, MC= Marketing Capabilities. 

 

 
 

Figure 3: Hypothesis test results 
 

5. Discussions and conclusion 
 

SMEs in developing economies need a constructive, high value-added, and effective approach such as EO, MO, 

and MCs to gain a competitive advantage and, consequently, enhance SMEs' performance in difficult environments 
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(Ali et al., 2020; Aljanabi, 2020; Shameem & Hilal, 2021; Maaodhah et al., 2021; Rahaman et al., 2021; Kanaan-

Jebna et al., 2022). Despite that, there is a severe scarcity of studies that examined the impact of EO, MO, and MCs 

on the financial and non-financial performance of SMEs in developing countries, especially in the GCC countries 

such as Oman (Joensuu-Salo et al., 2018; Alalawi, 2020; Sanyal et al., 2020; Asad et al., 2020; Ali et al., 2020; 

Saleh et al., 2021). Therefore, the current study is one of the first to examine the relationship between EO, MO, 

MCs, and SMEs' financial and non-financial performance in Oman, by answering this study's questions: Do EO, 

MO, and MCs have an effect on Oman SMEs' performance? To answer the first question that looks into the impact 

of EO on the performance of SMEs in Oman, one hypothesis was offered. When evaluating the first hypothesis 

concerning the influence of EO on Oman SMEs' performance, it was discovered that EO has an impact with 

positive and significant on Oman SMEs' performance "(β = 0.352, t = 6.836, p <0.001)", confirming the H1 (see 

Table 5).  

This means that the EO implementation by SMEs in Oman has contributed to raising its financial and non-financial 

performance by 35%, as well, this corresponds to the findings of the study by Alalawi (2020), Asad et al. (2020), 

Ali et al. (2020), Rahaman et al. (2021), and Kanaan-Jebna et al. (2022) who studied the relation among EO and 

SMEs' performance in the context of GCC and other developing countries. Consequently, given the significance of 

EO to a company's growth potential and its local and global competitiveness, SMEs must be adopted EO 

(Maaodhah et al., 2021; Rahaman et al., 2021; Kanaan-Jebna et al., 2022). 
 

To answer the second question about the relationship among MO and Oman SMEs' performance, we assessed the 

second hypothesis for the impact of MO on SMEs' performance in Oman, it was discovered that MO has an impact 

with positive and significant on the SMEs' performance in Oman "(β = 0.439, t = 8.429, p <0.001)", and this 

confirms acceptance of the second hypothesis (see Table 5). This means that the MO implementation by Oman 

SMEs has contributed to raising its financial and non-financial performance by almost 44%. This result reveals that 

when adopting MO by SMEs, they are better able to satisfy the demands and expectations of their consumers 

through the creation of new goods and services, compared to SMEs that do not embrace MO (Ali et al., 2020; Saleh 

et al., 2021; Kanaan-Jebna et al., 2022). Consequently, market-oriented SME performance will be higher. This 

conclusion lends credence to the earlier research's contention that MO plays a crucial role in improving the 

performance of SMEs, especially in terms of increasing consumer benefit but also considering the interests of other 

key stakeholders. Through an interest in customer and competitor data, market-oriented enterprises are more likely 

to generate new goods in response to changing client requirements (Ali et al., 2020; Saleh et al., 2021). This result 

agrees with those of Asad et al. (2020) and Dahleez and Abdelfattah (2021) in Oman, Ali et al. (2020), and Saleh et 

al. (2021) in Saudi Arabia, that studied the relationship between MO and financial and non-financial performance 

of SMEs. Consequently, given the significance of MO to a company's growth potential and its local and global 

competitiveness, SMEs must be adopted MO. 
 

To answer the third question about the correlation between marketing capabilities (MCs) (planning and 

implementation) and SMEs' performance, we assessed the third hypothesis for the impact of MCs on SMEs' 

performance in Oman, it was discovered that MCs have an impact with positive and significant on the SMEs' 

performance in Oman "(β = 0.150, t = 4.232, p <0.001)", and this confirms acceptance of the third hypothesis (see 

Table 5). This means that the MCs in Oman SMEs have contributed to raising their financial and non-financial 

performance by almost 15%. This finding is consistent with the studies of Kamboj and Rahman (2017), Pulka et al. 

(2018), Joensuu-Salo et al. (2018), Lekmat et al. (2018), Kerdpitak and Kerdpitak (2021), and Rincon et al. (2022), 

who emphasized that the marketing capabilities have an important impact on SMEs' performance, especially the 

architectural MCs (planning and implementation). Where the results of the current study show that the synergy of 

MCs (planning and implementation) together contributed to enhancing the financial and non-financial performance 

of Oman SMEs by approximately 15%. Thus, if the MCs (planning and implementation) implementation are to be 

addressed by SMEs' management, the MCs (planning and implementation) must be implemented jointly in order to 

adequately explain SMEs' performance. However, there is insufficient empirical proof about the influence of MCs 

(planning and implementation) on the success of SMEs in developing market economies. This research is notable 

because it contributes to the existing literature on the favorable effect of MCs on companies' performance in the 

SMEs context in a developing nation, such as Oman. 
 

Moreover, the results of the current study showed the importance of EO, MO, and MCs synergy together in 

enhancing the firm's performance. This finding is compatible with the studies of Mohammed et al. (2017), Asad et 

al. (2020), Ali et al. (2020), and Rahaman et al. (2021) who emphasize that the synergy between EO, MO, and MC 

has an important impact on SMEs' performance, and it should be implemented together, rather than individually in 

order to enhance SMEs' performance. Where the results of the current study show that the synergy of EO, MO, and 

MCs together contributed to enhancing the performance of Oman SMEs by approximately 79%, while the effect of 

EO on Oman SMEs' performance amounted to 35%, the effect of MO on Oman SMEs' performance by 

approximately 44%, and the effect of MCs on Oman SMEs' performance by approximately 15%. Thus, if the EO, 

MO, and MC implementation are to be addressed by SMEs' management, the EO, MO, and MCs must be 

implemented jointly in order to adequately explain SMEs' performance. 
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6. Theoretical implications 
 

Existing research relied on previous studies' published and built a research model to investigate the relationship 

between MO, EO, MC, and the performance of SMEs.  

 

Through a study of the existing literature, the authors revealed that no comparable research has been conducted on 

Oman SMEs and the GCC. Examining the combined effects of MO, EO, and MC on the performance of SMEs is 

therefore a significant contribution. Thus, the outcomes of this study suggest a variety of business strategies for 

legislators and managers. The government may use the findings of this research as a reference for resolving 

economic concerns pertaining to Oman's SME sector, therefore improving their performance. The government and 

socioeconomic development organizations should cooperate to enhance the entrepreneurial skills, market-oriented 

orientation, entrepreneurial capabilities, and marketing capabilities (planning and implementation) of SMEs.  

 

Teaching and specialized training may help SMEs to provide significant value and boost their chances of survival. 

Consequently, SMEs managers should concentrate on enhancing their staff' skills and capacities to pursue major 

changes. This idea is supported by Ali et al. (2020), who stated that leaderships that motivate participation and 

collaboration encourage employees to innovate and be committed to the organization well as demonstrate their 

commitment to the success and effectiveness of the business, thereby enabling the organization to achieve its goals. 

In addition, SMEs' managers may gain a sustained competitive advantage by using their particular capabilities and 

the potential advantages of their flexibility and proximity to consumers. 
 

7. Practical implications 
 

The study's findings provide insight into how managers and owners of SMEs, as well as practitioners, may improve 

SMEs' performance and gain a competitive edge in this sector. Where this may be accomplished through the 

effective application of EO and MO, as well as the development of marketing skills (planning and implementation). 

In this respect, managers and owners of SMEs should prioritize firm capabilities such as EO and MO, as well as 

MCs (planning and implementation), in order to ensure long-term profitability and excellent performance. 

Additionally, efficient integration of EO and MO implementation, as well as MCs (planning and implementation), 

are necessary to ensure the success of SMEs. This result corresponds with Kajalo and Lindblom (2015), Lekmat et 
al. (2018), and Ali et al. (2020), who stated that EO and MO as stand-alone resources are inadequate on their own 

to improve corporate performance. According to Kajalo and Lindblom (2015), and Lekmat et al. (2018), MO and 

EO should complement other corporate resources and competencies such as MCs, ultimately enhancing 

organizational performance. To maximize the potential of MO and EO, SMEs should engage in MC for achieving 

better performance (Kajalo & Lindblom, 2015; Lekmat et al., 2018). 
 

8. Limitations and future research 
 

As with every other piece of research, this one has limits, despite the fact that it made several contributions, both 

theoretical and practical. These limitations become apparent when the authors analyze the study's findings, this 

warrants further studies. The size of the sample and analysis unit are the first two limitations, where the research 

looked at all kinds of SMEs in all Oman governorates, industrial, commercial, service, and agricultural in Oman, 

and obtained 353 valid questionnaires for analysis. Thus, if the same of this study were conducted throughout one 

kind of SMEs, rather than concentrating on all kinds of Oman SMEs, it might be able to get more responses for a 

better view of the relations among EO, MO, MCs, and SMEs' performance. In addition, future studies could 

investigate the relationships proposed in this study to see if they would be appropriate for other companies in 

Oman, especially according to the knowledge of the researcher that there is an extreme scarcity of previous studies 

that examined all these relationships with all variables in one model (EO, MO, MCs, and SMEs' performance) in 

Oman, and other countries in GCC. The second limitation is because the study was cross-sectional in design, any 

changes that may have occurred during the implementation of EO, MO, and MCs were not included in the data set. 

It also employed a quantitative technique to achieve its goals. Therefore, researchers may undertake longitudinal 

research to better understand how the implementation of EO, MO, and MCs affect Oman's SMEs' performance in 

the future, as well as employ qualitative methodologies to gain a more in-depth understanding of the challenges. 

This will enable managers and owners of SMEs better grasp how SMEs managers and owners can implement EO, 

MO, and MCs to enhance their performance. 

 

References 
 

Abdulrab, M., Alwaheeb, M. A., Al‐ Mamary, Y. H., Alshammari, N. G., Balhareth, H., Soltane, H. B., & Saleem, I. 

(2020). Effect of entrepreneurial orientation and strategic orientations on financial and nonfinancial 

performance of small and medium enterprises in Saudi Arabia. Journal of Public Affairs, 22(2), e2305. 

Acosta, A. S., Crespo, Á. H., & Agudo, J. C. (2018). Effect of market orientation, network capability and 

entrepreneurial orientation on international performance of small and medium enterprises 

(SMEs). International Business Review, 27(6), 1128-1140. 



International Journal of Business and Social Science         Vol. 13 • No. 5 • October 2022       doi:10.30845/ijbss.v13n5p5 
 

55 

Al Badi, K. (2019). Implementation of marketing concept and organizational culture in SMEs in Al Buraimi–

Oman. Benchmarking: An International Journal. 26 (7), 2401-2414. 

Al Farsi, K., & Alattar, N. (2021). Examining the Aspects Decrease the Development of the Small and Medium 

Enterprises in Al Batinah Province-Oman. Applied computing Journal, 1(2), 77-90. 

Alalawi, G. N. S. (2020). The Influence of Entrepreneurship Orientation on Omani SMEs’ Performance (Doctoral 

dissertation, University of Plymouth), United Kingdom. 

Al-Hakimi, M. A., Saleh, M. H., & Borade, D. B. (2021). Entrepreneurial orientation and supply chain resilience of 

manufacturing SMEs in Yemen: the mediating effects of absorptive capacity and 

innovation. Heliyon, 7(10), e08145. 

Al-Henzab, J., Tarhini, A., & Obeidat, B. Y. (2018). The associations among market orientation, technology 

orientation, entrepreneurial orientation and organizational performance. Benchmarking: An International 

Journal, 25(8), 3117-3142. 

Ali, G. A., Hilman, H., & Gorondutse, A. H. (2020). Effect of entrepreneurial orientation, market orientation and 

total quality management on performance. Benchmarking: An International Journal, 27 (4), 1503-1531. 

Aljanabi, A. R. A. (2020). The role of innovation capability in the relationship between marketing capability and 

new product development: evidence from the telecommunication sector. European Journal of Innovation 

Management, 25(1), 73-94. 

Alshammakh, A. M., & Azmin, A. A. (2021). The Relationship Between Competitive Intelligence Processes and 

Hotels' information Quality: Evidence from Malaysia. Journal of Tourism Hospitality and Environment 

Management, 6(24), 34-57. 

Arunachalam, S., Ramaswami, S. N., Herrmann, P., & Walker, D. (2018). Innovation pathway to profitability: The 

role of entrepreneurial orientation and marketing capabilities. Journal of the Academy of Marketing 

Science, 46(4), 744-766. 

Asad, M., Chethiyar, S. D., & Ali, A. (2020). Total quality management, entrepreneurial orientation, and market 

orientation: Moderating effect of environment on performance of SMEs. Paradigms; A Research Journal 

of Commerce, Economics, and Social Sciences, 14(1), 102-108. 

Buli, B. M. (2017). Entrepreneurial orientation, market orientation and performance of SMEs in the manufacturing 

industry. Management Research Review, 40(3), 292-309. 

Chang, W., Park, J. E., & Chaiy, S. (2010). How does CRM technology transform into organizational performance? 

A mediating role of marketing capability. Journal of Business Research, 63(8), 849-855. 

Chetthamrongchai, P., & Jermsittiparsert, K. (2020). Does HRM Technology Influence the Organizational 

Performance in Pharmacy Sector of Thailand? Mediation of Marketing Capability. Systematic Reviews in 

Pharmacy, 11(3), 214-222. 

Chin, W. W. (2010). How to write up and report PLS analyses. In Handbook of partial least squares (pp. 655-690). 

Springer, Berlin, Heidelberg. 

Chin, W.W. (1998b). Issues and opinion on structural equation modeling. MIS Quarterly, 22(1), 7–16. 

Covin, J. G., & Slevin, D. P. (1989). Strategic management of small firms in hostile and benign 

environments. Strategic management journal, 10(1), 75-87. 

Dahleez, K. A., & Abdelfattah, F. A. (2021). Transformational leadership and organizational performance of Omani 

SMEs: the role of market orientation. International Journal of Productivity and Performance Management. 

https://doi.org/10.1108/IJPPM-08-2020-0447. 

Davcik, N. S., Cardinali, S., Sharma, P., & Cedrola, E. (2021). Exploring the role of international R&D activities in 

the impact of technological and marketing capabilities on SMEs’ performance. Journal of Business 

Research, 128, 650-660. 

Day, G.S. (1994). The capabilities of market-driven organizations. Journal of Marketing, 58(4), 37-52. 

Dethine, B., Enjolras, M., & Monticolo, D. (2020). Digitalization and SMEs’ export management: Impacts on 

resources and capabilities. Technology Innovation Management Review, 10(4), 18-34. 

Falk, R. F., & Miller, N. B. (1992). A primer for soft modeling. University of Akron Press. 

Feng, H., Morgan, N. A., & Rego, L. L. (2017). Firm capabilities and growth: the moderating role of market 

conditions. Journal of the Academy of Marketing Science, 45(1), 76-92. 

Garson, K. (2016). Reframing internationalization. Canadian Journal of Higher Education, 46(2), 19-39. 

Ghantous, N., & Alnawas, I. (2020). The differential and synergistic effects of market orientation and 

entrepreneurial orientation on hotel ambidexterity. Journal of Retailing and Consumer Services, 55, 1-9. 

Gold, A.H., Malhotra, A., & Segars, A.H. (2001). Knowledge management: An organizational capabilities 

perspective. Journal of Management Information Systems, 18(1), 185–214. 

Hair Jr, J. F., Black, W. C., Babin, B. J., & Andersen, R. E. (2010). Multivariate data analysis (7th ed). Upper 

Saddle River, NJ: Pearson Prentice Hall. 

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2014). A primer on partial least squares structural equation 

modeling (PLS-SEM). Sage Publications, USA. 

 

https://doi.org/10.1108/IJPPM-08-2020-0447


ISSN 2219-1933 (Print), 2219-6021 (Online)                ©Center for Promoting Ideas, USA                   www.ijbssnet.com 

56 

 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-

SEM. European Business Review, 31(1), 2-24. 

Hair, J.F., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. (2017), A Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM), Sage, Thousand Oaks, CA. 

Hendar, H., Ratnawati, A., Ab Razak, W. M. W., & Abdullah, Z. (2020). Market intelligence on business 

performance: The mediating role of specialized marketing capabilities. Journal of Intelligence Studies in 

Business, 10(1), 24-58. 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-

based structural equation modeling. Journal of the academy of marketing science, 43(1), 115-135. 

Hughes, M., & Morgan, R. E. (2007). Deconstructing the relationship between entrepreneurial orientation and 

business performance at the embryonic stage of firm growth. Industrial marketing management, 36(5), 

651-661. 

Hussain, J., Bibi, P., Ahmad, A., & Bilal, H. (2021). Disintegrated Market Orientation and Firm Performance: 

Moderating Effect of Entrepreneurial Orientation. Journal of Accounting and Finance in Emerging 

Economies, 7(1), 155-168. 

Jaworski, B. J., & Kohli, A. K. (1993). Market orientation: antecedents and consequences. Journal of 

Marketing, 57(3), 53-70. 

Jiang, W., Rosati, F., Chai, H., & Feng, T. (2020). Market orientation practices enhancing corporate environmental 

performance via knowledge creation: Does environmental management system implementation 

matter?. Business Strategy and the Environment, 29(5), 1899-1924. 

Jin, B., Jung, S., & Jeong, S. W. (2018). Dimensional effects of Korean SME’s entrepreneurial orientation on 

internationalization and performance: the mediating role of marketing capability. International 

Entrepreneurship and Management Journal, 14(1), 195-215. 

Joensuu-Salo, S., Sorama, K., Viljamaa, A., & Varamäki, E. (2018). Firm performance among internationalized 

SMEs: The interplay of market orientation, marketing capability and digitalization. Administrative 
sciences, 8(3), 1-13. 

Jogaratnam, G. (2017). The effect of market orientation, entrepreneurial orientation and human capital on positional 

advantage: Evidence from the restaurant industry. International Journal of Hospitality Management, 60(1), 

104-113. 

Kajalo, S., & Lindblom, A. (2015). Market orientation, entrepreneurial orientation and business performance 

among small retailers. International Journal of Retail & Distribution Management.43(7), 580-596. 

Kamboj, S., & Rahman, Z. (2017). Market orientation, marketing capabilities and sustainable 

innovation. Management Research Review, 40(6), 1-43. 

Kanaan-Jebna, A., Baharudi, A. S., & Alabdullah, T. T. Y. (2022). Entrepreneurial Orientation, Market Orientation, 

Managerial Accounting and Manufacturing SMEs Satisfaction. Journal of Accounting Science, 6(1), 1-14. 

Kaplan, R.S. and Norton, D.P. (1996), The Balanced Scorecard: Translating Strategy into Action, Harvard Business 

Press, Boston, MA. 

Kellermanns, F., Walter, J., Crook, T. R., Kemmerer, B., & Narayanan, V. (2016). The resource‐ based view in 

entrepreneurship: A content‐ analytical comparison of researchers' and entrepreneurs' views. Journal of 

Small Business Management, 54(1), 26-48. 

Kerdpitak, C., & Kerdpitak, N. (2021). Marketing Capabilities Model for Pharmaceutical Business in 

Thailand. Turkish Journal of Computer and Mathematics Education (TURCOMAT), 12(6), 1421-1430. 

Khamaludin, K., Syam, S., Rismaningsih, F., Lusiani, L., Arlianti, L., Herlani, A., ... & Widiyatun, F. (2022). The 

influence of social media marketing, product innovation and market orientation on Indonesian SMEs 

marketing performance. International Journal of Data and Network Science, 6(1), 9-16. 

Khan, M. A. I., Azharuddin, S., Khan, S. S., & Ali, M. M. (2021). Influence of Entrepreneur Traits on SME's 

Financial Performance: Case Study of GCC Entrepreneurs Who Survived during COVID-19. International 

Journal of Advance Research And Innovative Ideas In Education, e-ISSN, 2395-4396. 

Kim, K., & Lim, G. (2022). International Dynamic Marketing Capabilities of Emerging-Market Small Business on 

E-Commerce. Journal of Theoretical and Applied Electronic Commerce Research, 17(1), 199-211. 

Kline, R. B. (2011). Principles and practice of structural equation modeling (3. Baskı). New York, NY: Guilford. 

Kreiser, P. M., Marino, L. D., & Weaver, K. M. (2002). Assessing the psychometric properties of the 

entrepreneurial orientation scale: A multi-country analysis. Entrepreneurship theory and practice, 26(4), 

71-93. 

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. Educational and 

psychological measurement, 30(3), 607-610. 

Lady, F. J., & Arafah, W. (2018). Analysis of E-Marketing Implementation in Mediating the Effect of Strategic 

Market Orientation on Strategic Mses Performance. International Journal of Economics, Business and 

Management Research, 3(11), 39-54. 

 



International Journal of Business and Social Science         Vol. 13 • No. 5 • October 2022       doi:10.30845/ijbss.v13n5p5 
 

57 

Lee, R. (2021). The effect of supply chain management strategy on operational and financial 

performance. Sustainability, 13(9), 5138. 

Lee, Y. Y., & Falahat, M. (2019). The impact of digitalization and resources on gaining competitive advantage in 

international markets: Mediating role of marketing, innovation and learning capabilities. Technology 

Innovation Management Review, 9(11), 26-39. 

Lekmat, L., Selvarajah, C., & Hewege, C. (2018). Relationship between Market Orientation, Entrepreneurial 

Orientation, and Firm Performance in Thai SMEs: The Mediating Role of Marketing 

Capabilities. International Journal of Business & Economics, 17(3), 213-237. 

Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the entrepreneurial orientation construct and linking it to 

performance. Academy of Management Review, 21(1), 135-172. 

Maaodhah, A. S. A., Singh, H., Alwan, Z. M., Al-Juboori, A. L. B. A., & Pitchy, I. E. (2021). The Impact of Market 

Orientation and Entrepreneurial Orientation on Firm Performance of Wholesale and Retailer SMES in 

Malaysia. International Journal of Academic Research in Business and Social Sciences, 11(6), 729–743. 
Mehrabi, H., Coviello, N., & Ranaweera, C. (2019). Ambidextrous marketing capabilities and performance: How 

and when entrepreneurial orientation makes a difference. Industrial Marketing Management, 77, 129-142. 

Miller, D. (1983). The correlates of entrepreneurship in three types of firms. Management Science, 29(7), 770-791. 

Mohammed, A. A., Rashid, B. B., & Tahir, S. B. (2017). Customer relationship management and hotel 

performance: the mediating influence of marketing capabilities—evidence from the Malaysian hotel 

industry. Information Technology & Tourism, 17(3), 335-361. 

Morgan, N. A., Vorhies, D. W., & Mason, C. H. (2009). Market orientation, marketing capabilities, and firm 

performance. Strategic management journal, 30(8), 909-920. 

Morgan, N. A., Zou, S., Vorhies, D. W., & Katsikeas, C. S. (2003). Experiential and informational knowledge, 

architectural marketing capabilities, and the adaptive performance of export ventures: A cross‐ national 

study. Decision Sciences, 34(2), 287-321. 

Murray, J. Y., Gao, G. Y., & Kotabe, M. (2011). Market orientation and performance of export ventures: the process 

through marketing capabilities and competitive advantages. Journal of the Academy of Marketing 
Science, 39(2), 252-269. 

Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business profitability. Journal of 
Marketing, 54(4), 20-35. 

Nusair, K., Al-Azri, H. I., Alfarhan, U. F., Al-Muharrami, S., & Nikhashemi, S. R. (2021). Strategic capabilities and 

firm performance in Omani manufacturing and service SMEs. Journal of Entrepreneurship in Emerging 
Economies. Available at: https://doi.org/10.1108/JEEE-12-2020-0460. 

Oliva, F. L., Semensato, B. I., Prioste, D. B., Winandy, E. J. L., Bution, J. L., Couto, M. H. G., ... & Massaini, S. A. 

(2019). Innovation in the main Brazilian business sectors: characteristics, types and comparison of 

innovation. Journal of Knowledge Management, 23(1), 135-175. 

Palmer, C., Niemand, T., Stöckmann, C., Kraus, S., & Kailer, N. (2019). The interplay of entrepreneurial 

orientation and psychological traits in explaining firm performance. Journal of Business Research, 94, 

183-194. 

Pulka, B. M., Ramli, A. B., & Bakar, M. S. (2018). Marketing capabilities, resources acquisition capabilities, risk 

management capabilities, opportunity recognition capabilities and SMEs performance: A proposed 

framework. Asian Journal of Multidisciplinary Studies, 6(1), 12-22. 

Rahaman, M. A., Luna, K. F., Mite, S., Islam, M., & Wafik, H. (2021). The effect of entrepreneurial orientation, 

market orientation and gender on business performance: An empirical study of SMEs in Bangladesh. The 

Journal of Asian Finance, Economics and Business, 8(6), 741-746. 

Reimann, C., Carvalho, F., & Duarte, M. (2021). The influence of dynamic and adaptive marketing capabilities on 

the performance of Portuguese SMEs in the B2B international market. Sustainability, 13(2), 1-23. 

Rincon, M. L. C., Diaz, M. L. A., & Puente, R. C. (2022). Is entrepreneurship enough to achieve superior 

performance in SMEs in emerging countries? Multiple mediation of market orientation and marketing 

capabilities. Journal of Entrepreneurship in Emerging Economies.https://doi.org/10.1108/JEEE-03-2021-

0115. 

Riyada, Omani Authority of SMEs Development in Jun 2021. Available from: https://riyada.om/en-

us/Pages/home.aspx. 

Saleh, M. H. M., Azmin, A. A., & Saraih, U. N. (2021). The effects of market orientation, product innovation and 

marketing ethics on firm performance: A theoretical framework. International Journal of Innovation and 
Industrial Revolution (IJIREV), 7(3), 31-47. 

Sanyal, S., Hisam, M. W., & Baawain, A. M. S. (2020). Entrepreneurial Orientation, Network Competence and 

Human Capital: The Internationalization of SMEs in Oman. The Journal of Asian Finance, Economics and 

Business (JAFEB), 7(8), 473-483. 

Sekaran, U., & Bougie, R. (2010). Theoretical framework in theoretical framework and hypothesis 

development. Research methods for business: A skill building approach, 80, 13-25. 

https://doi.org/10.1108/JEEE-12-2020-0460
https://doi.org/10.1108/JEEE-03-2021-0115
https://doi.org/10.1108/JEEE-03-2021-0115
https://riyada.om/en-us/Pages/home.aspx
https://riyada.om/en-us/Pages/home.aspx


ISSN 2219-1933 (Print), 2219-6021 (Online)                ©Center for Promoting Ideas, USA                   www.ijbssnet.com 

58 

 

Shaher, A., & Ali, K. (2020). The effect of entrepreneurial orientation on innovation performance: The mediation 

role of learning orientation on Kuwait SME. Management Science Letters, 10(16), 3811-3820. 

Shameem, A. L. M. A., & Hilal, M. I. M. (2021). Exploring the nexus of entrepreneurial orientation and market 

orientation on business performance and the role of innovation among the MSMEs in Sri Lanka. Academy 
of Entrepreneurship Journal, 27, 1-16. 

Singh, S. K., Gupta, S., Busso, D., & Kamboj, S. (2019). Top management knowledge value, knowledge sharing 

practices, open innovation and organizational performance. Journal of Business Research, 39, 1-11. 

Slater, S. F., Hult, G. T. M., & Olson, E. M. (2010). Factors influencing the relative importance of marketing 

strategy creativity and marketing strategy implementation effectiveness. Industrial Marketing 
Management, 39(4), 551-559. 

Slotegraaf, R. J., & Dickson, P. R. (2004). The paradox of a marketing planning capability. Journal of the Academy 

of Marketing Science, 32(4), 371-385. 

Stepanyan, V., Abajyan, G., Alnasaa, M., & Ndoye, A. (2019). Enhancing the Role of SMEs in the Arab World-Some 

Key Considerations. Washington, DC: International Monetary Fund. 

Urbach, N., & Ahlemann, F. (2010). Structural equation modeling in information systems research using partial 

least squares. Journal of Information technology theory and application, 11(2), 5-40. 

Valerie, F. (2012). Re-discovering the PLS approach in management science. 

M@n@gement, 15(1), 101-123. 

Vorhies, D. W., & Morgan, N. A. (2005). Benchmarking marketing capabilities for sustainable competitive 

advantage. Journal of Marketing, 69(1), 80-94. 

Vorhies, D. W., Morgan, R. E., & Autry, C. W. (2009). Product‐ market strategy and the marketing capabilities of 

the firm: impact on market effectiveness and cash flow performance. Strategic Management 

Journal, 30(12), 1310-1334. 

Yaskun, M. (2021). The Role of Entrepreneurship Orientation and Market Orientation on Product Innovation and 

Business Performance at SMEs Restaurants in Lamongan. Enrichment: Journal of Management, 11(2), 

360-365. 

 

 


