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INTRODUCTION

Performance measurement is an important
thing to do for every company. Performance me-
asurement is an effort to map strategies into ac-
tions to achieve certain targets, not only the final
target that needs to be measured but also related
to the competencies and processes that have been
implemented (Handayani, 2011). In a manage-
ment control system in a business organization,
performance measurement is an effort made by
management to evaluate the results of activities
that have been carried out compared with estab-
lished benchmarks (Rumintjap, 2013). The right
performance measurement system will improve
company performance in managing all potential
existing resources more efficiently and optimally
and provide appropriate feedback for future per-
formance improvement (Amelia, 2013).

Marketing performance is a concept to
measure the market achievement of a product

competence and customer orientation toward marketing performance.

(Wahyono, 2002). The company's performance
can be said to be successful if the company not
only introduces products, but also focuses on
consumers to be able to attract consumers and
outperform competitors by satisfying and satis-
fying consumer needs, this is one of marketing
effectiveness aimed at retaining customers (Kot-
ler, 2000 ).

Marketing capability is able to provide
added value and create value for customers and
be competitive (Mawu et al., 2016). In addition,
marketing capabilities are also used for efforts to
collect information about market needs and tar-
get market segmentation recovery, development
of new services to meet the needs of targeted
segments, service or product prices and benefit
communication services that are targeted at tar-
get markets (Halim et al., 2012). Not only ca-
pabilities, marketing knowledge is also able to
optimize marketing performance (Reza & Ami-
ni, 2016).
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Several studies have show the effect of mar-
keting capabilities and marketing performance.
Research shows that there are influence between
the variables of marketing knowledge competen-
ce, entrepreneurial orientation, marketing per-
formance and marketing capabilities as interve-
ning variables in SMEs in Semarang (Sugiyarti,
2015). Previous research has an influence bet-
ween strategic orientation consisting of competi-
tor orientation, consumer orientation, technology
orientation, and learning orientation on company
performance through marketing capabilities in
companies in Korea (Shin & Aiken, 2012).

The influence of marketing knowledge
variables on marketing capabilities is proven by
previous research which states that there is a
significant influence between marketing know-
ledge competencies on marketing capabilities
(Sugiyarti, 2015). Although marketing knowled-
ge competence has an indirect positive effect on
marketing performance through marketing capa-
bilities, the direct effect of marketing knowledge
on performance is not significant (Tsai & Shih,
2014). Research on wooden house entrepreneurs
shows that the influence of marketing knowled-
ge and marketing performance is not significant
(Mawu et al. , 2016). Different studies show that
there is an influence of marketing knowledge ma-
nagement variables on marketing performance
in companies producing in Iran (Reza & Amini,
2016).

Research on the petrochemical industry
shows that there is an influence between consu-
mer orientation and marketing capabilities (Dal-
vi, 2014). The results of previous studies also sta-
ted that there is an influence between consumer
orientation with marketing performance. One of
the previous studies showed that consumer orien-
tation had a positive and significant effect on
market performance (Zhu et al., 2015). However,
other studies have shown that consumer orientati-
on has a negative influence on performance in the
theater industry (Voss & Voss, 2000). Research
by Halim et al. (2012) market orientation with in-
dicators of consumer orientation and marketing
performance was not successfully mediated by
marketing capabilities. According to previous re-
search states that marketing capabilities are posi-
tively correlated to marketing performance (Dalvi
& Seifi, 2014).

The purpose of this study was determine
the effect of competence knowledge of marke-
ting and consumer orientation toward marketing
performance e through marketing capability at
the center of hawkers five Tuin van Java city of
Magelang.

Hypothesis Development

Companies that do not have the ability
to market knowledge, competitors, consumers,
environmental trends, and technology will ex-
perience difficulties in running their businesses,
which means they are unable to survive and com-
pete, which in turn will affect the company's pro-
fits. Evidence by research belonging to Reza and
Amini (2016) which states that marketing know-
ledge has a positive and significant effect on mar-
keting performance. In addition, the results of
research conducted by Azizah (2017) also states
that there is a positive and significant relationship
between marketing knowledge competencies and
marketing performance through marketing ca-
pabilities. Another study belonging to Mawu et
al. (2016) also states the same thing that there is
a positive and significant relationship between
marketing knowledge competencies and marke-
ting performance through marketing capabilities.
HI1: Competence marketing knowledge has

a positive and significant impact on the
performance of marketing

Companies must view customers as fi-
nancial assets that need to be managed and ma-
ximized like other assets. Realizing the value of
these assets is expected to lead companies to re-
design their entire marketing system and direct
it towards the customer share and customer life
cycle through their product or service portfolio
and through a checking strategy (Kotler, 2003).

The influence of consumer orientation on
marketing performance is evidenced by research
by Zhu et al. (2015) which states that consumer
orientation has a positive effect on marketing per-
formance. Based on the explanation above it can
be concluded that consumer orientation can imp-
rove marketing performance which will refer to
the company's profits and profits .

Consumer orientation is defined as col-
lect, share, and use knowledge of the consumer
at the level of the organization to coordinate the
actions of what is done based on the knowledge
(Pekovic, 2012). Consumer orientation is a set
of behaviors and beliefs that puts the wishes of
consumers as a priority and provide superior va-
lue is kept constant ( Thoumrungrejo & Racella,
2013).

Evidence by the results of research by
Shin and Aiken (2012) which states that there is
a relationship between consumer orientation on
marketing performance through marketing capa-
bilities. Likewise with the results of research con-
ducted by Dalvi (2014) states that there is a positi-
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ve and significant relationship between consumer

orientation and marketing performance through

marketing capabilities.

H2: Consumer orientation has a positive
and significant influence on marketing
performance

Marketing capability is one of the perfor-
mance processes in marketing. Marketing capa-
bility is measured based on the marketing mix
approach as practiced by Tsai and Shih (2014)
by using distribution networks, product develop-
ment, pricing strategies, production management
and marketing research as indicators. There is
an influence between marketing capabilities on
marketing performance according to research
conducted by Dalvi and Seifi (2014). Capability
becomes an important part in the success of a
marketing performance. In addition Hatta (2015)
also stated that one of the strategies that could
improve marketing performance was to increase
marketing capabilities. This means that marke-
ting capabilities have a relationship that is directly
proportional to marketing performance. Other re-
search by Kajalo and Lindbolm (2015) also sta-
tes that marketing capabilities have a significant
effect on marketing performance. Agree with the
results of research by Farida (2016) that marke-
ting capabilities have a positive effect on marke-
ting performance. Marketing capability is located
as an intervening, marketing performance variab-
le is the dependent variable. Marketing knowled-
ge competence and consumer orientation become
independent variables.

H3: Marketing capabilities have a positive and
significant impact on marketing performance

Marketing knowledge is knowledge rela-
ted to the marketing process of an organization,
marketing activities, and knowledge about the
use of assets and capabilities related to marke-
ting. Marketing knowledge possessed by a com-
pany is useful for carrying out marketing activities
and running a business. Marketing knowledge
can be in the form of knowledge about mar-
ket conditions, trends, consumer preferences,
and others. So if a company has good
marketing knowledge, it can improve marketing
performance (Reza & Amini, 2016). Evidenced
by the competence of marketing knowledge has
an indirect positive effect on marketing perfor-
mance through marketing capabilities. Reza and
Amini (2016) in their research also revealed that
there is a relationship between marketing kno-
wledge and marketing performance. Whereas
other research shows that marketing knowled-
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ge competence does not significantly influence

marketing performance (Tsai & Shih, 2014).

H4: Competence marketing knowledge has
a positive and significant impact on the
performance of marketing through marketing
capability

Consumer orientation is one of the stra-
tegies in improving marketing performance. Ho-
wever, consumer orientation will contribute to
the higher influence on marketing performance
through marketing capabilities as an intervening
variable.

Some previous studies state that there is a
relationship between consumer orientation and
company performance through marketing capa-
bilities in companies in Korea (Shin & Aiken,
2012). The results of the study indicate that there
is an effect of consumer orientation on marketing
performance indirectly and there is a direct effect
between marketing capabilities on marketing per-
formance.

H5: Consumer orientation has a positive
and significant influence on marketing
performance through marketing capabilities

Competence
Knowledge of
Marketing

Marketing
Performance

Marketing
Capabilities

Customer
Orientation

Figure 1. Research Model
METHOD

The object of this research is the vendor of
five centers Tuin Van Java Magelang city, with
a total population of 127 merchants. The popu-
lation size is relatively small, allowing members
of the population to be studied. The number of
samples in this study were 127 traders.

In this study, using a sample of satura-
ted, said saturated samples for retrieval member
samples was done by way of making all of the
population being sampled. So that researchers are
able to generalize with very small errors.

The independent variable is the variable
that affects changes in the dependent variable
and has a positive or negative relationship for
the dependent variable (Kuncoro, 2013). The in-
dependent variables in this study are marketing
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knowledge competence and consumer orien-
tation. While intervening variables are factors
that theoretically affect observed phenomena;
I cannot be seen, measured, or manipulated, but
the impact can be concluded based on the impact
of independent and moderating variables on
observed phenomena (Kuncoro, 2013). The in-
tervening variable in this study is marketing ca-
pability that connects marketing knowledge com-
petence and consumer orientation to marketing
performance.

Data collection methods in this study were
questionnaire and documentation. In this study,
a questionnaire addressed to vendors five centers
Tuin van Java city of Magelang. To measure the
value of variables in this questionnaire using a
Likert scale. Likert scale is used to measure the
attitudes, opinions, and perceptions of a person
and a group of people about social phenomena,
hereinafter referred to as research variables. The
answer to each instrument item that uses a Likert
scale has a gradation from very positive to very
negative.

Validity test

The results and testing of the instrument
from the research questionnaire were carried out
with the submission of validity and reliability. Va-
lidity testing is used to assess the accuracy of the
instrument's validity. Validity test calculation is
done with SPSS version 21. This validity testing
is performed on 20 respondents. Significance tests
were carried out to see the instrument score sig 2
tailed < 0.05. The instrument is said to be valid
if the significance value of the instrument score
sig 2 tailed < 0.05.

Based on the results of the test of the va-
lidity of marketing performance variables shows
that all items used are declared valid. The mar-
keting capability variable indicates that there are
three items declared otherwise invalid. While the
marketing knowledge competency and customer

Table 1. Results of Multiple Linear Regression Test

orientation variables of each variable indicate
that there is one variable that is declared invalid
with a sig 2 tailed item score > 0.05.

From the results of testing the instrument
validity can be explained that of the total state-
ment instruments there are only 43 statements
that can be used in this study, with 9 items mar-
keting performance variable details, 15 items
marketing capability variable, 8 items marketing
knowledge competency variable and 11 items
consumer orientation variable.

Realibility Test

A variable is said to be reliable (reliable)
if it has a Cronbach Alpha value > 0.70, the reli-
ability test in this study was processed using the
SPSS version 22 program.

Based on the results of SPSS output shows
that the Cronbach Alpha value for knowledge
marketing competnce variable is 0.775 > 0.70,
and the Cronbach Alpha value for wocustomer
orientation variable is 0.865 > 0.70, and the
Cronbach Alpha value for marketing capabilities
variable is 0.890 > 0.70. That is, the variables
of maketing knowledge competence, customer
orientation, marketing capabilities and marketing
performance are said to be reliable.

RESULT AND DISCUSSION

Normality Test conducted in this study
shows that all existing data are normally distri-
buted. Test results with probability plots illustrate
the spread of data illustrated by points forming
a pattern following a diagonal line. These results
indicate that the data are normally distributed. To
strengthen these assumptions, a statistical analy-
sis was also carried out using the Kolmogorov-
Smirnov test. Test results show that the Kolmo-
gorov-Smirnov value is  1.069 with an Asymp
Sig value of 0.204> a probability value of 0.05,
then the research data is normally distributed. If

Coefficients?
Model Unstandardized Coefficients Standardized Coefficients T Sig.
B Std. Error Beta

1 (Constant) 0.515 1.357 0.379 0.705
Knowledge marketing 0.162 0.050 0.179 3.249 0.001
competence
Customer orientation 0.319 0.060 0.340 5.307 0.000
Capabilities marketing  0.400 0.052 0.477 7.682 0.000

a. Dependent Variable: Marketing Performance
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the Kolmogorov-Smirnov value > o = 0.05 then
the data is normally distributed (Ghozali, 2013).

The marketing knowledge competency va-
riable has a tolerance value of 0.422, a consumer
orientation of 0.312, and a marketing capability
of 0.332. A good model does not occur multi-
collinearity, the commonly used cutoff value is
a tolerance value > 0.10 (Ghozali, 2013). While
the VIF value on the multicollinearity calculation
results shows the results of the VIF value on all
variables less than 10 which indicates no multi-
collinearity. So it can be concluded that there is
no multicollinearity between the independent va-
riables in the regression model.

According to Ghozali (2013) the heteros-
cedasticity test aims to test whether in the reg-
ression model there is an unequal variance from
the residuals of one observation to another.If the
variance from one observation to another is fixed
then it is called homoscedasticity. A good regres-
sion model is homoscedasticity or heteroscedasti-
city does not occur.Heteroscedasticity test in this
study uses scatter plot, it can be seen that there
is no clear pattern, and the points spread abo-
ve and below the zero marketing performance’s
axis. Therefore it can be concluded that in this
model heterosdasticitydoes not occur.

Based on the data testing carried out, it can
be known that the statistical test results of the
marketing knowledge competency variable ob-
tained t value of 3.249 with a significance level
0.001 < 0.05 . This shows that H1 which states
that marketing knowledge competence has a po-
sitive and significant effect on marketing perfor-
mance is accepted. This shows that the higher
or increase the competency of marketing know-
ledge can improve marketing performance. The
results of this study are in accordance with Su-
giyarti (2015) which states that there is a positive
and significant relationship between marketing
knowledge competencies and marketing perfor-
mance. Other research that supports this is the
result of research by Reza and Amini (2016) that
marketing knowledge competence has a positive
and significant effect on marketing performance,
meaning that marketing knowledge competen-
ce variables can improve marketing performan-
ce. Azizah (2017) research results also state that
marketing knowledge competence has a positive
and significant effect on marketing performance.

While the consumer orientation variable
obtained t value 5.307 with a significance level
of 0.000 < 0.05. This shows that consumer orien-
tation has a positive and significant effect on ac-
cepted marketing performance. This shows that
the higher or higher consumer orientation can
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improve marketing performance. The results of
this study are supported by the theory conveyed
by Kotler (2003) that companies that are custo-
mer oriented will have a better position in deve-
loping marketing networks, making offers and
determining input and ending up in their assets.
So that will improve marketing performance at
the company.

Other research by Shin and Aiken (2012)
also states that there is a positive and significant
influence between consumer orientation on mar-
keting performance. In addition, the results of
the study of Dalvi and Sheirifi (2014) stated that
there was a significant influence between consu-
mer orientation on marketing performance. Li-
kewise with the results of research belonging to
Zhu et al. (2015) that there is a positive and signi-
ficant relationship between consumer orientation
and marketing performance. Not only the com-
petence variable of marketing knowledge and
consumer orientation, the marketing capability
variable in this study also shows that marketing
capability has a positive and significant effect on
marketing performance by obtaining a t value of
7.682 with a significance 0.000 < 0.05. The re-
sults of this study are consistent with the state-
ment conveyed by Hatta (2015) that one of the
strategies that can improve marketing perfor-
mance is to increase marketing capabilities. This
means that marketing capabilities have a relation-
ship that is directly proportional to marketing
performance.

Other research by Kajalo and Lindbolm
(2015) also states that marketing capabilities
have a significant effect on marketing performan-
ce. Agree with the results of research by Farida
(2016) that marketing capabilities have a positi-
ve effect on marketing performance . It can also
be seen the influence of marketing knowledge
competency variables on marketing performance
through marketing capabilities by multiplying the
path coefficient of marketing knowledge com-
petence on marketing capability (B,) 0.274 and
marketing capability path coefficient on mar-
keting performance (B,) 0.477, then adding the
competency path coefficient marketing knowled-
ge on marketing performance (8 ,) 0.179. So the
calculation of the total effect of the path coeffi-
cient becomes:

(B,xB,)+B,=(0274X0.477) +0.179
=0.310

Based on the results of the calculation of
the coefficient above it is known that the total
effect of marketing knowledge competence
on marketing performance through marketing
capabilities is equal to 0.310, while the path
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coefficient results of the direct influence of
marketing knowledge competence on marketing
performance of 0.179, therefore the total indirect
path coefficient> direct path coefficient . So it
can be said that H , stating that the competence
of marketing knowledge and significant positive
effect on the performance of marketing through
marketing capabilities is received.

It can also be seen the effect of consumer
orientation on marketing performance through
marketing capabilities by multiplying the path
coefficient of consumer orientation towards mar-
keting capability (B ,) 0.595 and marketing capa-
bility path coefficient on marketing performance
(B ;) 0.477, then adding the consumer orienta-
tion path coefficient to performance marketing
(B 5)0.340. So the

calculation of the total effect of the path
coefficient becomes:

(B,xB,)+B.=(0.595X0.477) + 0.340
=0.624

Based on the results of the calculation
of the coefficient above it is known that the
total influence of consumer orientation on
performance through marketing capabilities is
equal to 0.624, while the path coefficient results
of the direct influence of consumer orientation
on marketing performance of 0.340, therefore
the total indirect path coefficient > direct path
coefficient. So it can be said that H ; which states
that consumer orientation has a positive and sig-
nificant effect on marketing performance through
marketing capabilities is accepted.

B =0.179
By X Pz = 0,131

Marksting
Capability

BsX Ps=0.284

B2 = 0340

Figure 2. Path Analysis

Effect of Marketing Knowledge Competence
on Marketing Performance

Based on the results of processing and ana-
lysis of data that has been done, it can be seen
that the competence of marketing knowledge
has a positive and significant effect on marke-
ting performance. These results indicate that the
competence of marketing knowledge consists of
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knowledge acquisition, the dissemination of kno-
wledge, and the response to the knowledge have
a positive influence in the effort to improve mar-
keting performance. This means that the higher
or increase the competency of marketing know-
ledge will increase marketing performance. The
indicator that has the highest contribution in rep-
resenting the competency variable of marketing
knowledge is the distribution of knowledge while
the lowest contribution is given by the indicator
of acquiring knowledge.

This research is supported by Sugiyarti
(2015) which states that there is a positive and
significant relationship between marketing kno-
wledge competencies and marketing performan-
ce. Other research that supports this is the result
of research by Reza and Amini (2016) that mar-
keting knowledge competence has a positive and
significant effect on marketing performance, mea-
ning that marketing knowledge competency va-
riables can improve marketing performance. The
results of the research belonging to Azizah et
al (2017) also stated that marketing knowledge
competence had a positive and significant effect
on marketing performance.

Effect of Consumer Orientation on Marketing
Performance

Based on the results of the processing and
analysis of partial test data (t test) that has been
done, it can be seen that consumer orientation
has a positive and significant effect on marketing
performance. These results are consistent with
H2 ‘which states consumer orientation and a
positive effect on the performance of marketing
signifiikkan accepted. This means that the higher
consumer orientation will increase marketing
performance. Thus, marketing performance will
be better when a business is oriented to consu-
mers. The indicators that have the highest cont-
ribution in representing consumer orientation va-
riables are commitment to serve consumers and
the lowest contribution is represented by indica-
tors understanding consumer needs.

The results of this study are supported by
the theory conveyed by Kotler (2003) that compa-
nies that are customer oriented will have a better
position in developing marketing networks, ma-
king offers and determining input and ending up
in their assets. So that will improve marketing per-
formance at the company. Other research by Shin
and Aiken (2012) also states that there is a posi-
tive and significant influence between consumer
orientation on marketing performance. In additi-
on, the results of the study of Dalvi and Sheirifi
(2014) stated that there was a significant influence
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between consumer orientation on marketing per-
formance. Likewise with the results of research
belonging to Zhu et al. (2015) that there is a positi-
ve and significant relationship between consumer
orientation and marketing performance.

Effect of Marketing Capability on Marketing
Performance

Based on the results of the processing and
analysis of partial test data (t test), it can be seen
that marketing capabilities have a positive and
significant effect on marketing performance. These
results are consistent with H3 which states that the
positive effect of marketing capabilities and signi-
fitkkan on acceptable marketing performance. This
means that the higher the marketing capabilities,
the better the marketing performance will be. So
that marketing performance will get better when
a business increases marketing capabilities. The
indicators that have the highest contribution in
representing marketing capability variables are
responsive services and the lowest contribution is
represented by indicators of marketing implemen-
tation capability.

The results of this study are consistent
with the statement conveyed by Hatta (2015)
that one of the strategies that can improve mar-
keting performance is to increase marketing ca-
pabilities. This means that marketing capabilities
have a relationship that is directly proportional
to marketing performance. Another study owned
by Kajalo and Lindbolm (2015) also stated that
marketing capabilities had a significant effect on
marketing performance, while research results
belonging to Farida (2016) marketing capabilities
had a positive effect on marketing performance.

Effect of Marketing Knowledge Competence
on Marketing Performance through Marketing
Capabilities

Based on the results of data analysis tests
that have been done, it can be seen that the com-
petence of marketing knowledge has a positive
and significant effect on marketing performance
through marketing capabilities. This is known
through the path coefficient analysis of the direct
influence of marketing knowledge competen-
cies on marketing performance is smaller than
the total indirect effect of marketing knowledge
competencies on marketing performance through
marketing capabilities. Thus we can conclude
that H4 which mentions the competency of mar-
keting knowledge and significant positive effect
on the performance of marketing through mar-
keting capabilities is received. In other words,
marketing capabilities are able to mediate the
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competence of marketing knowledge to marke-
ting performance. This means that the higher or
increase the competency of marketing knowledge
of marketing capabilities will improve marketing
performance. So to improve marketing perfor-
mance a business needs to consider and increase
marketing capability variables.

The results of this study are in accordance
with research conducted by Azizah et al. (2017)
which states that there is a positive and significant
relationship between marketing knowledge com-
petencies and marketing performance through
marketing capabilities. Another study belonging
to Mawu et al. (2016) also states the same thing
that there is a positive and significant relationship
between marketing knowledge competencies and
marketing performance through marketing capa-
bilities.

Effect of Consumer Orientation on Marketing
Performance through Marketing Capabilities

Based on data analysis that has been done,
it can be seen that consumer orientation has a
positive and significant effect on marketing per-
formance through marketing capabilities. This is
known through the path coefficient analysis of
the direct influence of consumer orientation on
marketing performance is smaller than the total
effect of indirect consumer orientation on mar-
keting performance through marketing capabili-
ties. Thus we can conclude that H5 which states
that the consumer orientation and signifikam
positive effect on the performance of marketing
through marketing capabilities is received. This
means that the higher the consumer's orientati-
on towards marketing capabilities will improve
marketing performance. This means that marke-
ting capabilities are able to mediate consumer
orientation variables to marketing performan-
ce. So to improve marketing performance a bu-
siness needs to consider and improve marketing
capabilities.

The results of this research are supported
by research by Shin and Aiken (2012) which sta-
tes that there is a relationship between consumer
orientation and marketing performance through
marketing capabilities. Likewise with the results
of research conducted by Dalvi (2014) states that
there is a positive and significant relationship bet-
ween consumer orientation and marketing per-
formance through marketing capabilities.

CONCLUSION AND RECOMMENDATION

Marketing knowledge competence has a
positive and significant effect on marketing per-
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formance, the higher the marketing knowledge
competency, the higher the marketing performan-
ce. Marketing knowledge competence also has a
positive and significant effect on marketing per-
formance through marketing capabilities. This
means that marketing knowledge competencies
affect marketing capabilities. Consumer orien-
tation influences marketing performance. In
addition, consumer orientation also influences
marketing performance through marketing ca-
pabilities. This means that consumer orientation
can improve marketing performance. The higher
consumer orientationcustomers in order to imp-
rove their marketing performance.will create the
fulfillment of the needs and desires of the mar-
ket so that it will affect the performance of street
vendors selling to increase. In addition, the for-
mation of high marketing capabilities will also
improve marketing performance.

Based on the results of research and
discussion, it is known that marketing capabilities
are able to mediate the influence of marketing
knowledge competency variables and consumer
orientation on marketing performance. With the
results of the coefficient received is greater than
the direct effect. So to improve and maximize
the marketing performance of street vendors
Tuin Van Java needs to further improve and con-
sider marketing capabilities in making business
decisions. But seen through descriptive marketing
capability variables are classified as less good, na-
mely the indicators of marketing communication
skills, the ability to sell, and the ability to imple-
ment marketing. Thus, the street vendor Tuin
Van Java should be more motivated to proactive-
ly offer and communicate directly with potential.

Researchers are aware that in this study
there are still shortcomings. One of them is in this
study using only two independent variables, na-
mely marketing knowledge competence and con-
sumerorientation. In addition, the data analysis
in this study uses the help of the spss version 21
data analysis program. So it is recommended for
future researchers to expand the scope of variab-
les such as technologyorientation to strengthen
the formation of marketing performance by using
different data analyzes such as pls or sem, and it
is hoped that further researchers can look for the
scope of different and broader objects.
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