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Abstract — MSME actors are starting to be concerned about management governance and trying to improve their
abilities by participating in several competency-based training held by the central government and regional
governments. Even so, only some MSMEs can develop their business competitiveness. This study mainly aims
to analyze the increase in the competitiveness of MSME businesses through entrepreneurial competence,
entrepreneurial orientation, and customer relationship management. This study used a library and field research
design with a causal associative approach. This study used a total sample of 170 samples. Data analysis confirms
that entrepreneurial competence, orientation, and customer relationship management significantly affect MSME
Competitiveness. The implications of this research highlight the importance of developing entrepreneurial
competencies for SMEs. The implication is that MSMEs must invest time and resources in training and
developing entrepreneurial skills to increase brand competitiveness. Furthermore, the importance of customer
relationship management (CRM) in increasing the competitiveness of MSMEs. Furthermore, MSMEs need to
pay attention to relationship management with their customers. They must understand customer needs, provide
quality service, and build long-term customer relationships.
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Introduction

Running a business or entrepreneurship cannot avoid uncertainty(Afwa et al., 2021);
(Christa & Kristinae, 2021), so it takes mature entrepreneurial competence to run it(Halim et
al., 2021). Entrepreneurial competence is crucial to encourage the competitiveness of MSMEs
to be more competitive in the present (Julyanthry, Putri, Lie, et al., 2021). The main problem
of this research is the low level of entrepreneurial competence for some MSME groups,
especially micro groups, in terms of business development. The lack of core competencies in
entrepreneurship, for example, mastery of knowledge, attitudes, and skills related to business
governance, makes it difficult for business competitiveness to develop and compete with
similar businesses. In addition to the need for entrepreneurial competence to increase
competitiveness, aspects of entrepreneurial orientation are also considered essential to
encourage business development(Trisnawati & Darsana, 2021). The second problem, namely
the lack of initiatives to innovate in business governance, is seen as a trigger for slow business
competitiveness to develop. In addition to entrepreneurial competency factors and orientation,
in-depth knowledge related to customer relationship management is also needed to increase
business competitiveness(Rosalina et al., 2017). This aims to make it easier for novice
entrepreneurs to develop business strategies and bring businesses closer to
consumers(Mohammed et al., 2017). The next problem is that in micro and small-scale
businesses, the opportunity to implement customer relationship management in their business
cannot be achieved optimally. This is due to their shared knowledge regarding implementing
customer-based business strategies.
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Entrepreneurial competence appears in more than prospective entrepreneurs (Dyatmika
et al., 2020); (Mohamad & Niode, 2020). Entrepreneurial competence in a person has existed
since someone realized that their daily needs must be met (Slamet et al., 2016), thereby
enabling the emergence of skills in something like selling goods and services(Butarbutar et
al., 2022); (Barney & Hesterly, 2019). Entrepreneurs must be able to create an environment
that supports creativity (Dess & Lumpkin, 2005), suitable for themselves (Nguyen & Waring,
2013)or other people in the company (Harjadi & Gunawan, 2022); (Iskamto et al., 2020).
Entrepreneurial competence is a person's fundamental nature and is related to the
effectiveness of a person in doing work (Dwi et al., 2022); (Man et al., 2002). Building
entrepreneurial competence is needed to achieve success and be oriented and consistent to
gain competitiveness (Muniarty et al., 2021); (Julyanthry, Putri, & Sudirman, 2021). If
entrepreneurial competence is managed optimally, then this will increase the competitiveness
of a better business(Tehseen & Ramayah, 2015). Study results (Yustian et al., 2021);
(Trisnawati & Darsana, 2021) emphasized that entrepreneurial competence significantly
affects the growth and development of business competitiveness. Therefore, based on some of
the results of previous studies led to the development of the hypothesis:

H1: Entrepreneurial competence effect on the MSME Competitiveness

Entrepreneurial orientation is processes, practices, and activities that use innovation,
risk-taking, and active efforts to win the competition(Herlinawati et al., 2022); (Keh et al.,
2007). Some researchers (Kantur, 2016); (Bhegawati & Yuliastuti, 2019), believes that
entrepreneurial orientation reflects the company's tendency to be innovative, seek
opportunities, dare to take risks, be autonomous, and aggressively have a competitive
influence on business competitiveness. Entrepreneurial orientation is related to the search for
opportunities and the courage to take risks in decision-making for business governance (Dess
& Lumpkin, 2005); (Gupta & Gupta, 2015). In a dynamic business environment, the essence
of entrepreneurial orientation is believed to be the foundation for entrepreneurs to develop
innovations related to competitiveness (Kadir et al., 2017); (Fitri, 2022). Furthermore,
(Novitasari & Zuraida, 2015); (and Sedalia et al., 2020) state that entrepreneurial companies
are believed to be pioneers in product innovation and are proactive in supporting increased
business competitiveness to be more competitive. Therefore, based on some of the results of
previous studies led to the development of the hypothesis:

H2: Entrepreneurial Orientation Effect on the MSME Competitiveness

Applying a CRM-based business strategy is believed to be a pioneer in bringing
businesses closer to customers (Ozgener & Iraz, 2006). CRM implementation is interpreted as
a strategy, system, and technology that will effectively and efficiently manage customer
transactions with the company and subsequent relationships with these customers (Saputra
Ade, 2022); (Alianto & Santosa Kramadibrata, 2022). In the current digital era, a strategy is
urgently needed to establish long-term relationships with customers by utilizing the resources
owned by MSME players (Komalasari & Nurmasari, 2020). According to (Mutiana Pratiwi &
Widia Marta, 2018); (Supriyanto & Setiyawati, 2021), the primary goal of CRM is to build
and maintain a portfolio of profit-maximizing customer relationships. However, the benefits
customers receive from the company through this relationship should add value to their
service experience beyond that provided by the core product offering (Gil-Gomez et al.,
2020). Several previous studies have confirmed that CRM significantly affects business
competitiveness (Rosalina et al., 2017); (Guha et al., 2018). Therefore, based on some of the
results of previous studies led to the development of the hypothesis:

H3: Customer relationship management effect on the MSME Competitiveness
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Research on business competitiveness is considered a critical study to provide an
overview of how much the MSME players are currently competitive. The state of the art of
this research is that the researcher uses variable customer relationship management to
strengthen the business competitiveness model to make it more competitive. In addition, this
study uses an additional indicator in the form of a service model to strengthen the customer
relationship management measurement model for business competitiveness. The author
believes in the digital era when, in addition to the required aspects of entrepreneurship
knowledge and a mature entrepreneurial orientation, customer relationship management is
crucial to realizing business governance ready to compete so that it can develop and survive
even in conditions of economic recession. This research has a novelty in terms of its data
analysis model, which uses a structural equation model-partial least squares approach,
whereas previous research used a linear regression data analysis model with SPSS software
and analyzed it in stages. From some of the problems above, the formulation of the research
problem is to analyze the model of increasing MSME competitiveness through increasing
entrepreneurial competence and managing entrepreneurial orientation and customer
relationship management.

Method

This study uses a library and field research design with a causal associative approach to
look at the relationship of several uncertain variables. (Sugiyono, 2015), Mentioning causal
design helps analyze how a variable affects other variables and is also valuable for
experimental research, where the researcher treats the independent variable in a controlled
manner to see its impact on the dependent variable directly. The sampling method used in this
study is the convenience sampling method; this technique was chosen because it is the fastest
method due to time constraints, and anyone who accidentally meets the researcher can be
used as a sample if that person is considered suitable as a data source. According to (Hair,
2014), if the population is unknown, the number of samples can be determined from 5-10
times the number of indicators used in a single construct. This study used 17 indicators from 4
variable dimensions, so the number of research samples obtained was 17 x 10 = 170. Data
collection in this study used the observation method by directly observing the field and
documentation derived from secondary data in documents and structured interviews using a
questionnaire instrument. The data analysis method used was Partial Least Square (PLS).
Data analysis test tool using statistical software Smartpls 3.0. The analysis phase consists of
testing the validity and reliability and evaluating the external model with convergent validity.
The internal evaluation model reviews the R Square (R2) value with the criterion if the R2
value is 0.5-0.6, which means good, 0-0.33, medium, and 0-0.19, which means weak. Finally,
testing the hypothesis is the criterion for measuring significance and probability value <0.05.

Results and Discussions

Table 1. Descriptions of Research Respondents

Categories Details amount Percentage (%)
Men 65 38.23
Gender Woman 105 61.77
20-29 45 26.47
Age (years) 30-39 55 32.35
40-49 53 31.18
50-59 17 10
high school 122 71.77
Level of education Bachelors 40 23.53

Masters 8 4.70
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Culinary 63 37.05

Fashion 22 12.95

Automotive 16 9.42

Agribusiness 9 5.29
Type of business Internet Technology Business 22 12.94
Beauty Business And Beauty Products 18 10.58

Event Organizer 6 3.53

Other Types of Business 14 8.24

Source: Processed Data (2023)

Outer Model Measurement

The results of the data obtained from the research questionnaire were processed using
the SmartPLS version 3.2.9 application with processing guidelines (Juliandi, 2018). In
measuring the outer model, the validity and reliability tests were conducted. The loading
factor determines a convergent validity testing and AVE with the condition that the loading
factor is above 0.7 and the AVE value is 0.5(Hair, 2014). The model reliability test, according
to(Hair, 2014), is seen from the value of Cronbach's alpha and composite reliability (CR),
which has a value higher than 0.7. The following will show an explanation of the
measurement of the outer model, which is presented in Figure 2 and Table 2 below:
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Figure 2.0Outer Model Display
Table 2.0uter Model Measurement Results
Constructs/items | code | Outer Loadings| Cronbach's alpha CR AVE
Entrepreneurial Competence 0.807 0.874 0.636
Technical Competence EC1 0.760
Marketing Competence EC2 0.826
Financial Competence EC3 0.871
Human Relations Competence | EC4 0.723
Entrepreneurial Orientation 0.870 0911 0.720
Innovativeness EO1 0.880
Risk Tasking EO2 0867
proactiveness EO3 0.860
Competitive Aggressiveness EO4 0.785
Customer Relationship Management 0.930 0.948 0.787
Business Models CRM1 0.903
System Models CRM2 0.965
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Technology Models CRM3 0.774
Marketing Models CRM4 0839
Service Models CRM5 0.965
MSME Competitiveness 0.883 0.919 0.741
Valuable MC1 0.804
Rareness MC2 0.850
Inimitability MC3 0.906
Insubstitutability MC4 0.880

Source: Processed Data (2023)

In the validity test presented in Table 2 above, it was obtained that the value of each
loading factor on the indicators of the variables of entrepreneurial orientation, information
technology adoption, innovation culture, and sustainable competitive advantage was above
0.7 and 0.5 for the average variance extracted (AVE) values. Furthermore, for Cronbach's
alpha value and composite reliability, the value for each variable was above 0.7, which
showed that all research variables had good reliability values. With these sound values, it can
be used as an overview that the condition of the relationship between variables was also good
so that further tests can be carried out.

Inner Model Measurement

Inner model measurement was carried out by bootstrapping research data using
SmartPLS 3.2.9. There were two results obtained from bootstrapping; the first was the
significance of the two related variables and the study's R-square. The value of the R-square is
the value that shows the ability of exogenous variables to build endogenous variables.
According to(Chin et al., 2008), there are three categories of R-square values; in which if the
R-square value is 0.19, the relationship between exogenous variables forming endogenous
variables is weak; if it is 0.33, it means that the relationship is moderate, and if the value is
0.67, it means that the relationship is strong. Meanwhile,(Sarwono, 2016)stated that if the R-
square value is more than 0.67, the relationship between endogenous and exogenous variables
is very strong.

Table 3. Calculation results of the R-Square value

Notes R Square R Square Adjusted
MSME Competitiveness 0.630 0.624

Source: Processed Data (2023)

Judging from the R-square value for the MSME Competitiveness endogenous variable,
a value of 0.630 is obtained, whose values range from 0.33-0.67; this indicates that the ability
of exogenous variables to explain endogenous variables is moderate overall. Furthermore, a
significance test was carried out to prove the hypothesis testing, which was used to determine
the relationship between the exogenous variables and the endogenous variables. The
significant criterion is seen from the p-value. With a significance level of 5%, if the p-value
between the exogenous and endogenous variables is less than 0.05, it means that the
exogenous variable has a significant effect on the endogenous variable; conversely, if the
value is more significant than 0.05, it means that the exogenous variable has no significant
effect on building endogenous variable.
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Table 4. Hypothesis Test Results

hypothesis coefficient t-count P-Value Conclusion
Entrepreneurial Co.mpetence>>MSME 0311 4140 0.000 accepted
Competitiveness
Entrepreneurial Or.1(?ntat10n>>MSME 0474 7173 0.000 accepted
Competitiveness
Customer Relationship
Management>>MSME Competitiveness 0.167 4.207 0.000 accepted

Source: Processed Data (2023)

Based on the results of the processed data presented in Table 4, it is known that the
influence of entrepreneurial competence on MSME competitiveness obtained positive and
significant results with the acquisition of a p-value of 0.000 below 0.05. Furthermore, the
effect of entrepreneurial orientation on MSME competitiveness obtained positive and
significant results with the acquisition of a p-value of 0.000 below 0.05. Likewise, positive
and significant results were obtained by acquiring a p-value of 0.000 below 0.05 for the
influence of customer relationship management on MSME competitiveness. Overall, from the
three hypotheses built to test the direct effect between variables, it was concluded that all
hypotheses were declared accepted.

Discussion

The research results developed through the first hypothesis show that entrepreneurial
competence positively and significantly affects MSME competitiveness. These results
confirm entrepreneurial competence involving thinking creatively, seeing business
opportunities, and generating innovative ideas. This capability allows MSMEs to develop
products or services that are unique and attractive to consumers. By innovating, MSMEs can
differentiate themselves from competitors and attract new customers. Entrepreneurial
competence includes managerial skills in managing various business aspects such as finance,
marketing, human resources, and operations. With good managerial skills, MSME owners can
optimize limited resources and improve operational efficiency (Hasan et al., 2021). This
allows MSMEs to compete better in a competitive market. In addition, entrepreneurial
competence also includes building networks and establishing mutually beneficial cooperative
relationships with other parties, such as business partners, suppliers, or customers.(Basoeky et
al., 2021). Through cooperation and partnerships, MSMEs can access new resources,
information, and opportunities to increase competitiveness. A strong network also enables
MSMEs to expand their market share and reach a broader range of customers.

The research results developed through the second hypothesis show that entrepreneurial
orientation positively and significantly affects MSME competitiveness. These results illustrate
the importance of managing entrepreneurial orientation to maintain business competitiveness.
Entrepreneurial orientation also includes a strong focus on customer needs and satisfaction.
MSME owners with a robust entrepreneurial orientation will try to understand the needs of
their customers well and provide high-quality products or services(Tiris Sudrartono et al.,
2022). They always try to improve the customer experience, listen to feedback, and adapt
their business to market demands. This focus on customers allows MSMEs to maintain and
expand their market share. Entrepreneurial orientation involves taking the initiative,
proactively dealing with market changes, and seeking business opportunities. MSME owners
with a solid entrepreneurial orientation will proactively find market information, analyze
industry trends, and adjust their business strategy quickly(Irwansyah et al., 2021). They do
not just wait for opportunities but actively create new ones. This initiative and proactive
attitude enable MSMEs to remain relevant and competitive in rapidly changing markets. With
a strong entrepreneurial orientation, MSMEs can develop competitive advantages, survive in
fierce business competition, and achieve sustainable growth.
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The research results developed through the third hypothesis show that customer
relationship management positively and significantly affects MSME competitiveness.
Customer relationship management (CRM) helps MSMEs better understand customer needs
and preferences. By having complete and structured information about customers, MSMEs
can provide products or services that are more relevant and follow customer needs. This
increases customer satisfaction and makes them more inclined to choose MSMEs over
competitors(Sundulusi et al., 2022). CRM enables MSMEs to build solid and long-term
relationships with customers. By monitoring customer interactions and history, MSMEs can
provide personalized service, customize communications, and provide good after-sales
service. This long-term relationship helps MSMEs retain existing customers and reduce churn
rates, thereby reducing the cost of acquiring new customers. In addition, CRM allows
MSME:s to personalize interactions with customers. By understanding customer preferences
and purchase history, MSMEs can provide special offers, discounts, or loyalty programs that
suit their needs(Sherly et al., 2020). This personalization creates a unique customer
experience and differentiates MSMEs from competitors, thereby increasing customer
attraction and loyalty.

The relationship between Entrepreneurial Competence, Entrepreneurial Orientation, and
CRM with the competitive advantages of Micro, Small and Medium Enterprises (MSME's) is
very important in understanding how MSMEs can succeed and compete in the market.
Entrepreneurial competence refers to the skills, knowledge and abilities of individuals or
teams within SMEs in running a business effectively. This includes the ability to plan, make
decisions, innovate, solve problems, and adapt to market changes. MSMEs that have strong
entrepreneurial competencies are better able to overcome challenges and seize opportunities,
thus increasing their opportunities to create added value and differentiation in the market.
Entrepreneurial orientation reflects how MSMEs perceive opportunity, innovation and risk.
MSMEs with a strong entrepreneurial orientation tend to have a tendency to seek new
opportunities, innovate in products or services, and are willing to take measured risks. This
orientation involves a proactive attitude to market changes, a desire to move the business
forward, and an ability to adapt. MSMEs that successfully implement CRM can improve
customer retention, increase loyalty, and better understand customer needs and preferences.
By maintaining good relationships with customers, MSMESs can create a positive experience
that differentiates them from competitors and provides added value to customers. Overall,
these three factors complement each other and can mutually reinforce the competitive
advantage of SMEs. Combining a strong entrepreneurial approach, social responsibility,
innovation and good customer relations can help MSMEs to stay competitive and competitive
in an increasingly competitive market.

Conclusions and Recommendations

This study concluded that the competitiveness of MSME businesses could be increased
depending on the readiness of MSME business actors to develop their entrepreneurial
competencies. Entrepreneurial competence involves adapting to the fast-changing market and
business environment. MSMEs with this competency can quickly adjust their business
strategy, identify new opportunities, and overcome emerging challenges. In the digital and
globalization era, resilience and adaptability are essential factors in maintaining the
competitiveness of MSMEs. With solid entrepreneurial competencies, MSMEs can optimize
their potential, increase competitiveness, and maintain their business amid intense
competition. Entrepreneurial competence also helps MSME:s to continue to grow and develop
in the face of ever-changing market dynamics. In addition, entrepreneurial orientation also
plays an essential role in increasing the competitiveness of MSMEs in facing these dynamic
market dynamics. Entrepreneurial orientation involves high motivation and persistence in
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running a business. MSME owners who have a solid entrepreneurial orientation will have the
persistence to overcome obstacles and challenges that arise. They have a high desire to
achieve success and continue to drive their business in a better direction. This motivation and
perseverance help MSMEs survive and compete in a competitive market. Furthermore,
Customer relationship management (CRM) helps MSMEs manage sales and marketing
processes more effectively. MSMEs can identify cross-selling or upselling opportunities
through customer data analysis, map potential market segments, and optimize marketing
campaigns. CRM also allows MSMEs to measure the effectiveness of their marketing and
sales efforts so that they can take the necessary corrective steps.

The practical implications of this research state that MSMESs need to invest time and
resources in training and developing entrepreneurial skills to increase their competitiveness.
In this context, the government and related institutions can provide training and mentoring
programs to increase entrepreneurial competency among MSME owners. Then in the aspect
of entrepreneurial orientation, MSMEs need to adopt an entrepreneurial approach in their
business operations and strategies. They need to be innovative, proactive, and willing to take
risks to face the increasingly fierce competition. The government can provide policy support
encouraging entrepreneurial orientation among MSMEs, such as reducing bureaucracy,
funding accessibility, and facilitating the development of business networks. Properly using
information and communication technology can help MSMEs manage customer relationships
effectively. In addition, the government can provide access to training and resources to assist
MSMEs in implementing effective CRM practices. By increasing the competitiveness of
MSMEs through entrepreneurial competence, entrepreneurial orientation, and CRM, this
research can have positive implications for the sustainability of MSMEs. MSMEs that
compete well have more excellent opportunities to survive and grow in a competitive market.
This can contribute to local economic growth, job creation, and poverty reduction.
Government can provide access to training and resources to assist MSMEs in implementing
effective CRM practices.

This research has suggestions to be used as a reference for research and for decision-
making for parties who have a relationship with increasing the competitiveness of SMEs.
According to survey results, several business actors still need to possess competent
entrepreneurial competence and entrepreneurial orientation fully. The government can
facilitate the formation of networks and collaboration between entrepreneurs, educational
institutions, industry, and other business organizations. This can be done through organizing
networking events, business meetings, or online platforms that allow information exchange
and collaboration between entrepreneurs. The government can also support the establishment
of industrial parks or business incubators that encourage collaboration and business growth.
This study also confirms weaknesses in the aspect of the number of samples used, which are
still not able to generalize the characteristics of business actors as a whole, therefore for
further research, it is necessary to add a more significant number of samples and place several
research variables that are not discussed in this study. In addition, on the other hand, for more
complex models, data analysis methods with the CB-SEM approach using the Amos

application can be used.

Acknowledgements

On this occasion, the writing team would like to express their deepest gratitude to
DRPM for the funding budget provided for the National Competitive Research Beginner
Lecturer Research scheme for the 2023 implementation year. The writing team would also




258 m Sembiring et al., (2023)

like to express their deepest gratitude to all parties involved in the process of completing
research and writing articles, as well as to the entire academic community of the Sultan
Agung College of Economics who have provided support to our team.

References

Afwa, A., Djajasinga, N. D., Sudirman, A., Sari, A. L., & Adnan, N. M. (2021). Raising the
Tourism Industry as an Economic Driver. Proceedings of the 2nd Annual Conference on
Blended Learning, Educational Technology and Innovation (ACBLETI 2020) Raising,
560(Acbleti 2020), 118-123.

Alianto, J.,, & Santosa Kramadibrata, B. (2022). Pengaruh Customer Relationship
Management dan Kualitas Pelayanan terhadap Loyalitas Konsumen (Studi pada
Konsumen Toko Eka Walet di Kota Jambi). Ulil Albab: Jurnal Ilmiah Multidisiplin,
1(10), 3540-3548.

Barney, J. B., & Hesterly, W. S. (2019). Strategic Management & Competitive Advantage:
Concepts and Cases (6th Editio). Pearson Education, Inc.

Basoeky, U., Panggabean, S., Manu, G. A., Wardhana, A., Hoeronis, I., Adnan, Y., Maisarah,
& Sudirman, A. (2021). Pemanfaatan Teknologi Digital: Dalam Berbagai Aspek
Kehidupan Masyarakat. Media Sains Indonesia.

Bhegawati, D. A. S., & Yuliastuti, I. A. N. (2019). Effect of Product Innovation and
Entrepreneurial Orientation on Competitive Advantage in the Coconut Shell Craft
Industry in Karangasem Regency. Jurnal Ilmiah Manajemen Dan Bisnis, 4(1), 71.
https://doi.org/10.38043/jimb.v4i1.2153.

Butarbutar, M., Sudirman, A., Windarto, A. P., & Chandra, E. (2022). Peningkatan Daya
Saing dan Strategi Usaha Untuk Kelompok Ibu Rumah Tangga yang Tergabung Dalam
Usaha Jahit “ Yuni Phea ” Di Kecamatan Siantar Selatan Kota Pematang Siantar.
Prosiding Seminar Nasional Unimus, 5, 1768—1778.

Chin, W. W., Peterson, R. A., & Brown, S. P. (2008). Structural Equation Modeling In
Marketing : Some Practical Reminders Structural Equation Modeling In Marketing :
Some Practical Reminders. Journal of Marketing Theory and Practice ISSN:, 16(4),
287-298. https://doi.org/10.2753/MTP1069-6679160402.

Christa, U. R., & Kristinae, V. (2021). The Effect of Product Innovation on Business
Performance During Covid 19 Pandemic. Uncertain Supply Chain Management, 9(1),
151-158. https://doi.org/10.5267/j.uscm.2020.10.006.

Dess, G. G., & Lumpkin, G. T. (2005). The Role of Entrepreneurial Orientation in
Stimulating Effective Corporate Entrepreneurship. Academy of Management Executive,
19(1), 147-156. https://doi.org/10.1177/002248718203300610

Dwi, J., Amori, S., & Suryati, T. F. (2022). Membangun Daya Saing Industri Kecil dengan
Kompetensi dan Faktor Eksternal Melalui Strategi dan Kinerja Bisnis. Growth: Jurnal
Ilmiah Ekonomi Pembangunan Vol, 1(1), 37-53.

Dyatmika, S. W., Wibowo, T. S., Subakir, & Lasiyono, U. (2020). Menumbuhkan Nilai
Kewirausahaan Dan Daya Saing Pelaku Usaha Mikro Kecil Di Desa Pengulu,
Kecamatan Sidayu, Kabupaten Gresik. EKOBIS ABDIMAS Jurnal Pengabdian
Masyarakat, 1(1), 61-67.

Fitria, N. (2022). Pengaruh Inovasi Dan Orientasi Kewirausahaan Terhadap Keunggulan
Bersaing Dengan Kualitas Produk Sebagai Moderasi Pada UKM Kuliner Di Kota
Medan. Jurnal Akuntansi, Manajemen Dan Ilmu Ekonomi, 2(3), 183-193.
https://doi.org/10.54209/jasmien.v2i3.211.

Gil-Gomez, H., Guerola-Navarro, V., Oltra-Badenes, R., & Lozano-Quilis, J. A. (2020).
Customer Relationship Management: Digital Transformation and Sustainable Business




FIRM Journal of Management Studies, Vol. 8(2), September, 2023 m 259

Model Innovation. Economic Research-Ekonomska Istrazivanja, 33(1), 2733-2750.
https://doi.org/10.1080/1331677X.2019.1676283

Guha, S., Harrigan, P., & Soutar, G. (2018). Linking Social Media to Customer Relationship
Management (CRM): A Qualitative Study On Smes. Journal of Small Business and
Entrepreneurship, 30(3), 193-214. https://doi.org/10.1080/08276331.2017.1399628

Gupta, V. K., & Gupta, A. (2015). Relationship Between Entrepreneurial Orientation and
Firm Performance in Large Organizations Over Time. Journal of International
Entrepreneurship, 13(1), 7-27. https://doi.org/10.1007/s10843-014-0138-0.

Hair, J. F. (2014). Multivariat Data Analysis 7th Edition. Pearson Prentice Hall.

Halim, F., Grace, E., Lie, D., & Sudirman, A. (2021). Analysis of Innovation Strategies to
Increase the Competitive Advantages of Ulos Products in Pematangsiantar City. Jurnal
Manajemen Dan Bisnis, 10(2), 80-90.

Harjadi, D., & Gunawan, W. H. (2022). Dampak Orientasi Kewirausahaan dan Strategi Usaha
Terhadap Daya Saing Dalam Meningkatkan Kinerja Bisnis (Studi Kasus Pelaku
UMKM Pemerintah Kabupaten Kuningan). Jurnal Manajemen Motivasi, 18(1), 1.
https://doi.org/10.29406/jmm.v18i1.2551

Hasan, M., Roslan, A. H., Hendrayani, E., Sudirman, A., Jamil, M., Sitaniapessy, R. H.,
Basoeky, U., Fauziah, Yasa, N. N. K., & Wardhana, A. (2021). Kewirausahaan. Media
Sains Indonesia.

Herlinawati, E., Suryana, Ahman, E., & Machmud, A. (2022). The Effect of Entrepreneurial
Orientation on Smes Business Performance in Indonesia. Quantitative Economics and
Management Studies (QEMS), 3(4), 630—649.

Irwansyah, R., Syahputra, D., Ningsih, S., Hasan, M., Kristanto, T., Nugroho, L., Marwan, D.,
Febrianty, Sudirman, A., & Sudarmanto, E. (2021). Marketing Digital Usaha Mikro.
Widina Bhakti Persada.

Iskamto, D., Ghazali, P. L., & Afthanorhan, A. (2020). A Conceptual Framework for
Entrepreneur Competence and Entrepreneur Performance: The Role of Gender. The
Journal  of Management  Theory and  Practice (JMTP), I(1), 1-4.
https://doi.org/10.37231/jmtp.2020.1.1.14.

Juliandi, A. (2018). Structural Equation Model Based Partial Least Square (SEM-PLS):
Menggunakan SmartPLS. https://zenodo.org/record/2538001#.X-YIiFUzbIU

Julyanthry, J., Putri, D. E., Lie, D., & Sudirman, A. (2021). MSME Competitive Advantages
Reviewed From Entrepreneurship Insight And Market Orientation Aspects With
Innovation As A Medium. Jurnal Manajemen Dan Bisnis, 10(2), 30—40.

Julyanthry, Putri, D. E., & Sudirman, A. (2021). Kewirausahaan Masa Kini. Media Sains
Indonesia.

Kadir, A. R., Kamariah, N., Rukayah, S., & Sulaiman, S. (2017). Building Strategic
Competitiveness of UMKM in South Sulawesi Through Strategic Leadership,
Innovation Process, Entrepreneurial Orientation and Business Performance (Typology
Miles & Snow and Quantitative Model Typology Analysis). 2nd International
Conference on Accounting, Management, and Economics (ICAME, 40, 400—406.

Kantur, D. (2016). Strategic entrepreneurship: mediating the entrepreneurial orientation-
performance link. Management Decision, 54(1), 24—43. https://doi.org/10.1108/MD-11-
2014-0660.

Keh, H. T., Nguyen, T. T. M., & Ng, H. P. (2007). The effects of entrepreneurial orientation
and marketing information on the performance of SMEs. Journal of Business Venturing,
22(4), 592—611. https://doi.org/10.1016/j.jbusvent.2006.05.003.

Komalasari, E., & Nurmasari. (2020). Analisis Pelaksanaan Customer Relationship
Management Pada Usaha Kecil Dan Menengah Di Kota Pekanbaru. Jurnal Valuta, 6(1),
17-31. https://journal.uir.ac.id/index.php/valuta/article/view/5283.




260 m Sembiring et al., (2023)

Man, T. W. Y., Lau, T., & Chan, K. F. (2002). The Competitiveness of Small and Medium
Enterprises: A Conceptualization With Focus on Entrepreneurial Competencies. Journal
of Business Venturing, 17(2), 123—142. https://doi.org/10.1016/S0883-9026(00)00058-6

Mohamad, R., & Niode, 1. Y. (2020). Analisis Strategi Daya Saing ( Competitive Advantage )
Kopia Karanji Gorontalo. Oikos-Nomos: Jurnal Kajian Ekonomi Dan Bisnis, 13, 5—6.

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 and Tourism, 17(3), 335—
361. https://doi.org/10.1007/s40558-017-0085-4.

Muniarty, P., Bairizki, A., Sudirman, A., Wulandari, Anista, J. S. A., Satriawan, D. G., Putro,
Suryati, E., Suyatno, A., Setyorini, R., Putra, S., Nugroho, L., Nurfadilah, D., & Samidi,
S. (2021). Kewirausahaan. Widina Bhakti Persada.

Mutiana Pratiwi, & Widia Marta. (2018). Analisa Desain Komunikasi Visual Untuk
Membangun e-Branding UKM Catering Kota Padang dengan Konsep CRM (Customer
Relationship Management). Majalah Ilmiah UPI YPTK, 25(2), 242-251.
https://doi.org/10.35134/jmi.v2512.44.

Nguyen, T. U. H.,, & Waring, T. S. (2013). The Adoption of Customer Relationship
Management (CRM) Technology In Smes: An Empirical Study. Journal of Small
Business and Enterprise Development, 20(4), 824—848. https://doi.org/10.1108/JSBED-
01-2012-0013.

Novitasari, D., & Zuraida, L. (2015). Pengaruh Orientasi Kewirausahaan dan Kompetensi
Wirausaha terhadap Daya Saing (Studi Empiris pada UMKM di DIY). Jurnal Riset
Manajemen, 2(2), 165.

Ozgener, S., & Iraz, R. (2006). Customer Relationship Management In Small-Medium
Enterprises: The Case of Turkish Tourism Industry. Tourism Management, 27(6), 1356—
1363. https://doi.org/10.1016/j.tourman.2005.06.011.

Rosalina, V., M., M., & Malik, A. (2017). Electronic Customer Relationship Management (E-
CRM) Modeling on Micro, Small and Medium Enterprises (MSMEs) Banten.
International  Journal of  Computer  Applications, 175(3), 28-33.
https://doi.org/10.5120/ijca2017915488.

Sadalia, 1., Muharam, H., & Mulyana, A. (2020). Entrepreneurial Orientation and Innovation
to Competitive Advantage of Smes in North Sumatera Mediated with Business
Financing Factor. Journal  of  Critical  Reviews, 7(1), 236-240.
https://doi.org/10.31838/jcr.07.01.42.

Saputra Ade, F. (2022). Algoritma C4 . 5 Meningkatkan Daya Saing dan Keterampilan
Teknologi Digital bagi Pelaku Usaha Mikro Kecil Menengah Kota Padang dengan
Konsep Costumer Relationship Management ( CRM ). Jurnal Pendidikan Tambusai,
6(1), 1497-1505.

Sarwono, J. (2016). Membuat Skripsi, Tesis dan Disertasi dengan Partial Least Square SEM
(PLS - SEM). Andi Offset.

Sherly, Halim, F., & Sudirman, A. (2020). The Role Of Social Media In Increasing Market
Share Of Msme Products In Pematangsiantar City. Jurnal Manajemen Dan Bisnis, 9(2),
61-72.

Slamet, R., Nainggolan, B., Roessobiyatno, R., Ramdani, H., Hendriyanto, A., & Ilma, L. L.
(2016). Strategi Pengembangan UKM Digital Dalam Menghadapi Era Pasar Bebas.
Jurnal Manajemen Indonesia, 16(2), 136—147. https://doi.org/10.25124/jmi.v16i12.319.

Sugiyono. (2015). Metode Penelitian Kuantitatif, kualitatif dan R & D. Alfabeta.

Sundulusi, C., Sudirman, A., Ratnawati, Syamsuri, Burhanudin, J., Dewi Andriani & Sherry
Adelia, Angga Ranggana Putra, S., Muhammad Nazif, Rahmadani Hidayat, H. N., &
Nurcholifah, I. (2022). Pemasaran Kewirausahaan. Widina Bhakti Persada.




FIRM Journal of Management Studies, Vol. 8(2), September, 2023 m 261

Supriyanto, & Setiyawati, N. (2021). Pembangunan Aplikasi Mobile-Customer Relationship
Management (M-CRM) Terintegrasi Pada UMKM. Jurnal IKRA-ITH INFORMATIKA,
5(2), 118-127.

Tehseen, S., & Ramayah, T. (2015). Entrepreneurial Competencies and Smes Business
Success: The Contingent Role of External Integration. Mediterranean Journal of Social
Sciences, 6(1), 50—61. https://doi.org/10.5901/mjss.2015.v6n1p50.

Tiris Sudrartono, Soegoto, A. S., Lumanauw, N., Malihah, L., Sicilya Cahyawati Mokoginta,
S., Sudirman, A., Agustini, I. G. A. A., Putra, A. R., & Triwardhani, D. (2022).
Manajemen Pemasaran Jasa. Widina Bhakti Persada.

Trisnawati, L. P. P., & Darsana, I. M. (2021). Peran Human Capital Dan Kompetensi
Wirausaha Dalam Mewujudkan Kesuksesan Wirausaha Pasca Pandemi Covid-19 Pada
Umkm Di Bali. Jurnal British, 1(2), 60-75.

Yustian, O. R., Suryana, S., Furqon, C., & Hendrayati, H. (2021). The Mediating Role of
Competitiveness Between Entrepreneurial Competence and Business Success.
Management Science Letters, 11, 93—100. https://doi.org/10.5267/1.msl.2020.8.026.




