
Journal of Applied Business, Taxation and Economics Research 
(JABTER)            
Vol. 1, No. 3, February 2022 (Page: 285-301) 
DOI: 10.54408/jabter.v1i3.53  E-ISSN 2808-263X 

 

285 

 

 

Journal of Applied Business, Taxation and Economics Research (JABTER) is licensed 

under an Attribution-ShareAlike 4.0 International (CC BY-SA 4.0) 

 

https://equatorscience.com/index.php/jabter  

 

Marketing Strategy, Competitive Advantage and Marketing 

Performance : Study of Small Medium- Size Enterprises At Ancol 
 

Maulana Ichsan1*, Naili Farida2, Sari Listyorini3 

 
Diponegoro University1*,2,3  

 
Corresponding Author: maulanaichsan4@gmail.com 1*) 

 

 
 

Keywords: Market Strategy, Competitive 

Advantage, Marketing Performance 

 
Abstract: 
This study aims empirical evidence regarding the 
performance of the marketing effect by the management 
strategy of the market through the competitive advantages 
that the statement is sourced from the marketing 
performance of small medium-size  enterprises in the Ancol 
area as the dependent variable which is influenced by the 
competitive advantage as an intervening variable and 
market strategy, as well as research that are new this is the 
topic under study has never been done by previous 
researchers. Thus  the intent of this research can be called 
a novelty. The population of this study amounted to 235 of 
small medium-size enterprises in the region Ancol on the 
pandemic of Covid-19 by using the formula sample slovin to 
70 small medium-size enterprises with a scale of 1 to 10, 
the Information of the questionnaire to know the 
interpretation of the market strategies, competitive 
Advantage and marketing performance. Analysis 
techniques for data use regression linear with testing 
intervening.This research is the implementation of the 
strategy management market mehasilkan a greater 
influence on competitive advantage. Strategy 
management market affect the marketing performance 
through competitive advantage effective in his work as an 
intervening variable between the management strategies 
of the market and marketing performance. 
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Introduction 

The difficulty of Indonesia precisely in the year 2020 at the beginning of march, had entered 

the pandemic covid-19. there were reports of two (2) findings of 2 (two) cases in Indonesia. 

However, on 3, 4, and 5 March not found cases of the virus Covid-19. On March 6, found 2 positive 

cases (source: tirto.id). This has an impact on the economy indonesia on small medium -size 

enterprises in the tourism sector have a significant impact. The impact resulted in losses on small 

medium-size enterprises in the area of Tourism. In the pandemic of Covid-19 in indonesia, 

countless entrepreneurs who have done the Termination of Employment (PHK) against the 

employee. Official General Labor, Transmigration, and Energy DKI Jakarta, not knowing that 

countless 162.416 workers in Jakarta experienced a termination of employment (PHK) due to 

Covid-19. Details, 30.137 workers from 3.348 the organization of the company termination of 

employment, while the 132.279 workers from 14.697 company laid off without pay. This Info was 

found after the Manpower has opened a registration Card Programs Prakerja for workers who 

are laid off and at home date 2-4 April 2020 (Source: Kompas.com). 

The impact of the termination of employment by the declining power of the visit and the 

purchasing power against the perpetrators of small medium-size enterprises of the pandemic 

Covid-19. With such as conditions, and more people think of the purpose of food every day of 

their food than to visit and enjoy the souvenir and gifts of found in Ancol. Pandemic Covid-19 is 

certainly very influential on the industrial sector small medium-size enterprises, given the 

industrial sector small medium-size enterprise is closely associated with the tourism sector, 

industry, and culinary. 

 

Source: BPS Indonesia 2020 
Figure 1. Small Medium-Size Enterprises Total 
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In the tourism sector, Indonesia is constrained by the decline in tourist arrivals. The 

Minister of Cooperatives and Small Medium-Size Enterprise Teten Masduki, argued that the 

results of the survey by the execution team that had been carried out in the Covid-19 Pandemic 

Era had a significant impact on the sustainability of Small Medium-Size Enterprises (Cahyani, 

2020). There are 47 percent of Small Medium-Size Enterprises that have gone out of business or 

permanently closed due to the Covid-19 pandemic. Small Medium-Size Enterprises have 

experienced serious problems in the health of financial cash flows and weakness on the demand 

side which suppresses the sustainability of Small Medium-Size Enterprises. According to the 

tourism and creative economy office for the Ancol Region, North Jakarta recorded data on small 

medium-size enterpises implementing large-scale social restrictions (PSBB) in the Ancol, the 

source of data from the Ancol manager. provisional results there are around 70 Small Medium-

Size Enterprises who stop the permanently closed in Ancol. 

In pandemic era, for almost a period of 1 year and 6 months, Small Medium-Size Enterprises 

have difficulty improving their marketing performance from facing conditions that were very 

different from normal in the previous year. This dynamic condition is very difficult to predict in 

terms of finance and the economy because have not of the consumers and tourists who visit. Of 

course, a marketing strategy is needed to deal with this decline during the COVID-19 pandemic. 

The limited condition of small medium-size enterprises in marketing their products and services 

is currently still not effective considering the Covid-19 pandemic is still ongoing. The Regional and 

Central Governments limit the blocking of all these social activities. Therefore, small medium-

size enterprises must be truly innovative in changing their marketing strategy from each product 

advantage to market it. Like opening a shop at home, before Ancol operated normally. By 

developing the intelligence of business actors, apart from opening stalls at home, they also take 

advantage of the online market/called E-Commerce Trade. E-commerce is the use of websites or 

applications that can be accessed via computers, which are used to obtain information using the 

internet in the workplace (Kotler & Armstrong, 2012). 

In the era of the Covid-19 pandemic, the income from small medium-size enterprises in 

trading activities in Ancol decreased. the causes of their financial decline was due to limitations 

in activities carried out by the government, especially in the Ancol area, Closing Level 4 

Application of Community Activity Restrictions (PPKM). For the sake of success in the new normal 

era and in phase 2 of the Covid-19 Pandemic, small and medium business actors in Ancol, one of 

which is to build a marketing strategy to have the advantage of their products and services and 

to be able to differentiate what they sell when they enter the new normal again. their promotion 

and marketing strategy goes on and on without stopping. This marketing strategy also builds the 

attractiveness of tourist visits which generates purchasing power in consumer decisions for 

success and supports small medium-sie enterprises in Ancol. 
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Table 1. Reserch Gap 

Research Result Name 

Strategic marketing and 
business performance: A study 
in three European 'engineering 
countries' 

Competitive advantage is not statistically 
significant in its positive relation to market 
performance 

Jaakkola M, 
Möller K, 
Parvinen P et 
al (2010) 

The relationship between 
marketing strategies and 
performance in an economic 
crisis 

The study makes some significant 
contributions to theory and practice 

Köksal & 
MÖzgül E 
(2007) 

Strategi Positioning Dalam 
Persaingan Bisnis (Points Of 
Difference Dan Points Of 
Parity) 

Positioning strategy has statically a 
significant effect 

Heriyadi 
(2018) 

Marketing strategy, contextual 
factors and performance: An 
investigation of their 
relationship 

This research also investigated the  
relationship between  the  marketing 
strategy  variables  and  organisational  
performance The  results  suggest are 
significant. 

Sharma B 
(2004) 

Market orientation and 
performance of export 
ventures: The process through 
marketing capabilities and 
competitive advantages 

Market orientation affects the performance 
of the export business with the process 
through marketing capabilities and 
competitive advantage 

Janet Y. 
Murray, 
Gerald Yong 
Gao Masaaki 
Kotabe 
(2011) 
 

 

Previous research focused on the relationship variables between strategy and marketing 

performance. but this study tries to investigate the problems that occur due to the covid-19 

pandemic focused on small medium-size benterprises with the renewal of the intervening 

variable as a support for the independent variable against the dependent variable. although this 

research is still limited to an in-depth context to support successful marketing performance and 

provide solutions to small medium-size enterprises so that in the explanation related to research, 

this case is a case to analyze the marketing performance of superior products and services 

excellent, identify the right target market, which is involved in the activities of small medium-size 

enterprises and their solutions, business position and contribution. on increase the income of 

small medium-size enterprises. This research has a purpose and objectivity in marketing 

strategies in shaping product and service excellence to improve the marketing performance of 

small medium-size enterprises to be able to survive in the Covid-19 pandemic era. This research 

is of a renewal nature, namely the topic of research that has never been done by previous 

researchers and carrying out the development of several research gaps. 
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Corona Virus Disease 2019 

Covid-19 has become a dangerous case throughout the country, in wuhan is the city where 

the Covid-19 virus emerged, actually this virus was the beginning of the emergence of reports. 

So far, the corona virus appeared in China in November 2019. the party will report cases based 

on clusters within the World Health Organization (WHO) on December 31, 2019 (source: 

Kompas.com). China's National Health Organization confirmed that Covid-19 can be passed from 

person to person. Dr. Li clarified the statement in the message that the virus was a different 

coronavirus. (WHO) said it was possible that the Covid-19 virus was the animal that was the main 

source of this virus (Source: Merdeka.com). 

This pandemic covid-19 has resulted in very dangerous problems, one of which is the 

economic and financial problems of the entire country. In general, the COVID-19 pandemic has 

caused the global economy and finances to cripple. Indonesia country is one of the countries 

whose economy is paralyzed in the tourism sector, especially in the small medium-size 

enterprises sector which dominates tourist areas in Indonesia. The decline in income in terms of 

trade and small medium-size enterprises financial is a problem that must be resolved considering 

that small medium-size enterprises are the economic drivers of finance and trade in the Republic 

of Indonesia, which absorb a lot of human resources. 

 

Tourism 

The tourism industry sector has proven to be the core and center of the national economy 

that can increase per capita in Indonesian society, Indonesian tourism has a beautiful tourist 

attraction and has the potential to be an attraction for domestic and foreign tourists, tourism is 

a source of foreign exchange for the country, in 2019 the tourism sector contributed income 

foreign exchange of USD 24 billion, being one of the countries with the best growth over the last 

four years, in the 2017 Travel event and Tourism Competitiveness Index Report, Indonesia's 

tourism ranking was ranked 42, in the last year 2019 it rose to rank 40 (Sutono, et al, 2019) . 

In the era of the pandemic, a lot of tourism was closed due to the pandemic either 

permanently or temporarily. Income and a big influence on the Indonesian economy and foreign 

exchange, this pandemic will be tentative in 2020 - 2021. The closure is due to a precaution taken 

by the government that can harm tourism, be it government business entities and corporation 

business entities, etc. 

 

Small Medium-Size Enterprises 

The Based on the Law of the Republic of Indonesia Number 20 of 2008 concerning Micro, 

Small Medium-Size Enterprises, there are several regulations that are closely related to the 

implementation of Sustainable Finance in Indonesia. Some of the points of the regulation consist 

of the following articles: Chapter II Principles and Objectives Article 2 stipulates that micro, Small 

and Medium Enterprises are based on an environmental perspective. What is meant by "principle 
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of environmental insight" is the principle of empowerment of Micro, Small, and Medium 

Enterprises which is carried out by still paying attention to and prioritizing the protection and 

maintenance of the environment, Chapter VI Article 20 stipulates that the Government and 

Regional Governments facilitate business development with incentives for Micro, Small and 

Medium Enterprises and develop technology and environmental conservation life, Chapter VII 

Financing and Guarantee Article 22 explains that in order to increase sources of financing for 

Micro and Small Businesses, the Government shall make efforts: Development of financing 

sources from bank credit and non-bank financial institutions; Development of venture capital 

institutions; Institutionalization of factoring transactions (Source: ojk.go.id) 

 The Covid-19 Pandemic era, so many small medium-size enterprises players or other 

businesses were complain their business performance that had opened a business and built it for 

a long time. The Ministry of Cooperatives and small medium-size enterprises released an e-form 

for the benefit of collecting data on cooperatives and bussiness man who affected by the Covid-

19 pandemic. This data collection is a complaint against small medium-size enterprises as a basis 

for preparing the right strategy (Source: KOMENKOPUKM.go.id). It was recorded that around 

37.000 small medium-size enterprises reported on the e-form data collection. The impact that 

appears is a decrease in sales due to the implementing large-scale social restrictions (PSBB) 

carried out by the central government so that consumers can only confine themselves at home 

and some small medium-size enterprises have limited capital due to declining sales. 

 

Marketing Performance 

The opinion of (Kotler and Keller, 2012) Marketing Performance means the evaluation and 

measurement of the achievements of a company derived from the planning, design and 

application of marketing strategies and competitive advantages possessed by the company. 

Marketing performance is a success due to an increase in market share, profits, margins and 

distribution of a product or service offered by consumers. 

The opinion to Ferdinand in (Jasmani, 2018) argues that "marketing performance is a 

factor that is often used to measure the impact of strategies implemented by companies to 

produce optimal marketing performance". Marketing performance indicators are measured 

through: sales volume, company customer growth, and profit capability, namely the amount of 

profit the company gets. 

Sales volume of opinion to Budidharmo (in Hartini, 2020), "is the total sales obtained from 

an item obtained from a certain period". While the sales volume according to Abdullah (in Hartini, 

2020), "is the number of units sold from the production unit, a transfer from the producer to the 

consumer, and remains for a certain period". 

"Customer growth is an advantage, increasing the level of effective service from various 

types of facilities that overall affect the level of customer growth" (in Lely & Adi, 2016). 
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“Profitability is to give a real picture of the company and its ability to survive in the future. 

The significance of earning ability comes from the profit where many parties make their 

decisions” (in M & Laksito, 2017). 

 

Marketing Strategy 

The marketing management book, (Kotler and Keller, 2012) suggests that all marketing 

strategiy made based on market segmentation, target market and positioning (STP) of a product 

or service where the target is right. The company finds solutions to various needs and groups of 

people in the market, targets what can strongly satisfy the Organization, and then positions the 

offer so that the target market recognizes the bargaining power and image of a company. The 

research (Sri and Nuri, 2022) according to (Kotler, 2012) there are 3 components in marketing 

design, namely segmenting, targeting, and positioning. Market segmentation is an activity to 

divide the consumer market into different groups. Consumers who have the same or almost the 

same characteristics of each from a group. (Sofjan Assauri, 2015). Targeting is an activity that 

determines the target market, namely the act of selecting one or more segments to serve. 

Evaluating, selecting, selecting, and reaching consumers who will be targeted is targeting. (Kotler, 

2008). According to (Tjiiptono and Chandra, 2012) positioning is an action or steps taken by a 

company in an effort to offer value where consumers understand and appreciate what a 

company does compared to its competitors in one segment. trying to instill the image of the 

product in the minds of consumers in the selected segment. 

The marketing strategy of a company or business has a function as a determinant of the 

economic value of the company in the form of products and services. There are 3 factors that 

determine this, namely production, marketing, and consumption. So it can be said that the 

marketing strategy is the link between production and consumption. 

𝐻1: Market strategy directly affects competitive advantage. 

 

Competitive Advantage 

The Based on Yahya's opinion (Yahya, 2014), the implementation of a perfect competitive 

advantage strategy will form superior customer value, both in the form of relatively low costs 

and unique benefits. Furthermore, superior customer value will increase the satisfaction of the 

target market using which will convey a positive response in the form of increasing the number 

of customers who use and are loyal to the company's products, because the higher perceived 

value comes from a competitive advantage strategy product and services. 

Achievements in sustainable competitive advantage in research (Rosmayani and Annisa, 

2021) according to (Barney, 2007), determined the role of resources consisting of human capital, 

structural capital and relational capital to create value that is beneficial to consumers, difficult to 

imitate by its competitors and supported by company management. Market-oriented companies 

will focus on external needs, wants and market demands. This is the organizational culture and 
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the basis for the bussiness strategy to achieve the business goals. In order to support a market-

oriented business culture. This is important to be a continuous learning process for bussiness to 

provide more and different added value for customers. In particular, this becomes very important 

when market conditions face very high competition which causes Small Medium-Size Enterprises 

to need to implement innovative product strategies to be able to compete in providing customer 

satisfaction. 

Small medium-sized enterprises ancol a product innovation is often due to errors in 

product design, inaccurate predictions of competition, expensive production costs beyond the 

previously estimated calculations. Slow in making changes to product innovation that is not in 

line with the growth of a product on the market is also the reason for the failure of Small medium-

sized enterprises. 

𝐻2: Market strategy indirectly affects marketing performance through competitive advantage. 

 

Research Method 

The method used is a quantitative method to analyze the independent variable, the 

dependent variable and the intervention variable. This method aims to explain hypothesis 1is 

Market strategy directly affects competitive advantage and hypothesis 2 is Market strategy 

indirectly affects marketing performance through competitive advantage. 

 

 
                                                      𝑯𝟏                                                                   𝑯𝟐 

                                               

             

Figure 2. Path Framework 

 

The technique in this research sample uses a probability sampling technique, precisely 

using a random sample method, the namely participants in the sample randomly without being 

shown the strata in the population and spreading through online-based technology (google 

form). Data processing using SPSS 25.0 application. Sample criteria The population of this study 

amounted to 235 small and medium businesses in the Ancol of the Covid-19 pandemic using the 

slovin sample formula to be 70 small medium-size enterprises in the Ancol . 

𝜂 =
𝑁

1 + (𝑁 𝑥 𝑒2)
 

𝜂 =
235 

1 +  235 (0,1)2
 

𝜂 =
235 

3,35
 =  70 𝑆𝑎𝑚𝑝𝑙𝑒 

 

Market Strategy Competitive 
Advantage 

Marketing 
Performance 

X Z Y 
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Questionnaire Scale of Measurement 

The measurement in using research questionnaires to be able to find out the responses of 

small medium-size enterprisesrespondents to phenomena related to the variables of this 

research, namely marketing strategy, competitive advantage and marketing performance. The 

questionnaire technique is distributing questionnaires with the answers using a Likert scale with 

answers from 1 to 10 which means how much do small and medium business actors agree with 

the appropriate answer points during the conditions and circumstances when the pandemic 

covid 19 is approaching the new normal era. This questionnaire contains content which is divided 

into two parts. The first part contains data on respondents from small and medium business 

owners in Ancol (name, gender, type of SME, time of starting a business). The second part 

contains a point of statements related to this research. Respondents or small medium-size 

enterprises need 5-10 minutes to fill out the statement. 

 

Result and Discussion 

This research has resulted from statistical analysis tools that from 235 small medium-size 

enterprises using the slovin formula to 70 respondents are small medium-size enterprises in 

Ancol which have entered the second vaccine stage and second fase of the Covid-19 pandemic. 

there are 53 men (76%) and 17 women (47%), Types of business include 33 Culinary (47%), 11 

Clothing (16%), 10 Souvenirs (14%) and 16 Others (23%). The length of time the business was 

established in the Ancol area were 15 people < 1 year (21%), 25 people 1 - 5 years (36%) and 30 

people > 5 years (43%). 

 

Table 2. Respondents Profile 

 
 

 

 

 

 

 

 

 

Features Category Frequency Presentage (%)

Male 53 76%

Female 17 24%

Culinary 33 47%

Clothing 11 16%

Souvenirs 10 14%

Others 16 23%

< 1 Year 15 21%

1 - 5 Year's 25 36%

> 5 Year's 30 43%

Gendre

Type of Business

Estabilished since
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Validity Test Result 

Table 3. Market Strategy Validity Result 

 
        Source: Primary data processing SPSS 25.0 results 

Table 4. Competitive Advantage Validity Result 

  
           Source: Primary data processing SPSS 25.0 results 
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Table 5. Marketing Performance Validity Result 

  
Source: Primary data processing SPSS 25.0 results 

The Based on the opinion expressed by (Sugiyono, 2014) the instrument that has a valid 

value is the sense of measurement used to measure research data. Valid means that the 

instrument can be used to measure what should be measured in the study. 

The table data above produces a test of the validity of the market strategy, competitive 

advantage and marketing performance variables. It is known that all items from the statements 

given by the respondents form an r arithmetic value > from r table (0.198) using a significant 

value < 0.1 as the result of the three statement items in each variable, both independent 

variables, dependent variables and intervention variables stated valid results. 

 

Reliability Test Result 

Table 6. Market Strategy Reliability Result 

 
          Source: Primary data processing SPSS 25.0 results 

Table 7. Competitive Advantage Reliability Result 

 
       Source: Primary data processing SPSS 25.0 results 

https://equatorscience.com/index.php/jabter


 
 Ichsan, et al 

296 
https://equatorscience.com/index.php/jabter 

Table 8. Marketing Performance Reliability Result 

 
Source: Primary data processing SPSS 25.0 results 

The Based on the results of the data in the table above, the reliability can be seen that all 

components of the statement indicator variables in this study have proven results that the 

Cronbach's Alpha value of each variable has a value > 0.20 in this research. 

 

Classic Assumption Test Result 

Normality Test Result 

 
Source: Primary data processing SPSS 25.0 results 

Figure 3. P-P Plot (X Indirecty affected Y Through Z) 

 

The based on expert opinion (Ghozali, 2016) The research objective of the normality test 

is to find out whether the research data in the regression equation obtained is normally 

distributed and not normally distributed. 

The results of the research data are declared normal because a plot follows a diagonal 

line, therefore research on the data can guarantee a normal distribution, cause of X (independent 

variable) affects Y (dependent variable) indirectly through Z (intervening variable). 
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Heteroscedasticitiy Test Result. 

 
Source: Primary data processing SPSS 25.0 results 

Figure 4. Scatter Plot (X Indirecty affectsd Y Through Z) 

 

 

The based on expert opinion (Ghozali, 2016) the heteroscedasticity test is to test whether 

in the regression model there is an inequality of variance and residuals from one observation to 

another. 

The data in this research are not stated to be heteroscedastic, which means that the plots 

are scattered and unformed and unclear (residual inequality). because X (independent variable) 

has an indirect effect on Y (dependent variable) and through variable Z (intervening variable). 

 

Multicollinearity Test Result 

Table 9. X Indirecty affectsd Y Through Z 

 
Source: Primary data processing SPSS 25.0 results 

The based on the results of research data stated that the value of VIF < 10 and tolerance 

value > 0.10. This Research results that there is no multicollinearity problem in the regression 

model, therefore this study meets the requirements of regression analysis. 
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Intervening Test Result                

 

                    𝒆 =  √𝟏 − 𝟎, 𝟔𝟒𝟔 = 0,595  

                                             𝑯𝟏 =  𝟎, 𝟔𝟒𝟔                                                𝑯𝟐 =  𝟎, 𝟓𝟗𝟓 

                                               

             

Figure 5. Path Analyze 

                  

The results of this research show of path analysis frame work data research which is X 

(independent variable) In the results of this research that X (independent variable) could also 

affect Y (independent variable) indirectly through Z as the Intervening Variable. the indirect effect 

is 𝐻1 𝑥 𝐻2= (0.646 x 0.650) = 0.4199. From the data in the analysis of the research path above, a 

significant value is obtained, the indirect impact of X on Y through Z means 0.000 < 0.1 as a result 

it can be concluded that the X variable (independent variable) on Y (dependent variable) have an 

indirect effect through Z as Intervening Variable. 

 

T-Test Result 

Table 10. (X Indirecty affectsd Y Through Z) 

 

Source: Primary data processing SPSS 25.0 results 

 

The Based on the results of the research in the table above, it shows that the value of t 

count > t table (2.204 > 1.668), then it can be said that hypothesis 1 (one) is accepted. While the 

variable Z (intervention variable) in hypothesis 2 (two) t value > t table (4.710 > 1.668) so it can 

be said that hypothesis 2 (two) is accepted. 

 

 

 

 

 
𝒆 =  √𝟏 − 𝟎, 𝟒𝟓𝟕 = 0,737 

Market Strategy Competitive 
Advantage 

Marketing 
Performance 

X Z Y 
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F-Test Result 

Table 11. (X Indirecty affectsd Y Through Z) 

 
Source: Primary data processing SPSS 25.0 results 

 

The based on the results of the research in the table above, it shows that the calculated F 

value > the table F value (28.138 > 3.984) and the significance result (0.000) < 0.1. So it can be 

said that the market strategy has a simultaneous and significant effect on Marketing Performance 

through Competitive Advantage. 

 

Discussion 

This research to improve and produce good marketing performance through competitive 

advantage with marketing strategy. These results indicate that improving marketing 

performance requires a perfect marketing strategy. While the results of testing marketing 

strategies on marketing performance through competitive advantage also indirec or intervening 

by competitive advantage has a significant effect. This result is in line growth with the findings in 

the field during the second phase of the COVID-19 pandemic in Ancol. 

 

Conclusion 

The case of this research is an activity to find out how the influence of market strategy on 

marketing performance through competitive advantage in the COVID-19 pandemic phase 2. The 

questionnaire is a tool used to determine the indicators and factors that affect marketing 

performance. A total of 70 questionnaires were given to respondents with the type of business, 

namely culinary, clothing, souvenirs and others. The results of the study did not directly have a 

significant effect on marketing performance in the Ancol tourist area. 

The limitations in this research are still not being able to carry out demand actions on 

respondents in supporting small medium-size enterprises activities in Ancol. but with this 

research the government will be aware of and see complaints from several small medium-size 

enterprises who carry out business activities. The research will be further developed in marketing 

performance by adding market orientation to small medium-size enterprises and conducting 

https://equatorscience.com/index.php/jabter


 
 Ichsan, et al 

300 
https://equatorscience.com/index.php/jabter 

education on innovative products and services to be able to harmonize and stimulate marketing 

performance 
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