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 Firms’ competitiveness plays an important role to achieve better performance and entrepreneurship; how-
ever, competitiveness needs to be supported by internal resources. The purpose of this paper is to examine 
the support of value creation, distinctive competencies, and market orientation on competitiveness crea-
tion by an entrepreneur. The study is based on the competitiveness phenomenon of SMEs in Jakarta, 
associated with the performance. So, this experimental research is conducted by a survey among 120 
entrepreneur SMEs in Jakarta. The data are collected by questionnaire and data analysis is performed 
through some statistical tools. For research model, the study examined the result through the research 
hypothesis test. The result found that value creation correlates with competitiveness creation, market 
orientation and distinctive competencies which yields competitiveness.  
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1. Introduction 
 

 
Nowadays, most companies determine a business strategy created by empowering internal resources for achieving optimum 
performance (Palacios-marqués et al., 2011). Companies also try to create a competitive business strategy (Hull & Rothenberg, 
2008). This explains the importance of a company's competitiveness to achieve business performance in competition, and it 
is undoubtedly applied for both large small companies integrated into SMEs. SMEs are business unit run by a businessman. 
Small and medium Enterprises (SMEs) have been forward and evenly distributed (Haroon Hafeez et al., 2012). It is different 
from developing countries to adapt such business strategy (Tambunan, 2005). SMEs' performance surely helps to sustain the 
economy, particularly in business competition impacted by an unbalancing economy and SMEs are stronger in resisting those 
cases compared to large companies (Muda & Rahman, 2016). Successful business strategies are caused by the uniqueness of 
SMEs in implementing innovation (Haroon Hafeez et al., 2012). Both large and small companies, in creating a company's 
competitiveness require pillars of business strategy (Saeed et al., 2016). Those cases become fundamental in budgeting resil-
ience, economic stability improvement, and supporting competitiveness enhancement (Hariyanto & Alamsyah, 2019). Strat-
egy development is surely needed so that the implementation of the company's competitiveness creation becomes easier to 
get. Today, competitiveness becomes a measurement instrument to assess the power map of competitors with the power of 
the company internal (Rodriguez-Fernandez, 2016; Syarifuddin & Alamsyah, 2017). Through this competitiveness, the com-
pany can imitate and even overtake the right strategy for the company. Competitiveness can be assessed not only from the 
product but also through organization or industry (Ritchie & Brindley, 2009). Competitiveness always is truly assessed by the 
output produced (Melewar et al., 2012); which means that it needs experience in implementing a business strategy to measure 
the level of competitiveness achievement so that company often does testing to business strategy through a series of analysis 
or market research with a conventional product. When we already have a favorable market position to competitiveness, com-
pany repairs quickly to its product or service, and even it produces the newest to achieve advantage and its business (Herciu 



 646 

& Ogrean, 2015). However, this business is not always running well, where business strategy runs in the beginning, and it is 
not accepted well by the market. So that company, through its strategic management, evaluates business strategy implemen-
tation by seeing competitors’ position. This phenomenon explains that it is not easy to achieve a company's competitiveness 
for the optimum company's performance because many cases need to consider in sustaining competitiveness. One common 
thing that is conducted by the company to assess competitiveness is value creation generally (Harrison et al., 2010). 
 
Value creation is the creation of value that will be received by customers when they choose product or service accepted, and 
the company creates value creation in order the value of product or service receives customer's intention (Alamsyah, Aryanto, 
et al., 2020). Value creation has positive implications for customers, that strategy impacts to customer's loyalty, and believed 
to be able to expand company market share (Shamah, 2012). Value creation, as part of the company's strategy, created to 
encourage the creation of a company's competitiveness recently (Alamsyah & Febriani, 2020; Husted & Allen, 2007). A 
capable business strategy is always related to the value of product or service possessed (Kirlin, 1996). Small companies, as it 
is on SMEs, are closely related to value creation because SMEs are free in implementing innovation to their product and 
services compared to large companies (Iturrioz et al., 2015). So it is often stated in previous research that the implementation 
of value creation is easier on SMEs, and it provides the benefit for company reputation (Haroon Hafeez et al., 2012). Today, 
Indonesia has many SMEs but there are a few moves to large industries (Tambunan, 2005). Therefore, the government's 
efforts keep rolling on with several advantages policy for SMEs. Hence, SMEs need to improve themselves and take these 
chances with some business strategy; in this case, the most possible is value creation to a company's competitiveness creation 
(Bolívar-Ramos et al., 2012). Business is not long-lasting if the company does not depend on some owned capabilities; fur-
thermore, the distinctive competencies needed to be parallel with the company's goal in business competition.  
 
The distinctive competencies are the company's ability to empower resources owned by a series of strategies on product or 
service, which is hard to be imitated by the competitors (Alamsyah, Othman, et al., 2020; Leoni & Gritti, 2016). At first, the 
company generally becomes the primary source of strength because it is tremendously impacted by competitive advantage 
(Cappelli & Crocker-Hefter, 1996). Nowadays, the distinctive competencies can be applied to SMEs since the product and 
service of SMEs are possible to innovate quickly through distinctive competencies. The company has genuinely some re-
sources which are called by an asset, but a few who comprehend to empower a qualified asset (Palacios-marqués et al., 2011). 
The distinctive competencies come from empowering superior company assets as a source planning business strategy. It is 
well illustrated in tangible or intangible of company assets so that the use of the asset is more precisely associated with the 
company's performance (Bryson et al., 2007). It explains the importance of prioritizing the unique capabilities of superior 
companies to get a competitive advantage and to create a company's competitiveness (Hikmawati & Alamsyah, 2018; Martín-
Rojas et al., 2013). So that, SMEs in Indonesia can have an advantage in competition with the creation of competitiveness if 
they can gather core capability and to implement it effectively and efficiently. In addition to the unique capabilities, some 
strategies are related to the company's competitiveness, particularly in SMEs, which is market orientation (Maryam et al., 
2014). In previous research, there was a significant relationship between competitiveness achievement and the empowering 
of market orientation (Lopes-Costa & Munoz-Canavate, 2015) since market orientation is directly related to the target market 
of customer's behavior. Market orientation reveals a long-term relationship between a company and its customers, so it is 
often associated with long term benefits. In small companies which included in SMEs, market orientation is often a measure 
of success, because SMEs rely heavily on customers' intention (Lopes-Costa & Munoz-Canavate, 2015). Nowadays, market 
orientation is also used as a weapon in the business competition through value creation, and it impacts directly on business 
performance (Mahmood, 2013; Setiadi et al., 2018). Analysis of market orientation phenomenon seems to be critical in as-
sessing market orientation, particularly to create the company's competitiveness in SMEs, which have a closer correlation to 
market orientation. Furthermore, based on the phenomenon of competitiveness at SMEs in Indonesia with various business 
strategies, the research focus is on studying the achievement of SME's competitiveness. The research was conducted by man-
aging other factors that have an impact on competitiveness, which is the creation of value created, the unique capabilities that 
are possessed, and the implementation of market orientation of SMEs in Indonesia. So, it can see what factors can create a 
company's competitiveness, through a study of value creation, the unique capabilities, and market orientation. 
 
2. Literature Review 
 
2.1 Value Creation  
 
In holistic marketing, value creation is closely related to business performance (Shamah, 2012) in which customers need the 
value of product chosen and used so that the value obtained is in line with their expectations (Shabbir et al., 2015). It explains 
that value creation in business strategies is the basis of marketing strategies, capturing customers' needs for the value of 
products or services. The creation of actual value in the process collaborates with several essential elements of the company, 
which are management, customers, and intermediaries or suppliers (Husted & Allen, 2007). All are collaborating to explore 
the value which is needed by customers; if it is possible to create the value which is beyond customers' expectations so that 
companies have a competitive effect on the value creation received by customers. The company will be able to create value 
creation when the company has focused on the target market; in this case, it is a core of customers (Biggemann et al., 2014). 
It continued by recognizing the core competencies which are possessed and manage them into resources that have value, and 
can be accepted by customers (Agrawal & Rahman, 2015). The most important issue in this process is the involvement of 
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third parties, such as suppliers, so that business networking makes it easier to recognize the target market (Kirlin, 1996). In 
theory, the value creation is something offered by business entities and getting transformation through customer’s involvement 
jointly with business entities to create the value (Prahalad & Hamel, 1990). The theory explains a clear relationship between 
the value creation and target market for customers. Value creation is related to the increase in value, which can have an impact 
on the increase of customers' loyalty (Shabbir et al., 2015). It means that it needs to receive attention for customers when it is 
related to the value creation and its impact on customers’ loyalty. In previous research, associated with the concept of value 
creation business reveals that the process of value creation must understand from three value perspectives (O’Cass & Ngo, 
2011), which includes creating value for customers, a value in an offer, and value in use. It means that customers will receive 
several values; which depends on the company's perspective related to the value that will deliver to customers. Value creation 
for companies has been considered as the core of company competition since each company has determined business strategies 
that lead to the value expected by customers (Husted & Allen, 2007). By knowing the complexity of values, a business strategy 
created can deliver to companies to find competitiveness in competition (Biggemann et al., 2014). In this study, the value 
creation has a focus on customers' studies, so the measurement focuses of value creation is seen from the perspective of 
customers, wherein previous research can learn through several things, which is its core competence in the business domain, 
and its collaborative network on business partners (Kotler & Keller, 2012). Furthermore, this synthesis means that a business 
entity can create customer value if it can always focus on customers, having qualified of the core competencies that are related 
to customer’s benefits, business domains and business partners (Tsai et al., 2012). In this case, value creation used as a busi-
ness strategy of the company with a study of the impact on a company's competitiveness (Du et al., 2007), and it has also 
known a significant correlation between value creation and the creation of the company's competitiveness (Husted & Allen, 
2007).  
 
2.2 Distinctive Competencies 
 
Distinctive capabilities are related to a company's internal resources, which are managed into a superior business strategy 
(Mooney, 2007). The distinctive capabilities are not easy to obtain, except in companies that have experience in business 
competition (Lee & Rao, 2009). The importance of assessing the distinctive capabilities is because companies often misjudge 
their capabilities, making business strategies that quickly imitated, and it tends not to be well received by their customers 
(Palacios-marqués et al., 2011). The capabilities of the company need to collaborate (Bryson et al., 2007) because all elements 
of the company have their interests from the company's capabilities. Capability refers to the ability, which is information-
based, tangible, or intangible processes that are expressly owned by the company, and developed over time through complex 
interactions between other company resources (Martín-Rojas et al., 2013). It means that there is a complexity in creating the 
unique capabilities of the company to support the company's performance. Sometimes company's capabilities are considered 
imperfect, and it needs to be more productive in its implementation, as well as the flexibility of strategies to protect the 
products and services produced by the company (Mooney, 2007). The previous studies explain that the distinctive capabilities 
correlate with the creation of a company's competitiveness (Palacios-marqués et al., 2011) since capability is a strategy in 
achieving a company's competitive advantage. In determining the company's capability, a strategy needed to be able to create 
value for customers, and it can create capabilities that are not easily imitated by competitors (Bolívar-Ramos et al., 2012). 
The general study of the unique capabilities relates to a collection of competencies that crosses divisional boundaries, spread-
ing out in the company, and it becomes something that can be done much better by the company (Wheelen & Hunger, 2012). 
The unique capabilities are associated with capabilities advantages possessed by a company that has been managed well into 
a business strategy that is not easily imitated by competitors (Cappelli & Crocker-Hefter, 1996). The unique capacity as a 
valuable asset of the company needs to be maintained because it can become a sustainable competitive advantage (Mooney, 
2007). The term capability emphasizes the critical role of strategic management in adapting, integrating, and reconfiguring 
organizational skills, resources, and functional competencies to match the demands of a changing environment (Bolívar-
Ramos et al., 2012). In high-speed markets, the ability to renew competencies to accommodate changes in the business envi-
ronment is essential, and it called dynamic capabilities. The concept of the unique capabilities is the process of identifying 
the strengths and the characteristics of business entities and their exploitation in creating a particular product by them and 
they will realize the competition in the market (Palacios-marqués et al., 2011). Its application means that managers must find 
and understand the capabilities of their business entities in competition and how far they can fulfill the necessities and re-
quirements for customers (Bryson et al., 2007). Indeed, the unique capabilities can be assessed base on several criteria in 
business strategies, including tangible and intangible assets (Wheelen & Hunger, 2012), but in a study, it revealed that the 
capability of organization also has an essential role in assessing the unique capabilities (Palacios-marqués et al., 2011), and it 
is necessary to evaluate its performance in SMEs which have different characteristics with large companies.  
 
2.3 Market Orientation 
 
In market competition, market orientation is one of the best strategies for the company because it is directly related to cus-
tomers (Maryam et al., 2014). Moreover, it is well known that market orientation is closely related to the extent of market 
share possessed, and market share closely related to the achievement of the company's performance (Roberts, 1990). Compa-
nies are very familiar with market orientation; it always associates their business strategy with customer behavior (Gallardo-
Vázquez & Isabel Sánchez-Hernández, 2014). It implies the importance of market orientation in business competition and the 
company's performance, but it needs to realize the market orientation is sourced from the company so that the involvement of 
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stakeholders is expected (Zhou et al., 2005). Furthermore, when a company has a directed strategy to market orientation, the 
achievement of the company's performance will be easier to do, and the most important thing is the business sustainability of 
the company (Maryam et al., 2014). Today, there are a lot of economic changes around the world and it has an impact on 
company management, which requires managers to change business strategies that are resistant to economic shocks (Gallardo-
Vázquez & Isabel Sánchez-Hernández, 2014). The economic change also surely has an impact on the difficulty of company 
management in changing the decisions which have made for products and services, particularly in large companies, unlike the 
small-scale companies that exist in SMEs, where it is easier to resist economic shocks. One reason is that the absorption of 
innovation at SMEs is easier when economic changes occur (Risal et al., 2016). Innovation in companies is closely related to 
the value of products or services that will be received by customers, and now customers are susceptible to the value that will 
be received (Maryam et al., 2014). The phenomenon of value for customers positively affects the company's business strategy, 
which prioritizes customers' value, and if necessary and it exceeds customers' expectations. To compete in an aggressive and 
interactive company, a company must shift its business focus from trading transactions to maximizing customer value, in-
tended for more prolonged company survival. This competition has entered to market orientation area, and every company 
has realized those cases to become part of a business strategy (Nasution et al., 2011).  
 
Market orientation is a stage where a company makes customer's condition through the value of products and services 
(Maryam et al., 2014). The theory explains the importance of market orientation by prioritizing customers' intention, which 
is in line with the company's intention. Companies that have a market orientation continually strive to provide the bargaining 
power of products and services following market intention continually and a long time (Gabler et al., 2015). To understand 
market orientation, companies need to collaborate all of the elements in marketing to be in line with their market potential 
(Messersmith & Wales, 2013). Company organizations must monitor the changes of needs and customers’ intention quickly, 
determining the impact of these changes on customer behavior, increasing the rate of product or service innovation, and 
implementing the strategies which build an organization’s competitive advantage. A company that comprehends to market is 
always looking for information related to customers, market conditions, market competitors and even matters relating to the 
market as a reference for further business and development (Risal et al., 2016). It is followed up by planning strategy based 
on customer value and customers' satisfaction. The most important thing from market orientation is the involvement of all 
elements in the marketing department to anticipate market intention as a reference for integration with internal resources, 
making it as information of the next marketing strategy (Messersmith & Wales, 2013). A market-oriented organization is 
always committed to continuously improving the best service for customers. 
 
Market orientation becomes a sustainable business orientation when it can provide benefits for customers in a long period so 
that the competitiveness of business strategy becomes the main thing that needs to be considered by marketers (Philip Kotler 
& Armstrong, 2006). Market orientation cannot be truly separated from the marketing mix, because customers certainly pay 
attention to the marketing mix given by the company (McCarthy et al., 1997). The essence of this opinion emphasizes the 
company's relationship with customers, which is bridged by a marketing mix strategy to create market orientation (Lopez-
Rodrigez, 2009). Previous theories have explained that in assessing the market, orientation can do through several things such 
as market intelligence, intelligence across departments, and organizational responsiveness (Cao et al., 2014). In principle, 
these measurements explain the importance of supervision of market activities, and it is different from the advanced theories, 
which explain that market orientation needs to look at several activities like customer focus, intelligent competitors, and cross-
functional cooperation (Cravens & Nigel, 2009). The theory simplified that, in principle, market orientation depends on cus-
tomer orientation, competitor orientation, and inter-functional coordination (Narver & Slater, 1990); at least the three meas-
urements can be the information in making business strategies that have competitiveness. The success of the company in 
business competition depends on the company's ability to determine business strategy, however determining business strategy 
needs to be supported by the readiness of marketing human resources in assessing market needs (Ye et al., 2013). Through 
market orientation, it is expected not only to be able to create a business strategy for the company but also to create the 
company's competitiveness and business sustainability.  
 
2.4 Competitiveness 
 
A company is said to be able to compete in a business competition if it has competitiveness supported by business strategies 
(Adisu, 2014); business strategies are always associated with competitive prices, products, superior quality, and high level of 
service to customers (Tunyi & Ntim, 2016). This theory explains that competitiveness is very influential in achieving excel-
lence in the competition, which puts forward to excellent price, quality, and service. Competitiveness created by companies 
is certainly not natural, it needs the support of superior company resources as well, or creating superior resources based on 
company experience (Ptacek et al., 2015). The final result of the company can create superior competitiveness after empow-
ering superior resources (Hitt et al., 2013). It has known before that the company's strategy is closely related to the company's 
competitiveness, various strategy formulations created to give satisfaction to customers for the value creation, which has been 
created by the company that has the final impact on the recognition of company's competitiveness (Hidayat & Akhmad, 2016). 
Those cases are surely giving opportunities for the company and making them ready for business competition by knowing the 
source of excellence in the internal company. The previous studies have explained that there is a method that can be used by 
companies in increasing competitiveness on market competition by using a supply chain (Cao et al., 2014). The company's 
supply becomes a pending part of the company's life path in business competition because it can involve in the creation of 
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company resources owned for the creation of business strategies (Ganesan et al., 2009). Nowadays, even companies often use 
supply chains as part of implementing the support of business strategy (Shamah, 2012). The phenomenon of the theory above 
explains the importance of a company's competitiveness in the efforts of supporting the creation of a company's performance 
so that the implementation of business strategies of the company prioritizes the final goal of achieving competitiveness 
(Trendafilova et al., 2013). In general, competitiveness is related to business competition (Lynes & Andrachuk, 2008), but it 
needs optimum support from various parties in the company to achieve competitiveness that leads to the company's perfor-
mance (Cao et al., 2014). Finally, in business competition, competitiveness needs to be linked to the resources owned (Porter, 
2008); it assesses the importance of managing internal resources in creating a company's competitiveness. Those cases also 
reveal implicitly that one of the characteristics of competitiveness's condition is how a company implements the speed of 
response for competitors' and customers' behavior. The company competes to find competitiveness, and one of the goals of 
determining competitiveness is when a company can provide the best value for products and services offered (Casado & 
Pel??ez, 2014). For large-scale companies, competitiveness is a non-negotiable competitive model to be implemented 
(Dupeyras & Maccallum, 2013), it is different from small-scale companies where competitiveness sometimes is not the main 
thing because it is unclear to market competition. The study of competitiveness model is often used as a business competition 
strategy in large companies, so the research of competitiveness model that has been successful in one company is often used 
as the company's main adaptation today. Competitiveness can genuinely assess through several measurements of business 
strategy; however, in assessing a company's competitiveness is demanded to measure accurately. In previous studies, it said 
that there were their main things in assessing a company's competitiveness, which is at the level of differentiation, competitive 
price units, and the duration of trade (Ritchie & Brindley, 2009). The theory emphasizes the importance of assessing compet-
itiveness and differentiation's level that is owned by the company through its resources. However, not all companies have 
unique resources, so that the creation of competitiveness is not successful. It appears that competitiveness needs to be a 
concern because the limitation of resources has not become a reason for business strategy limitations. After all, the unique 
resources can still create by the company's collaboration (Zhou et al., 2005). Also, in the creation of competitiveness, the 
company does not always judge from the unique resources, but it assesses from the creation of unique product values, and it 
is not initiated by competitors so that the achievement of competitiveness can be achieved (Mashahadi et al., 2016). Many 
previous studies explain that external resources generate the importance of competitiveness; one of them is a collaboration 
(Hegerty, 2016). Since it is not to take the company's advantage, it is not only from the company's internal factors but from 
the outside of the company is also able to support it, such as cooperation with policymakers, which is government. However, 
companies still need to be alert when collaborating with external parties because the policy changes are sometimes not in line 
with the company's intentions, especially when determining the value of products and services offered that depends on the 
external policy (Henckens et al., 2016). The final goal of creating competitiveness is the achievement of a company's perfor-
mance and business sustainability, so the right measurements through qualified business strategies need to be considered. The 
basic theory is related to the competitiveness of the World Economic Forum is explained as a set of institutions, policies, and 
factors that determine productivity's level of the company in conducting business (Seelos & Mair, 2005). The theory explains 
the importance of managing competitiveness by collaborating with all elements that are involved in business competition. It 
means that the company does not need to focus on the company's internal as well as the company's external if it is possible, 
to achieve business competitiveness enough. Because in principle, competitiveness can be a series of efforts in the company's 
ability to enter the market and the ability to survive in that market (Porter, 2008). Furthermore, generally, there are studies 
related to the measurement in assessing competitiveness, which is focusing on customers, focusing on paying attention to 
competitors, and the involvement of all functional elements of the company in creating competitiveness (Cravens & Nigel, 
2009). 
 
2. Research Method 
 
2.1 Method and Research Measurements  
 
The research conducted included 120 entrepreneur SMEs in Indonesia and it became as one of the economic development 
goals from Indonesian's government. Data and information obtained through questionnaire in Likert scale with the values of 
“1” to “5”, and analyzed through Lisrel analysis tools. The research variable in this study focused on value creation, distinctive 
competencies, market orientation, and competitiveness. The previous researches stated that a company's competitiveness 
could be influenced by value creation (Husted & Allen, 2007), distinctive competencies (Cappelli & Crocker-Hefter, 1996), 
and market orientation (Chan et al., 2012). Three strategies measured all of the variables except for the competitiveness vari-
able through four measurements.   
 
2.2 Model and Research Hypothesis Design  
 
Data source from entrepreneur SMEs were obtained in 2019, and were processed by a research model, which is regression 
analysis as shown in Fig. 1. Before it is analyzed, those research models conducted model testing and research hypothesis 
testing, here is research hypothesis design as follows.  
 

H1.  Value Creation influences the Competitiveness of SMEs 
H2.  Distinctive Competencies influences the Competitiveness of SMEs 
H3. Market Orientation influences the Competitiveness of SMEs 
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Fig. 1. Research Hypothesis Model  
 

3. Research Result and Discussion  
 
Data obtained from 120 entrepreneurs SMEs by distributing questionnaires; all of the data were processed without describing 
a profile of respondents and a description of the respondent's answer. Data processed through some stages, such as the validity 
and reliability test of research instruments.  
 
3.1 The Result of Research Instrument Test  
 
The first result repots the validity and reliability of the research instruments, where there are variables, research instruments, 
Pearson correlation values, and Cronbach’s alpha. It is known that based on the result of data processing for Pearson Corre-
lation, all values are above 0.6, and explain that all of the instruments are valid since they are above 0.5 as a basic value. 
Details of all values are given in Table 1.  
 
Table 1  
Validity and Reliability Test of Research Instrument  

Variables Instruments Pearson Correlation Cronbach’s Alpha 
Value Creation Customer Benefit 

Business Domain 
Business Network 

0.770 
0.821 
0.757 

0.731 
 

Distinctive Competencies Tangible Asset 
Intangible Asset 

Capability Organization 

0.700 
0.749 
0.881 

0.674 

Market Orientation Segmenting 
Targeting 

Positioning 

0.840 
0.880 
0.690 

0.714 
 

Competitiveness Product 
Price 
Place 

Promotion 

0.718 
0.676 
0.797 
0.757 

0.707 
 

 

3.2 The Result of the Structural Model Test of Research Hypothesis 
 
The second result has presented a good of fit structural model that is explained the feasibility of the research model. The 
results in Table 2 have been explained for all measures of conformity, which are Degrees of Freedom, Chi-Square, and P-
Value, which fulfills the conclusion that the research model is good for a fit. Examining the structural model test results, it 
can be analyzed research model that has appeared in Fig. 2, as a research result on the regression analysis model. In the 
research model, it is known that all of the antecedent variables are value creation, distinctive competencies and market orien-
tation correlate competitiveness at SMEs in Jakarta. 
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Table 2  
Good of Fit Structural Model 

Size of Suitability Cut of Value Value of Research Result Note 
Degrees of Freedom ≤ 1.00 0 Fit 
Chi-Square ≤ 1.00 0.0 Fit 
P-Value > 0.05 1.00 Fit 

  

 
Fig. 2. Result of Research Model 

 

Table 3  
Summary of Research Hypothesis Test  

Hypothesis Research Hypothesis Test Result of t-statistics Result 
H1 Value Creation to Competitiveness  5.19 Support 
H2 Distinctive Competencies to Competitiveness  2.02 Support 
H3 Market Orientation to Competitiveness  2.70 Support 

 
The final result of this research is the research hypothesis test, where the results of the hypothesis testing have been summa-
rized in Table 4. Hypothesis test results are known to be accepted for all of the hypotheses namely H1, H2, and H3, considering 
the value of t-statistical result which is above 1.69. Next, each research result is explained in research findings based on the 
results of the research hypothesis test. 
 
3.4 The first hypothesis: The effect of Value Creation on Competitiveness Creation  
 
Fig. 2 explains that value creation correlates with competitiveness with a positive correlation value (β = 0.59). A close rela-
tionship between value creations in competitiveness explains the better support of value creation; SMEs can create better 
competitiveness. Not all SMEs in Jakarta have realized the importance of value creation, but inadvertently they used it through 
an innovative approach to their products or services offered. This organizational behavior is profitable for SMEs and delivers 
indirectly SMEs to competitiveness. It seems from SME's behavior that it has generally resilience to economic shocks both 
in Jakarta and in other countries. Part of this research finding is actually in line with studies that have been conducted before 
(Husted & Allen, 2007), so these research findings complete the previous studies.  
 
The interesting thing from this research is the support of value creation, where the value creation is created by the company 
and it has three measurements that focus on business strategies which are customer benefits, business domain, and business 
networking. From the three strategies in value creation, factor analysis is performed to find out the support of the most impact 
indicators on value creation; based on Fig. 2, it is known that the rank of priority of the strategies for value creation from 
business networking is followed by the business domain and it ends with customer benefits. Business networking becomes 
the first thing to consider in value creation; considering the highest of the loading factor, value is 0.487. it seems clear that 
value creation depends on how far the company can manage all of the obstacles that come from the outside of the company 
as input and strength of the company (Cesinger et al., 2016). Many companies interact with the environment both with the 
government, competitors, suppliers, and customers as stakeholders (Parola et al., 2013). Therefore, a business network of the 
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company can control the environment outside of the company as a support in creating value creation for the company's prod-
ucts or services. A true business networking is a company's market knowledge, collaboration relationship in business net-
working which has many advantages besides knowing the competitors also adding business opportunities. The essence of the 
study from business networking confirms the importance of business networking in value creation. The second thing that must 
be noticed from value creation based on factor loading values is the business domain. The business domain in SMEs is related 
to the core of product services, as well as the originality of products offered. Each company will provide products or services 
for customers is adjusted to the core of resources possessed, it is adjusted to the local culture of customers, to products and 
services are accepted. So that the origin of products or services at SMEs is an important thing for marketers to be considered 
in connecting with the value creation created. Finally, the determinant factor of value creation is customer benefits, which is 
offering products or services that are assessed by customers as having the best value for them; customer is the final goal of 
each marketing strategy of company, so company creates a product or service not only offering it, but it creates a product or 
service which is more valuable than a similar product from competitors or it is owned by customers. Because the true concern 
of the product is the value will be received by customers and it must be higher than customer's expectations. The study of 
three measurements through the strategies listed in value creation is ultimately able to support value creation has a positive 
impact on a company's competitiveness. 
    
3.5 The second hypothesis: The effect of the negative value of the distinctive competencies to competitiveness  
 
The next research finding of this study is the effect of the distinctive competencies on competitiveness. According to Fig. 2, 
it is known that the distinctive competencies has a correlation with SMEs’ competitiveness (β = 0.21). This correlation is 
certainly good for SMEs’ competitiveness because it is assessed that the higher of the distinctive competencies of products or 
services offered by SMEs, the higher of SMEs’ competitiveness. Although the correlation of the two is not too close, the 
positive impact is beneficial for SMEs because the company's capability should be a strength of a superior company than 
competitors. This finding is in line with the previous studies (Cappelli & Crocker-Hefter, 1996), and it can be stated that it 
completes the previous studies, where the distinctive competencies has a benefit for the company's competitiveness. The 
previous research focused on the theory which is based on the experience of several companies in general. In the same study 
of SMEs, it was also explained that the distinctive competencies has a good impact on competitiveness (Todericiu & Stăniţ, 
2015), but the study is not conducted in Jakarta so there is a difference with the current study. Examining the differences of 
opinion on the relationship of the distinctive competencies and competitiveness, this study suggests for the future studies, 
examining the support of innovation for the correlation between the distinctive competencies and competitiveness, because 
innovation is one of the uniqueness of SMEs (Crema et al., 2014). 
 
A deeper study of part of the research finding is recommended to examine the support of a distinctive competencies for 
competitiveness. Since it is considered to be suitable for SMEs in Jakarta; there are still many other factors of business strategy 
that can be taken to improve SMEs’ competitiveness. When it is examined empirically from theory, the previous research 
explains that competitiveness can be also assessed by the level of innovation (Crema et al., 2014) and the external factors, 
such as government (Windsor, 2009). Furthermore, it is necessary to know the several things in this research which is the 
measurement of competitiveness, assessing from the results of the factor analysis which is the best measurement level for 
distinctive competencies. Based on the sequence, it has the best loading factor value which is capability organization followed 
by intangible and tangible assets (Fig. 2). All of them are related to assets owned by the company and it controls over these 
assets, but the most determined is the company's capability in creating competitive assets and it is not easily imitated by 
competitors. It appears to be a disadvantage of SMEs in Jakarta since it is known from previous researches that SMEs in 
Jakarta are weak in controlling superior assets (Indris & Primiana, 2015). The tendency of SMEs to offer products or services 
which are more easily imitated, so that they are low competitive both nationally and internationally (Tambunan, 2005). It is 
reasonable if the distinctive competencies in this study is not able to support SMEs' competitiveness. Despite these findings, 
several factors of distinctive competencies that become SMEs' business strategy which is capability organization, intangible 
and tangible assets can support the creation of the distinctive competencies, so that they can be used as general information 
for companies in controlling the unique capabilities.  
 
3.4 The third hypothesis: The effect of market orientation on competitiveness  
 

The final finding of this study is the research result of the correlation between market orientation and competitiveness, where 
based on research finding of Fig. 2 it is clear that market orientation had a positive correlation (β = 0.36). The essence of the 
results explains that the better market orientation is created by SMEs, the better improvement on the competitiveness. In 
market orientation, it is known and assessed by several factors which are segmenting, targeting and positioning. These three 
factors succeeded in creating a market orientation and it had an impact on SMEs’ competitiveness. Also, competitiveness is 
assessed by several determining factors such as marketing mix strategies, product, price, place, and promotion. All of these 
factors are business strategies used by SMEs and they can support SMEs' competitiveness. The last part of this research is the 
correlation of market orientation with competitiveness and it has been examined by previous researches in general (Mashahadi 
et al., 2016), it explains the implication of the implementation of market orientation on the creation of a company's competi-
tiveness. The essence of these findings is the refinement of previous research results, and it emphasizes the previous results 
that in controlling the company's competitiveness or SMEs we need support from market orientation. 
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The next analysis is a research of the determinant factor of market orientation that needs to be known as company information 
in determining a company's business strategy. It is known from Fig. 2; targeting is the main determinant factor in determining 
market orientation. Targeting is related to customers' target of the company because the main target of the company is the 
customer. In targeting, the company determines the right target market; it starts from the region to the customer's characteris-
tics (Palacios-marqués et al., 2011). A company that focuses on the customer is a company that knows where it is and how 
the customer utilizes the purchased products (Chan et al., 2012). Customer’s character often becomes useful information for 
the company in determining the next marketing strategy, so that the target market is clearer and makes it easier for the company 
to find market orientation. Targeting utilizes the main target of customers on more specific products, now the company pre-
dicts customers' intention which is adjusted to products or services (Hull & Rothenberg, 2008). Besides targeting, the deter-
minant factor of market orientation is segmenting, where it talks about the customer is as the main target. This is closely 
related to customer characteristics, so much information is collected to find out the target of the market segment. Segmentation 
becomes the beginning of the company to determine market orientation. In some previous researches, it is sometimes equated 
between market orientation with segmentation, because both of them are focused on customer (Palacios-marqués et al., 2011).  
But the difference in segmentation is only related to customer’s information. So, it is very common if one of the determinant 
factors of market orientation is segmentation. Surely, if a company focuses on a clear market segment, it can deliver to the 
good reputation of the company. The changes in customer behavior are closely related to market segmentation (Abdullah & 
Sukandi, 2011), so it is very profitable if the company focuses on market segmentation. It is closely related to the company's 
competitiveness from the perspective of the target market. The final factor of market orientation is positioning, where it talks 
about the target of the company's intention to be assessed by their customers. This factor is difficult to be created by the 
company because it needs time and consistency of company, but it can be easily damaged if it is wrong in implementing 
business strategy. The essence of all market orientation factors explains that it is important to pay attention to the company 
because it impacts the creation of market orientation and the support of changes in the company's competitiveness.  
 
The study of each research finding according to the research objectives has been presented; most of them can complete the 
previous researches of the company in general and particularly for SMEs in Indonesia. However, based on some of the results 
and research findings, the originality of this research is the antecedent of competitiveness. From the three determinant factors 
for the creation of a company's competitiveness, only two factors can have a positive impact on competitiveness, which are 
value creation and market orientation. So that the originality of this research is the creation of SMEs' competitiveness in 
Jakarta through the support of value creation and market orientation. This finding is useful for the company in general or for 
SMEs in Jakarta which needs to know and manage well the value creation and market orientation because it can create a 
company's competitiveness. Indeed, many factors can control company's competitiveness, which is controlling business strat-
egy from inside and outside of company (Chan et al., 2012; Palacios-marqués et al., 2011), this time focuses on the internal 
company and in the future, it should be noticed from outside of company factors that can also control company's competitive-
ness. Another aspect of competitiveness is the synergy of all internal elements of the company, and collaboration with external 
elements (Abdullah & Sukandi, 2011). Because without the support of synergy, competitiveness is not only a business strategy 
that is easily imitated by competitors. Also, for SMEs in Jakarta to competitiveness is the aggressiveness of the company in 
finding and controlling unique resources through various innovations and making it a capable business strategy (Hull & 
Rothenberg, 2008).  
 
4. Conclusion & Suggestion  
 
Competitiveness is the company's finding on business strategy that is not easy to be imitated by its competitors; it can provide 
business profit through the company's performance and by entrepreneurs. There are many determinant factors from competi-
tiveness creation such as value creation, distinctive competencies, and market orientation. However, the ablest to determine 
the competitiveness of SMEs in Jakarta is value creation. A research study of competitiveness has been influenced by value 
creation, distinctive competencies, and market orientation that truly completes the previous researches, and tends to complete 
those studies through a current study focuses on entrepreneurs SMEs. 
 
Nevertheless, it is realized that in determining competitiveness, we still need support from other factors, either internal or 
external, of the company. SMEs in Jakarta is undoubtedly the same with SMEs in the world generally because it has unique-
ness in implementing the innovation of both product and service. The company scale becomes the determinant factor, and it 
becomes a company to be active in facing economic stability in its country. Competitiveness is one of the business strategies 
that also needs to be noticed by SMEs because the study theoretically can encourage not only performance, but it is closely 
related to the level of a company's innovation.  
 
Each company has limitations because there is time, and other cases appear when the study conducted; it is the same as the 
current study. It is suggested for further research to review other factors that have a relationship to a company's competitive-
ness, which is the innovation level or the support of the government's regulation.  
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