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This study is a empirical investigation aimed at exploring the impact of Islamic market 

orientation, Islamic innovativeness, and halal product uniqueness on marketing 

performance. The sample for this study consisted of 180 executives from the food 
processing sector in Central Java, Indonesia. Utilizing Structural Equation Modeling 

(SEM), the data was analyzed. The research results show that Islamic market orientation 
has a positive influence on Islamic innovativeness. Islamic market orientation and 

Islamic innovation have a positive influence on the uniqueness of halal products. Islamic 
market orientation, Islamic innovation and the uniqueness of halal products have a 

positive influence on marketing performance. Islamic innovation and the uniqueness of 
halal products can mediate Islamic market orientation on marketing performance. The 

implication of this research is that leaders can take advantage of Islamic market 

orientation and Islamic innovativeness which can improve marketing performance if 
they pay attention to halal product uniqueness as a positional advantage in the culinary 

industry. 

 Abstrak 
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Penelitian ini merupakan studi empiris yang bertujuan untuk menyelidiki pengaruh Islamic 
market orientation, Islamic innovativeness, halal product uniqueness terhadap marketing 

performance. Responden penelitian ini berjumlah 180 pimpinan industri pengolahan makanan di 
Jawa Tengah, Indonesia. Data dianalisis menggunakan Structural Equation Modeling (SEM). 

Hasil penelitian menunjukkan bahwa Islamic market orientation memiliki pengaruh positif 
terhadap Islamic innovativeness. Islamic market orientation dan Islamic innovativeness 

berpengaruh positif terhadap halal product uniqueness. Islamic market orientation, Islamic 
innovativeness dan halal product uniqueness berpengaruh positif terhadap marketing performance. 

Islamic innovativeness dan halal product uniqueness dapat memediasi Islamic market orientation 
terhadap marketing performance. Implikasi penelitian ini, pimpinan dapat memanfaatkan 

Islamic market orientation dan Islamic innovativeness yang dapat meningkatkan kinerja 
pemasaran jika memperhatikan halal product uniquenesss sebagai keunggulan posisional industri 

kuliner. 

 

1. Introduction 
The development of MSMEs in Indonesia is very rapid, this can be seen from the 

increasing number of new MSMEs emerging to attract the attention of customers. MSMEs 

that are unable to compete will go out of business or go bankrupt due to very dynamic 

product marketing conditions, where producers and market players compete to win very tight 

competition. Therefore creating unique products will improve performance outcomes, 

earnings, return on investment, and customer retention in addition to sales growth (Crosby 

et al., 1990; R. M. Morgan & Hunt, 1994; Sin et al., 2005; Tse et al., 2004). The growth in 

the number of MSMEs in Central Java over the last five years shows fluctuating growth, in 
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2018 the number of MSMEs was 7.52%, in 2019 there was an increase of 12.33%, in 2020 

there was a decrease of 3.67% and in 2021 it was 3 .61%, then in 2022 the number of MSMEs 

will increase by 4.12%. Apart from that, MSME turnover growth, in 2018 was 13.08%, in 

2019 there was an increase of 21.29%, in 2020 there was a decrease of -0.68% and in 2021 

there was an increase of 1.72%, then in 2022 turnover growth MSMEs experienced a decline 

of 0.49%. 

Market orientation has long been considered a key factor in predicting a company's 

marketing performance. Market orientation concept Refers to a business philosophy that 

focuses on customer orientation, profit orientation, and communication of market needs 

conveyed to all departments in the organization to provide satisfaction more effectively and 

efficiently than competitors (Barksdale & Darden, 1971; Mcnamara, 1972). This concept is 

the basis for companies to be able to adapt to market changes and better meet customer 

expectations. According to (Zebal & Saber, 2014), in the context of Islamic markets, Islamic 

market orientation identifies five main factors which include Islamic customer orientation, 

information orientation, integration orientation, competition orientation, and response 

orientation, which aim to direct companies in understanding and meeting market needs. 

more specifically, especially among consumers who prioritize Islamic principles. 

Various studies have shown that market orientation plays an important role in 

improving business performance. Previous studies (Alrubaiee, 2013; Ayimey et al., 2021; 

Frösén et al., 2016; Harjadi et al., 2020; Joensuu-Salo et al., 2018; N. A. Morgan et al., 2009; 

Riswanto et al., 2020; Syam et al., 2022; Udriyah et al., 2019; Wayan et al., 2020) provide 

evidence that the right market orientation can improve competitiveness and company 

marketing performance. However, there are also conflicting findings, as stated by Kurniawan 

et al. (2020), which states that market orientation is not always effective in encouraging 

increased marketing performance. This raises questions regarding the factors that influence 

the effectiveness of implementing market orientation in improving business performance. 

Apart from Islamic market orientation, innovation is also known as an important strategy 

for improving marketing performance. The concept of innovation in Islam emphasizes a 

balance between creativity and permitted limits in carrying out innovation. The innovation 

carried out must be in line with the principles of the Islamic religion, which means that 

creativity and new developments must remain within the framework of the values permitted 

by the Shari'a. Prohibited innovations are those that conflict with Islamic law or moral 

principles, while permitted innovations are those that provide benefits and do not violate 

religious provisions (Zakaria & Abdul‐Talib, 2010). 

To improve marketing performance, companies need to have unique products and 

differentiate themselves from competitors. Product uniqueness can be defined as a product 

that has significant differences compared to other products in the same category, both in 

terms of sensory, image, functional, emotional, and other characteristics that can be felt and 

appreciated positively by consumers (Cardello et al., 2016). The uniqueness of this product 

not only provides its own attraction, but also has the potential to increase the company's 

competitiveness and business performance. Research by Ebrahimi et al. (2018) show that to 

increase the business potential of SMEs in developing countries, it is very important for 
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companies to introduce new technologies and produce unique products. Product innovation 

is the key to making the products offered more attractive and different compared to 

competitors' products, which in the end can improve marketing performance and 

competitiveness in the market. Innovation carried out correctly can turn a simple product 

into a superior choice for consumers, thus providing more profits for the company 

(Murniningsih et al., 2023). 

Seeing the characteristics of Indonesian society, which is predominantly Muslim, it 

is important for entrepreneurs to pay attention to the products they offer so that they are in 

accordance with the values contained in Islamic law. Therefore, it is necessary to apply 

principles originating from the Al-Qur'an and Hadith in product development, to ensure that 

the product can be well received by consumers and excel in the market. Aligning products 

with religious values can increase customer trust and loyalty, especially in markets that are 

sensitive to religious issues. However, although there is research that emphasizes the 

importance of product uniqueness in improving business performance, there are 

inconsistencies in views regarding the understanding of Resource Advantage Theory and the 

relationship between competitive advantage and product uniqueness. Research by Tan et al. 

(2015) revealed that products that are considered unique, new, or unusual do not always 

translate into successful market value. Only a small proportion of consumers are interested 

in new, very different products, such as insect-based products, which may not be accepted 

by most consumers. In companies that use religion as the basis for determining market 

segments and customer targets, success lies in the ability to meet customer needs that 

prioritize products in accordance with Islamic law or also called halal products. By focusing 

on meeting these needs, companies can build closer relationships with target customers, 

provide the best service, and build a brand image based on religious values. This has the 

potential to create greater opportunities to improve marketing performance and gain a more 

sustainable competitive advantage. 

 

2. Literature Review 
2.1. Islamic Market Orientation and Islamic Innovativeness 

Capabilities are dynamic because they enable businesses to combine and reorganize 

existing resources in novel and inventive ways, enabling them to adopt new strategies in 

response to shifting market conditions. While having valuable, rare, inimitable, and non-

substitutable resources can be beneficial, companies also need additional capabilities to be 

able to demonstrate the value of the market information process concept to market 

orientation (Ketchen et al., 2007). According to Kohli and Jaworski (1990) market 

orientation is defined as the process of gathering market intelligence throughout an 

organization, disseminating this intelligence across departments, and responding to it 

organization-wide. This definition emphasizes the importance of creating and sharing 

market knowledge to enhance customer value. Market orientation, as defined by Kohli and 

Jaworski (1990) is associated with significant profitability for companie (Kirca et al., 2005; 

Zhou et al., 2009). According to Zebal and Saber (2014) identified Islamic market orientation 

with five key factors: Islamic customer orientation, information orientation, integration 
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orientation, competition orientation, and response orientation. Understanding customer and 

market needs enables companies to survive and counter strategic moves by competitors 

(Zakaria & Abdul‐Talib, 2010). The main principles that form Islamic market orientation 

can be referred to in the teachings of the Al-Quran and Hadith which prioritize justice, 

transparency and customer satisfaction. In Islam, caring for the welfare of others and 

providing good service to others is something that is highly valued. As in the hadith of the 

Prophet Muhammad SAW: "Indeed, Allah loves people who work well and provide the best 

service to others." (HR. Muslim). Apart from that, in QS. Al-Isra (36) Islam places great 

emphasis on the importance of gaining correct knowledge and sharing honest 

information."And do not follow what you do not know." This teaches the importance of 

accuracy in collecting information used in marketing strategies. 

Market orientation tends to be positively related to innovation strategy (Atuahene-

Gima, 2005). Customer orientation has a stronger impact on innovation. Businesses that 

engage with consumers might progressively enhance their offerings of goods and services in 

reaction to comments or input from consumers. By involving customers to innovate, 

companies will get ideas for new products and services. In addition to customer orientation, 

The business closely monitors what its rivals do, which increases the likelihood that it may 

copy their strategies and enhance its own offerings. Lukas and Ferrel (2000), as well as 

developing new ways of doing things from its competitors to win market share (Atuahene-

Gima, 2005). 

H1: Islamic market orientation positively influences Islamic innovativeness. 

 

2.2. Islamic Market Orientation and Halal Product Uniqueness 

Within the section of the market that is Islamic, Islamic market orientation is closely 

related to Halal product uniqueness. Businesses that can comprehend the demands of 

Muslim consumers and are aware of rivals' tactics stand a better chance of gaining a 

competitive edge in the intended market segment. Al-Khatib et al. (1995) in his study stated 

Muslim customers place a high value on halal goods and services and have strong preferences 

for them. In the religious-based product market, companies that are responsive to the needs 

of Muslim customers, such as trying hard to produce unique products that are halal in 

accordance with Islamic rules, when the business genuinely makes sure that the substances 

and raw materials utilized in production are halal and that the manufacturing process 

complies with Islamic principles, religious Muslim employees who understand halal and 

haram, secure delivery and storage of products and avoid items that could cause the product 

to become halal will have a greater opportunity to gain the positional advantage of halal 

product uniqueness. As mentioned in QS. Al-Baqarah (172) "Believers, eat of the good things 

We have given you, and give thanks to Allah, if it is truly Him that you worship." This verse 

emphasizes the importance of choosing good and halal food and products, which are in 

accordance with Allah's rules. By ensuring that the products offered comply with Islamic 

principles and meet the expectations of Muslim customers, companies can create unique 

features that not only appeal to Muslim consumers, but also create a strong bond between 

the brand and customers. 

H2: Islamic market orientation positively affects halal product uniqueness. 
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2.3. Islamic Innovativeness and Halal Product Uniqueness 

Innovativeness refers to an organization's openness to fostering creativity and 

experimentation when introducing new products or services, as well as its commitment to 

research and development for new processes and technological leadership (Lumpkin & Dess, 

1996). According to Jiménez-Jiménez and Sanz-Valle (2011) innovativeness involves 

implementing new ideas, processes, products, or marketing strategies within an organization, 

fostering creativity, experimentation, and novel outcomes in products, services, methods, or 

technology. The pursuit of technological advancements, new services, products, or enhanced 

product lines to gain a competitive edge defines a company's focus on innovation 

(Sankowska, 2013). In the context of Islam, innovation involves maintaining a balance 

between permissible and prohibited forms of creativity and innovation (Zarif et al., 2013). 

The life history of Rasulullah SAW provides an example of how innovation in line with 

Islamic principles can be applied in various aspects of life, including in the religious, 

economic, social and political fields (Sulaiman et al., 2015). Rasulullah SAW not only 

brought changes to the lives of Muslims, but also introduced innovative ways of managing 

society and the economy that remained based on religious values. This principle can be 

applied in the business world, by creating halal products that not only meet market needs, 

but also comply with the rules of Islamic law. 

Research conducted by Atuahene-Gima and Ko (2001) argue that achieving 

sustainable competitive advantage requires innovation that sets a company apart. 

Innovativeness significantly impacts product differentiation, leading to the development of 

unique products through organizational innovation (Kam Sing Wong, 2012; Theoharakis & 

Hooley, 2008). Moreover, marketing innovation positively influences competitive 

positioning in religion-centric markets (Hendar et al., 2017) and religio-centric product 

strategy (Hendar et al., 2020). 

H3: Islamic innovativeness positively impacts halal product uniqueness. 

 

2.4. Islamic Market Orientation and Marketing Performance 

Jaworski and Kohli (1993) views market orientation as a marketing practice concept 

and explains it as the gathering of market data for present and future consumer needs across 

the business, the sharing of market data with departments, and the organization's response. 

Hills and Sarin (2003) claims that activities can steer behaviors and preferences in new 

directions and that the process of uncovering possible unexpressed desires of clients is known 

as customer onboarding. Target buyers must be well understood during customer onboarding 

for ongoing value creation to be generated for them. A customer-oriented philosophy forms 

the cornerstone of business success, involving proactive measures to align with market 

demands. Customer orientation, defined as the ability and willingness to identify, analyze, 

understand, and address customer needs (Gatignon & Xuereb, 1997) drives the integration 

of desired features or benefits into new products. Companies with a market-oriented 

approach use market intelligence to build sustainable competitive advantages (Kohli et al., 

1993). This market-oriented culture motivates SMEs to align their actions to enhance 

customer value, highlighting the importance of customer satisfaction (Narver & Slater, 1990) 
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emphasizing the significance of customer satisfaction. Shared market-oriented norms guide 

company strategies and tactics, fostering innovation and superior offerings (Han et al., 1998) 

and enhancing customer support, thus increasing benefits for clients. Islamic market 

orientation highlights the importance of focusing on Muslim consumers to enhance 

marketing effectiveness Nurudin (2022). This is in line with Islamic sharia principles which 

emphasize the importance of providing halal products that meet consumer expectations in a 

manner that is in accordance with Islamic values in the QS. Al-A'raf (157), "Indeed, Allah 

has only made lawful for you what is good and has forbidden what is bad."  This verse 

underlines the importance of producing halal goods and services, which are not only good 

for consumers, but are also in line with Islamic moral principles. 

H4: Islamic market orientation positively influences marketing performance. 

 

2.5. Islamic Innovativeness and Marketing Performance 

According to Al-Karasneh and Saleh (2010) the Quran encourages innovation 

through utilizing the five senses bestowed by God, which include observation, sight, hearing, 

reflection, and ijtihad. In Surah Al-Alaq 1-5 "Read with (mentioning) the name of your Lord 

who created, who created man from a clot of blood. Read, and your Lord is the most 

gracious, who teaches man with the pen, teaches man what he does not know." This verse 

teaches us to utilize the knowledge and creativity given by Allah SWT to continue to 

innovate and create new things. Innovation in the Islamic context is not only related to the 

ability to produce something new, but also how it is in line with sharia values and provides 

benefits to the people. Islamic innovativeness can be characterized as an entrepreneur's 

attitude, behavior, proclivities, abilities, and inventiveness in seeking and utilizing new ideas 

to create something novel and distinctive that complies with Islamic law. Formal strategic 

planning and flexible planning are key components of the company's ability to innovate and 

enhance its performance. When new features are added to a current product or service, 

exceptional performance is provided, or the rules of a competitive domain are altered, it is 

referred to as innovativeness (Avlonitis & Salavou, 2007; Dibrell et al., 2014). Johnson et al. 

(2009) Innovation is the ability of an individual or an organization to generate or implement 

new concepts, procedures, products, or services with the goal of improving consumer value 

and business performance. Research conducted Selvarajan et al. (2007) companies operating 

in unstable environments tend to innovate and sell new products more than companies 

operating in stable environments. The entrepreneurial character of MSMEs has a significant 

impact on their business performance. Some of the characteristics of entrepreneurship that 

influence performance include the courage to take risks, the ability to collaborate, discipline, 

honesty, openness, optimism, perseverance, creativity and an independent attitude. Apart 

from that, the ability to learn and develop in facing challenges is also an important factor 

that drives success in running a business (Efendi & Waharini, 2023).  

H5: Islamic innovativeness positively affects marketing performance. 

 
2.6. Halal Product Uniqueness and Marketing Performance 

Product excellence encompasses the superior features, quality, and benefits that 

customers derive from their purchases (T. Li & Calantone, 1998). Extensive research has 
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established a strong link between new product performance and product superiority 

(Langerak et al., 2004; Nakata et al., 2006). The features and aesthetics of a product play a 

crucial role in attracting customers and eliciting positive emotions, contributing to its high 

perceived quality (Bloch, 1995) and enhancing its marketability. Studies demonstrate that 

products emphasizing superior features perform well in terms of quality, consumer 

acceptance, and financial success (Sethi, 2000). According to Cooper and Kleinschmidt 

(1987) product superiority significantly impacts the success or failure of new products, with 

unique customer benefits being particularly critical. 

Favalli et al. (2013) argue that distinct features differentiate food products within 

their category and appeal to consumers. Mattiacci and Vignali (2004), highlight the 

importance of unique food attributes in enhancing quality and justifying higher prices and 

profit margins. Other researchers discuss specific characteristics that differentiate food 

products, such as sensory, processing, ingredient, geographic, and conceptual qualities 

(Favalli et al., 2013; Jaeger et al., 2017; Rason et al., 2007; Stolzenbach et al., 2011) 

emphasize that products stand out to consumers due to sensory, aesthetic, functional, 

emotional, or other distinctive qualities within their category. A product needs to be halal 

certified in order to provide value to Muslim clients. It also needs to stand out from the 

competition in the market. Halal food certification serves as a means of identifying products 

to consumers by stating that they were sourced, produced, and distributed in compliance 

with stringent Islamic criteria (Ab Talib et al., 2017). A certificate of halal food certification 

is provided by an Islamic organization and certifies that the products on the list adhere to 

Islamic law (Riaz & Chaudry, 2003). Businesses utilize halal certification as a means of 

enhancing organizational performance and as a means of gaining company legitimacy (Ab 

Talib et al., 2016). Certification is an instrument for achieving business performance (Fikru, 

2014; Kafetzopoulos & Gotzamani, 2014; Sampaio et al., 2009). Therefore, products that 

are unique and in accordance with Islamic law, equipped with halal certification, will not 

only create an advantage in the market but also provide added value for Muslim consumers 

who are increasingly aware of the importance of products that comply with the principles of 

their religion. This provides a great opportunity for companies to gain a superior competitive 

position, both in terms of market and profitability. 

H6: Halal product uniqueness positively impacts marketing performance. 

 

Based on the provided description, the relationship between Islamic market 

orientation and Islamic innovativeness is expected to foster an increase in the uniqueness of 

halal products. This increase in uniqueness can lead to enhanced marketing performance. 

Here's an outline of how this relationship and its consequences can be explained in Figure 1. 

 

3. Method 
The object of this research is the food processing industry in Central Java, Indonesia. 

Based on data from the Ministry of Tourism and Creative Economy (Kemenkraf) in 2023, 

the creative economy sector in Indonesia is dominated by the culinary sector. However, in 

Central Java, the culinary sector is in second place with a percentage of 15.11%, while the 
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music sector is in first position with a percentage of 22.98%. This condition shows that there 

are differences in dynamics between the creative economy sector at the national and regional 

levels, especially in Central Java. This difference opens up opportunities for further research, 

especially in understanding the factors that influence the development of the music sector 

that dominates in the region, as well as how the culinary sector can further develop and 

compete in the creative economy at the regional level. The population in this study was 

68,754 industries. The sampling method uses a purposive sampling technique, which is based 

on population characteristics, namely region or location and has been operating for a 

minimum of 3 years. The sample size then refers to the opinion of Hair et al. (1995), who 

stated that the sample size is the index multiplied by 5 to 10 or a minimum of 100 

respondents. Data collection was carried out by distributing questionnaires to a sample of 

180 respondents. For data analysis, Structural Equation Modeling (SEM) was employed. 

SEM is a method typically used to test complex relationships or models, such as those 

encountered in marketing research (Ferdinand, 2014). There are four variables developed in 

this study, the operational definition and measurement of each variable is as follows Table 

1. 

 

 
Figure 1. Conceptual framework 

 

4. Result and Discussion 
4.1. Research Analysis and Results 

The model has been analyzed using confirmatory factors, so each indicator in the fit 

model can be used to define latent constructs, so that the full Structural Analysis Modeling 

(SEM) model can be analyzed. The results of the processing can be seen in Figure 2. Analysis 

of the influence of determination in SEM analysis is used to determine the contribution of 

exogenous variables to endogenous variables, which can be seen from the adjusted R square. 

Coefficient of determination (R2) In essence, it measures how far the model's ability to 

explain endogenous variations (Latan & Ghozali, 2012). Adjusted R2 has been adjusted to 
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the degrees of freedom of each square included in the Adjusted R2 calculation. The coefficient 

of determination can be seen in Table 2. The goodness of fit model criteria using the AMOS 

program have shown that the SEM analysis in this research is acceptable. Based on the fit 

model, testing several hypotheses can be carried out based on a significance level of 0.05.  

The test was carried out by looking at the level of significance in the estimated value, critical 

ratio and probability based on the results of data analysis using the AMOS program. The 

results of the structural equation model regression equation test are summarized in Table 3. 

Halal product uniqueness in this research is proposed as a concept that mediates the 

relationship between Islamic market orientation and marketing performance as seen in Table 

4. 

 

Table 1. Measurement variables 
Variable Name Operational Definition Measurement/Indicator 

Islamic market orientation 

(Narver & Slater, 1990; N. 

Nurudin et al., 2023; Zebal & 

Saber, 2014) 

Understanding of Muslim 

customer needs, information, 

integration, competition and 

responsiveness to create 

superior value and lead to 

long-term relationships. 

- Muslim customers' commitment  

- Understanding of their needs 

- Creation of value for them  

- Tendency to research 

competitor strategies  

- Speed at which they respond to 

those strategies 

Islamic innovativeness  

(Abdullah et al., 2021; 

Hendar et al., 2018; N. 

Nurudin et al., 2023) 

The attitude, behavior, 

tendencies, abilities and 

creativity of an entrepreneur 

to seek and apply new ideas 

to produce something new 

and unique in accordance 

with Islamic law. 

- The propensity to seek out novel 

Islamic ideas  

- The attempt to implement 

new approaches that adhere to 

Shari'a  

- The novelty of practical 

products  

- The propensity to employ new 

technology 

Halal product uniqueness 

(Hendar et al., 2017; Jaeger et 

al., 2017; N. Nurudin et al., 

2023) 

The advantages of a product 

compared to other products 

are designed based on halal 

principles as a value offered 

to customers for the purpose 

of increasing Marketing 

Performance. 

- The uniqueness of halal 

materials  

- The uniqueness of halal 

production processes  

- The uniqueness of halal storage  

- The uniqueness of halal staffing  

- The uniqueness of halal 

distribution 

Marketing performance 

(Ayimey et al., 2021; Hendar 

et al., 2018; Killa, 2017; N. 

Nurudin et al., 2023) 

Effectiveness and efficiency 

of marketing activities with 

market-related objectives 

such as revenue, growth rate 

and market share. 

- Customer growth  

- Growth in sales results 

- Achievement of sales targets 

- Profit growth 
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Figure 2. Research path models 

 
Table 2. Hypothesis test 

Squared Multiple Correlations: (Group number 1 - Default model) 

   Estimate 

Islamic_Innovativeness 
  

.455 

Halal 
  

.655 

Marketing Performance   .509 

Source: Processed research data, 2024 

 

Table 3. Hypothesis test 
Hypothesis Regression Estimate S.E CR P Information 

H1 Islamicmarket orientation 

→ Islamic innovativeness 
.646 .070 9.176 0.000 Significant 

H2 Islamicmarket orientation 
→ Halal product 
uniqueness 

.415 .077 5.416 0.000 Significant 

H3 Islamicinnovativeness → 

Halal product uniqueness 
.488 .082 5.949 0.000 Significant 

H4 Islamicmarket orientation 
→ Marketing performance 

.326 .105 3.107 0.002 Significant 

H5 Islamicinnovativeness → 
Marketing performance 

.255 .115 2.230 0.026 Significant 

H6 Halal product uniqueness 

→ Marketing performance 
.291 .119 2.451 0.014 Significant 

Source: AMOS output data, 2024 

 

 

 

Table 4. Sobel test results 
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Indirect Influence Sobel P-value Information 

Islamic Market Orientation → Islamic innovativeness → 

Marketing Performance 
2,156 0.031 Significant 

Islamic Market Orientation → Halal Product Uniqueness 

→ Marketing Performance 
2,050 0.040 Significant 

Source: Processed research data, 2024 

 

Based on the provided information, here's a summary of the findings regarding the 

mediating roles of Islamic innovativeness and halal product uniqueness in the relationship 

between Islamic market orientation and marketing performance. 

 

4.1.1. Islamic Innovativeness as a Mediator 

Islamic innovativeness significantly mediates the relationship between Islamic 

market orientation and marketing performance. Sobel Test Statistics of 2.156 with a p-value 

of 0.031 (significant at α = 0.05) indicates that Islamic innovativeness plays a crucial role in 

enhancing marketing performance by leveraging the insights and strategies of Islamic market 

orientation. This finding aligns with existing research (Huhtala et al., 2014; Riswanto et al., 

2020) which emphasizes the mediating effect of innovation on the relationship between 

market orientation and business performance. 

 

4.1.2. Halal Product Uniqueness as a Mediator 

Halal product uniqueness also serves as a significant mediator between Islamic 

market orientation and marketing performance. Sobel Test Statistics of 2.050 with a p-value 

of 0.040 (significant at α = 0.05) confirms that the uniqueness of halal products plays a pivotal 

role in enhancing marketing performance within the religious market segment. Companies 

that exhibit strong Islamic market orientation and focus on creating unique halal products 

tend to achieve better marketing performance, as empirically validated. Islamic 

innovativeness and halal product uniqueness are crucial mechanisms through which Islamic 

market orientation influences marketing performance. These findings contribute to bridging 

the research gap and underscore the importance of aligning organizational strategies with 

religious market dynamics to achieve competitive advantage and superior performance in 

Muslim-majority markets. 

 

4.2. Discussion 

Islamic market orientation towards Islamic innovativeness. This means that the 

company that continues to understand the needs and desires of Muslim customers as well as 

competitors' strategies, the higher the Islamic innovativeness in that market. The culinary 

industry in Central Java has innovated in accordance with sharia by creating ideas related to 

halal products that suit the needs of Muslim customers as well as trying new methods used 

by competitors. The results of this study are in line with (Atuahene-Gima, 1996, 2005; Lukas 

& Ferrell, 2000) in his study stated the market orientation has a positive effect on innovation 

strategy. Market orientation has a positive effect oninnovation speed (Carbonell & Escudero, 

2010). 
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Islamic market orientation regarding halal product uniqueness. This means that the 

company that continues to understand the needs and desires of Muslim customers and the 

company is responsive to competitors' strategies, the higher the halal product uniqueness. In 

other words, the greater the company's ability to react to customer needs and competitors' 

strategies, the more capable the company will be of gaining superiority in halal product 

uniqueness in that market. Food and beverage processing industry in Central Java have a 

high commitment to making products that are produced in accordance with sharia principles 

by using raw materials that already have a halal label or halal certificate, production 

processes that comply with sharia, Muslim employees who are obedient to worship as well 

as safe storage and distribution with safe packaging, essence of haram goods. The results of 

this study are in line with Al-Khatib et al. (1995) in his study stated Muslim consumers have 

high priorities, preferences and needs for halal products and services. Apart from that, in 

studies Hendar et al. (2017) market orientation has a significant effect on religio-centric 

positional advantage. Langerak (2003), Zhou et al. (2009), Li and Zhou (2010) in his study 

stated that market orientation has a positive effect on differentiation advantage. 

Islamic innovativeness influence halal product uniqueness. New products always 

appear in the business rivalry and have the potential to impact existing products. One of the 

keys for businesses to create products that outperform those of rivals is innovation. Muslims 

innovate by seeking out new concepts, experimenting with novel approaches that adhere to 

Islamic law, making use of cutting-edge technology, and modernizing or developing new 

products (Abdullah et al., 2021). Innovation plays a pivotal role in product 

commercialization (Sandberg & Ohman, 2011; Tohidi & Jabbari, 2012). For a product to 

succeed, it must offer significant benefits that improve human life (Othman, 2012) which can 

be achieved by integrating halal elements into unique products. Research highlights that 

innovation leads to product differentiation (Atuahene-Gima & Ko, 2001; Theoharakis & 

Hooley, 2008) excellence (Kam Sing Wong, 2012) religio-centric product strategy (Hendar 

et al., 2020). These factors collectively contribute to creating products that are not only 

distinctive but also align with consumer preferences and market demands, including those 

within the halal market segment. 

Islamic market orientation affects marketing performance, meaning it gets better 

Islamic markets orientation, the better the marketing performance will be Kelley (1992) A 

company that practices customer orientation engages its staff in enhancing customer 

satisfaction and cultivating enduring relationships. The company is consistently committed 

to addressing the needs of Muslim customers and enhancing their value to boost marketing 

performance. This approach aligns with findings that market orientation significantly 

impacts business performance (Dabrowski et al., 2019; Huhtala et al., 2014) and marketing 

performance (Hendar et al., 2018; Zhou et al., 2009). 

Islamic innovativeness influence marketing performance means it's getting higher 

Islamic innovativeness will improve its marketing performance. How fast and adaptably a 

company responds to its current dynamics will determine if it survives. As a result, by 

adjusting, competitive strategies that work are required. Companies operating in the Muslim 

market in particular need to constantly innovate while adhering to Islamic law to improve 
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marketing performance. This result is in line with the finding thatInnovativeness can improve 

marketing performance or business performance (Anning-Dorson, 2017; Chatterjee et al., 

2024; Ebrahimi et al., 2018; Farooq et al., 2021; Hendar et al., 2018; Kneipp et al., 2019; 

Kristinae et al., 2020; Mulyana et al., 2020; N. Nurudin et al., 2022; Selvarajan et al., 2007; 

Singh et al., 2022). 

Halal product uniqueness influence marketing performance. The distinct 

characteristics of halal products that could boost marketing effectiveness include the unique 

aspects of halal materials, production processes, staffing, storage, and distribution. These 

unique features of halal products are developed following stringent Islamic guidelines (Ab 

Talib et al., 2017) and are certified as part of a strategy to enhance organizational 

performance (Ab Talib et al., 2016). The results of this research are in line with Mattiaci and 

Vignali (2004) who state that unique foods have distinctive and superior qualities which 

allow for higher prices and better profit margins.  Research conducted by Hendar et al. 

(2020). This aligns with findings from Fikru (2014), Kafetzopoulos and Gotzamani (2014), 

Sampaio et al. (2009) stated that certification is an instrument for achieving business 

performance. The uniqueness of halal products has a significant effect on marketing 

performance (N. Nurudin et al., 2023). 

 

5. Conclusion 
Islamic market orientation positively impacts Islamic innovativeness and halal 

product uniqueness. Additionally, Islamic innovativeness positively affects halal product 

uniqueness. All three factors Islamic market orientation, Islamic innovativeness, and halal 

product uniqueness influence marketing performance. Furthermore, the study's indirect 

influence analysis indicates that both Islamic innovativeness and halal product uniqueness 

can mediate the relationship between Islamic market orientation and marketing 

performance. In the research we conducted, the culinary industry has applied sharia 

principles in making its products unique in gaining positional advantage and has an impact 

on improving market performance. The successful implementation of the halal product 

uniqueness strategy depends on two key factors, namely Islamic market orientation and 

Islamic innovativeness. Culinary industry leaders are expected to be able to take a religiosity 

approach and provide an understanding of the importance of Islamic values which not only 

create a company's superiority and uniqueness that can form a sustainable competitive 

advantage, but also as a form of worship to Allah. The limitation of this research is that it 

only involved 180 respondents, so the results may not be generalizable to the entire culinary 

industry population in Central Java. It is recommended that future research increase the 

sample size by including more respondents from various cities and districts in Central Java. 

In addition, a broader research approach using more representative sampling techniques and 

considering variations in culinary businesses of various scales and types of business will also 

increase the validity and generalization of research results. 

 

Acknowledgement 



 29 Nurudin et al. 

The authors would like to thank Institute for Research and Service Community, 

Universitas Islam Negeri Walisongo Semarang who provided funding for this research with 

DIPA-BOPTN budget. 

 

_____________________________________________________________________________ 

Authors’ Declaration 

Authors’ contributions and responsibilities 

 The authors made substantial contributions to the conception and design of the study. 

The authors took responsibility for data analysis, interpretation and discussion of results. The 

authors read and approved the final manuscript. 
 

Funding 

No funding information from the authors. 
 

Availability of data and materials 

 All data are available from the authors. 
 

Competing interests  

The authors declare no competing interest. 

 Additional information 

No additional information from the authors. 

_____________________________________________________________________________ 

 

References 

Ab Talib, M. S., Abdul Hamid, A. B., & Chin, T. A. (2016). Can halal certification influence 

logistics performance? Journal of Islamic Marketing, 7(4), 461–475. 

https://doi.org/10.1108/jima-02-2015-0015 

Ab Talib, M. S., Ai Chin, T., & Fischer, J. (2017). Linking Halal food certification and 

business performance. British Food Journal, 119(7), 1606–1618. 

https://doi.org/10.1108/bfj-01-2017-0019 

Abdullah, W. A. A. W., Razak, K. A., Hamzah, M. I., & Zhaffar, N. M. (2021). Konsep 
Inovasi dalam Islam Menurut Pandangan Asatizah Inovatif. Journal of Quranic Sciences 

and Research, 2(2), 8–16. https://doi.org/10.30880/jqsr.2021.02.02.002 

Al-Karasneh, S. M., & Saleh, A. M. J. (2010). Islamic perspective of creativity: A model for 

teachers of social studies as leaders. Procedia - Social and Behavioral Sciences, 2(2), 412–

426. https://doi.org/10.1016/j.sbspro.2010.03.036 

Al-Khatib, J. A., Dobie, K., & Vitell, S. J. (1995). Consumer Ethics in Developing Countries. 

Journal of Euromarketing, 4(2), 87–109. https://doi.org/10.1300/j037v04n02_06 

Alrubaiee, L. (2013). An investigation on the Relationship between New Service 
Development, Market Orientation and Marketing Performance. European Journal of 

Business and Management, 5(5). 

Anning-Dorson, T. (2017). Moderation-mediation effect of market demand and 
organization culture on innovation and performance relationship. Marketing Intelligence 

and Planning, 35(2), 222–242. https://doi.org/10.1108/MIP-04-2016-

0066/FULL/XML 

Atuahene-Gima, K. (1996). Market orientation and innovation. Journal of Business Research, 

35(2), 93–103. https://doi.org/10.1016/0148-2963(95)00051-8 



 30 Jurnal Analisis Bisnis Ekonomi 22(1), 2024 

Atuahene-Gima, K. (2005). Resolving the Capability–Rigidity Paradox in New Product 

Innovation. Journal of Marketing, 69(4), 61–83. 

https://doi.org/10.1509/jmkg.2005.69.4.61 

Atuahene-Gima, K., & Ko, A. (2001). An Empirical Investigation of the Effect of Market 

Orientation and Entrepreneurship Orientation Alignment on Product Innovation. 

Organization Science, 12(1), 54–74. https://doi.org/10.1287/orsc.12.1.54.10121 

Avlonitis, G. J., & Salavou, H. E. (2007). Entrepreneurial orientation of SMEs, product 
innovativeness, and performance. Journal of Business Research, 60(5), 566–575. 

https://doi.org/10.1016/j.jbusres.2007.01.001 

Ayimey, E. K., Blomme, R. J., Kil, A., & Honyenuga, B. Q. (2021). Insight into How Market 

Orientation Impacts Marketing Performance in the Hotel Industry of Ghana. In 
Advances in Hospitality and Leisure (pp. 115–140). Emerald Publishing Limited. 

https://doi.org/10.1108/S1745-354220200000016009 

Barksdale, H. C., & Darden, B. (1971). Marketers’ Attitudes toward the Marketing Concept. 

Journal of Marketing, 35(4), 29–36. https://doi.org/10.1177/002224297103500406 

Bloch, P. H. (1995). Seeking the Ideal Form: Product Design and Consumer Response. 

Journal of Marketing, 59(3), 16–29. https://doi.org/10.1177/002224299505900302 

Carbonell, P., & Escudero, A. I. R. (2010). The effect of market orientation on innovation 

speed and new product performance. Journal of Business and Industrial Marketing, 25(7), 

501–513. https://doi.org/10.1108/08858621011077736/full/xml 

Cardello, A. V., Pineau, B., Paisley, A. G., Roigard, C. M., Chheang, S. L., Guo, L. F., 

Hedderley, D. I., & Jaeger, S. R. (2016). Cognitive and emotional differentiators for 

beer: An exploratory study focusing on “uniqueness.” Food Quality and Preference, 54, 

23–38. https://doi.org/10.1016/j.foodqual.2016.07.001 

Chatterjee, S., Chaudhuri, R., & Vrontis, D. (2024). Does data-driven culture impact 

innovation and performance of a firm? An empirical examination. Annals of Operations 

Research, 333(2–3), 601–626. https://doi.org/10.1007/s10479-020-03887-z 

Cooper, R. G., & Kleinschmidt, E. J. (1987). Success factors in product innovation. Industrial 

Marketing Management, 16(3), 215–223. https://doi.org/10.1016/0019-8501(87)90029-

0 

Crosby, L. A., Evans, K. R., & Cowles, D. (1990). Relationship Quality in Services Selling: 

An Interpersonal Influence Perspective. Journal of Marketing, 54(3), 68–81. 

https://doi.org/10.1177/002224299005400306 

Dabrowski, D., Brzozowska-Woś, M., Gołąb-Andrzejak, E., & Firgolska, A. (2019). Market 

orientation and hotel performance: The mediating effect of creative marketing 
programs. Journal of Hospitality and Tourism Management, 41, 175–183. 

https://doi.org/10.1016/j.jhtm.2019.10.006 

Dibrell, C., Craig, J. B., & Neubaum, D. O. (2014). Linking the formal strategic planning 

process, planning flexibility, and innovativeness to firm performance. Journal of Business 

Research, 67(9), 2000–2007. https://doi.org/10.1016/j.jbusres.2013.10.011 

Ebrahimi, P., Shirsavar, H. R. A., Forootani, F., Roohbakhsh, N., & Ebrahimi, K. (2018). 

Entrepreneurship and SMEs Performance: Studying the Mediating Role of Innovation 

and the Moderating Role of Firm Size. In Contributions to Management Science (pp. 481–

501). Springer. https://doi.org/10.1007/978-3-319-71722-7_24 

Efendi, K., & Waharini, F. M. (2023). The Influence of Entrepreneurship Character, 

Technology, and Financial Literacy on MSME Business Performance in Central Java 

and Yogyakarta. Jurnal Analisis Bisnis Ekonomi, 21(1), 40–55. 

https://doi.org/10.31603/bisnisekonomi.v23i1.8515 



 31 Nurudin et al. 

Farooq, R., Vij, S., & Kaur, J. (2021). Innovation orientation and its relationship with 

business performance: moderating role of firm size. Measuring Business Excellence, 25(3), 

328–345. https://doi.org/10.1108/mbe-08-2020-0117/full/xml 

Favalli, S., Skov, T., & Byrne, D. V. (2013). Sensory perception and understanding of food 

uniqueness: From the traditional to the novel. Food Research International, 50(1), 176–

188. https://doi.org/10.1016/j.foodres.2012.10.007 

Ferdinand, A. (2014). Metode Penelitian Manajemen : Pedoman Penelitian untuk Penulisan Skripsi 

Tesis dan Desrtasi Ilmu Manajemen. Universtas Dipoegoro. 

Fikru, M. G. (2014). Firm Level Determinants of International Certification: Evidence from 

Ethiopia. World Development, 64, 286–297. 

https://doi.org/10.1016/j.worlddev.2014.06.016 

Frösén, J., Luoma, J., Jaakkola, M., Tikkanen, H., & Aspara, J. (2016). What Counts versus 
what can be Counted: The Complex Interplay of Market Orientation and Marketing 

Performance Measurement. Journal of Marketing, 80(3), 60–78. 

https://doi.org/10.1509/jm.15.0153 

Gatignon, H., & Xuereb, J.-M. (1997). Strategic Orientation of the Firm and New Product 
Performance. Journal of Marketing Research, 34(1), 77–90. 

https://doi.org/10.1177/002224379703400107 

Hair, Anderson, R., Tatham, R., & William, C. (1995). Multivariate data analysis with readings. 

New Jersy: Prentice Hall. 

Han, J. K., Kim, N., & Srivastava, R. K. (1998). Market Orientation and Organizational 

Performance: Is Innovation a Missing Link? Journal of Marketing, 62(4), 30–45. 

https://doi.org/10.1177/002224299806200403 

Harjadi, D., Fatmasari, D., & Nurhasanah, A. S. (2020). Market Orientation And Product 
Innovation To Increase Competitive Advantages And Its Impact On Marketing 

Performance. Al-Amwal : Jurnal Ekonomi Dan Perbankan Syari’ah, 12(1), 12. 

https://doi.org/10.24235/amwal.v1i1.5457 

Hendar, H., Ferdinand, A. T., & Nurhayati, T. (2017). Introducing the religio-centric 

positional advantage to Indonesian small businesses. Management & Marketing, 12(1), 

78–102. https://doi.org/10.1515/mmcks-2017-0006 

Hendar, H., Nurhayati, T., & Sugiyarti, G. (2018). Religio-centric fashion advantage on 

marketing performance: the role of innovativeness and customer responsiveness. 

Contaduría y Administración, 63(4), 60. 

https://doi.org/10.22201/fca.24488410e.2018.1378 

Hendar, H., Zulfa, M., Ratnawati, A., & Mulyana, M. (2020). Religio-centric product 

strategy on marketing performance. Journal of Research in Marketing and Entrepreneurship, 

22(2), 181–203. https://doi.org/10.1108/JRME-02-2019-0014 

Hills, S. B., & Sarin, S. (2003). From Market Driven to Market Driving: An Alternate 
Paradigm for Marketing in High Technology Industries. Journal of Marketing Theory and 

Practice, 11(3), 13–24. https://doi.org/10.1080/10696679.2003.11658498 

Huhtala, J.-P., Sihvonen, A., Frösén, J., Jaakkola, M., & Tikkanen, H. (2014). Market 
orientation, innovation capability and business performance. Baltic Journal of 

Management, 9(2), 134–152. https://doi.org/10.1108/BJM-03-2013-0044 

Jaeger, S. R., Cardello, A. V., Jin, D., Hunter, D. C., Roigard, C. M., & Hedderley, D. I. 

(2017). Product uniqueness: Further exploration and application of a consumer-based 
methodology. Food Quality and Preference, 60, 59–71. 

https://doi.org/10.1016/j.foodqual.2017.03.013 

Jaworski, B. J., & Kohli, A. K. (1993). Market Orientation: Antecedents and Consequences. 



 32 Jurnal Analisis Bisnis Ekonomi 22(1), 2024 

Journal of Marketing, 57(3), 53–70. https://doi.org/10.1177/002224299305700304 

Jiménez-Jiménez, D., & Sanz-Valle, R. (2011). Innovation, organizational learning, and 
performance. Journal of Business Research, 64(4), 408–417. 

https://doi.org/10.1016/j.jbusres.2010.09.010 

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

among Internationalized SMEs: The Interplay of Market Orientation, Marketing 
Capability and Digitalization. Administrative Sciences, 8(3), 31. 

https://doi.org/10.3390/admsci8030031 

Johnson, A. J., Dibrell, C. C., & Hansen, E. (2009). Market Orientation, Innovativeness, 

and Performance of Food Companies. Journal of Agribusiness, 27(2), 85–106. 

https://doi.org/10.22004/ag.econ.90659 

Kafetzopoulos, D. P., & Gotzamani, K. D. (2014). Critical factors, food quality management 

and organizational performance. Food Control, 40(1), 1–11. 

https://doi.org/10.1016/j.foodcont.2013.11.029 

Kam Sing Wong, S. (2012). The influences of entrepreneurial orientation on product 
advantage and new product success. Journal of Chinese Entrepreneurship, 4(3), 243–262. 

https://doi.org/10.1108/17561391211262175 

Kelley, S. W. (1992). Developing Customer Orientation among Service Employees. Journal 

of the Academy of Marketing Science, 20(1), 27–36. 

https://doi.org/10.1177/009207039202000103 

Ketchen, D. J., Hult, G. T. M., & Slater, S. F. (2007). Toward greater understanding of 

market orientation and the resource‐based view. Strategic Management Journal, 28(9), 

961–964. https://doi.org/10.1002/smj.620 

Killa, M. F. (2017). A Study on Product Innovation Portfolio and Customer Value Creation: 

Bridging Entrepreneurial Risk-Taking Orientation and Marketing Performance. 

ASEAN Marketing Journal, 9(2), 2. https://doi.org/10.21002/amj.v9i2.5718 

Kirca, A. H., Jayachandran, S., & Bearden, W. O. (2005). Market Orientation: A Meta-
Analytic Review and Assessment of its Antecedents and Impact on Performance. 

Journal of Marketing, 69(2), 24–41. https://doi.org/10.1509/jmkg.69.2.24.60761 

Kneipp, J. M., Gomes, C. M., Bichueti, R. S., Frizzo, K., & Perlin, A. P. (2019). Sustainable 

innovation practices and their relationship with the performance of industrial 
companies. Revista de Gestão, 26(2), 94–111. https://doi.org/10.1108/REGE-01-2018-

0005 

Kohli, A. K., & Jaworski, B. J. (1990). Market Orientation: The Construct, Research 

Propositions, and Managerial Implications. Journal of Marketing, 54(2), 1–18. 

https://doi.org/10.1177/002224299005400201 

Kohli, A. K., Jaworski, B. J., & Kumar, A. (1993). Markor: A Measure of Market 

Orientation. Journal of Marketing Research, 30(4), 467–477. 

https://doi.org/10.1177/002224379303000406 

Kristinae, V., Wardana, I. M., Giantari, I. G. A. K., & Rahyuda, A. G. (2020). The role of 
powerful business strategy on value innovation capabilities to improve marketing 

performance during the covid-19 pandemic. Uncertain Supply Chain Management, 8(4), 

675–684. https://doi.org/10.5267/j.uscm.2020.8.005 

Kurniawan, R., Budiastuti, D., Hamsal, M., & Kosasih, W. (2020). The impact of balanced 
agile project management on firm performance: the mediating role of market 

orientation and strategic agility. Review of International Business and Strategy, 30(4), 457–

490. https://doi.org/10.1108/RIBS-03-2020-0022 

Langerak, F. (2003). The effect of market orientation on positional advantage and 



 33 Nurudin et al. 

organizational performance. Journal of Strategic Marketing, 11(2), 93–115. 

https://doi.org/10.1080/0965254032000102957 

Langerak, F., Hultink, E. J., & Robben, H. S. J. (2004). The Impact of Market Orientation, 

Product Advantage, and Launch Proficiency on New Product Performance and 

Organizational Performance. Journal of Product Innovation Management, 21(2), 79–94. 

https://doi.org/10.1111/J.0737-6782.2004.00059.X 

Latan, H., & Ghozali, I. (2012). Partial least squares : konsep, teknik dan aplikasi SmartPLS 2.0 

M3 untuk penelitian empiris. 

Li, J. J., & Zhou, K. Z. (2010). How foreign firms achieve competitive advantage in the 

Chinese emerging economy: Managerial ties and market orientation. Journal of Business 

Research, 63(8), 856–862. https://doi.org/10.1016/j.jbusres.2009.06.011 

Li, T., & Calantone, R. J. (1998). The Impact of Market Knowledge Competence on New 

Product Advantage: Conceptualization and Empirical Examination. Journal of 

Marketing, 62(4), 13–29. https://doi.org/10.1177/002224299806200402 

Lukas, B. A., & Ferrell, O. C. (2000). The Effect of Market Orientation on Product 
Innovation. Journal of the Academy of Marketing Science, 28(2), 239–247. 

https://doi.org/10.1177/0092070300282005 

Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the Entrepreneurial Orientation Construct 

and Linking It to Performance. The Academy of Management Review, 21(1), 135. 

https://doi.org/10.2307/258632 

Mattiacci, A., & Vignali, C. (2004). The typical products within food “glocalisation.” British 

Food Journal, 106(10/11), 703–713. https://doi.org/10.1108/00070700410561333 

Mcnamara, C. P. (1972). The Present Status of the Marketing Concept. Journal of Marketing, 

36(1), 50–57. https://doi.org/10.1177/002224297203600109 

Morgan, N. A., Slotegraaf, R. J., & Vorhies, D. W. (2009). Linking marketing capabilities 

with profit growth. International Journal of Research in Marketing, 26(4), 284–293. 

https://doi.org/10.1016/j.ijresmar.2009.06.005 

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of Relationship 

Marketing. Journal of Marketing, 58(3), 20–38. 

https://doi.org/10.1177/002224299405800302 

Mulyana, M., Hendar, H., Zulfa, M., & Ratnawati, A. (2020). Marketing Innovativeness on 

Marketing Performance: Role of Religio-Centric Relational Marketing Strategy. Journal 

of Relationship Marketing, 19(1), 52–74. 

https://doi.org/10.1080/15332667.2019.1664869 

Murniningsih, R., Ghufron, N., & Fitriastuti, T. (2023). Competitive Advantage to Mediate 

the Influence of Entrepreneurial Orientation, Product Innovation on SMEs Business 

Performance. Jurnal Analisis Bisnis Ekonomi, 21(2), 118–131. 

https://doi.org/10.31603/bisnisekonomi.v21i2.12295 

Nakata, C., Im, S., Park, H., & Ha, Y.-W. (2006). Antecedents and consequence of Korean 
and Japanese new product advantage. Journal of Business Research, 59(1), 28–36. 

https://doi.org/10.1016/j.jbusres.2005.03.008 

Narver, J. C., & Slater, S. F. (1990). The Effect of a Market Orientation on Business 
Profitability. Journal of Marketing, 54(4), 20–35. 

https://doi.org/10.1177/002224299005400403 

Nurudin, N., Fataron, Z. A., & Asyifa, L. N. (2022). Pengaruh Islamic Market Orientation 

Dan Inovasi Produk Terhadap Kinerja Pemasaran. Jurnal Ilmiah Ekonomi Islam, 8(3), 

2405. https://doi.org/10.29040/jiei.v8i3.6474 

Nurudin, N., Hendar, H., & Ratnawati, A. (2023). The impacts of Maslahah product 



 34 Jurnal Analisis Bisnis Ekonomi 22(1), 2024 

uniqueness, Islamic customer orientation, and Islamic innovativeness dimensions in 

improving marketing performance. Uncertain Supply Chain Management, 11(3), 1099–

1110. https://doi.org/10.5267/j.uscm.2023.4.012 

Nurudin, W. , A. R. (2022). Islamic Value Strategy: The Relationship Of Islamic Market 

Orientation, Personal Ties, And Karimah Reciprocity On Marketing Performance. 

Journal of Positive School Psychology , 6(11), 1459–1477. 

Othman, M. Y. H. (2012). Gagasan 1Malaysia: Kreativiti & inovasi dalam Pembinaan Peradaban. 

Akademi Kenegaraan Malaysia; Jabatan Perdana Menteri. 

Rason, J., Martin, J.-F., Dufour, E., & Lebecque, A. (2007). Diversity of the sensory 

characteristics of traditional dry sausages from the centre of France: Relation with 
regional manufacturing practice. Food Quality and Preference, 18(3), 517–530. 

https://doi.org/10.1016/j.foodqual.2006.07.002 

Riaz, M. N., & Chaudry, M. M. (2003). Halal Food Production. In Halal Food Production. 

CRC Press. https://doi.org/10.1201/9780203490082 

Riswanto, A., Rasto, R., Hendrayati, H., Saparudin, M., Abidin, A. Z., & Eka, A. P. B. 
(2020). The role of innovativeness-based market orientation on marketing performance 

of small and medium-sized enterprises in a developing country. Management Science 

Letters, 10(9), 1947–1952. https://doi.org/10.5267/j.msl.2020.2.019 

Sampaio, P., Saraiva, P., & Guimarães Rodrigues, A. (2009). ISO 9001 certification 
research: questions, answers and approaches. International Journal of Quality & Reliability 

Management, 26(1), 38–58. https://doi.org/10.1108/02656710910924161 

Sandberg, K. W., & Ohman, G. (2011). Learning in Innovation Development. Procedia - 

Social and Behavioral Sciences, 28, 379–383. 

https://doi.org/10.1016/j.sbspro.2011.11.072 

Sankowska, A. (2013). Relationships between organizational trust, knowledge transfer, 

knowledge creation, and firm’s innovativeness. The Learning Organization, 20(1), 85–

100. https://doi.org/10.1108/09696471311288546 

Selvarajan, T. T., Ramamoorthy, N., Flood, P. C., Guthrie, J. P., MacCurtain, S., & Liu, 

W. (2007). The role of human capital philosophy in promoting firm innovativeness and 

performance: test of a causal model. The International Journal of Human Resource 

Management, 18(8), 1456–1470. https://doi.org/10.1080/09585190701502588 

Sethi, R. (2000). New Product Quality and Product Development Teams. Journal of 

Marketing, 64(2), 1–14. https://doi.org/10.1509/jmkg.64.2.1.17999 

Sin, L. Y. M., Tse, A. C. B., Yau, O. H. M., Chow, R. P. M., & Lee, J. S. Y. (2005). Market 

Orientation, Relationship Marketing Orientation, and Business Performance: The 

Moderating Effects of Economic Ideology and Industry Type. Journal of International 

Marketing, 13(1), 36–57. https://doi.org/10.1509/jimk.13.1.36.58538 

Singh, S. K., Del Giudice, M., Chiappetta Jabbour, C. J., Latan, H., & Sohal, A. S. (2022). 

Stakeholder pressure, green innovation, and performance in small and medium‐sized 

enterprises: The role of green dynamic capabilities. Business Strategy and the Environment, 

31(1), 500–514. https://doi.org/10.1002/bse.2906 

Stolzenbach, S., Byrne, D. V., & Bredie, W. L. P. (2011). Sensory local uniqueness of Danish 
honeys. Food Research International, 44(9), 2766–2774. 

https://doi.org/10.1016/j.foodres.2011.06.006 

Sulaiman, A., Mohd Zarif, M. M., Mohd Nizah, M. A., Atoma, P., Ismail, A., & Kandil, 

H. M. T. E. (2015). Creativity and innovation in Islam: It’s necessity in Islamic 
education. Social Sciences (Pakistan), 10(1), 61–66. 

https://doi.org/10.3923/sscience.2015.61.66 



 35 Nurudin et al. 

Syam, S., Rismaningsih, F., Arlianti, L., Fajar Herlani, A., Fahlevi, M., Rahmadi, R., 

Septiana Windyasari, V., & Widiyatun, F. (2022). The influence of social media 

marketing, product innovation and market orientation on Indone-sian SMEs marketing 
performance. Canada. International Journal of Data and Network Science, 6, 9–16. 

https://doi.org/10.5267/j.ijdns.2021.11.002 

Tan, H. S. G., Fischer, A. R. H., Tinchan, P., Stieger, M., Steenbekkers, L. P. A., & van 

Trijp, H. C. M. (2015). Insects as food: Exploring cultural exposure and individual 
experience as determinants of acceptance. Food Quality and Preference, 42, 78–89. 

https://doi.org/10.1016/j.foodqual.2015.01.013 

Theoharakis, V., & Hooley, G. (2008). Customer orientation and innovativeness: Differing 

roles in New and Old Europe. International Journal of Research in Marketing, 25(1), 69–

79. https://doi.org/10.1016/j.ijresmar.2007.09.007 

Tohidi, H., & Jabbari, M. M. (2012). Important Factors in Determination of Innovation 

Type. Procedia Technology, 1, 570–573. https://doi.org/10.1016/j.protcy.2012.02.124 

Tse, A. C. B., Sin, L. Y. M., Yau, O. H. M., Lee, J. S. Y., & Chow, R. (2004). A firm’s role 
in the marketplace and the relative importance of market orientation and relationship 

marketing orientation. European Journal of Marketing, 38(9/10), 1158–1172. 

https://doi.org/10.1108/03090560410548915 

Udriyah, U., Tham, J., & Azam, S. M. F. (2019). The effects of market orientation and 
innovation on competitive advantage and business performance of textile SMEs. 

Management Science Letters, 1419–1428. https://doi.org/10.5267/j.msl.2019.5.009 

Wayan, I., Duwalang, R. P., & Santika, W. (2020). The Role of Product Innovation 

Mediates the Effect of Market Orientation and Entrepreneurial Orientation on 
Marketing Performance. American Journal of Humanities and Social Sciences Research, 4(8), 

136–145. 

Zakaria, N., & Abdul‐Talib, A. (2010). Applying Islamic market‐oriented cultural model to 

sensitize strategies towards global customers, competitors, and environment. Journal of 

Islamic Marketing, 1(1), 51–62. https://doi.org/10.1108/17590831011026222 

Zarif, M. M. M., Nizah, M. A. M., Ismail, A., & Mohamad, A. (2013). Creating Creative 

and Innovative Muslim Society: Bid‘ah as an Approach. Asian Social Science, 9(11), 121–

127. https://doi.org/10.5539/ass.v9n11P121 

Zebal, M. A., & Saber, H. M. (2014). Market orientation in Islamic banks – a qualitative 
approach. Marketing Intelligence & Planning, 32(4), 495–527. 

https://doi.org/10.1108/MIP-08-2013-0138 

Zhou, K. Z., Brown, J. R., & Dev, C. S. (2009). Market orientation, competitive advantage, 

and performance: A demand-based perspective. Journal of Business Research, 62(11), 

1063–1070. https://doi.org/10.1016/j.jbusres.2008.10.001 

 

  

This work is licensed under a Creative Commons Attribution-

NonCommercial 4.0 International License 

 

http://creativecommons.org/licenses/by-nc/4.0/
http://creativecommons.org/licenses/by-nc/4.0/
http://creativecommons.org/licenses/by-nc/4.0/

	1. Introduction
	2. Literature Review
	2.1. Islamic Market Orientation and Islamic Innovativeness
	2.2. Islamic Market Orientation and Halal Product Uniqueness
	2.3. Islamic Innovativeness and Halal Product Uniqueness
	2.4. Islamic Market Orientation and Marketing Performance
	2.5. Islamic Innovativeness and Marketing Performance
	2.6. Halal Product Uniqueness and Marketing Performance

	3. Method
	4. Result and Discussion
	4.1. Research Analysis and Results
	4.2. Discussion

	5. Conclusion
	Acknowledgement
	Authors’ Declaration
	Authors’ contributions and responsibilities
	Funding
	Availability of data and materials

	References

