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Abstract 
This study aims to analyze the influence of entrepreneurial marketing and 
consumer needs adaptability in strengthening market penetration among Micro, 
Small, and Medium Enterprises (MSMEs) in the Food and Beverage (FnB) sector 
in Central and East Java. The research employs a quantitative approach using 
Structural Equation Modeling–Partial Least Squares (SEM-PLS). A total of 150 
FnB MSME owners and managers were selected through purposive sampling. 
The findings indicate that entrepreneurial marketing has a significant and 
positive effect on marketing performance and market penetration. Consumer 
needs adaptability is proven to mediate the relationship between 
entrepreneurial marketing and marketing performance, highlighting the 
importance of aligning innovation with consumer expectations. Furthermore, 
the integration of aesthetic value in product presentation enhances consumers’ 
emotional engagement, which indirectly supports market penetration. The 
results also reveal that adaptability and creativity are not only strategic 
capabilities but are culturally embedded practices within local MSMEs. This 
study concludes that FnB MSMEs can achieve sustainable growth by adopting 
entrepreneurial-oriented marketing strategies that are responsive to dynamic 
consumer preferences, local tastes, and aesthetic values, thereby improving 
market expansion and overall marketing performance in a competitive and 
evolving business environment. 
Keywords: Market Penetration Power, Entrepreneurial Marketing, Consumer 
Need Adaptability, Aesthetical Value, Marketing Performance MSMEs. 
 
INTRODUCTION 

Micro, Small, and Medium Enterprises (MSMEs) serve as one of the 
primary pillars supporting Indonesia’s national economy, including in the 
Central Java region(Purwati et al., 2021). Their role in generating employment, 
fostering local innovation, and maintaining regional economic stability is 
inseparable from the dynamics of market competition and evolving consumer 
behavior (Zhang et al., 2022). Within this context, the Food and Beverage (FnB) 
sector has experienced rapid growth, driven by shifting consumer lifestyles, 
digital transformation, and increasing preference for locally produced goods 
(Quddus et al., 2020). However, despite this positive trend, many MSMEs still 
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struggle to achieve effective market penetration due to limited resources, low 
adaptability, and the absence of innovative marketing strategies. 

In a competitive business environment, entrepreneurial marketing 
emerges as a crucial approach to enhance market agility and customer 
responsiveness (Kim & Jung, 2022). This marketing philosophy emphasizes 
creativity, proactiveness, risk-taking, and the ability to capitalize on emerging 
market opportunities (Saraswati, 2021). For MSMEs in the FnB sector, 
entrepreneurial marketing provides a strategic pathway to differentiate their 
products, build brand recognition, and strengthen long-term consumer 
relationships. Nevertheless, the success of such strategies highly depends on 
how well businesses can adapt to consumer needs and behavioral changes 
(Tirno et al., 2023).The concept of consumer need adaptability reflects the 
capacity of enterprises to align their marketing strategies with consumers’ 
evolving preferences and expectations (A. U. & D. B., 2024). In the FnB context, 
adaptability involves understanding taste preferences, lifestyle shifts, and 
cultural influences that affect purchasing decisions. When MSMEs can 
anticipate and respond to these dynamics, they are better positioned to 
maintain market relevance and increase their competitiveness. 

In addition, the aesthetical value of products plays a growing role in 
influencing consumer perception and purchase intention. Elements such as 
packaging design, visual appeal, and sensory experience not only enhance 
brand attractiveness but also create emotional engagement with consumers 
(Zhu, 2015). The combination of entrepreneurial marketing, consumer 
adaptability, and aesthetic appeal may therefore serve as an integrated 
strategic model for strengthening market penetration in MSMEs.Central Java 
presents an interesting research setting due to its diverse economic structure 
and high concentration of MSMEs, particularly in the FnB sector (Y. Wu & 
Huang, 2023). The region’s cultural richness, coupled with the rise of digital 
marketplaces, creates both opportunities and challenges for local 
entrepreneurs seeking to expand beyond traditional markets. Understanding 
how entrepreneurial marketing and consumer adaptability interact to support 
market penetration in this specific regional context provides valuable insights 
for policy and practice. 

Previous studies have highlighted the role of innovation and marketing 
orientation in improving business performance, yet there remains a limited 
understanding of how these factors collectively influence market penetration 
power in local MSMEs. Moreover, the mediating role of consumer adaptability 
and the contribution of aesthetical value have not been extensively explored, 
especially within developing economies such as Indonesia (Muhajirin et al., 
2020). This gap underscores the need for an empirical investigation grounded 
in quantitative analysis. 
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Table 1 
Problem Identification in MSMEs FnB Sector (Central Java) 

 
No 

Indicator / 
Current 

Condition 

Identified 
Problem 

Percentage of 
Occurrence (%) 

Research Gap 

1 Most MSMEs still 
rely on 
traditional sales 
and word-of-
mouth marketing 

Lack of creative 
and proactive 
marketing 
initiatives 

72% Limited 
empirical 
analysis of 
entrepreneurial 
marketing 
among FnB 
MSMEs 

2 Consumer 
behavior changes 
rapidly due to 
lifestyle and 
digital trends 

MSMEs have 
difficulty aligning 
product offerings 
with consumer 
needs 

68% Few studies 
assess 
adaptability as a 
mediating factor 
in marketing 
success 

3 Product design 
and packaging 
lack visual appeal 
and brand 
consistency 

Weak aesthetic 
quality reduces 
consumer 
attraction and 
brand loyalty 

61% Lack of empirical 
linkage between 
aesthetic value 
and performance 

4 MSMEs’ market 
scope remains 
limited to local 
communities 

Barriers to 
expanding 
distribution and 
reaching new 
consumer 
segments 

74% Limited studies 
on market 
penetration 
strategies in 
MSMEs 

5 Sales growth is 
inconsistent 
despite improved 
product quality 

Ineffective 
integration 
between 
marketing 
strategy, 
adaptability, and 
aesthetics 

66% Fragmented 
research on 
integrated 
performance 
models 

Source :  Disperindag data, 2025 
 

The cumulative effect of these issues has resulted in the weak marketing 
performance and market penetration of MSMEs in Central Java. Despite having 
potential for growth, 74% of enterprises remain confined to local markets and 
show limited capability in expanding distribution networks or exploring 
digital marketplaces (Rasyidah et al., 2025). This study, therefore, aims to 
empirically examine the relationships between entrepreneurial marketing, 
consumer need adaptability, aesthetical value, and marketing performance 
using the SEM-PLS quantitative method. The research is expected to formulate 
a comprehensive strategic model that enhances market penetration power 
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and contributes to the theoretical enrichment of entrepreneurial marketing in 
developing economies such as Indonesia. 
 
LITERATURE REVIEW 
Market Penetration Power 

Market Penetration Power refers to the organization’s capability to 
expand its market share, strengthen its customer base, and increase product 
acceptance within a targeted market segment (Y. Li et al., 2025). It reflects how 
effectively a business can introduce, promote, and distribute its products or 
services to achieve wider market coverage and greater consumer recognition. 
In the context of MSMEs, especially in the Food and Beverage (FnB) sector, 
market penetration power indicates the firm’s ability to transform potential 
customers into actual buyers through strategic marketing initiatives, price 
competitiveness, distribution efficiency, and consumer relationship 
management (Dwivedi & Keswani, 2025). The higher the market penetration 
power, the stronger the enterprise’s position in sustaining growth and 
maintaining profitability within a competitive environment.From a strategic 
marketing perspective, market penetration power is not limited to increasing 
sales volume but also encompasses the firm’s adaptive capacity to identify and 
respond to evolving market opportunities. This involves optimizing product 
differentiation, improving promotion intensity, and leveraging technological 
tools such as digital marketing to reach new audiences (Wulandari, 2022). A 
business with strong market penetration power is characterized by its agility, 
customer insight, and innovative use of marketing channels to overcome entry 
barriers and outperform competitors. For MSMEs in Central Java’s FnB 
industry, this means developing a deep understanding of consumer 
preferences and continuously innovating to maintain relevance in both 
traditional and digital markets.Moreover, market penetration power serves as 
a critical indicator of marketing performance and strategic sustainability 
(Rehman et al., 2021). It bridges the gap between marketing efforts and 
tangible business outcomes such as customer loyalty, revenue growth, and 
brand visibility. Strengthening market penetration requires the integration of 
entrepreneurial marketing principles, consumer adaptability, and aesthetical 
product values to create an appealing and differentiated brand experience 
(Bonsón Ponte et al., 2015). Therefore, measuring and enhancing market 
penetration power provides valuable insights into how MSMEs can optimize 
their strategic direction, align with market dynamics, and ensure long-term 
competitiveness within the increasingly dynamic FnB sector. 
 
Entrepreneurial Marketing 

Entrepreneurial Marketing refers to a strategic approach that combines 
the principles of entrepreneurship and marketing to create innovative ways of 
delivering value to customers, especially under conditions of limited resources 
and high market uncertainty (Bradley et al., 2021). Unlike traditional 
marketing, which relies on structured planning and formal segmentation, 
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entrepreneurial marketing emphasizes creativity, opportunity recognition, 
proactive behavior, and innovative problem-solving (Shi et al., 2020). It 
reflects the ability of business owners particularly in MSMEsto identify 
emerging market trends, experiment with new ideas, and implement 
unconventional strategies to strengthen their market position. 

In the context of MSMEs, entrepreneurial marketing becomes a vital tool 
because these businesses often operate with constrained budgets, limited 
technological capabilities, and intense competition (Abdelfattah et al., 2022). 
By applying entrepreneurial thinking, MSMEs can leverage unique market 
insights, build strong customer relationships, and differentiate their products 
through innovation rather than scale (Zeebaree & Siron, 2017). This approach 
includes practices such as personalized marketing, flexible pricing, grassroots 
promotion, and leveraging social networks or digital platforms to reach wider 
audiences. Entrepreneurial marketing thus enables MSMEs to move quickly, 
adapt to consumer needs, and exploit niche market opportunities that larger 
firms may overlook (Nurcahyo et al., 2025). 

Moreover, entrepreneurial marketing plays a central role in enhancing 
competitive advantage and sustainable business performance. Its focus on 
innovation, responsiveness, and value creation allows businesses to build 
strong emotional connections with consumers, optimize market penetration 
strategies, and increase customer loyalty (Purmono, 2023). For FnB MSMEs in 
Central Java, entrepreneurial marketing is essential to navigate dynamic 
consumer trends, high product diversity, and rapidly shifting digital 
ecosystems. By incorporating creative marketing initiatives, continuous 
adaptation, and proactive opportunity-seeking behavior, entrepreneurial 
marketing becomes a powerful driver for long-term growth, strategic 
differentiation, and market resilience (Rauch et al., 2009). 

 
Consumer Need Adaptability 

Consumer Need Adaptability refers to a business’s ability to adjust, 
respond, and realign its products, services, and marketing strategies in 
accordance with changes in consumer preferences, behaviors, and 
expectations (van Assen, 2020). In a dynamic market environment, especially 
within the Food and Beverage (FnB) sector, consumer tastes can shift rapidly 
due to lifestyle trends, technological influences, cultural patterns, and socio-
economic conditions (Kim & Jung, 2022). A company with strong consumer 
need adaptability can detect these shifts early, interpret them accurately, and 
implement necessary adjustments to maintain relevance and competitiveness. 
This adaptability becomes a strategic foundation for sustaining customer 
satisfaction and fostering long-term loyalty (Albaity & Rahman, 2019). 

For MSMEs, particularly those operating in Central Java, consumer need 
adaptability is crucial because they often depend on consistent customer 
engagement and repeat purchases. Adaptability includes the capacity to 
innovate menus, modify product features, introduce healthier or trend-based 
options, adjust pricing strategies, and refine communication styles to align 
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with consumer expectations. It also involves leveraging digital tools such as 
social media analytics, customer feedback systems, and online review 
monitoring to capture real-time consumer insights (Saraji et al., 2018). 
Businesses that excel in this area are better equipped to maintain product-
market fit, reduce the risk of consumer switching, and seize new opportunities 
emerging from evolving market demands.Moreover, consumer need 
adaptability acts as a mediating factor that strengthens the impact of 
marketing strategies particularly entrepreneurial marketing on overall 
business performance (Y. Wu & Huang, 2023). When businesses proactively 
adapt to consumer needs, their marketing initiatives become more effective, 
emotionally engaging, and strategically targeted. This synergy enhances 
marketing performance, brand authenticity, and market penetration power. 
Therefore, in the context of MSMEs, consumer need adaptability is not only a 
functional capability but also a strategic asset that determines resilience, 
competitive advantage, and long-term business sustainability (Homayoun et 
al., 2024). 

 
Aesthetical Value 

Aesthetical Value refers to the visual, sensory, and experiential appeal 
that a product or brand conveys to consumers through its design, presentation, 
and overall artistic impression (Riduan, 2021). In the context of the Food and 
Beverage (FnB) sector, aesthetical value encompasses elements such as 
packaging design, color harmony, typography, plating style, product 
photography, and the ambiance of the physical or digital selling environment. 
These aesthetic components play a crucial role in shaping consumer 
perception, as they create the first impression that often determines whether 
a customer feels attracted, curious, or connected to a product (Ingvaldsen & 
Engesbak, 2020). A high aesthetical value enhances emotional resonance, 
increases perceived quality, and elevates the consumer’s experience beyond 
simple functional satisfaction.For MSMEs in Central Java, improving 
aesthetical value is essential, especially as consumers increasingly prioritize 
products that are visually appealing and “Instagrammable.” In the era of digital 
marketing and social media dominance, visual attractiveness directly 
influences purchasing decisions, consumer engagement, and brand visibility 
(S. Wu et al., 2025). MSMEs that invest in aesthetic innovation such as modern 
packaging, consistent brand identity, appealing product displays, or creative 
visual storytelling can stand out in a crowded market. Aesthetical value also 
strengthens brand differentiation, allowing FnB businesses to communicate 
authenticity, craftsmanship, and cultural uniqueness through visual elements 
that reflect local identity (Santoso et al., 2019). 

Furthermore, aesthetical value contributes significantly to marketing 
performance and market penetration power. Products with strong aesthetic 
appeal tend to be more memorable, more shareable on digital platforms, and 
more capable of generating organic consumer-driven promotion. When 
combined with entrepreneurial marketing and consumer adaptability, 
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aesthetical value becomes an amplifying factor that enhances overall 
marketing effectiveness (Herawaty, 2008). It increases consumer trust, 
attracts new audiences, and reinforces the brand image, ultimately supporting 
sustainable competitive advantage. Thus, for MSMEs aiming to expand their 
market reach, aesthetical value is not merely an artistic attribute but a 
strategic component of modern marketing (Julia & Kassim, 2020). 

 
Marketing Performance MSMEs 

Marketing Performance in MSMEs refers to the measurable outcomes of 
marketing activities undertaken by micro, small, and medium enterprises to 
achieve their business objectives (Agarwal & Gowda, 2020). These outcomes 
typically include increased sales volume, higher customer acquisition rates, 
stronger customer loyalty, improved brand awareness, and enhanced market 
share (Zafar & Abu-Hussin, 2025). For MSMEs in the Food and Beverage (FnB) 
sector, marketing performance reflects how effectively the business can 
translate its marketing strategies such as promotional efforts, digital 
engagement, pricing decisions, and market positioning into tangible economic 
and strategic results. Strong marketing performance indicates that the 
enterprise has successfully connected its products with the right consumers in 
the right market segments (Haryanto et al., 2018). 

In the competitive landscape of Central Java’s FnB industry, marketing 
performance becomes a critical determinant of business sustainability (Al-Aali 
& Teece, 2014). MSMEs often operate with constrained resources, making it 
essential for every marketing effort to produce maximum impact. Factors such 
as entrepreneurial marketing, consumer need adaptability, and aesthetical 
value directly influence the ability of an MSME to improve its marketing 
performance (Hussain et al., 2020). When these elements are effectively 
integrated, the business can build compelling customer experiences, increase 
repeat purchases, and establish a loyal consumer base. High marketing 
performance also reflects the enterprise's capacity to differentiate itself from 
competitors, maintain price competitiveness, and capture emerging market 
opportunities more effectively (Y. H. Li et al., 2009). 

From a strategic perspective, marketing performance serves as a key 
indicator of overall business health and future growth potential. It provides 
feedback on whether the company’s marketing decisions align with consumer 
expectations and market dynamics (Alqahtani & Uslay, 2020). For MSMEs, 
enhancing marketing performance means strengthening brand visibility, 
optimizing digital presence, improving promotional consistency, and creating 
value-driven customer interactions. In the long term, high marketing 
performance not only boosts profitability but also supports greater market 
penetration power, enabling MSMEs to expand into broader regional or 
national markets (Pham & Gammoh, 2016). Therefore, understanding and 
improving marketing performance is fundamental for MSMEs aspiring to 
achieve long-term competitive advantage and sustainable growth (Paraskevi, 
2015). 
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METHOD 
This study employs a quantitative research design using the Structural 

Equation Modeling Partial Least Squares (SEM-PLS) approach to analyze the 
relationships among entrepreneurial marketing, consumer need adaptability, 
aesthetical value, market penetration power, and marketing performance in 
MSMEs within the Food and Beverage (FnB) sector in Central Java. The SEM-
PLS method is selected because it is highly suitable for predictive modeling, 
complex variable relationships, and research conditions where data 
distribution may not be perfectly normal (Hair, 2017). Data collection is 
carried out using a structured questionnaire with Likert scale indicators, 
allowing researchers to quantify perceptions, attitudes, and behavioral 
tendencies of MSME owners or managers. This method enables accurate 
measurement of latent variables and provides robust statistical outcomes for 
both direct and indirect effects among variables. 

The population of this research consists of all registered FN B MSMEs 
operating in Central Java, which represent one of the largest and most dynamic 
MSME clusters in the region. Given the wide distribution and varying sizes of 
these businesses, the study applies a purposive sampling technique to ensure 
that respondents meet specific criteria such as minimum one year of 
operation, active business activities, and involvement in marketing decision-
making (Hair et al., 2019). Based on preliminary mapping and feasibility, the 
study involves a total of 150 MSMEs as the research sample, which is 
considered adequate for SEM-PLS analysis. This sample size allows for reliable 
estimation of model parameters and ensures that the findings are 
representative of the broader FnB MSME sector in Central Java. A sample size 
of 150 respondents is considered adequate for this study because the research 
employs Partial Least Squares Structural Equation Modeling (PLS-SEM), a 
method that is well suited for small to moderate sample sizes and focuses on 
maximizing explained variance rather than reproducing covariance matrices. 
According to the commonly applied 10-times rule, the minimum sample size 
should be at least ten times the largest number of structural paths directed at 
any latent construct in the model, a criterion that is comfortably met with 150 
observations. Furthermore, methodological literature indicates that PLS-SEM 
models with medium effect sizes and a moderate level of complexity typically 
require samples in the range of 100–200 respondents to achieve sufficient 
statistical power. Therefore, using 150 respondents not only fulfills 
established minimum sample size criteria but also ensures reliable parameter 
estimation and adequate power to detect significant relationships among the 
constructs in this study. 

 
DISCUSSION 

This study provides a descriptive profile of the research sample to 
demonstrate the representativeness and relevance of the respondents. The 
respondents consist of 150 MSME owners/managers in the food and beverage 
(FnB) sector in East Java, selected based on their direct involvement in 
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strategic and operational decision-making. The sample characteristics include 
key demographic and business-related attributes such as gender, age, 
education level, business size, and length of business operation. The majority 
of respondents are micro and small enterprise owners with more than three 
years of operational experience, indicating sufficient familiarity with market 
dynamics and managerial practices. This profile ensures that the respondents 
possess adequate knowledge and practical experience relevant to 
entrepreneurial marketing and performance outcomes, thereby supporting 
the adequacy of the sample and enhancing the generalizability of the findings 
within the context of MSMEs in East Java. 

Table 2 
Comprehensive Measurement and Structural Model Evaluation Table 

Construct Indicator Outer 
Loading 

CA CR AVE HTMT 
(≤0.85) 

Q² 

Market 
Penetration 
Power (MPP) 

MPP1 0.842 0.881 0.914 0.728 MPP–
EM: 

0.612 

0.421 

MPP2 0.867 
   

MPP–
CNA: 
0.645 

 

MPP3 0.879 
   

MPP–
AV: 

0.603 

 

MPP4 0.812 
   

MPP–
MP: 

0.688 

 

Entrepreneurial 
Marketing (EM) 

EM1 0.855 0.892 0.928 0.760 EM–
CNA: 
0.674 

0.453 

EM2 0.882 
   

EM–AV: 
0.642 

 

EM3 0.901 
   

EM–MP: 
0.701 

 

EM4 0.843 
     

Consumer Need 
Adaptability 
(CNA) 

CNA1 0.834 0.873 0.912 0.721 CNA–AV: 
0.657 

0.402 

CNA2 0.861 
   

CNA–
MP: 

0.712 

 

CNA3 0.878 
     

CNA4 0.815 
     

Aesthetical 
Value (AV) 

AV1 0.846 0.885 0.919 0.740 AV–MP: 
0.621 

0.437 

AV2 0.873 
     

AV3 0.902 
     

Marketing 
Performance 
MSMEs (MP) 

MP1 0.861 0.903 0.931 0.773 AV–MP: 
0.621 

0.489 

MP2 0.894 
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MP3 0.916 
     

MP4 0.855 
     

Source: Data is processed, 2025 
 

The comprehensive evaluation table demonstrates that all constructs in 
this study Market Penetration Power, Entrepreneurial Marketing, Consumer 
Need Adaptability, Aesthetical Value, and Marketing Performance fulfill the 
required measurement model criteria. The outer loading values for all 
indicators exceed 0.80, indicating strong indicator reliability and confirming 
that each observed item appropriately represents its latent variable. Similarly, 
the Cronbach’s Alpha (CA) and Composite Reliability (CR) values across all 
constructs surpass the recommended threshold of 0.70, ensuring high internal 
consistency and stability of the measurement model. The Average Variance 
Extracted (AVE) values, which range between 0.721 and 0.773, also indicate 
strong convergent validity, showing that each construct explains more than 
half of the variance of its indicators. 

Furthermore, the HTMT values presented in the table are all below 0.85, 
confirming the presence of discriminant validity between constructs. This 
means that each variable in the model is conceptually distinct and measures a 
different phenomenon, which is crucial for ensuring theoretical clarity in the 
relationships examined. The acceptable HTMT values demonstrate that 
constructs such as Entrepreneurial Marketing and Consumer Need 
Adaptability, although related conceptually, remain empirically 
distinguishable. This strengthens the credibility of the structural model by 
ensuring that multicollinearity is minimized and each variable contributes 
uniquely to the model. 

Finally, the Q² values for all endogenous constructs fall between 0.402 
and 0.489, indicating moderate to strong predictive relevance based on the 
Stone-Geisser criterion. These results suggest that the structural model 
possesses substantial predictive power, especially in explaining the variance 
of Marketing Performance among MSMEs in the FnB sector. The high Q² values 
illustrate that the combination of Entrepreneurial Marketing, Consumer Need 
Adaptability, Aesthetical Value, and Market Penetration Power provides 
meaningful predictive contributions. Overall, the measurement and structural 
model evaluations confirm that the model is statistically robust, reliable, and 
suitable for further hypothesis testing. 

Table 3 
Model Summary, ANOVA (F-test), and R-Square Results 

Dependent 
Variable 

Independent 
Variables 

R Square Adjusted 
R Square 

F-
Statistic 

p-
value 

Decision 

Consumer 
Need 
Adaptability 
(CNA) 

Entrepreneurial 
Marketing 

0.392 0.387 50.41 < 0.001 Model 
Fit 

Market 
Penetration 

Entrepreneurial 
Marketing 

0.289 0.283 36.72 < 
0.001 

Model 
Fit 
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Power 
(MPP) 
Marketing 
Performance 
(MP) 

EM, CNA, AV, 
MPP 

0.511 0.502 67.98 < 
0.001 

Model 
Fit 

Source: Data is processed, 2025 
 

The table presents the combined results of the ANOVA (F-test), R Square, 
and Adjusted R Square analyses, illustrating the overall strength and 
suitability of the structural model. All dependent variables demonstrate 
significant model fit, as indicated by highly significant F-statistics (p < 0.001), 
confirming that the independent variables collectively have a meaningful 
impact on each outcome. Consumer Need Adaptability shows an R Square of 
0.392, meaning Entrepreneurial Marketing explains 39.2% of its variance, 
while Market Penetration Power records 28.9% variance explained. The 
strongest predictive accuracy appears in the Marketing Performance model, 
with an R Square of 0.511 and an Adjusted R Square of 0.502, demonstrating 
that Entrepreneurial Marketing, Consumer Need Adaptability, Aesthetical 
Value, and Market Penetration Power jointly explain more than half of the 
variance in Marketing Performance. These results collectively indicate that the 
SEM-PLS model possesses robust explanatory power and strong statistical 
validity across all relationships tested. 

Figure 1 
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Table 4 
Hypothesis Testing 

No Hypothesis β  
(Coefficient) 

SE t-
stat 

p-
value 

95% CI 
(Lower

–
Upper) 

f²  
(Effect 
Size) 

Decision 

H1 Entrepreneurial 
Marketing → 
Market 
Penetration Power 

0.342 0.075 4.56 < 
0.001 

0.195 – 
0.489 

0.08 
(small–
mediu
m) 

Supported 

H2 Entrepreneuria
l Marketing → 
Marketing 
Performance 

0.218 0.082 2.66 0.008 0.058 – 
0.378 

0.03 
(smal

l) 

Supported 

H3 Consumer 
Need 
Adaptability → 
Marketing 
Performance 

0.289 0.069 4.19 < 
0.001 

0.154 – 
0.424 

0.06 
(small–
mediu

m) 

Supported 

H4 Aesthetical 
Value → 
Marketing 
Performance 

0.164 0.071 2.31 0.021 0.025 – 
0.303 

0.02 
(small) 

Supported 

H5 Market 
Penetration 
Power → 
Marketing 
Performance 

0.301 0.066 4.56 < 
0.001 

0.171 – 
0.431 

0.09 
(mediu

m) 

Supported 

H6 Entrepreneuria
l Marketing → 
Consumer 
Need 
Adaptability 

0.412 0.058 7.10 < 
0.001 

0.298 – 
0.526 

0.15 
(mediu

m–
large) 

Supported 

H7 Indirect Effect: 
EM → CNA → 
MP 

0.119 0.035 3.40 0.001 0.050 – 
0.188 

0.04 
(small–
mediu

m) 

Not 
Supported 

Source: Data is Processed, 2025 

 
The results indicate that Entrepreneurial Marketing has a significant 

positive influence on Market Penetration Power, as reflected in the coefficient 
value of β = 0.342 and a t-statistic of 4.56 (p < 0.001). This finding suggests 
that MSMEs in the FnB sector in Central Java that adopt entrepreneurial-
oriented marketing characterized by innovation, proactive opportunity-
seeking, customer engagement, and risk-taking are more capable of 
strengthening their penetration into competitive market segments. The 
relationship implies that entrepreneurial marketing practices enable MSMEs 
to differentiate themselves, respond faster to emerging consumer demands, 
and implement creative strategies that increase their visibility and acceptance 
in the local marketplace (Rashid, 2012). Overall, this supports the notion that 
entrepreneurial behavior in marketing functions as a strategic driver for 
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expanding market reach and improving competitive positioning (Putri et al., 
2024). 

The statistical results for H2 reveal that Entrepreneurial Marketing 
positively affects Marketing Performance, with a coefficient of β = 0.218 and a 
significant t-value of 2.66 (p = 0.008). This indicates that the more MSMEs 
integrate entrepreneurial elements into their marketing activities such as 
continuous innovation, dynamic promotion, value creation, and active 
interaction with customers the better their marketing outcomes become, 
measured through sales growth, brand visibility, and customer retention 
(Agarwal & Gowda, 2020). Although categorized as a small effect, the 
significance of this result highlights the essential role of entrepreneurial 
thinking in enhancing marketing effectiveness, particularly in highly 
competitive and rapidly evolving FnB markets (Iskandar et al., 2015). This 
finding aligns with theoretical perspectives asserting that entrepreneurial 
agility enhances the firm’s ability to seize market opportunities and convert 
them into improved marketing results. 

The analysis for H3 shows a significant positive effect of Consumer Need 
Adaptability on Marketing Performance (β = 0.289; t = 4.19; p < 0.001). This 
demonstrates that MSMEs capable of adjusting their products, services, and 
value propositions in response to shifting consumer preferences are more 
likely to achieve stronger marketing outcomes. In the FnB sector where trends, 
tastes, and lifestyle choices evolve rapidly adaptability becomes a critical 
capability. Firms that continuously monitor customer expectations, modify 
their offerings, and provide tailored experiences tend to build stronger 
customer satisfaction and loyalty (Setiawan et al., 2020). Thus, Consumer 
Need Adaptability acts as a key strategic asset that enables MSMEs to sustain 
relevance and competitiveness, ultimately contributing to better marketing 
performance (Herdiansyah et al., 2019). 

The results for H4 show that Aesthetical Value significantly and 
positively influences Marketing Performance, as indicated by β = 0.164 and t = 
2.31 (p = 0.021). Although the effect size is relatively small, the significance 
confirms that visual and aesthetic elements such as packaging design, store 
ambience, product presentation, and brand artistic appeal play an essential 
role in shaping consumer perceptions and enhancing marketing outcomes 
(Herman, 2018). In the FnB market, where purchasing decisions are often 
influenced by visual appeal and experiential factors, aesthetics can provide a 
powerful differentiating factor. MSMEs that invest in attractive branding and 
high-quality visual identity are more likely to attract customer interest, 
improve product desirability, and stimulate purchase intentions, thereby 
boosting overall marketing performance (Lai et al., 2021). 

The findings for H5 indicate that Market Penetration Power has a 
significant positive effect on Marketing Performance, with a coefficient of β = 
0.301 and a t-statistic of 4.56 (p < 0.001). This demonstrates that MSMEs with 
strong market penetration capabilities reflected in their breadth of customer 
reach, competitive pricing strategies, distribution access, and promotional 
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intensity experience superior marketing outcomes (Muafi, 2017). A strong 
capacity to penetrate the market enables firms to secure larger customer 
bases, strengthen brand presence, and outperform competitors in capturing 
demand (Acuña-Opazo, C., & González, 2021). This relationship underscores 
the role of penetration strength as a fundamental mechanism for enhancing 
sales performance and sustaining growth, especially in a dynamic and 
competitive FnB environment. 

The test of H6 produced the strongest relationship in the model, showing 
that Entrepreneurial Marketing significantly enhances Consumer Need 
Adaptability (β = 0.412; t = 7.10; p < 0.001). This indicates that entrepreneurial 
marketing practices marked by innovation, flexibility, and customer-oriented 
experimentation directly increase the ability of MSMEs to respond to and 
anticipate consumer needs (Bradley et al., 2021). Firms that actively explore 
market opportunities, engage in product innovation, and adopt proactive 
strategies are better equipped to understand changing demand patterns and 
adjust their offerings accordingly (Shi et al., 2020). This strong relationship 
highlights the strategic importance of entrepreneurial capability as a 
foundation for adaptive marketing, enabling firms to remain competitive in 
markets with rapidly shifting consumer behavior. 

The mediation analysis shows that Consumer Need Adaptability partially 
mediates the relationship between Entrepreneurial Marketing and Marketing 
Performance, with an indirect effect of β = 0.119 and a t-statistic of 3.40 (p = 
0.001). This suggests that entrepreneurial marketing enhances marketing 
performance not only directly but also indirectly through its role in 
strengthening the firm’s adaptability to consumer needs (Joddy Andrian 
Setiawan et al., 2023). MSMEs that adopt entrepreneurial approaches become 
more responsive, flexible, and innovative, which subsequently allows them to 
align their products and strategies with customer expectations leading to 
improved marketing outcomes (Ingsih et al., 2024). The partial mediation 
indicates that while entrepreneurial marketing independently drives 
performance, a significant portion of its impact operates through enhanced 
adaptability, reinforcing the importance of adaptive capability as a strategic 
pathway in achieving superior marketing results (Alqahtani & Uslay, 2020). 
The results indicate that Entrepreneurial Marketing (EM) has a significant 
positive influence on Market Penetration Power (β = 0.342; t = 4.56; p < 0.001), 
suggesting that MSMEs in the FnB sector in Central Java that adopt 
entrepreneurial-oriented marketing are better positioned to penetrate 
competitive local markets. In the Central Java context, where MSMEs often rely 
on traditional distribution channels and community-based consumption 
patterns, entrepreneurial marketing enables firms to innovate beyond 
conventional practices through proactive opportunity recognition, localized 
promotion, and customer engagement. This finding is consistent with Rashid 
(2012), who emphasizes that entrepreneurial marketing strengthens firms’ 
ability to access new market segments, and aligns with Putri et al. (2024), who 
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report similar results in Indonesian MSMEs, confirming the relevance of 
entrepreneurial behavior as a strategic driver in emerging regional markets. 

The analysis of H2 demonstrates that EM positively affects Marketing 
Performance (β = 0.218; t = 2.66; p = 0.008), although the effect size is 
moderate. This result reflects the reality of FnB MSMEs in Central Java, where 
improvements in sales growth, brand awareness, and customer retention 
often occur incrementally due to resource constraints and intense local 
competition. The finding supports Agarwal and Gowda (2020), who argue that 
entrepreneurial marketing enhances marketing outcomes through innovation 
and value creation, and is in line with Iskandar et al. (2015), who emphasize 
the importance of entrepreneurial agility in highly competitive Indonesian 
MSME markets. Thus, even modest improvements in entrepreneurial 
marketing practices can generate meaningful performance gains in the 
regional FnB sector. 

Regarding H3, the significant effect of Consumer Need Adaptability on 
Marketing Performance (β = 0.289; t = 4.19; p < 0.001) highlights adaptability 
as a critical capability for MSMEs operating in Central Java’s FnB industry, 
where consumer preferences are strongly influenced by local tastes, cultural 
values, and rapidly evolving lifestyle trends. This finding corroborates 
Setiawan et al. (2020) and Herdiansyah et al. (2019), who emphasize that firms 
capable of adjusting products and services to shifting consumer needs achieve 
higher marketing effectiveness. In the Indonesian context, adaptability allows 
MSMEs to remain relevant amid changing consumption patterns, particularly 
as digital platforms increasingly shape customer expectations. 

The results for H4 indicate that Aesthetical Value positively influences 
Marketing Performance (β = 0.164; t = 2.31; p = 0.021), underscoring the 
importance of visual appeal and experiential elements in the FnB sector. 
Although the effect size is relatively small, it is highly relevant in Central Java, 
where purchasing decisions are often influenced by product presentation, 
packaging aesthetics, and store ambience that resonate with local cultural 
identity. This finding is consistent with Herman (2018) and Lai et al. (2021), 
who demonstrate that aesthetic elements enhance consumer perceptions and 
purchase intentions, particularly in experience-driven industries such as food 
and beverage. 

The findings for H5 confirm that Market Penetration Power significantly 
enhances Marketing Performance (β = 0.301; t = 4.56; p < 0.001). In the context 
of Central Java MSMEs, strong market penetration reflects the ability to expand 
customer reach through local networks, competitive pricing, and effective 
promotional strategies. This result aligns with Muafi (2017) and Acuña-Opazo 
and González (2021), who emphasize that penetration strength is a key 
mechanism through which firms convert market access into superior 
marketing outcomes. The result reinforces the idea that penetration capability 
functions as a bridge between strategic marketing efforts and tangible 
performance improvements. 
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Notably, H6 exhibits the strongest relationship in the model, showing 
that EM significantly enhances Consumer Need Adaptability (β = 0.412; t = 
7.10; p < 0.001). This finding suggests that entrepreneurial marketing is a 
foundational capability that enables MSMEs in Central Java to sense, interpret, 
and respond to changing consumer demands more effectively. Consistent with 
Bradley et al. (2021) and Shi et al. (2020), the result indicates that proactive 
innovation and customer-oriented experimentation strengthen adaptive 
capacity, which is essential in dynamic FnB markets characterized by frequent 
shifts in consumer behavior. 

Finally, the mediation analysis reveals that Consumer Need Adaptability 
partially mediates the relationship between EM and Marketing Performance 
(indirect effect β = 0.119; t = 3.40; p = 0.001). This indicates that while EM 
directly improves marketing outcomes, a substantial portion of its impact 
operates through enhanced adaptability to consumer needs. This result 
supports prior empirical findings by Setiawan et al. (2023) and Ingsih et al. 
(2024), reinforcing the theoretical argument that adaptive capability serves as 
a strategic pathway linking entrepreneurial behavior to performance. In the 
Central Java MSME context, this mediation underscores that entrepreneurial 
marketing yields optimal results when it is translated into concrete adaptive 
actions aligned with local consumer expectations. 

 
CONSLUSION 

This study finds that Entrepreneurial Marketing plays a vital role in 
strengthening the strategic capabilities of Food and Beverage (FnB) MSMEs in 
Central Java. The results show that Entrepreneurial Marketing significantly 
improves Market Penetration Power, Marketing Performance, and Consumer 
Need Adaptability, highlighting the importance of innovative, proactive, and 
opportunity-oriented marketing behaviors in highly dynamic markets. MSMEs 
that adopt entrepreneurial approaches are better positioned to respond to 
challenges, seize new opportunities, and expand their market reach. The study 
also emphasizes the importance of Consumer Need Adaptability and 
Aesthetical Value in driving marketing success. Consumer Need Adaptability 
acts both as a direct determinant of Marketing Performance and as a mediating 
variable that strengthens the impact of Entrepreneurial Marketing.  

This confirms that understanding and responding quickly to changing 
consumer preferences is essential for competitiveness. In addition, Aesthetical 
Value positively affects Marketing Performance, indicating that visual appeal, 
packaging, and brand presentation remain critical factors influencing 
consumer attention and purchasing behavior in the FnB sector. Furthermore, 
the findings confirm that Market Penetration Power significantly enhances 
Marketing Performance by improving visibility, customer acquisition, and 
sales growth. Overall, the SEM-PLS results demonstrate strong predictive 
power, with the research model explaining more than half of the variance in 
Marketing Performance. These findings suggest that strengthening 
entrepreneurial marketing capabilities, adaptability, aesthetics, and market 
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penetration strategies is crucial for achieving sustainable growth and 
competitiveness among FnB MSMEs. 
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