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Abstract. Changes in the business environment have encouraged SMEs to take
advantage of fintech and marketing technology to improve marketing
performance. Consumer behavior has changed in seeking product information
and efficient transaction processes. However, not all SMEs have a clear market
orientation in responding to a rapidly changing environment. This study aims to
examine the effect of market orientation on the use of fintech and the use of
online-based marketing technology. The study was conducted on 100 fashion-
based Small and Medium Enterprises in Yogyakarta and Semarang which were
selected by purposive sampling technique. The analytical tool used is WarpPLS.
Thefindings of this study indicate that market orientation has a significant effect
on the use offintech and the use of online-based marketing technology. Market
orientation has no significant effect on marketing performance. Meanwhile, the
use of fintech and the use of online-based marketing technology has a
significant effect on marketing performance.
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1 Introduction

The changing business environment has changed rapidly during the COVID-19 pandemic.
During the COVID-19 pandemic, consumer behavior patterns have changed drastically.
Indonesian government regulations limit physical contact thereby encouraging the use of online
media. Fashion SMEs is one of the companies that have difficulty interacting directly with
consumers. This encourages SMEs to utilize technology in their business processes to increase
competitiveness [1]. Most SMEs have recently used technology in their business processes, so
they need to be studied further. However, market orientation also has a role to play in improving
the ability of SMEs to serve customers. However, the ability of SMEs to serve consumers during
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marketing performance. According to Kim et al., SMEs have many obstacles in the application
of technology [2]. Therefore, a study is needed to determine whether the application of
technology hasimplications for marketing performance and the role of market orientation in
the use of SME technology.

Studies on the application of technology to SMEs during the pandemic are still very
limited. This study aims to examine the effect of market orientation on the use of fintech and
the use ofonline-based marketing technology. This study also examines the effect of market
orientation, the use of fintech, and the use of online-based marketing technology on the
marketing performance of SMEs. This study extends the Technology Acceptance Model to
small businesses facing problems during a pandemic [3]. This study also provides benefits for
MSEs in managing their business during the pandemic and post-pandemic through the
application of financial technology and online-based marketing technology.

2 Literature Review
2.1 Technology Acceptance Model

Technology Acceptance Model (TAM) as the development of Theory of Reasoned Action
is designed to predict new technologies that will be adopted by a group of people or
organizations [3], [4]. TAM aims to provide a model for researchers that can help analyze the
causes of technology rejection or acceptance. TAM explains computer usage behavior and
matches itwith computer acceptance [3]. TAM has shown success in the adoption of various
technologiesfrom software to various menu services. TAM develops over 4 periods, namely the
introduction, validation, extension, and elaboration periods. The model was first introduced
with twovariables that affect attitudes towards use, namely Perceived Usefulness (PU) and
Perceived Ease of Use (PEOU), the variable that later emerged was Attitude Toward Using
(ATU) which affected the actual use of the system [5]. The second period shows the
reliability, consistencyof the TAM model, it is called the validation period. The next period
is an extended period where there is an expansion with individual, organizational, and task
characteristics. The fourth period is the elaboration period which is a determinant not found
between PEOU and PU. Mckechnie et al. researched in the area of financial services which
states that TAM helps gain an understanding of the factors that influence the level of
technology use [6]. Fintech servicesapply a new generation of information technology with
technological tools for financial innovation so that TAM can adapt to fintech [7]. TAM
provides a significant difference withthe adoption of information technology in traditional e-
commerce.

2.2 Market Orientation

Market orientation is a company's method to create superior performance and behavior to
improve company performance [8]. Market orientation has two perspectives, namely a cultural
perspective and a behavioral perspective [9]. Market orientation is the extent to which an
organization applies the concept of marketing strategy and tactics [10]. Market orientation is an
antecedent of customer value, competitive capacity, and financial performance [11]. The
dimensions of market orientation are customer orientation, competitor orientation, and
coordination between functions [12]. Kohli and Jaworski identify the market orientation
process into three phases: generating information from customers, sharing knowledge within



the company, addressing current and future customer needs [13]. Narver and Slater divide
market orientation into three distinct elements, namely customer orientation, competitor
orientation which refers to obtaining information from customers and competitors through
market needs, and coordination between functions refers to the company's ability to disseminate
information by creating customer value through products and services [11]. The concept of
market orientation does not only apply to large companies but is relevant to market-oriented
SMEs. SMEs can deal with limited resources and compete with larger competitors [14]. SMEs
operate close to customers so that access to information from customers is an advantage for
SME:s so that interaction with customers is very important [15], [16]. There is a tendency that
the level of competitor orientation is much lower in small firms. With a strong orientation
from SMEs, it will encourage the ability to identify opportunities and increase competitive
advantage [17].

2.3 The Use of Fintech

Fintech is not limited to financial services but can provide financing, create new business
models (loans and crowdsourcing) and also provide services and provide products as an
alternative to traditional financial institutions [18]. Fintech refers to the use of information
technology whichincludes Big Data, cloud computing, and mobile technology that is used to
improve service quality and efficient management as well as expand the area of financial
services [19]. Fintechprovides an opportunity for its users to get a better experience with the
use of technology and can directly increase the competitiveness of the financial sector. With
Fintech, customers can use services for online payments, fund transfers, loan applications,
purchasing insurance policies, asset management and organizational management,
crowdfunding, cryptocurrency, and so on [20]. Applications in Fintech allow lower costs for
users because they serve directly with service platforms without intermediaries using
smartphones [21]. Fintech also provides higher returns to lenders, lower interest rates for
borrowers. The use of Fintech makes it possible to use financial services that are easily
accessible from mobile phone devices with minimal interaction with commercial providers
without the need to go to a bank or financial institution. Fintech can increase financial
satisfaction for its users so that fintech was created to makeit easier to use for its users [18].
According to Davis et al., that consumers believe that using fintech services is easy and does
not take much time to learn [3].

2.4 Utilization of Online-Based Marketing Technology

Activities in marketing are highly dependent on the implementation of technology
platforms that are designed to achieve marketing and commercial goals, which later gave birth
to marketing technology. Marketing Technology involves the strategies, solutions, and
technologies a company uses to fulfill its marketing and commercial goals. Marketing
technology is based on the concept of marketing automation, artificial intelligence, and good
marketing strategies. Marketing technology is a mediator between business marketing and the
technology companies use as solutions for business growth. Marketing technology details
targeting, adapting web content according to user needs and interests, detecting new customers
[22].

Several studies have adopted marketing technology in small businesses who represent the
issue of the impact of the adoption of marketing technology for small businesses [2], [23],
[24]. In this marketing technology, the owner plays an important role in understanding



technology adoptionso that it will produce attitudes that determine strategic responses [25].
Owners need to have a vision of the benefits of adopting technology as an important marketing
tool. Martin and Matlay found that small businesses may view websites as important
marketing tools because they provide direct access to customers [26]. Regarding the
relationship between market orientation and technology adoption, it turns out that small
businesses play only a small role [27]. Research conducted by Barnes et al., found that there
are barriers to the adoption of marketing technology in small businesses [28]. Small businesses
tend to carry out directly rather than having to do formal planning [29].

One of the marketing technologies used in digital marketing. Digital marketing provides
solutions for companies to promote and market their products. Digital marketing can create or
open new markets that were not previously served so that there is an opportunity to open them
with digital marketing. Kim mentions digital marketing dimensions that can help business
success, namely transactions, interactive, incentive programs, and site design [30].

2.5 SME Marketing Performance

Marketing performance is very important for the overall performance of companies
including SMEs [27]. Likewise with Gilmore et al., suggest that by creating networks and
relationships with owners, SMEs can overcome resource problems and strengthen their
marketing performance [31]. The company will be effective if it can create, deliver and
communicatehigher value to the target market so that it has good marketing performance and
can monitor competitors and ultimately can make better strategies [32]. Marketing
performance is a measurement of the level of business performance including sales turnover,
number of buyers, profits, and sales growth [33]. Performance metrics can be categorized into
financial and non- financial [23]. In Gama's research marketing performance has five
dimensions: marketing culture, marketing capabilities, marketing processes, market, and
financial performance [34]. Pelham says three indicators of marketing performance are
company effectiveness, sales growth, and relative profit growth [35]. His research also
suspects that there is a significant relationship between market orientation and company
effectiveness and sales growth which in turn increasesprofit growth.

2.6 Relationship Between Market Orientation and the Use Of Fintech

TAM has provided a model to analyze the causes of technology acceptance [36]. Market-
oriented companies have customer-oriented characteristics so that SMEs try to meet customer
needs and desires through technology [12]. Customers want fast and accurate service in
obtaining products. Therefore SMEs try to meet customer expectations by implementing
fintech in the sales process. Companies not only address the needs of current customers but also
future needs by implementing technology applications that provide many conveniences [37].
Voola et al., examine the effect of market orientation on technology adoption which showsthat
market orientation affects technology adoption by moderating technological opportunities
[38]. Based on this explanation, the following hypothesis can be formulated:

Hypothesis 1. Market orientation has a significant effect on the use of fintech

2.7 Relationship Between Market Orientation and the Use of Online-Based Marketing
Technology

Market orientation is the extent to which an organization applies the concept of marketing



strategy and tactics [10] to increase customer value, competitive capacity, and financial
performance [11]. Marketing technology is a strategic tool that is a solutionfor companies in
achieving marketing and commercial goals. Thus, market orientation directs companies to use
online-based marketing technology. Research conducted by Alford found that the adoption of
marketing technology can create a stronger market orientation by following effective
principles [39]. Based on this explanation, the following hypothesis can be formulated:
Hypothesis 2. Market orientation has a significant effect on the use of online-based marketing
technology.

2.8 Relationship Between Market Orientation and Marketing Performance

Maydeu-olivares and Lado revealed that market orientation is a company's method to create
superior performance and behavior to improve company performance [8]. Market orientation
is anantecedent of customer value, competitive capacity, and financial performance [11]. The
company can understand well the needs and desires of customers so that they have superior
competitiveness in creating marketing performance. Research conducted by Lekmat et. al.,
shows that there is a direct and indirect influence between Marketing Orientation and marketing
performance [40]. Thus, market orientation is predicted to increase marketing performance.
Hypothesis 3. Market orientation has a significant effect on marketing performance

2.9 Relationship the Use of Fintech and Marketing Performance

Fintech is used to improve service quality and efficient management, as well as expanding
the area of financial services [19]. Companies can apply fintech so that service to consumers
becomes faster and more convenient. High service quality certainly increases customer
satisfaction which in turn has implications for marketing performance. Anggrain et al.,
conducted a study on the influence of fintech on marketing performance which showed that
fintech had a positive and significant influence on marketing performance [41]. Thus, the use
of fintech improves marketing performance.

Hypothesis 4. The use of fintech has a significant effect on marketing performance.

2.10 The use of online-based marketing technology and marketing performance.

Marketing Technology deals with the strategies, solutions, and technologies that companies
useto fulfill marketing and commercial goals. Marketing technology is intended to make it
easier for companies to communicate with customers, explore important information, and
implementmarketing strategies. Online-based technology helps companies in business growth.
Marketingtechnology details targeting, adapting web content according to user needs and
interests, detecting new customers [22]. Research by Sheikh et al., shows the findings
that e- marketing affects performance [42]. Digital marketing helps marketing success
through interactivecommunication, incentive programs, site design, and cost efficiency [30].
Hypothesis 5. The use of online-based marketing technology has a significant effect on
marketing performance

3 Method

This type of research is explanatory research which aims to test and analyze the influence



between variables. The research was conducted on SMEs engaged in the fashion sector located
in the provinces of Yogyakarta and Semarang, Indonesia. The number of respondents is 100
SMEs selected by purposive sampling technique. The respondent's requirements are to have run
a fashion business for at least 2 years and do sales both conventionally and online. Market
orientation variable is measured referring to Narver and Slater [11]. The use of fintech indicators
according to Ryu [20]. Measurement of online-based marketing technology according to
research by Kim [30]. Marketing performance is measured according to research by Pelham
[35]. The research instrument used was a questionnaire with a 5-point Likert scale for market
orientation, use of online-based marketing technology, and marketing performance. Meanwhile,
the measurement of the use of fintech variable uses a dummy (yes/no). Researchers tested the
quality of the research instrument using validity and reliability tests by distributing to 30
respondents. Testing the validity and reliability using SPSS tools. After the instrument was
proven valid and reliable, the researcher distributed questionnaires to 100 respondents who met
the criteria. Respondents filled out the questionnaire online and then the data was processed
using WarpPLS [43].

4 Result and Discussion
4.1 Result

Table 1 shows the results of testing the validity and reliability of the research instrument.
The test results show that all indicators can be declared valid (> 0.3). The results of the
reliability test also showed that the instrument used was reliable (>0.6). Therefore, the

research questionnaire is appropriate to be used as a data collection instrument.

Table 1. Validity and Reliability Test Results

Variable Indicator CorrelationCoefficient Alpha Cronbach
Market orientation Customer orientation 0.544 0.886
Competitor orientation 0.683
Inter-functionalcoordination 0.652
Use of fintech Transfer of funds 0.767 0.784
Loan application 0.435
Asset management andfinancial 0.629
management
Use of online-based Online sales transactions 0.577 0.772
marketing technology Incentive program 0.792
Site design 0.629
Interactive technology 0.779
Marketing Relative service quality 0.591 0.889
performance New product success 0.792
Customer retention 0.715

Table 2. Profile of Respondents

Gender Male 22%
Female 78%

Age <25 years 26%
26-35 years 35%

36-45 years 19%

46-55 years 15%




>55 years 5%

Firm age 2-5 years 23%
6-10 years 22%

11-20 years 44%

21-30 years 6%

>3( years 5%

Marital Status Single 8%
Married 92%

Table 2 shows that most of these respondents are female (78%) and a small proportion of
respondents are male (22%). The age group of 26-35 years dominated the respondents (35%)
compared to other age groups. The largest company age group is 11-20 years old (44%), while
the least company age group is >30 years old group. Most of the respondents were married
(92%). The research data was processed using WarpPLS. Based on the results of data
processing, it canbe seen that all fit indicators for WarpPLS have met the requirements.

Table 3. Hypothesis test

Hypothesis Path Coefficient p-value HypothesisDecision

1 Market Orientation [ | Use offintech 0.765 0.000 Accepted

2 Market Orientation [| Use of 0.668 0.000 Accepted
online-based marketingtechnology

3 Market Orientation [ 0.076 0.144 Rejected
Marketing Performance

4 Use of fintech [| MarketingPerformance 0.454 0.000 Accepted

5 Use of online-based marketingtechnology [ 0.864 0.000 Accepted
Marketing
Performance

Table 3 and Figure 1 show the results of hypothesis testing for each influence between
variables. Based on the results of data processing, it is known that market orientation has a
significant effect on the use of fintech (p-value <0.05) so that hypothesis 1 is accepted. Market
orientation has a significant effect on the use of online-based marketing technology (p-value
<0.05) so that hypothesis 2 is accepted. Market orientation has no significant effect on
marketing performance (p-value > 0.05) so hypothesis 3 is rejected. Use of fintech has a
significant effect on marketingperformance (p-value <0.05) so that hypothesis 4 is accepted. The
use of online-based marketing technology has a significant effect on marketing performance (p-
value <0.05) so that hypothesis5 is accepted.

0.765* 0.454*

Market
orientation

Marketing
Performance

Fig. 1. Tested Hypothesis Model
*Significant at 0.000 level

Use of
online-based
marketing
technology




4.2 Discussion

This study yielded five important findings. First, market orientation has a significant effect
on the use of fintech. This finding supports Kohli and Jaworski that companies are trying to
meet evolving customer needs. Current and future customers expect convenience in financial
services through fintech [44]. Especially during the COVID-19 pandemic, customers limit
themselves to interacting with other people or the bank so that SMEs implement online-based
financial services.

Second, market orientation has a significant effect on the use of online-based marketing
technology. This finding is consistent with Jaworski & Kohli and Narver & Slater that market
orientation directs companies to implement marketing strategies and tactics to increase
customer value [10], [11]. SMEs apply marketing technology to achieve marketing and
commercial goals. Customers today want information and services that are fast and accurate
based online so that SMEs try to accommodate customer desires. Thus, the stronger the market
orientation, the more consistent the company is in implementing online-based marketing
technology.

Third, market orientation has no significant effect on marketing performance. These results
donot support the opinion of Maydeu-olivares and Lado which states that market orientation
creates superior performance and behavior to improve company performance [8]. This result is
also inconsistent with Narver & Slater that market orientation is an antecedent of customer
value, competitive capacity, and financial performance [11]. Based on the first and second
findings, this third finding can be understood that market orientation does not necessarily affect
marketing performance, but there needs to be an implementation of technology developed to
meetcustomer expectations.

Fourth, the use of fintech has a significant effect on marketing performance. These results
are consistent with the opinion of Hu et al., that fintech can improve service quality and efficient
management, as well as expand the area of financial services [19]. Customers can access
payments through technology applications to improve the performance of SMEs as indicated
by better service quality, successful new products in the market, and high customer retention.
Fifth, the use of online-based marketing technology has a significant effect on marketing
performance. These results support Kim that digital marketing helps marketing success
through interactive communication, incentive programs, site design, and cost-efficiency [30].
The application of online-based marketing technology has a positive impact on marketing
performance as indicated by better service, successful new products in the market, and high
customer retention.

The findings of this study have both theoretical and managerial implications. Based on
TAM, companies have several reasons for implementing the technology [36]. These results
indicate that technology adoption is influenced by how much company orientation to their
market. The company's desire to serve customers is the trigger for the use of technology.
During the COVID-19 pandemic, customers increasingly need online services, so companies
are trying to meet customer expectations by developing financial technology and online-based
marketing technology. These findings also have managerial implications. The results show that
financial technology and marketing technology are proven to affect marketing performance.
Therefore, the application of these technologies becomes important for companies, especially
during a pandemic. The technology developed must be oriented to customer needs so that it is
in line with customer expectations.



5 Conclusion

The results of this study indicate the importance of the use of fintech and the use of online-
based marketing technology in influencing the marketing performance of fashion companies.
The use of fintech and use of online-based marketing technology is influenced by the
company's marketorientation. Thus, market orientation has an important role in directing the
behavior of using technology in finance and marketing which has implications for marketing
performance. Nevertheless, these results indicate that market orientation has no significant
effect on marketing performance. This study has limitations on measuring marketing
performance because performance measurement is not comprehensive. After all, not all SMEs
have completesales books. Further research can fully accommodate all performance indicators.
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