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Abstract: This paper analyzes the dimensions of entrepreneurial orientation in Furniture SMEs in East
Java, Indonesia, towards competitive advantage. This study uses a quantitative approach with the
survey method. This study uses primary data that is self-reported using a self-administered survey by
distributing questionnaires directly to 84 owners of small and medium enterprises (SMEs) Furniture
in Western East Java, Indonesia. A measurement used the structural equation model (SmartPLS 3.0) to
analyze data. Five hypotheses were proposed, and only four had positive significant and positive effects
on competitive advantage, that is, the influence of entrepreneurial orientation consisting of proactiveness,
innovativeness, aggressiveness, and autonomy. In contrast, the hypothesis related to risk-taking towards
the competitive advantage of SMEs Furniture has no positive and significant effect. The findings of this
study show that the dominant influence of the entrepreneurial orientation dimension is aggressiveness.
The theoretical implication of this research is that furniture business players need to continuously
improve their aggressiveness in entrepreneurship according to the theoretical findings in this study,
such as introducing innovative products made from local materials and following market trends. This
research adds to the theory of aggressiveness in entrepreneurship to encourage innovations that will
make industries that use local natural resources more competitively and help government policies.
Aggressiveness is required by the furniture business to improve competitiveness for a labor-intensive
industry with reliable local content to spur economic growth in Indonesia.

Keywords: entrepreneurial orientation; aggressiveness; SME; furniture

1. Introduction

One of the industries considered for contributing to Indonesia’s competitiveness is
the furniture industry. The furniture industry can improve the macroeconomy and plays
a critical role in a business environment. The development of the national furniture and
woodcraft industry has a great potential to develop because it is supported by abundant
sources of raw materials and skilled craftsmen. The ability to innovate and collaborate
also needs to be improved to increase the marketing competitiveness of small industries,
especially wood crafts (Maryono et al. 2021).

This study provides literature to enrich the theory of entrepreneurship orientation in
SMEs, especially furniture in Indonesia, to provide input and insight to policymakers to
improve the performance of furniture SMEs. Several studies on entrepreneurial orientation
related to furniture SMEs in Indonesia have been conducted (e.g., Kusumawardhani 2013;
Dirgiatmo et al. 2019; Wibisono et al. 2020; Arifin and Komaryatin 2020), giving different
results. Research with an entrepreneurial orientation needs to be explored more deeply, as
suggested by Yoon et al. (2018), regarding the appropriate and dominant dimensions of
entrepreneurial orientation in SME businesses, especially in developing countries such as
Indonesia, to be sustainable in gaining competitive advantage. This study empirically ex-
amines SMEs furniture in Western East Java, Indonesia, to achieve a competitive advantage.

Economies 2022, 10, 139. https://doi.org/10.3390/economies10060139 https://www.mdpi.com/journal/economies

https://doi.org/10.3390/economies10060139
https://doi.org/10.3390/economies10060139
https://creativecommons.org/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://www.mdpi.com/journal/economies
https://www.mdpi.com
https://orcid.org/0000-0002-4117-5750
https://doi.org/10.3390/economies10060139
https://www.mdpi.com/journal/economies
https://www.mdpi.com/article/10.3390/economies10060139?type=check_update&version=2


Economies 2022, 10, 139 2 of 11

Many factors influence the competitive advantage of SME furniture, and entrepreneurial
orientation is one of them. Through the entrepreneurial orientation dimensions, sustainable
competitive advantage in the SMEs furniture can be obtained by creating value that is
beneficial to consumers, difficult to imitate by competitors, and supported by professional
company management. If the company can do something better than competitors, this is a
competitive advantage (Barney 2002) and (David and Carolina 2011). According to Ong
et al. (2010), when a company can do something that a competitor cannot make or has
something that competitors highly desire, it can represent a competitive advantage.

This study traces several previous studies (Zeebaree and Siron 2017; Sirivanh et al.
2014; Huang and Wang 2011; Hussain et al. 2015) as a reference for the idea of entrepreneur-
ship orientation theory in SMEs. The literature gap in some previous studies focuses on
three major aspects of entrepreneurial orientation: risk-taking, proactiveness, and innova-
tiveness (Mahmood and Hanafi 2013; Zulkifli and Rosli 2013; Sirivanh et al. 2014; Anlesinya
et al. 2015; Paulus 2018), with a couple of additional aspects including autonomy and
aggressiveness (Madhoushi et al. 2011; Hussain et al. 2015; Panjaitan et al. 2021).

In addition, a study on the competitive advantages of SMEs has been conducted by
Heriyanto et al. (2021). The application of competitiveness is essential in SMEs because the
resilience of the SME business is closely tied to the relationship between business actors,
academics, practitioners, institutions, and the government in encouraging the development
of research related to competitive advantage in SMEs.

As an increase in competitive advantage, a suitable formulation of entrepreneurial
orientation is needed to determine the company’s position in facing competitors. A proac-
tive attitude and courage in making risky decisions are factors in the success and increase
the company’s ability. Creative and innovative attitudes are needed in the business en-
vironment because the rapidly changing environmental conditions require companies to
find innovative ways in business processes to generate profits. Decision-making, actions,
and behavior of a company are strongly associated with an entrepreneurial activity, which
refers to the entrepreneurial orientation of the company (Kraus et al. 2012). Therefore,
entrepreneurial orientation will continuously affect the company’s overall behavior and
become a mindset for achieving a competitive advantage (Ferreira et al. 2020). In addition,
the strategists (top-level managers) have autonomy in determining the company’s vision
and mission. They are individuals who have the capability, competence, and expertise
to read the market opportunities (Kiyabo and Isaga 2020). Therefore, this study wants to
confirm the five multidimensional entrepreneurial orientations by Madhoushi et al. (2011)
and Hussain et al. (2015). Then, according to Diaz and Sensini’s (2020) research, not all
entrepreneurial orientation variables significantly influence performance. Our study pro-
vides a quantitative approach by using the survey method. The quantitative approach was
chosen because the researcher tested the hypotheses that had been developed previously
and tested the relationship between the variables that formed the research model so that
the SMEs furniture studied can find out the multidimensional influence of entrepreneurial
orientation, which is dominant in generating competitiveness.

2. Literature Review
2.1. Risk-Taking and Competitive Advantage

Risk-taking is the commitment and willingness of managers to make risky decisions.
In addition, risk-taking is also a level of readiness to deal with any changes and events
and uncertain things (Lechner and Gudmundsson 2014). Risk-taking is an explicit action
taken when facing uncertainty. Research conducted by Zeebaree and Siron (2017) in small
and medium industries in Iraq shows that when a company dares to take risky actions and
can be very competitive with its competitors, the company will benefit and gain control of
market segments and obtain profitable new opportunities to anticipate uncertainty in the
future. The results of the Mahmood and Hanafi (2013) study on female entrepreneurs in
Malaysia showed that risk-taking is most influential on business success compared to other
dimensions in entrepreneurial orientation.
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Furthermore, suppose a company is willing to take risks and able to identify oppor-
tunities that exist. In that case, it can support the company’s creativity in innovating to
develop new products or applying new technology or procedure to the company’s internal
to produce high competitiveness. By these theories, this study suggests that risk-taking
affects the company’s superiority in competing, and therefore the hypothesis is:

H1. Risk-taking has a significant positive influence on competitive advantage.

2.2. Proactiveness and Competitive Advantage

Proactiveness relates to an initiative to anticipate problems or changes in the future
and look for profitable business opportunities. A proactive attitude is essential in en-
trepreneurial orientation because a proactive attitude plays a role in seeing the perspective
of conditions in the future. A proactive company will become a leader for its followers,
and the company is capable of acting as a first-mover compared to its rivals. In addition,
companies that are proactive always make good changes, identify opportunities, and have
the initiative (Anlesinya et al. 2015). Being proactive is a way of anticipating and action
based on the future that controls the market by dominating the distribution channel. Siri-
vanh et al. (2014) explain that proactive business is the market leader, not a follower. Li
and Zhou (2010) support this statement and then explain that proactive companies are
companies that are sustainable and have a competitive advantage. Being proactive is very
important in developing a new product or idea; companies need to be proactive to find and
exploit new opportunities (Lechner and Gudmundsson 2014). Thus, a strategy is needed
for companies to find new opportunities. Proactive companies will be able to increase
competitiveness and help companies find new opportunities, and then the competitive
advantage will be achieved if an innovative step is implemented (Huang and Wang 2011).
By these arguments, the hypothesis proposed:

H2. Proactiveness has a significant positive influence on competitive advantage.

2.3. Innovativeness and Competitive Advantage

Innovativeness is creativity supported by the company to provide new services and
products and new things in research and development to develop something new. In
addition, innovation can be interpreted as a new idea, new practice, or new object (Zulkifli
and Rosli 2013). Hussain et al. (2015) also said that innovation consists of processes that
go through many stages with different activities. Innovation focuses on applications and
develops creative solutions that arise in the general business environment. Entrepreneurial
orientation requires a commitment to innovate. According to Alarape (2013), innovation re-
flects that a business tends to be involved in supporting processes related to new ideas, new
technologies, and experimenting creatively to create new products and services. Based on
research conducted by Zeebaree and Siron (2017) on small companies in Iraq, competitive
advantage and innovation have a positive relationship. The results of research conducted
on SMEs in Malaysia show a positive link between innovation and competitive advantage
(Mahmood and Hanafi 2013). Results were also highlighted by the study conducted by
Madhoushi et al. (2011) in the small and medium industries, which also showed signif-
icant results between innovation and company competitive advantage. Entrepreneurial
orientation is an approach that focuses on innovation and the tendency for companies to be
pioneers in innovation. When a company has an entrepreneurial orientation, the process
and frequency of innovation will be better, resulting in being more effective for companies
to achieve competitive advantage. From these theories, hypotheses are:

H3. Innovativeness has a significant positive influence on competitive advantage.

2.4. Aggressiveness and Competitive Advantage

Aggressiveness is how the company deals with competitors and how it responds to
the demand in the market. It can be described as an organization that competes for market
demand. Another reason for competitive aggressiveness is being ready to compete and win
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the competition in the market (Madhoushi et al. 2011). Aggressiveness is how companies
respond to business conditions, especially to competitors, and respond to requests on the
market. The research conducted by Huang and Wang (2011) on companies in China state
that there are many profitable business opportunities in a dynamic business environment,
and aggressive companies are faster and more effective than competitors in responding to
business opportunities. Research by Hussain et al. (2015) shows that the performance of
SMEs in Malaysia is affected by competitive aggressiveness. Organizations that want to
challenge their competitors need to make aggressive strategies to excel in the market by
maintaining a solid market position against the efforts made by competitors. Aggressive-
ness can change market trends that can place the organization’s survival by introducing
innovative products with the best features compared to competitors’ products, providing
something new to the market, and using information about products and services before
competitors do. Competitive aggressiveness also encourages organizations to become
pioneers in the market and outperform their competitors (Madhoushi et al. 2011). These
arguments lead to the following hypothesis:

H4. Aggressiveness has a significant positive influence on competitive advantage.

2.5. Autonomy and Competitive Advantage

Autonomy is a future action regarding business concepts created by a team or individ-
ually. Hussain et al. (2015) stated that the basis of entrepreneurial and innovative behavior
is autonomy. Madhoushi et al. (2011) define autonomy as the ability and willingness to
work independently to seek opportunities when there is a challenge. The principle of
autonomy is dependent on management style and business structure in decision making.
Managerial attitude related to entrepreneurial orientation is oriented to the decision-making
process as a basis for actions and decisions in entrepreneurship. Alarape (2013) states that
innovative behavior in entrepreneurship is the basis of autonomy. Self-confidence is crucial
for entrepreneurs to make decisions to ensure the organization’s survival. Madhoushi
et al. (2011) explain through entrepreneurial orientation and the principle of autonomy
that is owned. The company can increase its capability to transform existing knowledge
into innovation and make it more effective in increasing its competency and generating
competitiveness. Autonomy refers to a person’s independence in creating ideas, then
presenting and implementing them to the organization. The achievement of a vision starts
from autonomy. Entrepreneurs can identify the market and follow the opportunities by
maximizing organizational resources to take advantage of opportunities. Research by
Hussain et al. (2015) shows that autonomy helps companies create new businesses and
improve business processes to achieve competitiveness. Autonomy is a prerequisite to stim-
ulating innovation in starting a new business, increasing organizational effectiveness and
increasing company profitability. Thus, autonomy is a driver of change in entrepreneurial
processes and activities within the organization. By that, the hypothesis is:

H5. Autonomy has a significant positive influence on competitive advantage.

3. Methodology

The research location is a furniture business in the western part of East Java, Indonesia.
Determination of the sample was done using variance-based partial least square (PLS) by
convenience sampling and nonprobability sampling with purposive sampling technique,
as suggested by Wong (2010).

3.1. Sample and Data

Respondents in this study were furniture producers and sellers in Western East Java
with an analysis unit of 70 male and 14 female furniture owners. The owner or leader
is an individual who knows most of the furniture business activities carried out and the
resources they have. The number of furniture business that operated for more than three
years was 73, and 11 SMEs furniture had been operating less than three years. In addition,
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58 SMEs furniture had many employees between 16–20, and 26 SMEs had employees under
16. The primary data used in this study is self-reported using a questionnaire (Cooper
2010). In this study, the questionnaire distributed to furniture entrepreneurs included in
the sample was 84 questionnaires, and the number of questionnaires returned fulfilled the
requirements and was feasible to be analyzed. Analysis and measurement of data used a
structural equation modeling approach (PLS version 3.0) with the analysis of models outer,
inner, and testing the hypotheses (W. W. Chin 2010).

3.2. Validity and Reliability Testing

In line with a suggestion by Wong (2010), an analysis of the model outer was performed
to ensure that the measurement used was a decent measurement (valid and reliable). Tests
conducted on the outer model consist of a test of convergent and discriminant validity,
composite reliability, and Cronbach alpha (Chin et al. 2013). Instrument to measure the
constructs of risk-taking, proactivity, innovation, aggressiveness, and autonomy adopted
from Madhoushi et al. (2011) and Hussain et al. (2015). In contrast, the instrument for
measuring competitive advantage is adopted from Zeebaree and Siron (2017) and Sirivanh
et al. (2014). Due to the absence of convergent validity problems, Hair et al. (2010) suggest
the next test is the problem related to discriminant validity. According to Ghozali (2008),
the method used to test discriminant validity is to look at the loading of items, as shown in
Table 1.

Table 1. Construct, item loading, average variance extracted (AVE), composite reliability, and
Cronbach’s alpha.

Construct Item Loading Average Variance
Extracted (AVE)

Composite
Reliability

Cronbachs
Alpha Description

Risk Taking
(RT)

RT1 0.517

0.454 0.803 0.713 Valid and
Reliable

RT2 0.792
RT3 0.630
RT4 0.636
RT5 0.758

Proactive
(PRO)

PRO1 0.757

0.500 0.803 0.752 Valid and
Reliable

PRO2 0.662
PRO3 0.862
PRO4 0.766
PRO5 0.631

Innovative
(INNO)

INNOV1 0.895

0.617 0.889 0.846 Valid and
Reliable

INNOV2 0.791
INNOV3 0.682
INNOV4 0.818
INNOV6 0.723

Aggresive
(AGG)

AGG1 0.769

0.474 0.815 0.736 Valid and
Reliable

AGG2 0.801
AGG3 0.547
AGG4 0.600
AGG5 0.690

Autonomy
(AUTO)

AUTO1 0.821

0.587 0.876 0.824 Valid and
Reliable

AUTO2 0.831
AUTO3 0.754
AUTO4 0.757
AUTO5 0.656

Competitive
Advantage

(CA)

CA1 0.643

0.509 0.837 0.755 Valid and
Reliable

CA2 0.659
CA4 0.662
CA5 0.737
CA7 0.847
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Wong (2010) explains that after no problems related to the measurement, the next
step is to evaluate the outer models (unidimensionality test model). The average variance
extracted (AVE), composite reliability, and Cronbach’s alpha was used to test unidimen-
sionality. For these indicators, the cut-off value is 0.5 so that all statement items in these
variables are reliable (Hair et al. 2010). Table 1 shows the composite reliability and Cronbach
alpha in the constructed value above 0.6. Therefore, there are no problems in the reliability
and unidimensionality test. The subsequent analysis tests the inner or structural models
(Ghozali 2008), as shown in Figure 1.

Economies 2022, 10, x FOR PEER REVIEW 6 of 12 
 

INNOV6 0.723 

Aggresive  
(AGG) 

AGG1 0.769 

0.474 0.815 0.736 
Valid and 
Reliable 

AGG2 0.801 
AGG3 0.547 
AGG4 0.600 
AGG5 0.690 

Autonomy (AUTO) 

AUTO1 0.821 

0.587 0.876 0.824 
Valid and 
Reliable 

AUTO2 0.831 
AUTO3 0.754 
AUTO4 0.757 
AUTO5 0.656 

Competitive 
Advantage  

(CA) 

CA1 0.643 

0.509 0.837 0.755 
Valid and 
Reliable 

CA2 0.659 
CA4 0.662 
CA5 0.737 
CA7 0.847 

Wong (2010) explains that after no problems related to the measurement, the next 
step is to evaluate the outer models (unidimensionality test model). The average variance 
extracted (AVE), composite reliability, and Cronbach’s alpha was used to test 
unidimensionality. For these indicators, the cut-off value is 0.5 so that all statement items 
in these variables are reliable (Hair et al. 2010). Table 1 shows the composite reliability 
and Cronbach alpha in the constructed value above 0.6. Therefore, there are no problems 
in the reliability and unidimensionality test. The subsequent analysis tests the inner or 
structural models (Ghozali 2008), as shown in Figure 1. 

 
Figure 1. Structure Model of Inner Model Analysis. Figure 1. Structure Model of Inner Model Analysis.

4. Results and Discussion

The success of a business can be influenced by risk-taking, which is an entrepreneurial
orientation dimension. The superiority company’s competitiveness will be achieved when
the company identifies existing opportunities and dares to take risks. The results of data
analysis for hypothesis 1 (Figure 1 and Table 2) show that risk-taking does not affect
competitive advantage. This result is the same as the research conducted by Stephen et al.
(2019)—that risk-taking does not affect the competitive advantage of SMEs in Nigeria. This
indicates that the studied furniture business is not ready to deal with all forms of change
and things full of uncertainty. We argue that the furniture business is also less prepared to
take risks and identify opportunities, making it less competitive against its competitors.
Furniture businesses surveyed also felt less trying to explore new markets; besides, the
research of furniture business did not switch to using huge resources (human and financial)
and was less involved in a large and risky project. The competitive advantage SMEs
studied furniture is not influenced by risk-taking. These results do not support research by
Mahmood and Hanafi (2013) and the theory put forward by Lechner and Gudmundsson
(2014) and Zeebaree and Siron (2017).
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Table 2. Path Coefficient.

T Statistics p Value Result

Risk Taking → Competitive advantage 0.666 0.506 Rejected
Proactive → Competitive advantage 6.071 0.000 Accepted
Innovative → Competitive advantage 3.998 0.000 Accepted
Aggressive → Competitive advantage 6.800 0.000 Accepted
Autonomy → Competitive advantage 4.540 0.000 Accepted
R Square: CA = 0.923 (92.3%)
Significant: t = 1.663 (sig.5% **)

** significant level at 5% p < 0.05.

Being proactive is important for the company to find and exploit new opportunities
and shape innovation in order to enhance the company’s competitiveness. The data analysis
for hypothesis 2 (Figure 1 and Table 2) shows that being proactive has a significant positive
effect on competitive advantage. The furniture business studied always took the initiative to
look for opportunities, and the future market needs to be a follow-up and anticipated. The
furniture business is also always looking for new opportunities in other lines of operations
(products and markets), and distribution channels can be dominated by controlling the
market. The proactive furniture business is considered a market leader, not a follower, by
always exploring potential and sustainable market benefits, having competitive advantages,
and always making better changes. This study supports the research conducted by Li and
Zhou (2010), Huang and Wang (2011), Sirivanh et al. (2014), and (Kuo et al. 2021). In line
with Diaz and Sensini’s research (2020), the proactive dimension significantly influences
performance. These results give policymakers helpful information about the proactive
factors that must be kept to help new businesses start and grow.

Innovation reflects the tendency of companies involved in supporting the process of
creativity and finding new things and ideas. An approach that focuses on innovation will
create a more effective competitive advantage. Then, for the analysis of data in hypothesis 3
(Figure 1 and Table 2), the results show that innovation has a significant positive impact
on competitive advantage. This indicates that the studied furniture business is always
willing to experiment with new products, support creativity and new things, and find
creative business solutions. This supports the theory of Alarape (2013) that innovation is
a creative process with new ideas and experiments in delivering new products, services,
and technologies. Research conducted by Ferreira et al. (2020) shows that innovation
capability significantly affects the competitive advantage of SMEs in Portugal. For example,
research by Chaithanapat et al. (2022) in Thailand explains that the quality of innovation is
important in small and medium enterprises (SMEs) and customer knowledge management
and leadership. When a company has an entrepreneurial orientation, the process and
frequency of innovations will be better, resulting in being more effective for companies to
achieve competitive advantage. These results support the study finding by Madhoushi
et al. (2011), Mahmood and Hanafi (2013), and Zeebaree and Siron (2017). According to
Ortigueira-Sánchez et al. (2022), innovation is the primary ability to drive a sustainable
competitive advantage.

The concept of aggressiveness encourages organizations to become market pioneers
and outperform competitors. Aggressiveness is done to change market trends and provide
product-related services using information technology in eccentric ways before competitors.
The explanation is supported by Sutejo and Silalahi (2021)—that the variable of competitive
aggressiveness strongly affects company performance. Data analysis for hypothesis 4
(Figure 1 and Table 2) shows that aggressiveness significantly impacts competitive advan-
tage. Aggressiveness can change market trends that can place the organization’s survival by
introducing innovative products with superior features that the competitors do not perform.
The researched furniture business always reacts to competitors, follows the trends and
demands of the market, and is always intensely finding out about the closest competitors.
Furniture businesses are also always ready to compete to outperform their competitors.
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These results support the theory of Madhoushi et al. (2011)—that the concept of competi-
tive aggressiveness also encourages organizations to become pioneers in the market and
outperform their competitors. The results support findings by Huang and Wang (2011)
and Hussain et al. (2015). In addition, research conducted by (Panjaitan et al. 2021) also
found that competitive aggressiveness affects business performance at private universities
in Indonesia. In order to support this result, aggressiveness can be carried out with the
entrepreneurial process of creating new businesses through a psychoanalytic approach to
entrepreneurial behavior, which is identified with three stages: dreams, business ideas,
and the creation of new businesses Metallo et al. (2021). This entrepreneurial process will
produce individuals who have ideas for creating new and competitive businesses.

Autonomy is one of the bases for innovative behavior and entrepreneurship that refers
to independence in presenting ideas or making and implementing decisions that bring
improvements in business processes to achieve competitiveness (Alarape 2013). Finally, the
data analysis for hypothesis 5 (Figure 1 and Table 2) shows that autonomy significantly
affects competitive advantage. The researched furniture business has a clear vision and
mission, has a clear organizational structure, is very confident in making decisions, has its
management style, and continuously increases effectiveness. Entrepreneurial orientation
is the managerially oriented attitude in the decision-making process and strategic actions
in entrepreneurship. Entrepreneur holds the right to make decisions, and therefore self-
confidence is crucial to ensure the organization’s survival. This study supports the theory
suggested by Madhoushi et al. (2011) and the study by Hussain et al. (2015). Coupled
with the findings, Benneth Uchenna et al. (2019) reveal that entrepreneurial orientation
consisting of autonomy drives SMEs’ performance in the State of Abia, Nigeria.

The analysis (Table 2) shows the value of R Square (R2) of 0.923 for competitive
advantage. It means that 92.3% of competitive advantage is influenced by risk-taking,
proactiveness, innovativeness, aggressiveness, and autonomy, while 7.7% of the competitive
advantage variable is influenced by other variables outside the variables not contained in
the research. The value of R2 obtained by more than 0.5 indicates that the model has a good
measure of goodness of fit (Hair et al. 2010).

5. Conclusions

This study provides several important things that can be considered in making deci-
sions related to furniture SMEs. SME should focus on three factors: time for innovation,
speed of innovation, and networking by developing company capabilities even before mar-
ket changes (Hilmersson and Hilmersson 2021). SMEs need to be aware of the importance
of international markets. SMEs need to work closely with external partners to strengthen
their technological innovation capabilities to improve their performance internationally
(Ryu et al. 2021). In addition, SMEs need to be proactive in alliances, and relational capital
is a key factor for international cooperation. So that they can be competitive, they need to
improve their ability to develop and use new technologies.

Thus, this can be an input for the government, especially the Ministry of Industry
of Indonesia and the Indonesian Creative Economy Agency (BEKRAF), to increase the
competitiveness of Indonesian furniture globally by providing incentives for SMEs furniture
actors in Indonesia. Besides that, the SMEs furniture understudy needs to be oriented
to entrepreneurship strategically in making decisions and actions and becoming more
proactive, innovative, aggressive, and autonomous, as well as taking risks to excel in
competition. As supported in research by Hoque (2018), Bernoster et al. (2020), and Fan
et al. (2021), the relationship of entrepreneurial orientation drives company performance
in achieving competitiveness. In addition, the SMEs furniture should formulate and
implement strategies that lead relative to superior performance facing competitors in the
same industry and provide more added value to customers. The growth of the wood
and craft furniture industry spread throughout Indonesia has great potential to grow and
develop in a long time, as do the research results conducted by Maryono et al. (2021) on
the woodcraft industry.
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Managerial Implication

Entrepreneurial orientation is required by SMEs furniture in East Java, Indonesia.
The dimensions of entrepreneurial orientation that have the most dominant influence in
this study are aggressiveness. Aggressiveness is the company’s reaction to the trends and
demands of competition in the market (Sutejo and Silalahi 2021) and (Panjaitan et al. 2021).
Therefore, the SMEs furniture needs to maintain and increase aggressiveness intensely
by responding to requests and competing to reach demand in the market. The furniture
industry is a labor-intensive industry that needs to be aggressive because the furniture
business has reliable local content. Besides, the role of investment is also very important
(Lewandowska 2021) in influencing the competitiveness of SMEs, such as investment
in machinery and equipment, investment in marketing activities, intellectual property
protection, and investment in training, which need to be increased. The resources of the
furniture industry are mainly from local natural resources (wood and rattan) combined
with handicraft products and typical Indonesian culture, so the furniture industry has
excellent prospects to spur economic growth in Indonesia.

Future research needs to dig deeper into the theory of aggressiveness in SMEs that we
have implemented in this research. There is more focus on looking at the aggressive side
than aggressively introducing innovative products into the market, giving eccentric sur-
prises to the market, and aggressively exploiting product and service information. Besides
that, the aggressiveness seen needs to include, for example, how to follow market trends
and demands aggressively and how to consistently and intensely find out about competi-
tors. In addition, future research needs to pay attention to the scope of the study because
this research is still limited to one area, namely the province of East Java in Indonesia, so it
cannot be compared with other regions in the same period with a broader sample.

Author Contributions: Conceptualization, A.L.P. and Y.B.H.; methodology, A.L.P. and Y.B.H.; soft-
ware, A.L.P.; validation, A.L.P. and Y.B.H.; formal analysis, A.L.P. and Y.B.H.; investigation, A.L.P.;
resources, A.L.P. and Y.B.H.; data curation, A.L.P. and Y.B.H.; writing—original draft preparation,
A.L.P. and Y.B.H.; writing—review and editing, A.L.P. and Y.B.H.; visualization, A.L.P.; supervision,
Y.B.H.; project administration, A.L.P.; funding acquisition, A.L.P. and Y.B.H. All authors have read
and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: All the data have been included in the manuscript.

Conflicts of Interest: The authors declare no conflict of interest.

References
Alarape, Aderemi Ayinla. 2013. Entrepreneurial orientation and the growth performance of small andmedium enterprises in

Southwestern Nigeria. Journal of Small Business and Entrepreneurship 26: 553–77. [CrossRef]
Anlesinya, Alex, Patrick Eshun, and Amy Afi Bonuedi. 2015. Entrepreneurial Orientation Dimensions and Profitability Nexus: Evidence

From Micro Enterprises in the Retail Sector in a Developing Country. International Journal of Small Business and Entrepreneurship
Research 3: 79–87.

Arifin, Samsul, and Nurul Komaryatin. 2020. Entrepreneurial Orientation, Role of The Government, and Partnership on Marketing Per-
formance of Furniture Export Smes: A Study on Furniture Export Companies in Jepara. Journal of Management and Entrepreneurship
Research 1: 24–36. [CrossRef]

Barney, Jay. 2002. Gaining and Sustaining Competitive Advantage. New York: Springer, vol. 104.
Bernoster, Indy, Jinia Mukerjee, and Roy Thurik. 2020. The role of affect in entrepreneurial orientation. Small Business Economics 54:

235–56. [CrossRef]
Chaithanapat, Pornthip, Prattana Punnakitikashem, Nay Chi Khin Khin Oo, and Sirisuhk Rakthin. 2022. Relationships among

knowledge-oriented leadership, customer knowledge management, innovation quality and firm performance in SMEs. Journal of
Innovation and Knowledge 7: 100162. [CrossRef]

Chin, Wynne W. 2010. How to write up and report PLS Analyses. Handbook of partial least squares: Concepts, methods and
applications. In Springer Handbooks of Computational Statistics. New York: Springer.

http://doi.org/10.1080/08276331.2014.892308
http://doi.org/10.34001/jmer.2020.6.01.1-3
http://doi.org/10.1007/s11187-018-0116-3
http://doi.org/10.1016/j.jik.2022.100162


Economies 2022, 10, 139 10 of 11

Chin, Wynne W., Jason B Thatcher, Ryan T Wright, and Doug Steel. 2013. Controlling for Common Method Variance in PLS Analysis:
The Measured Latent Marker Variable Approach. In New Perspectives in Partial Least Squares and Related Methods. Edited by Herve
Abdi, Wynne W. Chin, Vincenzo Esposito Vinzi, Giorgio Russolillo and Laura Trinchera. Springer Proceedings in Mathematics &
Statistics. New York: Springer, vol. 56. [CrossRef]

Cooper, Donald R. 2010. Business Research Methods, 9th ed. New York: McGraw-Hill.
David, Fred R., and South Carolina. 2011. Strategic Management—Concept and Cases, 13th ed. Harlow: Pearson Education Limited,

Available online: http://202.28.25.105/e-learning/courses/703309/document/StrategicManagementDavid.pdf?cidReq=703309
(accessed on 3 March 2021).

Diaz, Enrique, and Luca Sensini. 2020. Entrepreneurial Orientation and Firm Performance: Evidence from Argentina. International
Business Research 13: 47. [CrossRef]

Dirgiatmo, Yong, Zarifah Abdullah, and Raja Haslinda Raja Mohd Ali. 2019. The role of entrepreneurial orientation in intervening the
relationship between social media usage and performance enhancement of exporter SMEs in Indonesia. International Journal of
Trade and Global Markets 12: 97–129. [CrossRef]

Fan, Mingyue, Sikandar Ali Qalati, Muhammad Aamir Shafique Khan, Syed Mir Muhammad Shah, Muhammad Ramzan, and Raza
Saleem Khan. 2021. Effects of entrepreneurial orientation on social media adoption and SME performance: The moderating role
of innovation capabilities. PLoS ONE 16: e0247320. [CrossRef]

Ferreira, Jorge, Arnaldo Coelho, and Luiz Moutinho. 2020. Dynamic capabilities, creativity and innovation capability and their impact
on competitive advantage and firm performance: The moderating role of entrepreneurial orientation. Technovation 92–93: 102061.
[CrossRef]

Ghozali, Imam. 2008. SEM Metode Alternatif Dengan PLS. Semarang: Badan Penerbit Universitas Diponegoro.
Hair, Joseph F., William C. Black, Barry J. Babin, and Rolph E. Anderson. 2010. Multivariate Data Analysis. In Vectors, 7th ed.

New Jersey: Pearson Prentice Hall.
Heriyanto, Meyzi, Achmad Fajri, Febrian Meilan Meilan, Sugiarto Tito Handoko, and Syofian Syofian. 2021. Competitive Advantage

in Small and Medium Enterprises (SMEs): A Systematic Mapping Study. Management Theory and Studies for Rural Business and
Infrastructure Development 43: 77–89. [CrossRef]

Hilmersson, Firouze Pourmand, and Mikael Hilmersson. 2021. Networking to accelerate the pace of SME innovations. Journal of
Innovation and Knowledge 6: 43–49. [CrossRef]

Hoque, Abu Shams Muhammad Mahmudul. 2018. The effect of entrepreneurial orientation on Bangladeshi SME performance: Role of
organizational culture. International Journal of Data and Network Science 2: 1–14. [CrossRef]

Huang, Shihping Kevin, and Yu Lin Wang. 2011. Entrepreneurial orientation, learning orientation, and innovation in small and
medium enterprises. Procedia—Social and Behavioral Sciences 24: 563–70. [CrossRef]

Hussain, Jawad, Kamariah Ismail, and Ch Shoaib Akhtar. 2015. Linking entrepreneurial orientation with organizational performance
of small and medium sized enterprises: A conceptual approach. Asian Social Science 11: 1. [CrossRef]

Kiyabo, Kibeshi, and Nsubili Isaga. 2020. Entrepreneurial orientation, competitive advantage, and SMEs’ performance: Application of
firm growth and personal wealth measures. Journal of Innovation and Entrepreneurship 9: 12. [CrossRef]

Kraus, Sascha, J. P. Coen Rigtering, Mathew Hughes, and Vincent Hosman. 2012. Entrepreneurial orientation and the business
performance of SMEs: A quantitative study from the Netherlands. Review of Managerial Science 6: 161–82. [CrossRef]

Kuo, Fang I., Wei Ta Fang, and Ben A. LePage. 2021. Proactive environmental strategies in the hotel industry: Eco-innovation, green
competitive advantage, and green core competence. Journal of Sustainable Tourism 30: 1240–61. [CrossRef]

Kusumawardhani, Amie. 2013. The Role of Entrepreneurial Orientation in Firm Performance: A Study of Indonesian SMEs in the
Furniture Industry in Central Java. pp. 1–283. Available online: https://pdfs.semanticscholar.org/4a09/b178adb006841c742b1
4b99aca62ebfcf93d.pdf?_ga=2.24526522.1674423331.1579992132-1515708840.1579295590 (accessed on 23 April 2022).

Lechner, Christian, and Sveinn Vidar Gudmundsson. 2014. Entrepreneurial orientation, firm strategy and small firm performance.
International Small Business Journal 32: 36–60. [CrossRef]

Lewandowska, Anna. 2021. Interactions between investments in innovation and SME competitiveness in the peripheral regions.
Journal of International Studies 14: 285–307. [CrossRef]

Li, Julie Juan, and Kevin Zheng Zhou. 2010. How foreign firms achieve competitive advantage in the Chinese emerging economy:
Managerial ties and market orientation. Journal of Business Research 63: 856–62. [CrossRef]

Madhoushi, Mehrdad, Abdolrahim Sadati, Hamidreza Delavari, Mohsen Mehdivand, and Ramin Mihandost. 2011. Entrepreneurial
Orientation and Innovation Performance: The Mediating Role of Knowledge Management. Asian Journal of Business Management
3: 310–16.

Mahmood, Rosli, and Norshafizah Hanafi. 2013. Entrepreneurial orientation and business performance of women-owned small and
medium enterprises in Malaysia: Competitive advantage as a mediator. International Journal of Business and Social Science 4: 82–90.

Maryono, Naili Farida, Ngatno, and Bulan Prabawani. 2021. Building innovation capabilities on collaboration and market orientation
for improving marketing performance of wood furniture craft. Humanities and Social Sciences Letters 9: 439–51. [CrossRef]

Metallo, Concetta, Rocco Agrifoglio, Paola Briganti, Lorenzo Mercurio, and Maria Ferrara. 2021. Entrepreneurial Behaviour and New
Venture Creation: The Psychoanalytic Perspective. Journal of Innovation and Knowledge 6: 35–42. [CrossRef]

Ong, Jeen Wei, Hishamuddin Bin Ismail, and Gerald Guan Gan Goh. 2010. The Competitive Advantage of Small and Medium
Enterprises (SMEs): The Role of Entrepreneurship and Luck. Journal of Small Business and Entrepreneurship 23: 373–91. [CrossRef]

http://doi.org/10.1007/978-1-4614-8283-3_16
http://202.28.25.105/e-learning/courses/703309/document/StrategicManagementDavid.pdf?cidReq=703309
http://doi.org/10.5539/ibr.v13n8p47
http://doi.org/10.1504/IJTGM.2019.100332
http://doi.org/10.1371/journal.pone.0247320
http://doi.org/10.1016/j.technovation.2018.11.004
http://doi.org/10.15544/mts.2021.07
http://doi.org/10.1016/j.jik.2020.10.001
http://doi.org/10.5267/j.ijdns.2018.7.001
http://doi.org/10.1016/j.sbspro.2011.09.004
http://doi.org/10.5539/ass.v11n7p1
http://doi.org/10.1186/s13731-020-00123-7
http://doi.org/10.1007/s11846-011-0062-9
http://doi.org/10.1080/09669582.2021.1931254
https://pdfs.semanticscholar.org/4a09/b178adb006841c742b14b99aca62ebfcf93d.pdf?_ga=2.24526522.1674423331.1579992132-1515708840.1579295590
https://pdfs.semanticscholar.org/4a09/b178adb006841c742b14b99aca62ebfcf93d.pdf?_ga=2.24526522.1674423331.1579992132-1515708840.1579295590
http://doi.org/10.1177/0266242612455034
http://doi.org/10.14254/2071-8330.2021/14-1/20
http://doi.org/10.1016/j.jbusres.2009.06.011
http://doi.org/10.18488/journal.73.2021.94.439.451
http://doi.org/10.1016/j.jik.2020.02.001
http://doi.org/10.1080/08276331.2010.10593491


Economies 2022, 10, 139 11 of 11

Ortigueira-Sánchez, Luis Camilo, Dianne H. Welsh, and William C. Stein. 2022. Innovation drivers for export performance. Sustainable
Technology and Entrepreneurship 1: 100013. [CrossRef]

Panjaitan, Hotman, Ida Bagus Cempena, Adiati Trihastuti, and Feliks Anggia Panjaitan. 2021. The Effect of Competitive Aggressiveness
on Business Performance: A Case Study of Private Universities in Indonesia. Journal of Asian Finance, Economics and Business 8:
875–84. [CrossRef]

Paulus, Ardianus Laurens. 2018. Entrepreneurship Orientation and Innovation Capability: The Role of Intellectual Resources as
Mediation (A Case Study of SMEs Furniture in Madiun East Java). Indonesian Journal of Business and Entrepreneurship 4: 151–60.
[CrossRef]

Ryu, Dongwoo, Kwang Ho Baek, and Junghyun Yoon. 2021. Open innovation with relational capital, technological innovation capital,
and international performance in SMEs. Sustainability 13: 3418. [CrossRef]

Sirivanh, Thongvanh, Sasiwemon Sukkabot, and Meta Sateeraroj. 2014. The Effect of Entrepreneurial Orientation and Competitive
Advantage on SMEs’ Growth: A Structural Equation Modeling Study. International Journal of Business and Social Science 5: 6.

Stephen, Otika Udoka, Nwaizugbo Ireneus, and Olise Chigbata Muses. 2019. Entrepreneurial Marketing Practices and Competitive.
European Journal of Business and Innovation Research 7: 1–30. Available online: https://www.academia.edu/download/59252769
/Entrepreneurial-Marketing-Practices-and-Competitive-Advantage20190514-126529-1kting4.pdf (accessed on 25 April 2022).

Sutejo, Bertha Silvia, and Marwin Antonius Rejeki Silalahi. 2021. Correlation Analysis Among Innovation, Risk-taking, Competitive
Aggressiveness, and Proactiveness on Company Performance in the Covid-19 Situation. In Proceedings of the 18th International
Symposium on Management (INSYMA 2021), Online, May 27–28; vol. 180, pp. 16–20. [CrossRef]

Uchenna, Eze Benneth, Oladimeji Moruff Sanjo, and Fayose Joseph. 2019. Entrepreneurial Orientation and Micro, Small and Medium
Enterprises (MSMES) Performance in Abia State, Nigeria. Covenant Journal of Entrepreneurship (CJoE) 3: 19–35.

Wibisono, Totok, Nuria Universari, and Yuli Budiati. 2020. Market Orientation, Entrepreneurship Orientation, and Company
Performance: Study on Small and Medium Industries (Smes) Furniture in Demak District. Economics and Business Solutions Journal
4: 20. [CrossRef]

Wong, Ken Kwong-Kay. 2010. Handling Small Survey Sample Size and Skewed Dataset with Partial Least Square Path Modelling. The
Magazine of the Marketing Research and Intelligence Association 20: 20–23.

Yoon, Junghyun, Ki Keun Kim, and Alisher Tohirovich Dedahanov. 2018. The role of international entrepreneurial orientation in
successful internationalization from the network capability perspective. Sustainability 10: 1709. [CrossRef]

Zeebaree, Mohammed R. Yaseen, and Rusinah Bt. Siron. 2017. The Impact of Entrepreneurial Orientation on Competitive Advantage
Moderated by Financing Support in SMEs. International Review of Management and Marketing 7: 43–52.

Zulkifli, R. Mohamad, and M. Mohd Rosli. 2013. Entrepreneurial Orientation and Business Success of Malay Entrepreneurs: Religiosity
as Moderator. International Journal of Humanities and Social Science 3: 264–75.

http://doi.org/10.1016/j.stae.2022.100013
http://doi.org/10.13106/jafeb.2021.vol8.no4.0875
http://doi.org/10.17358/ijbe.4.2.151
http://doi.org/10.3390/su13063418
https://www.academia.edu/download/59252769/Entrepreneurial-Marketing-Practices-and-Competitive-Advantage20190514-126529-1kting4.pdf
https://www.academia.edu/download/59252769/Entrepreneurial-Marketing-Practices-and-Competitive-Advantage20190514-126529-1kting4.pdf
http://doi.org/10.2991/aebmr.k.210628.004
http://doi.org/10.26623/ebsj.v4i1.2240
http://doi.org/10.3390/su10061709

	Introduction 
	Literature Review 
	Risk-Taking and Competitive Advantage 
	Proactiveness and Competitive Advantage 
	Innovativeness and Competitive Advantage 
	Aggressiveness and Competitive Advantage 
	Autonomy and Competitive Advantage 

	Methodology 
	Sample and Data 
	Validity and Reliability Testing 

	Results and Discussion 
	Conclusions 
	References

