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ABSTRACT 
Competitive advantage is realized through continuous sustainability 
(sustainable competitive advantages), so new strategies must be designed. 
The strategy designed will certainly be able to dominate both the old market 
and the new market. The main aim of this research is to analyze the 
influence of entrepreneurial orientation and customer relationship 
management on MSME competitiveness. This research uses a literature and 
field design with a causal associative approach. This study uses a research 
instrument test consisting of validity and reliability tests. The quantitative 
analysis consists of a normality test, regression test, hypothesis test, 
correlation test, and coefficient of determination. Data analysis confirms that 
entrepreneurial orientation and customer relationship management have a 
significant effect on MSME competitiveness. The implications of research on 
entrepreneurial orientation and Customer Relationship Management (CRM) 
on business competitiveness can provide valuable insights for Micro, Small, 
and Medium Enterprises (MSME) owners and related parties. Research on 
entrepreneurial orientation and CRM can help MSMEs develop more 
targeted business strategies. They can understand how innovation and 
customer relationship management can be key drivers of their business 
competitiveness. 
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INTRODUCTION 

Technological developments in the field of science and technology also 
provide changes to the global economic system (Basoeky et al., 2021). The 
opportunity that economic actors get in this digital era is that many business 
opportunities are opening up(Irwansyah et al., 2021). This opportunity is one of the 
motivations for the millennial generation in deciding to do business or become an 
entrepreneur (Sherly et al., 2020). As a generation that has grown up with 
technological developments, the speed of information and freedom to choose the 
desired business are plus points for becoming an entrepreneur (Sudrartono et al., 
2022). Apart from that, millennials are also aware of the high competition for jobs. 
The increasingly complex and heavy demands of life require everyone to be able to 
keep up with changes and be innovative and creative (Putri, et al., 2021). To become 
an entrepreneur requires encouragement both from within yourself and from outside 
or other people (Widati, 2022). In this chapter, we will discuss more about building 
entrepreneurial motivation. Looking at entrepreneurs today is different from before. If 
previously an entrepreneur was considered to have no future compared to an 
employee, now society views it differently (Silalahi et al., 2020). Entrepreneurs in the 
millennial era have their prestige and are more respected and respected (Putri et al., 
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2020). On the other hand, the size of an entrepreneur's income obtained from 
financial profits is in his own hands. Freedom to run a business and make decisions 
without being bound by various organizational bureaucratic rules 

Ideas and creativity have a role in developing products and services because 
they are the benchmark for developing various marketing activities for both products 
and services (Julyanthry et al., 2021). Various entrepreneurial successes worldwide 
are caused by ideas and creativity in developing businesses (Hasan et al., 2021). 
Tight competition in entrepreneurship encourages entrepreneurs to have high 
creativity (Sinaga et al., 2020). These ideas and creativity must be based on 
advanced thinking and new ideas different from existing products (Halim, Sherly, et 
al., 2021). Various creative ideas generally cannot be limited by space, form, or time 
and provide breakthroughs in the business world that initially seemed impossible 
(Halim et al., 2022). Currently, various innovations based on entrepreneurial ideas 
and creativity have become superior products and services (Siahaan et al., 2020). 
Competitive advantage means an attribute that a company has that may not be easy 
to repeat (Sudirman, Sholihah, et al., 2021). This is because competitive advantage 
is a characteristic that a company builds over time (Sudirman, Halim, et al., 2021). 
By integrating aspects of entrepreneurial orientation and CRM in research on 
competitiveness, we can gain a more holistic understanding of how these factors 
relate to and influence each other (Halim, Grace, et al., 2021). This opens 
opportunities to develop more integrated and effective strategies to increase 
business competitiveness and support economic growth.   

Entrepreneurial orientation in Micro, Small, and Medium Enterprises (MSMEs) 
has a very important role in shaping thought patterns, actions, and business 
success. The entrepreneurial orientation of MSMEs encourages innovative and 
creative attitudes (Liu et al., 2020). Creative entrepreneurs tend to find new 
solutions, develop innovative products, and adapt to market changes (Abdulkarim et 
al., 2021). Entrepreneurial orientation encourages MSMEs to build networks and 
collaboration. This includes partnerships with suppliers, business partners, and close 
customer interactions (Mamun et al., 2018). MSMEs that have an entrepreneurial 
orientation focus on increasing value for customers. They strive to provide products 
or services that are unique and provide significant added value (Anwar & Shah, 
2021). In a dynamic business environment, the essence of entrepreneurial 
orientation is believed to be the foundation for entrepreneurs to develop innovations 
related to competitiveness (Herlinawati et al., 2022); (Purba et al., 2022). 
Furthermore, (Lechner & Gudmundsson, 2014); (Ferreira & Coelho, 2020) state that 
companies with an entrepreneurial orientation are believed to be pioneers in product 
innovation and are proactive in supporting increased competitiveness of more 
competitive businesses. Entrepreneurship encourages MSME owners to continue 
developing their skills and knowledge. This includes an understanding of the market, 
current technology, and business management. Therefore, based on several 
previous research results, we can develop a hypothesis: 

H1:Entrepreneurial orientation influences MSME Competitiveness 
Customer Relationship Management (CRM) is a strategic approach to 

managing and building customer relationships (Odoom et al., 2017). For Micro, 
Small, and Medium Enterprises (MSMEs), implementing CRM can have a significant 
impact on improving customer satisfaction, retention, and competitiveness 
(Supriyanto & Setiyawati, 2021). CRM helps MSMEs better understand customer 
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needs, preferences, and behavior. Centralized customer data helps in creating more 
accurate customer profiles (Guha et al., 2018). With detailed customer information, 
MSMEs can provide personalized services tailored to individual customer needs, 
increasing satisfaction and loyalty (Juwita & Anggraini, 2007). CRM helps MSMEs 
analyze customer data to understand preferences better, purchasing trends, and 
behavioral patterns (Suharto, 2013). This information can be used for strategic 
decision-making. With a comprehensive view of customer profiles, MSMEs can 
identify opportunities for cross-selling and upselling (Özgener & Iraz, 2006). This not 
only increases revenue but also maximizes the lifetime value of each customer, 
contributing to the financial strength and competitiveness of the business (Kosiba et 
al., 2018). Several previous study results confirm that CRM has a significant 
influence on business competitiveness (Rosalina et al., 2017); (Lemy et al., 2019). 
Therefore, based on several previous research results, we can develop a 
hypothesis: 

H2:Customer relationship management influences MSME Competitiveness 
Research on competitiveness by focusing on entrepreneurial orientation and 

customer relationship management (CRM) has special urgency, especially in 
modern business and economics. From the aspect of entrepreneurial orientation, this 
research can help identify the relationship between entrepreneurial orientation and 
innovation. A deeper understanding of how entrepreneurship stimulates innovation 
can fuel the development of new products and services that support competitiveness 
(Novitasari & Zuraida, 2015); (Sadalia et al., 2020). Then, from the customer 
relationship management aspect, examining CRM implementation can reveal how 
personalizing customer experiences can improve brand perception and provide a 
competitive advantage. This impacts competitiveness through higher customer 
satisfaction (Rosalina et al., 2017); (Guha et al., 2018). On the other hand, this 
research can help identify how CRM integration with business processes can 
improve operational efficiency and provide better customer service. From the 
problems above, the formulation of this research problem is to analyze the influence 
of entrepreneurial orientation and customer relationship management on MSME 
competitiveness. 

 
METHOD 

  This research uses a literature and field design with a causal associative 
approach. The sampling method used in this research is the convenience sampling 
method, which was chosen because it is the fastest method due to time constraints, 
and anyone who accidentally meets the researcher can be used as a sample if that 
person is deemed suitable as a data source. According to (Hair, 2014), if the 
population size is unknown, the sample size can be determined from 5-10 times the 
number of indicators used in a single construct. This research uses 13 indicators 
from 3 existing variable dimensions, so the number of research samples obtained is 
13 x 10 = 130. Data collection in this research used the observation method by 
observing directly in the field, and documentation came from secondary data in the 
form of documents and structured interviews using questionnaire instruments. This 
study uses a research instrument test consisting of validity and reliability tests. The 
quantitative analysis consists of a normality test, regression test, hypothesis test, 
correlation test, and coefficient of determination. 
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RESULTS AND DISCUSSION 
Validity and Reliability Test 

Table 1. Validity Test Results 

Variables 
Corrected items - Total 

correlation 
N of Items Test results 

Entrepreneurial Orientation 0.495 4 Valid 

Customer Relationship Management 0.612 5 Valid 

MSME Competitiveness 0.520 4 Valid 

Source: Processed SPSS Data (2023) 
Based on the validity test of Table 1 above, it is concluded that all indicators in 

the study have a value above 0.30, and the measurement items used in this 
research are valid. Next, a reliability experiment is carried out to measure the 
measurement items on the questionnaire items that describe the indicators of the 
variables. A questionnaire is reliable if a person's response to a question does not 
change or is normal occasionally. 

Table 2. Reliability Test Results 
Variables Cronbach's Alpha N of Items Test results 

Entrepreneurial Orientation 0.710 4 Reliable 

Customer Relationship Management 0.826 5 Reliable 

MSME Competitiveness 0.741 4 Reliable 

Source: Processed SPSS Data (2023) 
The results of the reliability experiment shown in Table 2 above prove that all 

indicators have a Cronbach alpha value for each instrument > 0.60, so it can be 
concluded that all the instruments used are reliable. 
Multiple Regression Test 

Table 3. Multiple Regression Test Results 

Model 
Unstandardized Coefficients 

t-count Sig. 

B Std. Error 

1 

(Constant) 16,313 4,224 3,860 ,005 

Entrepreneurial Orientation ,756 0.136 5,407 ,000 
Customer Relationship 
Management 

,425 0.142 2,807 ,006 

Source: Processed SPSS Data (2023) 
From the multiple linear regression above, the equation model is obtained: = 

16.313 + 0.756X1 + 0.425X2, which means that entrepreneurial orientation and 
customer relationship management positively affect MSME competitiveness. Based 
on these equations, it can be explained as follows: 
1. The constant value of 16.313 can be interpreted if the variables of entrepreneurial 

orientation and customer relationship management are considered zero, then the 
value of business performance will be in the range of values of 16.313. 

2. The value of the beta coefficient on the entrepreneurial orientation variable is 
0.756, which means that every change in the entrepreneurial orientation variable 
by one unit will result in a change in MSME competitiveness of 0.756 units with 
the assumption that the other variables are at a constant value. 

3. The beta coefficient value on the customer relationship management variable is 
0.425, which means that every change in the customer relationship management 
variable by one unit will result in a change in MSME competitiveness of 0.425 
units with the assumption that the other variables are at a constant value. 
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Simultaneous and Partial Hypothesis Testing 
To examine the variable binding simultaneously, experiment F is used. 

Simultaneous hypothesis testing attempts to analyze whether the variables of 
entrepreneurial orientation and customer relationship management can 
simultaneously influence MSME competitiveness. 

Table 4. Simultaneous Test Results 
Model Sum of Squares df F Sig. 

1 

Regression 1278,167 2 47,318 ,000b 

Residual 1047,500 127   

Total 2325,667 129   

Source: Processed SPSS Data (2023) 
Based on the results of the simultaneous test analysis in Table 5, the Fcount 

value is 47.318 > from Ftable with (0.05; 2 vs 128) of 3.07 or with a significant 0.000 
< 0.05, it can be interpreted as entrepreneurial orientation, and customer relationship 
management affects MSME competitiveness simultaneously. Subsequently, a partial 
test was conducted to partially analyze the effect of entrepreneurial orientation and 
customer relationship management on MSME competitiveness. Based on the results 
of data analysis in Table 3, the results of the t-test in this study are as follows: 
1. Entrepreneurial orientation has a significant level of 0.000 < 0.05, meaning that 

entrepreneurial orientation has a significant effect on MSME competitiveness. 
2. Customer relationship management obtained a significant level of 0.006 < 0.05, 

meaning that customer relationship management significantly influences MSME 
competitiveness. 

Coefficient of Determination Test 
The coefficient of determination is used to measure the ability of a model to 

explain the variation of the dependent variable. The results of the determination test 
in this study can be explained in Table 5 below: 

Table 5. Coefficient of Determination Test Results 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 
.740a ,549 ,537 3,595 

Source: Processed SPSS Data (2023) 
Based on the results of the data analysis in Table 6 above, the coefficient of 

determination value is 0.549, which means that the level of MSME competitiveness 
of 54.9% can be explained by entrepreneurial orientation and customer relationship 
management, while other factors can explain the remaining 45.1% not discussed in 
this study. 

 
CONCLUSION 

The results of this research conclude that entrepreneurial orientation is positive 
and has a significant effect on MSME competitiveness. Entrepreneurial orientation 
(EO) refers to the strategic mindset of a business that emphasizes innovation, risk-
taking, and proactiveness. EO encourages MSMEs to innovate their products, 
services, and processes. This innovation can lead to the development of unique and 
differentiated offerings, setting them apart from competitors and attracting 
customers. A high level of entrepreneurial orientation enables MSMEs to adapt 
quickly to changes in the market environment. This adaptability is crucial in dynamic 
and competitive markets, allowing businesses to seize opportunities and navigate 
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challenges effectively. Entrepreneurs willing to take calculated risks are more likely 
to explore new markets, invest in research and development, and initiate strategic 
partnerships. This risk-taking behavior can result in higher returns and increased 
competitiveness. Proactive MSMEs are better equipped to identify emerging trends 
and capitalize on them before competitors do. This forward-thinking approach allows 
businesses to stay ahead and respond effectively to changing customer demands. 
Entrepreneurial orientation encourages efficient and effective use of resources. 
MSMEs that optimize their resources, including financial, human, and technological, 
can improve operational efficiency and competitiveness. Entrepreneurs with a strong 
orientation often engage in networking and collaboration. Building relationships with 
other businesses, suppliers, and stakeholders can open up new opportunities, 
enhance knowledge sharing, and create synergies contributing to competitiveness. 

The results of this research conclude that customer relationship management 
has a positive and significant effect on MSME competitiveness. Customer 
Relationship Management (CRM) plays a crucial role in enhancing the 
competitiveness of Micro, Small, and Medium Enterprises (MSMEs) because CRM 
focuses on building and maintaining strong customer relationships. Satisfied and 
loyal customers are more likely to repeat business with MSMEs, reducing customer 
churn and contributing to long-term competitiveness. By using CRM tools and 
strategies to understand customer needs and preferences, MSMEs can tailor their 
products or services to meet customer expectations better. Higher levels of customer 
satisfaction often translate into positive word-of-mouth, referrals, and repeat 
business. CRM systems enable MSMEs to gather and analyze customer data, 
allowing personalized interactions. Personalization creates a more engaging and 
relevant customer experience, fostering a sense of connection and loyalty to the 
brand. CRM facilitates improved communication between MSMEs and their 
customers. Timely and relevant communication, such as promotional offers or 
updates, helps keep customers informed and engaged, enhancing the overall 
customer experience. CRM provides valuable insights into customer behavior and 
preferences through data analysis. With a comprehensive view of customer profiles, 
MSMEs can identify opportunities for cross-selling and upselling. This not only 
increases revenue but also maximizes the lifetime value of each customer, 
contributing to the financial strength and competitiveness of the business. 

This research has suggestions to be used as a reference for research and 
reference for decision-making for parties who have a relationship with MSME 
competitiveness. Regarding entrepreneurial orientation, Governments at the central 
and regional levels can facilitate training and coaching for MSME owners regarding 
entrepreneurship, innovation, and risk management. The training provides MSME 
owners with a deeper understanding of the concepts of entrepreneurship, innovation, 
and risk management. They can gain the skills to manage and grow their business 
more effectively. Furthermore, in the Customer Relationship Management (CRM) 
aspect, the government at the central and regional levels can facilitate technology 
integration to ensure the CRM system is connected to other business platforms, 
such as e-commerce or financial systems. Overall, facilitating technology integration 
is a key step to ensure MSMEs can leverage the full potential of CRM solutions and 
other business platforms. This not only improves operational efficiency but also 
provides a significant competitive advantage in this digital era. This research also 
confirms the weakness in the aspect of the sample size used, which is still unable to 
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generalize the characteristics of business actors as a whole; therefore, for further 
research, it is necessary to add a larger sample size and include several research 
variables that are not discussed in this research. Apart from that, for more complex 
models, you can use the data analysis method with the CB-SEM approach using the 
Amos application. 
 
Acknowledgment 

On this occasion, the writing team would like to express their deepest 
gratitude to the DRPM for the funding budget for the National Competitive Research 
Scheme for Beginner Lecturer Research in 2023. the research completion process. 
and writing of articles for Sekolah Tinggi Ilmu Ekonomi Sultan Agung and to the 
editorial team and reviewers of the International Journal of Business, Law, and 
Education (IJBLE), which always provide constructive input to improve this article. 
 
References 
Abdulkarim, K.-J., Ahamd, S. B., & Tariq, T. Y. A. (2021). Entrepreneurial 

Orientation, Market Orientation, Managerial Accounting and Manufacturing 
SMEs Satisfaction. Journal of Accounting Science, 6(1), 1–14. 
https://doi.org/10.21070/jas.v6i1.1590 

Anwar, M., & Shah, S. Z. A. (2021). Entrepreneurial Orientation And Generic 
Competitive Strategies For Emerging Smes: Financial And Nonfinancial 
Performance Perspective. Journal of Public Affairs, 21(1), 1–17. 
https://doi.org/10.1002/pa.2125 

Basoeky, U., Panggabean, S., Manu, G. A., Wardhana, A., Hoeronis, I., Adnan, Y., 
Maisarah, & Sudirman, A. (2021). Pemanfaatan Teknologi Digital: Dalam 
Berbagai Aspek Kehidupan Masyarakat. Media Sains Indonesia. 

Ferreira, J., & Coelho, A. (2020). Dynamic capabilities, innovation and branding 
capabilities and their impact on competitive advantage and SME’s performance 
in Portugal: the moderating effects of entrepreneurial orientation. International 
Journal of Innovation Science, 12(3), 255–286. https://doi.org/10.1108/IJIS-10-
2018-0108 

Guha, S., Harrigan, P., & Soutar, G. (2018). Linking Social Media to Customer 
Relationship Management (CRM): A Qualitative Study On Smes. Journal of 
Small Business and Entrepreneurship, 30(3), 193–214. 
https://doi.org/10.1080/08276331.2017.1399628 

Halim, F., Augustinah, F., Vidyanata, D., & Sudirman, A. (2022). Determinants of 
Intention to Use the TikTok Application among Generation Z. Jurnal Ideas: 
Pendidikan, Sosial Dan Budaya, 8(3), 721–727. 
https://doi.org/10.32884/ideas.v8i3.977 

Halim, F., Grace, E., Lie, D., & Sudirman, A. (2021). Analysis of Innovation 
Strategies to Increase the Competitive Advantages of Ulos Products in 
Pematangsiantar City. Jurnal Manajemen Dan Bisnis, 10(2), 80–90. 

Halim, F., Sherly, Grace, E., & Sudirman, A. (2021). Entrepreneurship And 
Innovation Small Business. Media Sains Indonesia. 

Hasan, M., Roslan, A. H., Hendrayani, E., Sudirman, A., Jamil, M., Sitaniapessy, R. 
H., Basoeky, U., Fauziah, Yasa, N. N. K., & Wardhana, A. (2021). 
Kewirausahaan. Media Sains Indonesia. 

Herlinawati, E., Suryana, Ahman, E., & Machmud, A. (2022). The Effect of 



 
International Journal of Business, Law, and Education 

Volume 4, Number 2, 2023 

 

1083 
 

Entrepreneurial Orientation on Smes Business Performance in Indonesia. 
Quantitative Economics and Management Studies (QEMS), 3(4), 630–649. 

Irwansyah, R., Syahputra, D., Ningsih, S., Hasan, M., Kristanto, T., Nugroho, L., 
Marwan, D., Febrianty, Sudirman, A., & Sudarmanto, E. (2021). Marketing 
Digital Usaha Mikro. Widina Bhakti Persada. 

Julyanthry, J., Putri, D. E., Lie, D., & Sudirman, A. (2021). MSME Competitive 
Advantages Reviewed From Entrepreneurship Insight And Market Orientation 
Aspects With Innovation As A Medium. Jurnal Manajemen Dan Bisnis, 10(2), 
30–40. 

Juwita, S. P., & Anggraini, F. (2007). Pengaruh Human Capital Terhadap Business 
Performance Melalui Customer Capital. Human Capital, 4(2), 1–206. 
https://doi.org/10.1017/UPO9788175968400 

Kosiba, J. P. B., Boateng, H., Okoe Amartey, A. F., Boakye, R. O., & Hinson, R. 
(2018). Examining Customer Engagement And Brand Loyalty In Retail Banking: 
The Trustworthiness Influence. International Journal of Retail and Distribution 
Management, 46(8), 764–779. https://doi.org/10.1108/IJRDM-08-2017-0163 

Lechner, C., & Gudmundsson, S. V. (2014). Entrepreneurial Orientation, Firm 
Strategy And Small Firm Performance. International Small Business Journal, 
32(1), 36–60. https://doi.org/10.1177/0266242612455034 

Lemy, D., Goh, E., & Ferry, J. (2019). Moving Out Of The Silo : How Service Quality 
Innovations Can Develop Customer Loyalty In Indonesia ’ S Hotels. Moving Out 
Of The Silo : How Service Quality Innovations Can Develop Customer Loyalty 
In Indonesia ’ S Hotels, 9(3), 1–18. https://doi.org/10.1177/1356766718819658 

Liu, C. H., Chang, A. Y. P., & Fang, Y. P. (2020). Network Activities As Critical 
Sources of Creating Capability and Competitive Advantage: The Mediating 
Role of Innovation Capability and Human Capital. Management Decision, 58(3), 
544–568. https://doi.org/10.1108/MD-08-2017-0733 

Mamun, A., Mohiuddin, M., Fazal, S. A., & Ahmad, G. Bin. (2018). Effect Of 
Entrepreneurial And Market Orientation On Consumer Engagement And 
Performance Of Manufacturing SMEs. Management Research Review, 4(1), 
133–147. 

Novitasari, D., & Zuraida, L. (2015). Pengaruh Orientasi Kewirausahaan dan 
Kompetensi Wirausaha terhadap Daya Saing (Studi Empiris pada UMKM di 
DIY). Jurnal Riset Manajemen, 2(2), 165. 

Odoom, R., Anning-Dorson, T., & Acheampong, G. (2017). Journal of Enterprise 
Information Management. Journal of Enterprise Information Management, 
30(3), 383–399. 

Özgener, Ş., & Iraz, R. (2006). Customer Relationship Management In Small-
Medium Enterprises: The Case of Turkish Tourism Industry. Tourism 
Management, 27(6), 1356–1363. https://doi.org/10.1016/j.tourman.2005.06.011 

Purba, E., Ariesa, Y., Saragih, L., Damanik, D., & Sudirman, A. (2022). Reviewing 
Sustainable Competitive Advantage: The Role of Entrepreneurial Orientation, 
Knowledge Management and Marketing Innovation In The Development of 
MSME. AdBispreneur : Jurnal Pemikiran Dan Penelitian Administrasi Bisnis 
Dan Kewirausahaan, 7(1), 17–27. 

Putri, D. E., Sudirman, A., Suganda, A. D., Kartika, R. D., Martini, E., Susilowati, H., 
Bambang, & Handayani, T. (2021). Brand Marketing. Widina Bhakti Persada. 

Putri, D. E., Sinaga, O. S., Agustina, S. S., Silitonga, H. P., & Sudirman, A. (2020). 



 
International Journal of Business, Law, and Education 

Volume 4, Number 2, 2023 

 

1084 
 

Minat Kunjungan Ulang Pasien yang Ditinjau dari Aspek Persepsi dan 
Kepercayaan pada Klinik Vita Medistra Pematangsiantar. Inovbiz: Jurnal 
Inovasi Bisnis 8, 8(1), 41–46. 

Rosalina, V., M., M., & Malik, A. (2017). Electronic Customer Relationship 
Management (E-CRM) Modeling on Micro, Small and Medium Enterprises 
(MSMEs) Banten. International Journal of Computer Applications, 175(3), 28–
33. https://doi.org/10.5120/ijca2017915488 

Sadalia, I., Muharam, H., & Mulyana, A. (2020). Entrepreneurial Orientation and 
Innovation to Competitive Advantage of Smes in North Sumatera Mediated with 
Business Financing Factor. Journal of Critical Reviews, 7(1), 236–240. 
https://doi.org/10.31838/jcr.07.01.42 

Sherly, Halim, F., & Sudirman, A. (2020). The Role Of Social Media In Increasing 
Market Share Of Msme Products In Pematangsiantar City. Jurnal Manajemen 
Dan Bisnis, 9(2), 61–72. 

Siahaan, Y., Susanti, E., & Sudirman, A. (2020). Effect of firm characteristics on firm 
value through triple bottom line disclosure: Pharmaceutical companies listed on 
Indonesia stock exchange. International Journal of Scientific and Technology 
Research, 9(2), 2228–2234. 

Silalahi, M., Komariyah, I., Sari, A. P., Purba, S., Sudirman, A., & Purba, P. (2020). 
Dasar-Dasar Manajemen & Bisnis. Yayasan Kita Menulis. 

Sinaga, O. S., Putri, D. E., Banjarnahor, A. R., Halim, F., Sudirman, A., Ilmu, T., 
Sultan, E., & Utara, S. (2020). Mampukah Citra Merek, Fasilitas dan 
Kepercayaan Meningkatkan Kepuasan Pengunjung Taman Hewan Kota 
Pematangsiantar. Inovbiz: Jurnal Inovasi Bisnis, 8(1), 151–157. 

Sudirman, A., Halim, F., Nainggolan, A. B., Butarbutar, N., & Sherly, S. (2021). 
Meninjau Hubungan Antara Penggunaan Media Sosial dan Orientasi Pasar 
Terhadap Kinerja Bisnis Sektor UMKM. Prosiding Seminar Nasional Ekonomi 
Dan Bisnis 2021 Universitas Muhammadiyah Jember, 165–179. 
https://doi.org/10.32528/psneb.v0i0.5165 

Sudirman, A., Sholihah, D. R., Putra, D. S., Trenggana, A. F. M., Widodo, S. A., 
HAsbi, I., & Martini, E. (2021). Pemasaran Kontemporer (Sebuah Tinjauan 
Teori Dan Praktis). Widina Bhakti Persada. 

Sudrartono, T., Nugroho, H., Irwanto, I., Agustini, I. G. A. A., Yudawisastra, H. G., 
Amaria, H., Nuryanti, N., Lidang, F., & Sudirman, A. (2022). Kewirausahaan 
UMKM Di Era Digital. Widina Bhakti Persada. 

Suharto, R. (2013). Analisa Pengaruh Supply Chain Management terhadap 
Keunggulan Bersaing dan Kinerja Perusahaan. Jurnal Business Accounting 
Review, 1(2), 1–10. 

Supriyanto, & Setiyawati, N. (2021). Pembangunan Aplikasi Mobile-Customer 
Relationship Management (M-CRM) Terintegrasi Pada UMKM. Jurnal IKRA-
ITH INFORMATIKA, 5(2), 118–127. 

Widati, E. (2022). Peran Marketing Dalam Sustainability. In A. Sudirman (Ed.), 
Business Sustainability: Concept, Strategies and Implementation (p. 206). 
Media Sains Indonesia. 

 


