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Abstract   
The present study aims to investigate the linkage of entrepreneurial motivation on marketing performance SME 
at the Covid-19 Pandemic. The study has been conducted through descriptive quantitative method. 
The questionnaire of the study developed to investigate entrepreneurial motivation and marketing performance, 
this survey to 169 entrepreneurs food and beverage have been selected as the sample. Data analysis was 
carried out using the statistical program package PLS version 19. The results of the study indicate that there 
is a direct and positive significant relationship between entrepreneurial motivation and marketing performance. 
Of the dimensions of entreprenerial motivation, self efficacy, creativity and innovation, need achievement, and 
future oriented is able to produce marketing performance. Conclusions of this research is mindset and strategic 
thinking positive can tolerate business problems and market share are increased. 
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1. Introduction 
Today, the organization's activities in a very dynamic environment, it is important and significant to attention to 
human resources as one of the effective capital for the company. In the past, scarce resources, technological 
advantages, patents and state regulations were competitive advantages. However, technological development, 
rapid innovation and the abolition of regulations led to the removal of boundaries. In the current environment 
requires flexibility, innovation and speed in market, development and management of knowledge, 
experiences, skills, and specialization (as called human capital) as a key factor for the effectiveness and 
sustainable business of successful marketing performance. 

In an effort to determine the growth factors of SMEs, several studies have focused on entrepreneurs and the 
environment. Another study looked at entrepreneurs, company and corporate strategy. But Baum, Locke, & Smith 
(2001) found different results, that entrepreneurial motivation (EM) has a direct impact on business growth while 
environment has an indirect effect. Motivation is generated from self-efficacy, growth goals and vision with other 
factors such as general and specific competencies chief executive officer and competitive strategy. In a follow-up 
study, Baum & Locke (2004) examined entrepreneurial motivation (consisting of goals, efficacy, and vision) found 
that all three had a direct effect on business growth. Business growth can occur due to three interrelated 
components: entrepreneurs, companies and strategy. These three things become the basis for entrepreneurs to make 
decisions, and choose the right strategy so that marketing performance runs to achieve its goals. The success of 
marketing performance can be measured by sales growth, profitability and market share growth (Nuryakin et al, 
2016; Kirca et al, 2005). 

This paper will focus on entrepreneurial motivation, arguing that EM is generally under-investigated in the 
entrepreneurship literature, especially on its contribution to marketing performance. In addition, previous theories 
and research often treat entrepreneurial motivation as if it already existed when someone became an entrepreneur. 
In fact, in the journey of entrepreneurship, this motivation plays an important role. However, EM is a different 
concept with a unique relationship to generate marketing performance as the spearhead of a business. Thus, this 
research problem is more interesting in some basic aspects because some of the assumptions that have been made 
so far have shifted. This paper has the following research objectives: To develop a comprehensive but concise 
model of the linkage of entrepreneurial motivation to marketing performance. 

 
2. Literature Review 
Entrepreneurship has become the main issue that is the focus of local government and community agreements 
(Avgerou and Li, 2013). At the same time, entrepreneurship can further enhance social stability and promote 
sustainable and rapid economic development. It is necessary to strengthen and analyze entrepreneurship motivation 
in an objective and practical manner. 

Entrepreneurial motivation is a process that activates and encourages entrepreneurs to exert higher efforts to 
achieve their entrepreneurial goals. Business continuity is the most important form of entrepreneurial motivation. 
Many researchers have noted aspects of entrepreneurial motivation, analyzing how various factors influence 
entrepreneurial motivation. Gerry et al. (2005) introduces new constructs and uniquely incorporates in defining 
entrepreneurial motivation i.e. the perceived net desire of entrepreneurs (NDSE), perceived self-efficacy (SE), and 
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tolerance for risk (TR). Su et al. (2020) explores the interaction between positive emotions and entrepreneurial 
motivation. The results showed that positive emotions significantly affect on entrepreneurship motivation and the 
entrepreneurial process of entrepreneurs. Barta et al. (2019) examines entrepreneurial motivation and result that 
the social mission factor is the main factor influencing entrepreneurial motivation. Rajabi et al. (2018) explores 
the relationship between entrepreneurial motivation and business development from the sales side, showing that 
entrepreneurial motivation has a positive effect on business development. 

The results of the study indicate that entrepreneurial motivation has a significant direct effect on the 
development and operations of the company. However, most of the studies investigating entrepreneurial 
motivation have not consistently analyzed the business and environmental impacts surrounding entrepreneurial 
perceptions. Therefore, entrepreneurial motivation is studied in relation to marketing performance as 
comprehensively as possible, entrepreneurial motivation as the inner driving force of entrepreneurs (Barba-
Sánchez and Atienza-Sahuquillo, 2017). Drawing on the above, that entrepreneurial motivation is an 
encouragement or enthusiasm to become an entrepreneur in any situation, refering to how to react to trends and 
competitive demands, market opportunities by taking the initiative and leading in the market. Dimensions of 
entrepreneurial motivation (Aima et al., 2020; Ismail et al., 2016) are opportunity motivation and survival 
motivation. The dimensions of opportunity motivation include: realizing dreams, proving yourself, and market 
opportunities. Dimensions of survival motivation include: getting rich, not satisfied with the status quo, and 
difficulty working. 

Previous research that discuss the relationship of entrepreneurial motivation to performance both in developed 
and developing countries have been widely carried out (Cachon et al., 2013; Robichaud, 2001; Halim, Mat, & 
Aziz, 2011). However, there has never been any research on the relationship between entrepreneurial motivation 
on performance where measurement is not seen from the financial side, but in terms of marketing performance in 
the perspective of business managers.  

Research develops various measures of business performance (Hadji, Monales and Dickson, 2000), using 
increased sales, employee satisfaction, profitability, and improvement market growth. Marketing performance is 
multidimensional (Clark, 2000; Clark and Ambler, 2001; Morgan, et al., 2002; Vorhies and Morgan 2003), because 
the concept of marketing performance reflects multidimensional character, it is necessary to have an integrated 
model to measure marketing performance. Marketing must have greater accountability and credibility (Luo and 
Donthu, 2006; O'Sullivan and Abela, 2007; Stewart 2008). The most important tools for measuring marketing 
performance, Clark (1999) are market share, customer satisfaction, customer loyalty/retention, brand equity, and 
innovation. An urgent need for further research on marketing performance is to apply a model using empirical data 
obtained from the perspective of business actors. In 2000, Clark developed a marketing performance measurement 
from a managerial perspective consisting of efficiency, adaptation, effectiveness, and satisfaction. Kirca et.al 
(2005), using measurements of customer satisfaction, employee satisfaction, sales growth, and profitability. 
However, providing entrepreneurial results does not affect marketing performance. Different measurements of 
marketing performance (Nuryakin et al, 2016), measured by sales growth, profitability and market share growth. 
Therefore, recommending a hypothesis: entrepreneurial motivation affects marketing performance. The model is 
illustrated in the following: 
 
 

 
 
 
 
 

Figure 1. Research Concept Framework  
 

3. Method 
The data have been collected using questionnaire. T-test is used to investigate, the validity of response then 
statistical analysis (i.e. regression andcorrelation) study the relationship between entrepreneurial motivation and 
marketing performance for hypotheses testing on the other hand. Descriptive analysis (i.e. mean, standard 
deviation) is employed to investigate the importance of entrepreneurial motivation and marketing performance. 
The questionnaire of the study developed based on indicators of Aima et al., (2020),  a n d Nuryakin, (2016) 
of marketing performance. 5-point Likert scale is used in developing the questionnaire to investigate 
entrepreneurial motivation and marketing performance factors.  

The population of this study consists of food and beverage SME entrepreneurs who have been 
operating for at least 3 years. Through Krejcie and Morgan sampling formula and simple random sampling 
method in accordance with the size, 169 entrepreneurs have been selected as the sample.  

Regression analysis used to assess the ability of the model to explain the linkage entrepreneurial motivation 

Entrepreneurial motivation 
Opportunity motivation 
Survival motivation 

Marketing Performance 
Sales growth 
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Profitability 
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and marketing performance, the dependent variable. As we test the model using regression, the appropriate 
comparative diagnostic is the Adjusted R2. 

 
4. Result and Discussion 
Based on statistical results obtained validity and reliability: 

Table 1. Validity and Reliability Test 

 
Based on table 1. the results show that all statements provide a correlation coefficient value > r table, thus all 

items are declared valid. While the reliable r value > 0.6, means that the variables of entrepreneurial motivation 
and marketing performance are reliable. 

The results of the causality equation of entrepreneurial motivation on marketing performance are as follows: 
Table 2. Regression Result 

Variable regression coefficient Tcount Sig. Desicion 
Entrepreneurial Motivation 0,737 13,937 0,000 Sig. 
Constants 
R  
R square 

Fcount 
Sig. F 
n  

 0,809 
 0,873 
 0,762 
 194,243 
 0,000 
 169   

Dependent Variable  = Marketing Performance 
Line equation :  Y = 0,809 + 0,737 X + ƹ 
F table  =  3,91 
t table   =  1,960 

Table 2. explains that the r-Square value of 0.762 shows a direct influence on entrepreneurial in the 23.8% 
model. The strength of the relationship between the two variables is 87.3% (R = 0.873). The resulting regression 
model (Fcount > Ftable = 194,243 > 3,91), it can motivation on marketing performance by 76.2%, so the influence of 
other variables that are not explained be said as a 'fit' model in explaining the influence of entrepreneurial 
motivation on marketing performance of food and beverage SMEs. On the basis of the resulting regression model 
Y = 0,809 + 0,737 X, revealed that entrepreneurship motivation has a positive effect on marketing performance 
(0.737), with a t-count value = 13.937 and a t-table value = 1.960 (t-count > t-table) at a significance value of 0.000 < 0.05 
so it can expressed that Ho is rejected or Ha is accepted. 

The results of the study found that, all indicators used to measure entrepreneurial motivation according to the 
perception of SMEs food and beverage is a business opportunity and survival. This result shows that food and 
beverage SMEs have entrepreneurial motivation that is formed from opportunities and survives, as previous studies 
by Aima et al., (2020) and Ismail et al., (2016), Robichaud, (2001). Marketing performance is the latent variable 
of micro-enterprises (buildings) which is formed from sales growth indicators, customer growth, and profitability 
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growth (Nuryakin et al, 2016). Research result shows that SMEs in this study still rely on the spirit, passion and 
drive to become entrepreneurs. 

The results of the analysis show that entrepreneurship motivation has a significant positive effect on the 
marketing performance of food and beverage SMEs. That is, the more enthusiasm and passionate in taking 
opportunities and surviving, the business in the food and beverage sector will growth and develop because business 
actors will work seriously to realize dreams that have implications for improving marketing performance as a 
business performance. 

An entrepreneur is a person who has an entrepreneurial nature and generally has the courage to take risk, 
especially in dealing with a business or company, depends on one's own ability and willingness (Rajabi, 2018). 
This opinion shows that entrepreneurship is closely related to the ability which includes the ability to manage the 
business and competent. These results support the research conducted by Halim (2011), Cachon, et al. (2013), who 
found that businesses that Those who have high motivation have much better business performance than those 
who have low motivation. These results are also in line with the results of research conducted by Baum, et.al. 
(2001) who found that personal aspects consisting of motivation and competence affect business growth. Lee and 
Tsang (2011) also found that the personal aspect is described by indicators of the need for achievement and 
achievement personal motivation shows a positive correlation with performance. 

 
5. Conclusion 
Food and beverage SMEs understand that entrepreneurial motivation is important in generating performance. This 
can be proven by the indicators used in the measurement entrepreneurial motivation. This means that 
entrepreneurial motivation to achieve progress and business growth is determined by the spirit and enthusiasm to 
take opportunities and survive. Excellent marketing performance in the food and beverage SME sector shows that 
it is determined by sales growth, customer growth, and increased profit growth. Entrepreneurial motivation has a 
positive and significant effect on marketing performance. This shows that the higher the spirit of managing the 
business, the better the business performance. Food and beverage SMEs need to foster entrepreneurial motivation 
within themselves to try their best to develop their own business 
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