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Abstract: This research revealed the model of 

entrepreneurial marketing, especially on Moslem fashion 

womenpreneurs. Recently, the opportunity for women in 

entrepreneurship with micro and small scale businesses 

(MSMEs) has increase. Womenpreneur also contributes to 

the field of human resource management, namely 

empowering women and playing a role in the nation's 

economy. The main reason is that they want to be 

independent, followed by the second rank who says that 

opening a business, especially the Moslem fashion 

business, as an effort to increase family income. 

Implementing the concept of entrepreneurial marketing 

requires supporting factors, namely market orientation, 

innovation, value creation, and risk-taking. The purpose of 

this research is to implement the model of entrepreneurial 

marketing on womenpreneurs. This research used a 

descriptive survey method through SEM (Structural 

Equation Models) analysis. Sample of this research is 209 

Moslem fashion womenpreneurs with a small business 

scale in West Java from different characteristics, both shar'i 

Moslem fashion (veiled), semi-shari'a and trendy. This 

research has been reduced the dimensions of previous 

studies, only focus on market orientation, innovation, and 

value creation, without risk-taking factors because 

womenpreneurs have been thinking first before they start 

the business and they have calculated risk factors. that 

value creation can be formed from market orientation and 

innovation. As we can say, market orientation and 

innovation are important factors in the formation of value 

creation for women entrepreneurs of small scale Moslem 

fashion in West Java By applying these concepts, it builds 

an effective entrepreneurial marketing performance for 

womenpreneur. 
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INTRODUCTION 

The development of business in the MSME sector is currently increasingly stretched, 

with the role of women in the business world turns out increasingly visible. If once a woman 

could only remain in the house and take all of the household matters, now gender equality has 

provided a great opportunity for womenfolk to be able to score achievements in their fields.  

The role of women in the economy is still limited because there is an assumption that 

women are only suitable to work as housewives. However, the contribution of women in the 

Indonesian economy is hindered by the stereotype that women must do domestic work while 

men work in technical and industrial fields. At present, the proportion of women in the 

company's top management is only five percent. Meanwhile, the majority of working women 

tend to be in the informal sector. Such conditions made women empowering have to face three 

major challenges, namely limited financial access, limited network and market access, and 

limited competence (Safyra, 2015). 

The developed number of women who become business owners in recent years currently 

has increased. Womenpreneur needs to get attention from several agencies, both private and 

government. Women also have a big role in the economic progress of a country. Based on a 

recent study conducted by the Asia Foundation, it shows that around 23 percent are women 

entrepreneurs. The amount, growing 8 percent every year. In Indonesia alone, the number of 

women entrepreneurs is mostly in the micro and small scale. Data from the Ministry of 

Cooperatives and SMEs in 2015 recorded, of the approximately 52 million MSME actors in 

Indonesia, as many as 60 percent of businesses are run by women. This woman's MSME has 

survived the most monetary, economic, food and energy crises that have befallen the world and 

Indonesia in the last 10 years. Thus, a lot of support should be given to women to become 

entrepreneurs. Seeing the very large number of women entrepreneurs, it is therefore expected 

that the number can continue to increase. In order, they can play a significant role in economic 

development in Indonesia (Lia; 2015). 

Womenpreneurs it is certain to find challenges, as for those challenges according to Das 

(2000) research, that only one-fifth of the womenpreneurs surveyed said that they opened their 

businesses because of "push" factors, such as the desire for a challenge, the need to try 

something yourself, the desire to be independent, and to show others that he is capable of 

running a business. The results showed that the main reason for a woman to open or do her own 

business was mostly because she wanted to be independent, followed by the second rank who 

said that opening a business as an effort to increase family income or help her husband. After all, 

his salary was insufficient besides that womenpreneur generally they were ready intake risks in 

running his business (Tambunan, 2012). The participation of women in various sectors is very 

high, following the advantages possessed by women such a diligent, conscientious, resilient, 

patient, honest, tough, high sense of responsibility, strong will, high spirits and discipline 

(Indiworo, 2017). 

Womenpreneurs in developing countries seem to play an important role in the economy 

and development process through women empowerment in these countries (De Vita, et al; 2013). 

If related to the growth of MSMEs (Micro, Small and Medium Enterprises) in the field of 

Moslem fashion, generally womenpreneurs from 2010-2015, especially in 2015 which has 
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indeed declined, this is allegedly the findings of funding a national and global economic 

slowdown but the West Java Provincial Government through West Java KUKM Office will 

continue to strive for better quality cooperatives, both through policies to improve cooperatives 

and other institutions and businesses (Dinas KUKM West Java Province, 2016). This is alleged 

that the quality of Moslem fashion products in West Java is still not good. The quality of Moslem 

entrepreneurs can be seen from their business performance which is also triggered by the 

existence of entrepreneurial marketing performance which can be formed, one of which is the 

market orientation (Sole; 2013). Furthermore, Morris, et al, (2002; 5) put forward the definition 

of entrepreneurial marketing that can be abbreviated, namely EM. EM is an opportunity to 

proactively identify and exploit to obtain and retain profitable customers through innovative 

approaches to risk management, resource leveraging and value creation. 

Moslem fashion entrepreneurs here dominate the most, according to Harry Ibrahim, as 

the Chairperson of the West Java branch of APPMI when interviewed at a press conference at 

the Estructura event, saying, "Moslem fashion for West Java feels the strongest for all of 

Indonesia. Proven Moslem fashion designers in Indonesia many in West Java and hijabs in West 

Java have strong communities, "(Banjarmasin Post, September 2014). Moslem fashion 

entrepreneurs in West Java are the most numerous, but these entrepreneurs in creating value or 

creating value in creating a clothing design for consumers are allegedly still inadequate. 

Value creation can be formed if business actors, especially MSMEs often innovate their 

products, this is following the research of Alshammari et al (2014), it was revealed that the 

underlying competitive advantage is the need to increase the ability of small companies to create 

uniqueness and need to apply the concept of learning culture to be a driver to get high added 

value in value creation and organizational innovation. In addition to innovation, there are market 

orientation factors that can support entrepreneurs in creating value for customers, this is 

following research revealed by Chung (2014), that market-oriented companies have a positive 

impact on the ability to create customer value significantly. 

The purpose of this paper is to build an entrepreneurial marketing model for women 

entrepreneurs by looking at the relationship between market orientation, innovation, and value 

creation, which can be divided into 1) influence between market orientation and innovation, 2) 

influence between market orientation and value creation, and 3) influence between innovation 

and value creation. 

 

LITERATURE REVIEW 

Entrepreneurial Marketing 

In 1987 a statement began to appear "marketing is a container in the entrepreneurial 

process" (Morris and Paul; 1987; 247). Bjerke and Hultman (2002: 15) also in his book revealed 

that "EM is a marketing in a small company that can grow through entrepreneurship". 

Morris, et al, (2002; 5) The definition of entrepreneurial marketing that can be 

abbreviated as EM. "EM is an opportunity for proactive identification and exploitation in 

obtaining and retaining profitable customers through a risk management, resource utilization, 

and value creation approach". In 2004 the EM definition emerged of a composition consisting of 

a proactive organizational focus on customer satisfaction through innovative and efficient value 

creation throughout the value chain (Miles and Darroch, 2004). 

Becherer et al (2008) revealed that entrepreneurial marketing is a marketing process of 

companies that pursue opportunities in uncertain market situations. Definition according to Hills, 
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et al (2010; 6) “EM is spirit, orientation as well as a process of pursuing opportunities and 

launching, and growing ventures that create perceived customer value through relationships, 

especially by employing innovativeness, creativity, selling, market immersion, networking, or 

flexibility”.  

Kraus, et al (2010: 26) combine marketing definitions according to AMA (American 

Marketing Association) with the understanding of entrepreneurship as follows “EM is an 

organizational function and a set of processes for creating, communicating and delivering value 

to customers and for managing customer relationships in ways that benefit the organization and 

its stakeholders, and that is characterized by innovativeness, risk-taking, pro-activeness, and may 

be performed without resources currently controlled”. 

Jones and Rowley (2011) were concluded that entrepreneurial marketing is a strategic 

direction by involving members in organizational practice to integrate customer preferences, 

competitor intelligence, and product knowledge through the process of creating and providing 

more value to customers. According to Hills and Hultman (2011) revealed that Entrepreneurial 

marketing is something that is considered more proactive, more innovative, more opportunities 

and growth-oriented, and more willing to take risks than conventional markets. Hacioglu et al, 

(2012) argue that entrepreneurial marketing is a process that is accompanied by an 

entrepreneurial spirit (marketing by founder-entrepreneur). Then according to Daniela IONIŢĂ, 

(2012; 147) “EM is a set of processes of creating, communicating and delivering value, guided 

by effectual logic and used a highly uncertain business environment”.  

Based on the definition of Entrepreneurial Marketing (EM), it can be revealed that EM is 

an organizational function in which there is a process that is more focused in capturing market 

opportunities to gain and retain profitable customers by creating value and establishing 

relationships with customers, then creativity is also needed and innovative and have 

preparedness in facing business risks. 

In this research, the focus will be on entrepreneurial marketing in building women's 

empowerment in developing their businesses that have creativity, and innovation to make things 

better, to be more competitive with the skills used in the fashion Moslem field and to be able to 

motivate themselves in improving their business (Karwati, et al; 2018). So the factors that are 

focused on are market orientation, innovation, and value creation, without using risk 

management, this is because generally, womenpreneurs have considered these factors in running 

their business. 

 

Market Orientation 

An entrepreneur needs to implement the right market orientation by applying the right 

concepts. Successful entrepreneurship can be seen from the side of how an entrepreneur can see 

market opportunities and our tenacity in doing business (Becherer et al, 2006), Jones and Rowley 

(2011) reveal that market orientation is a concept formed as part of Entrepreneurial Marketing 

applied in small businesses. this can apply market orientation in entrepreneurship. market 

orientation in entrepreneurship that can be said to be entrepreneurial. 

Narver and Slater (1990) revealed the original definition of market orientation as an 

organizational culture that most effectively and efficiently created the behaviors needed to create 

super buyer value and thus superior performance for business. Li, et al (2008) revealed that 

market orientation is a behavior that focuses on customer expectations and changes in market 

competition in achieving optimal performance in small businesses. Jime´nez-Zarco, et al (2008) 
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revealed that market orientation is a principle that results in a new orientation towards the 

company's relationship with customers and a focus on creating and maintaining these 

relationships. So the purpose of this conceptual orientation is a concept in running a business 

with a focus on customers, oriented to competitors and the interaction in the company. 

 

Innovation 

The concept of innovation from several previous researchers, according to Kemp, et al 

(2003), revealed that innovation is a process of renewal from input to competitor to output so 

that it will produce a performance. However, Wang and Ahmed (2004) further discussed that 

innovation in an organization is the overall innovative ability of a company to introduce new 

products to the market, or open new markets, by combining strategic orientation with innovative 

behavior and processes. Furthermore, the OECD Oslo Manual (2005) reveals that innovation is 

the implementation of significant changes to products (both goods or services), or new processes, 

marketing methods, or new organizational methods in business practices, workplace 

organizations or external relations. Furthermore, Kotler and Keller (2016; 611) also revealed 

their definition that "Innovation is a product, service or idea that some people perceive as 

something new no matter how long its history is". So the intended innovation in this concept is a 

renewal idea whether it is a product, process, or marketing method. 

 

Value Creation 

Value creation also could be applied to e-business as revealed in conceptual research 

according to Amit & Zott (2001) value creation is a potential in implementing e-business that 

depends on novelty, locking, complementary and efficiency. Peter, Linda. D (1997) revealed in 

his research that value creation is an activity by utilizing the effectiveness of IT in marketing 

including products and services that will create customer value in the long run, and competitive 

advantage. Furthermore, Johansson and Mollstedt (2006) revealed in their research that value 

creation is a process of creating a strong relationship between suppliers and customers and 

stakeholders in providing benefits through e-business services. Grönroos (2011), also made the 

concept that in supporting value creation in the process of corporate engagement with customers 

is a mutually beneficial marketing goal. However, Cravens & Piercy (2014) revealed that the 

concept of value creation is a process within CRM by providing benefits that include product 

performance that can meet customer needs and total costs. Then the value creation in this study 

is a process in which there is a novelty by providing benefits to customers, maintaining good 

relationships with customers, and can make products that have their characteristics. 

 

Entrepreneurial Marketing Concept 
Relationship Between Market Orientation and Innovation 

The relationship between market orientation and innovation can be revealed that 

innovation can occur if the company is market-oriented as revealed by Rosmayani's research, et 

al (2016) revealed in his research that market orientation can affect marketing performance 

through innovation. In this case, we can illustrate that market orientation is indeed related to 

innovation. 

Furthermore, Zainul, Astuti, Arifin, and Utami (2016) revealed in their research that 

market orientation can directly influence innovation, in other words, market orientation can 
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encourage every company to innovate because only if supported by complete market information 

can innovation run well. 

 

Relationship Between Market Orientation and Value Creation 

Value creation could be formed from market orientation while research that shows the 

relationship between market orientation and value creation is a research model that brings 

companies to grow from starting to focus on market orientation which will later produce value in 

companies where there is an element of competitive advantage to produce satisfaction for 

customers to make loyal customers (McNaughton et al, 2002). Besides Mauludin et al, (2013), 

revealed the results of his research that market orientation is an activity that has become a culture 

in an organization that will be very effective and efficient to create products that have superior 

value for customers. 

 

Relationship Between Innovation and Value Creation 

Research on the relationship between innovation and value creation could be explained 

the innovation in generally would have a direct impact on the performance of a business, as in 

the research of Haryanto and Haryono (2015), which revealed that there is a positive relationship 

between market orientation and innovation in achieving company performance. But this is 

different when referring to the research of O 'Cass and Sok (2012), which revealed in his 

research that the capability of innovation has a positive impact or influence in conveying value to 

customers. 

Based on the relationship between market orientation, innovation and value creation in 

shaping entrepreneurial marketing especially in Moslem fashions, it will produce a model that 

can be seen as follows: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework Of Entrepreneurial Marketing Model 

 

RESEARCH METHODS 

This research used quantitative method by using a descriptive survey and verification 

approach through SEM (Structure Equation Model). The research was conducted in West Java 

Province and has 209 Moslem fashion womenpreneur based on different characteristics, from the 

syar'i Moslem fashion (veiled), semi syar'i to the trendy, but Moslem fashion womenpreneur who 

produce and market Moslem clothing. This research uses a purposive sampling method with a 

questionnaire provided to Moslem fashion womenpreneurs. 

Market Orientation 

Inovation 

Value Creation 
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This research also uses an assessment to describe the results of a descriptive survey that 

can be seen in the following table: 

Table 1. The Category of Moslem Fashion Womenpreneur 

No 
Average 

Interval Score 

Category 

Market 

Orientation 
Innovation Value Creation 

1 1,00 – 1,80 Very not oriented 
Very not 

Innovative 
Very not Creative 

2 1,81 – 2,60 Not oriented Not Innovative Not Creative 

3 2.61 - 3.40 Less oriented Less Innovative Less Creative 

4 3.41 - 4.20 Oriented Not Innovative Creative 

5 4.21 - 5.00 Very Oriented Very Innovative Very Creative 

Source: Modication from J.Supranto and Nandan Limakrisna 2016. 

FINDINGS AND DISCUSSION 

Market orientation of Moslem fashion women entrepreneurs in West Java Province is 

derived through three dimensions, namely from customer orientation, competitor orientation, and 

coordination between functions. then for innovation, there are three dimensions, namely Product 

Innovation, Process Innovation, and Marketing Innovation. Furthermore, value creation consists 

of three dimensions, namely Customer Benefits, Business Uniqueness, and Business Partnership, 

which can be seen in the response table from the Moslem Fashion Womenpreneur. 
 

Table 2. Moslem Fashion Womenpreneur Responses 

Variable Dimension Avarages Criteria 

Market Orientation 

1. Customer Orientation  3,69 Oriented 

2. Competitor Orientation 3,32 Less oriented 

3. Interfunctional 

Coordination 
3,68 Oriented 

Innovation 

1. Product Innovation 3,68 Innovative  

2. Process Innovation 3,41 Innovative  

3. Marketing Innovation 3,40 Less Innovative 

Value Creation 

1. Customer Benefits 3,80 Creative 

2. Business Uniqueness 3,47 Creative 

3. Business Partnership 3,46 Creative 

Source: data was processed, 2019 

 

In table 2, it appears that the results of descriptive research from responses according to 

Moslem fashion women entrepreneurs in West Java tend to highlight the value creation of their 

products and they are more likely to be creative, but in terms of innovative, there are marketing 

innovation factors that are still less innovation, whereas in a management company innovation is 

an important factor that can create uniqueness (Ramli and Soelton, 2018). Furthermore, in terms 

of market orientation, they tend to be less oriented towards competitors, this is possible because 

they are still not observant in seeing the strategies carried out by competitors. Furthermore, the 

following can be revealed regarding verification analysis, the influence of market orientation on 

value creation and innovation on value creation. 
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Market orientation affects partially value creation  

The effect of market orientation on value creation can be seen in the results described in 

table 3 below : 

Table 3 Market orientation affects partially value creation 

Hypothesis  SE() tcount R
2
 Conclusion 

Market Orientation  

Value Creation 
0.39 0.071 5.68* 0.22 

Hypothesis 

Accepted 

* significant at =0.05  (t table =1.96) 
      Source: data was processed, 2019 

 

In table 3 above it is known that the market orientation variable has a significant influence on 

value creation, where tcount> ttable with a coefficient of determination R2 of 22%. It can be said 

that H0 was rejected and H1 is accepted. For more details can be described below:

Market 
Orientation

 x1

0.76

0.75

0.74

Value Creation

h1

0.79

0.78

0.36

0.79

MO1

MO2

MO3

VC1

VC2

VC3

0,39

 
 

   Source: data was processed, 2019 

 

Figure 2 Market orientation affects partially value creation  

 

In Figure 2, the results of the study show that market orientation consisting of customer 

orientation, competitor orientation, and coordination among functions, is one aspect that can 

affect medium value creation that is 22%. Then Moslem fashion womenpreneurs are increasingly 

market-oriented, the more creative. The Moslem fashion womenpreneur are also generally able 

to keep up with the development of the current Moslem fashion trend, able to read the 

competitive situation, as well as internal communication within the company so that they are 

likely to increasingly have high creativity especially from creating unique designs and 

maintaining business partnerships. 

For Moslem fashion womenpreneurs in the scale of small businesses in West Java, that 

market orientation has a role in the process of value creation or value creation. As revealed in his 

research Mauludin, et al (2013) that the implementation of market orientation in business will 

play a role in value creation. The essence of value creation itself is the comparison between the 

value of the benefits of sacrifice. It is not an easy task for Moslem fashion womenpreneurs to be 
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able to realize the concept of value creation. However, with a good understanding of market 

orientation and how the state of the market will be producing information about customers about 

customer desires for the Moslem fashion model, Moslem fashion trends, satisfaction of meeting 

customer needs, how products are suited to customer tastes, product excellence, understand 

changes in customer needs and wants, and understand the level of purchasing power of 

customers. 

Information about its competitors through the ability to read the Moslem fashion 

competition situation, observe the Moslem fashion competition situation, identify the strengths 

and weaknesses of the Moslem fashion competitor, identify the objectives to be achieved by 

competitors, identify areas or customer groups controlled by Moslem fashion competitors, and 

identify the strengths of the way marketing Moslem fashion products made bypassing. Moslem 

fashion womenpreneurs will coordinate with their employees in terms of discussing Moslem 

fashion products needed by customers, formal interaction in discussing strategies implemented in 

the company, discussing potential Moslem fashion customers, and disseminating information to 

all employees about market developments. So thus the of Moslem fashion womenpreneurs based 

on this will be able to design a value creation program or value creation of their products more 

effectively. 

 

Innovation affects partially value creation  

The effect of innovation on value creation can be seen in the results described in table 3 below: 

 

Table 4 Market orientation affects partially value creation 

Hypothesis  SE() tcount R
2
 Conclusion 

Innovation  Value 

Creation 
0.59 0.075 7.85* 0.42 

Hypothesis 

Accepted 

 * significant at =0.05  (t table =1.98) 
  Source: data was processed, 2019 

 

In table 4 above, as we have known that the innovation variable has a strong enough 

influence on the value creation where tcount> ttable with a coefficient of determination R2 of 42%. 

The illustrated that the contribution influence of innovation in forming a strong value creation 

that is equal to 42%. Innovation consists of three factors, namely product innovation, process 

innovation, and marketing innovation, while value creation consists of benefits for customers, 

business uniqueness and business partnerships. For more details can be described below: 

Innovation
x2

0.81

0.75

0.75
Value Creation

h1

0.79

0.78

0.36

0.79

INOV1

INOV2

INOV3

VC1

VC2

VC3

0,59

 
Source: data was processed, 2019 

Figure 3 Market orientation affects partially value creation 
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Figure 3 was the result of this research shows that innovation is one aspect that can affect 

value creation, by 42%. When compared with the magnitude of the effect between market 

orientation on value creation, this study shows that the effect of innovation on value creation is 

stronger. So, in this case, Moslem fashion womenpreneurs are increasingly innovative in 

determining their products, processes, and marketing, they are more creative in providing useful 

products while highlighting the uniqueness of their business and also maintaining their business 

partnerships. 

Sánchez-Gutiérrez, et al (2019), revealed in his research one of the factors that could be 

shaped customer value creation is marketing innovation so that it will later influence market 

competition. In realizing value creation for customers, Moslem fashion womenpreneurs in the 

small business scale in West Java need to carry out an innovation process that continues to be 

carried out primarily from product innovation in terms of following the Moslem fashion trend, 

material quality, and product design, then process innovation in terms of development the 

production process, the application of new technology, improvement in output quality, 

production costs, and marketing innovations in terms of product promotion updates, distribution 

channel systems, pricing techniques, following the Moslem fashion fair event, because 

innovation is a milestone in value creation as revealed by Špaček and Vacík (2016), that the 

company's ability to innovate is considered the most powerful value driver. 

 

Market Orientation

 x1

Innovation

x2

0.76

0.75

0.81

0.74

0.75

0.75

0.31

0.39

Value Creation

h1

0.79

0.78

0.36

0.79

0.59

MO1

MO2

MO3

INOV1

INOV2

INOV3

VC1

VC2

VC3

 
Source : data was processed, 2019 

Figure 4. The Effect of Market Orientation and Innovation on Value Creation 

 

Based on Figure 4 above, we can saw the following structural equation model : 

h1 = 0.39x1 + 0.59x2 +1 
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Note : 

h1 = Value Creation x2 = Innovation 

x1 = Market Orientation i= Residual 

 

Furthermore, to examine the effect of jointly - market orientation and innovation on value 

creation, statistically can be seen in the following table: 

 

Table 4 The Effect of Market Orientation and Innovation on Value Creation 

Hypothesis R
2
 F  Conclusions 

1 Market Orientation dan 

Innovation  Value Creation 

0.64 24.91* Hypothesis 

Accepted 

* significant at =0.05  (F table =3.03) 
Source: data was processed, 2019 

 

The results of the calculation of the influence of market orientation and innovation on value 

creation in table 4 above, it is known that simultaneous Market Orientation and Innovation 

variables have a significant effect on value creation where F arithmetic> F table with a 

coefficient of determination R2 of 64%. Where the 64% is obtained from the sum of the 

coefficient of determination between the effect of market orientation on value creation and 

innovation on value creation. The effect of market orientation and innovation examining on 

value creation, it could be interpreted that simultaneously market orientation and innovation have 

a significant effect on value creation, which contributes a strong influence of 64% to value 

creation. 

Womenpreneurs are increasingly oriented to the market formed through customer 

orientation, competitor orientation, and inter-function coordination and increasingly innovative 

in terms of product innovation, process innovation, and marketing innovation, it will be more 

creative in providing benefits to customers, highlighting the uniqueness of the business and 

maintaining business partnerships. 

The results of this research also showed that market orientation and innovation are 

important factors in the formation of value creation or value creation for women Moslem fashion 

entrepreneurs of small scale businesses in West Java. As revealed by Ansari and Dehghanan 

(2015) in their research that innovation here not only adjusts the relationship between market 

orientation and entrepreneurship but also adjusts the relationship between market orientation and 

value creation for customers, it can be said market orientation and innovation have a significant-

good effect it is towards entrepreneurship as well as value creation or value creation. However, if 

we look at the effect of market orientation and innovation on value creation partially, we can see 

how the influence of market orientation on value creation and the effect of innovation on value 

creation. 

 

CONCLUSION AND SUGGESTIONS  

Based on the quantitative research through the method of questionnaire distribution 

Market Orientation and Innovation have a strong influence on value creation in Moslem fashion 

womenpreneurs in West Java. This means that the more market-oriented and the more innovative 

the innovation, the more creative it will be in creating the value of the product. But innovation 
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has a stronger direct effect on value creation when compared to the direct influence of market 

orientation on value creation. 

Then it can be suggested for Moslem fashion womenpreneurs, should be more willing to 

explore the desires of consumers, more focused on the ability to identify the goals to be achieved 

by competitors. and the ability of Innovation to better identify areas or customer groups 

controlled by competitors. to further explore the ability to be able to reduce production costs 

which generally they experience difficulties, as well as more intense participation in fair events, 

especially Moslem fashion. Furthermore, more focused on exploring the ability to create fashion 

designs that are different from competitors, and need to be more actively involved in fashion 

organizations, especially fashion Moslem. 

But for policymakers namely the West Java KUKM Office and West Java IPEMI, to 

collaborate to be more proactive to invite Moslem fashion womenpreneurs to be actively 

involved in the community and increase the frequency of coaching through training to explore 

the potential of reading markets and the ability to innovate by highlighting the uniqueness design 

of Moslem fashion products. The uniqueness of these products can later be promoted through 

social media to achieve productive business performance for Moslem fashion womenpreneurs. 
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