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			Abstract | Local poultry agribusiness in Indonesia faces persistent challenges associated with supply chain inefficiencies, limited bargaining power among small-scale producers, inadequate coordination among market participants, and underdeveloped logistics infrastructure. These conditions weaken competitiveness and constrained marketing performance within the sector. This study aims to (1) examine the effects of supply chain management, marketing mix, and customer orientation on competitiveness, (2) assess the effects of these variables on marketing performance, (3) evaluate the influence of competitiveness on marketing performance, and (4) investigate the mediating role of competitiveness in the relationship between managerial capabilities and marketing performance in KUB chicken agribusiness. Data were collected from 250 agribusiness actors in Banten Province, Indonesia, consisting of 150 poultry farmers, 60 traders, and 40 food industry entrepreneurs. A quantitative survey was conducted involving 250 KUB chicken agribusiness actors in Banten Province, Indonesia, and the data were analyzed to examine both direct and indirect relationships among the study variables. The relationships among variables were analyzed using Covariance-Based Structural Equation Modeling (CB-SEM). The results show that supply chain management and marketing mix significantly improve competitiveness, whereas customer orientation has a significant direct effect on marketing performance but does not significantly influence competitiveness. Competitiveness significantly enhances marketing performance and serves as a mediating mechanism linking supply chain management and the marketing mix to it. These findings underscore the importance of improving supply chain efficiency, strengthening market oriented strategies, and enhancing competitiveness to achieve sustainable growth and superior marketing performance in local poultry agribusiness.
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			INTRODUCTION

			Local poultry agribusiness constitutes asn important component of Indonesia’s agricultural economy due to its contribution to food security, rural employment, and the provision of affordable animal protein for households (Sumiati et al., 2025) Despite its economic significance, the sector remains dominated by smallholder production systems that face persistent challenges, including low production efficiency, inadequate biosecurity practices, fluctuating feed prices, limited access to market information, and vulnerability to disease outbreaks (Saptana and Ilham, 2020). These constraints are further intensified by fragmented supply chain structures and weak coordination among market actors, resulting in limited bargaining power, restricted market access, and difficulties in competing with large vertically integrated poultry companies (Nurfadillah et al., 2018). To address these challenges, the Agency for Agricultural Research and Development (Balitbangtan) developed Kampung Unggul Balitbangtan (KUB) chicken as an improved local chicken breed with superior genetic characteristics, encompassing improved egg production, faster growth rates, better feed efficiency, and better adaptability to local environmental conditions compared with traditional indigenous chickens (Sudarsono et al., 2022) These advantages make KUB chicken a promising alternative for increasing smallholder productivity and farm income while meeting the increasing consumer demand for native chicken products. Nevertheless, despite its superior production characteristics, the commercialization of KUB chicken remains limited by fragmented supply chain coordination, inefficient distribution systems, inadequate market oriented production planning, weak promotional efforts, and insufficient understanding of evolving consumer preferences (Reardon et al., 2021; Wirtz and Lovelock, 2016). These constraints hinder producers from converting production advantages into sustainable competitive advantage and superior marketing performance (Saharan and Mishra, 2025; Teece, 2018). Accordingly, improving supply chain integration, strengthening market orientation, and aligning the production system with customer needs are crucial to increasing the competitiveness and long-term commercialization of KUB chicken agribusiness in Indonesia. (Mentzer et al., 2001).

			The expansion of indigenous poultry production is increasingly regarded as a strategic pathway to enhance food security, strengthen rural livelihoods, and advance the sustainable development of the poultry sector within developing countries. In Indonesia, local chicken breeds, including Kampung Unggul Balitbangtan (KUB) poultry, play a significant role in supplying animal protein while providing income opportunities for smallholder farmers (Hidayat and Asmarasari, 2015). The KUB chicken, developed through selective breeding programs, possesses superior production characteristics compared with traditional indigenous chickens, including improved growth performance, higher egg production, and better adaptability to local environmental conditions. Despite these advantages, the expansion and sustainability of KUB chicken agribusiness remain constrained by challenges related to market entry, supply chain coordination, and competitiveness (Bakrie et al., 2021).

			Indonesia’s poultry sector comprises two distinct production systems: the commercial broiler industry, largely dominated by vertically integrated companies, and the local KUB chicken agribusiness, primarily operated by smallholder farmers raising indigenous chicken breeds such as KUB chickens. Unlike the broiler sector, local poultry production relies heavily on small-scale operations, informal marketing channels, and decentralized distribution networks. Consequently, KUB chicken farmers often face challenges related to market access, limited bargaining power, inadequate market information, and weak coordination among value chain actors. These constraints reduce their ability to capture added value and strengthen their competitive position within the local poultry market (Saptana and Ilham, 2020). Inefficiencies in information exchange, coordination mechanisms, and institutional relationships among actors within the poultry value chain may further increase transaction costs and reduce overall supply chain performance (Jojo et al., 2021; Saptana and Ilham, 2020).

			Effective supply chain management is a fundamental component of livestock agribusiness, as it enables the efficient distribution of poultry products from producers to consumers while safeguarding product quality, enhancing market responsiveness, and supporting economic viability. Strong coordination, information sharing, trust, and collaborative relationships among farmers, traders, processors, and retailers can reduce transaction costs and improve operational efficiency throughout the poultry supply chain. Previous studies have demonstrated that enhanced coordination and contractual arrangements contribute to improved market efficiency, stronger competitiveness, and better agribusiness performance (Owot et al., 2023; Sgroi and Sciancalepore, 2022).

			In addition to supply chain efficiency, understanding consumer preferences and market-oriented strategies has become increasingly important for improving the competitiveness of local poultry products. As consumer demand shifts toward high-quality, safe, and locally sourced poultry products, KUB chicken producers must strengthen their market orientation and adapt their marketing strategies accordingly. Therefore, examining the relationships among supply chain efficiency, customer orientation, competitiveness, and marketing performance is crucial for developing sustainable measures that support the growth and competitiveness of KUB chicken agribusiness. These strategies can contribute not only to the financial viability of smallholder poultry production but also to the broader development of Indonesia’s local poultry sector.

			This study integrates the resource-based view (RBV) and market orientation perspectives to explain competitiveness and marketing performance in KUB chicken agribusiness. RBV emphasizes that valuable organizational resources and capabilities provide the internal foundation for achieving competitive advantage. From this perspective, supply chain management and marketing mix capabilities represent organizational capabilities that enable KUB chicken agribusiness actors to coordinate resources, improve operational efficiency, manage market offerings, and strengthen their competitive position. In contrast, the market orientation perspective emphasizes the importance of understanding and responding to market requirements, particularly customer needs. Customer orientation therefore represents the market-facing dimension through which firms align their capabilities with changing customer expectations. Thus, the two perspectives are complementary: RBV explains the internal resource perspective, Market Orientation accounts for external market responsiveness. Both perspectives are needed to understand the drivers of competitiveness in the KUB chicken sector (Barney, 1991; Teece, 2018).

			The Resource-Based View states that resources and competencies that are valuable, uncommon, inimitable, and efficiently organized within the company serve as the foundation for long-term competitive advantages. (Barney, 1991; Teece, 2018). In poultry agribusiness, these strategic resources include flock management capabilities, product quality assurance, biosecurity practices, supply chain management competencies, and efficient distribution networks. Such capabilities enable poultry enterprises to improve product quality, operational efficiency, and market competitiveness, thereby contributing to superior overall business success (Khan et al., 2022). Specifically within KUB chicken agribusiness, efficient supply chain management ensures prompt product distribution, reduces post-production losses, and enhances overall value across the poultry value chain (Sgroi and Sciancalepore, 2022).

			The RBV theory is complemented by Market orientation by emphasizing the importance of always identifying and responding to customer needs, market trends, and competitive dynamics. (Saharan and Mishra, 2025). Increasing consumer awareness regarding poultry meat quality, food safety, traceability, and animal welfare has intensified the need for customer-oriented strategies within the poultry sector (Ge, 2022). Firms that effectively gather market intelligence and translate customer preferences into product and marketing decisions are more likely to create superior customer value, strengthen customer loyalty, and improve marketing performance (Saharan and Mishra, 2025).

			Market orientation offers a useful lens to examine how customer orientation contributes to competitiveness and marketing performance in local poultry agribusiness. The theory emphasizes that firms can achieve superior performance by continuously identifying customer needs, responding to market changes, and creating superior customer value through market-responsive strategies. In the context of poultry agribusiness, customer orientation enables producers to align production, product quality, pricing, and distribution practices with evolving consumer preferences, thereby improving market responsiveness and competitive positioning. Recent evidence from poultry farms in the Philippines indicates that stronger market orientation, particularly customer responsiveness and market intelligence, enhances competitiveness, distribution efficiency, and long-term business sustainability in poultry enterprises (Juan, 2025). Similarly, studies in agribusiness sectors have shown that market-oriented firms are more resilient in the face of shifting market dynamics, adept at delivering customer value, and improve business performance through stronger innovation and marketing capabilities (Kamarudin and Bandera, 2025). In developing countries, customer orientation has also been associated with higher competitiveness and marketing performance because it encourages firms to understand consumer preferences, strengthen customer relationships, and differentiate their products in increasingly competitive markets (Crick, 2021). For KUB chicken agribusiness, customer orientation is particularly important because consumer demand for native chicken products is influenced not only by price, product quality, freshness, food safety, and product availability but also by socio-cultural and seasonal factors. In Indonesia, demand for native chicken products frequently increases during religious celebrations, traditional ceremonies, weddings, and other community-based cultural events, where indigenous chicken is often preferred for cultural and culinary reasons (Hidayat and Asmarasari, 2015; Reardon et al., 2021). Therefore, producers and supply chain actors who effectively understand and respond to both market preferences and socio-cultural consumption patterns are better positioned to strengthen market competitiveness and improve marketing performance.

			Supply chain management, the marketing mix, and customer orientation to enhancing competitiveness and business performance, relatively little is known about the specific mechanisms by which these capabilities jointly influence marketing performance through competitiveness in KUB chicken agribusiness in Banten,Indonesia. This gap is particularly evident in smallholder-based production systems, where market inefficiencies, high transaction costs, and weak value-chain integration continue to constrain competitive performance (Owot et al., 2023).

			Existing studies predominantly focus on operational performance or on direct relationships between managerial practices and business outcomes, while relatively few investigate competitiveness as a mediating construct that links internal capabilities, market responsiveness, and marketing performance within a fragmented agribusiness market structure. This gap is particularly important in developing economies where market imperfections, coordination failures, and high transaction costs often constrain agribusiness development (Owot et al., 2023).

			By positioning competitiveness as a latent mediating variable, this study extends the existing literature by demonstrating how supply chain management, marketing mix capabilities, and customer orientation jointly contribute to marketing performance by developing competitive advantages. The study argues that competitiveness emerges not only from operational efficiency and effective marketing strategies but also from agribusiness actors’ ability to identify and respond to customer needs and market dynamics. Drawing on evidence from Indonesia’s local poultry industry, the findings provide valuable insights into how supply chain integration, transaction cost reduction, market responsiveness, and value-chain coordination enhance competitiveness and ultimately improve marketing performance. These results contribute to a broader understanding of sustainable agribusiness development by integrating supply chain management, marketing mix, customer orientation, competitiveness, and marketing performance within a single analytical framework, particularly in the local poultry industry and smallholder-based KUB chicken agribusiness systems.

			This study integrates the resource-based view (RBV) and market orientation perspectives to explain competitiveness and marketing performance in KUB chicken agribusiness. RBV emphasizes that valuable organizational resources and capabilities provide the internal foundation for achieving competitive advantage. From this perspective, supply chain management and marketing mix capabilities represent organizational capabilities that enable KUB chicken agribusiness actors to coordinate resources, improve operational efficiency, manage market offerings, and strengthen their competitive position. In contrast, the market orientation perspective emphasizes the importance of understanding and responding to market requirements, particularly customer needs. Customer orientation therefore represents the market-facing dimension through which firms align their capabilities with changing customer expectations. Thus, the two perspectives are complementary: RBV explains the internal capacity of KUB chicken agribusiness actors to compete, whereas market orientation explains how these capabilities are aligned with external market needs and translated into market outcomes.

			This study aims to: (1) examine how supply chain management, marketing mix, and customer orientation affect the competitiveness of KUB chicken; (2) assess the effect of these three variables on marketing performance; (3) evaluate the consequences of competitiveness on marketing performance; and (4) investigate how competitiveness acts as a mediator between supply chain management and marketing mix concerning marketing performance.

			MATERIALS AND METHODS

			Research subject

			The research subjects consisted of actors involved in the KUB chicken agribusiness supply chain in Banten Province, Indonesia. These actors included KUB chicken farmers, traders, and culinary entrepreneurs who utilize KUB chicken as a primary production input. Farmers represented the production segment of the supply chain; traders performed distribution and marketing functions; and culinary entrepreneurs were downstream business actors who transformed poultry products into value added food products. Collectively, these actors play important roles in determining the competitiveness and marketing performance of the local poultry agribusiness sector. 

			Research location and data collection 

			The study was conducted purposively in four regencies of Banten Province: Pandeglang, Serang, Lebak, and Tangerang, which serve as centers for KUB chicken production and distribution. Geographically, Banten Province serves as a buffer zone for Jakarta, Indonesia’s capital city, providing direct access to dynamic urban markets. The dominance of small-scale poultry farming in this region makes it a representative setting for assessing supply chain efficiency, marketing mix execution, and the competitiveness of local poultry agribusiness. 

			This study employs a value chain actor approach, with all variables measured from the perspective of business actors. The construct of Customer Orientation (OP) is operationalized as players’ perceptions of consumer preferences, such as quality, pricing, and market demand dynamics. The study population includes poultry farmers, sellers, and KUB chicken culinary business players in Banten, with inclusion criteria of at least one year of involvement and a willingness to participate. Although the respondents were heterogeneous, they all operated within the same value chain system (Flick, 2022). Efforts to minimize potential bias were implemented by varying the categories of respondents and cross-validating respondents’ business characteristics.

			Sampling procedure

			The study population consisted of 715 actors involved in the KUB chicken agribusiness value chain across four regencies in Banten Province. These actors included KUB chicken farmers, traders, and culinary entrepreneurs. The population distribution was obtained from local agricultural offices, farmer group records, and business registries operating within the study area

			The sample size was calculated using a formula by Isaac and Michael (Sugiyono, 2021) for the population; therefore:

			[image: ]

			A post-hoc power analysis indicated that the sample of 250 achieves 0.95 power to detect a medium effect size (f² = 0.15) at α = 0.05, where s is the number of samples; λ^2 is the Chi-Square value at a confidence level of 95% (λ^2 3.841), P = Q is 0.5 (proportion of variance maximum); d is 0.05 (error margin 5%), and N is 715 (population). Sample size was calculated as follows: 
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			s=250.12 rounded to 250 samples

			The adequacy of the sample size was assessed using an a priori power analysis for structural equation modeling. The final structural model consisted of five latent variables and 20 observed indicators. Using (Soper, 2022) A-priori Sample Size Calculator for Structural Equation Models, with an anticipated effect size of 0.30, a significance level of 0.05, and a desired statistical power of 0.80, the minimum recommended sample size was 150 respondents. The calculator also indicated a minimum sample size of 128 based on the structural model requirements. Therefore, the higher value of 150 was used as the minimum sample-size criterion. The study obtained 250 valid responses, which exceeds the recommended minimum by 100 respondents (66.7%). This indicates that the available sample was adequate to detect the hypothesized effects with a statistical power of at least 0.80. This assessment is consistent with (Westland, 2010) who emphasized that SEM sample-size requirements should account for model complexity, minimum detectable effects, significance level, and statistical power rather than relying solely on rules of thumb.

			The sample of 250 respondents was proportionally selected from each actor category and regency to ensure adequate representation of the KUB chicken agribusiness value chain across the study area. The size met the minimum requirement of CB-SEM based on Maximum Likelihood (Kline, 2018; Sarstedt et al., 2021). Data collected from June to September 2024, in study areas.

			Research design and workflow

			To provide an overview of the research protocol and improve methodological transparency, Figure 1 presents the research design and workflow, including the study location and subjects, population identification, sample allocation, data collection period, measurement model assessment, structural 

			The research was conducted sequentially from the identification of the study location and value-chain actors to population and sample determination, data collection, measurement model evaluation, structural model testing, mediation analysis, and interpretation of the results. The study employed a cross-sectional survey design and did not involve any experimental intervention or treatment.

			Analysis method

			This analytical method employs covariance-based structural equation modelling (CB-SEM) to analyse the research objectives using maximum likelihood estimation in AMOS. Because it enables simultaneous estimation of latent constructs and structural correlations while accounting for measurement error, SEM-AMOS was used.(Kline, 2018; Sarstedt et al., 2021). 

			The analysis was conducted in two stages: measurement model evaluation and structural model evaluation. First, Confirmatory Factor Analysis (CFA) was performed to assess construct validity and reliability. Composite Reliability (CR), Average Variance Extracted (AVE), and standardized factor loadings were used to evaluate the measurement model. Second, the structural model was estimated to test the hypothesized relationships among supply chain management, marketing mix, customer orientation, competitiveness, and marketing performance. 

			Measurement model

			Model adequacy was assessed using multiple goodness-of-fit indices, including Chi-square/df, GFI, AGFI, CFI, TLI, RMSEA, and SRMR, in accordance with recommended SEM criteria. Assumption tests indicated that the data meet normality requirements (skewness–kurtosis within ±2) and show no multicollinearity (VIF < 3.3). Outliers are identified using z-scores and Mahalanobis distance (p < 0.001) and are evaluated substantively. The composite reliability (CR) and average variance extracted (AVE) had recommended cutoff values of values of CR ≥ 0.70 and AVE ≥ 0.50, respectively. RMSEA < 0.08, CFI, and TLI ≥ 0.90 are used to assess model fit. (Wahyuni, and Ghozali, 2019; Kline, 2018; Sarstedt et al., 2021).
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			Figure 1: Research design and workflow of the study.

			Instrument development

			The study instrument includes five latent constructs: supply chain management (SCM), marketing mix (MM), customer orientation (OP), competitiveness (DS), and marketing performance (KP). All indicators were derived from previously verified studies to ensure measurement accuracy and conceptual appropriateness within the agribusiness literature. The measurement model was developed based on established constructs from previous agribusiness and marketing studies. Each indicator was retained only if it demonstrated statistical adequacy and conceptual relevance to the context of KUB chichen agribusiness.

			The model depicted in Figure 2 illustrates the relationship between managerial aspects, customer orientation, and marketing performance of KUB chicken in Banten Province. The following is the initial measurement model for SEM in AMOS.

			Structural model specification

			The structural model in this research is constructed to test the theoretically specified relationship between supply chain management, marketing mix, and customer orientation, as well as its implications for marketing performance of KUB chicken agribusiness. Competitiveness is positioned as a latent mediating variable that bridges the effect of internal capabilities and market factors on marketing performance. The relationships among the variables were analyzed using Structural Equation Modeling (SEM) with a covariance-based approach in AMOS. The structural model positions Supply Chain (SC) Management, Marketing Mix (MM),and Customer Orientation (OP) as exogenous variables, while Competitiveness (DS) serves as a mediating variable, and Marketing Performance (KP) as an endogenous outcome variable. Thus, the structural equation is defined as follows:

			Competitiveness (DS):

			[image: ]

			Marketing Performance (KP):
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			By substituting equation (1) into (2), the KP equation becomes:
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			These specifications enable the assessment of both direct and indirect effects, allowing competitiveness to be tested as a mediator between strategic inputs (SC, MM, OP) and marketing performance (KP) outcomes.

			Based on the model structure, Supply Chain Management, Marketing Mix, and Customer Orientation are regarded as independent variables, Competitiveness as the mediator, and Marketing Performance as the dependent variable. This is consistent with findings from previous studies on agribusiness and marketing performance in emerging 
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			Figure 2: Initial measurement modle for sem-amos.

			markets (Flynn et al., 2010). Marketing Performance (KP) is measured as perceived performance, based on participants’ self-reported assessments. The measurement was conducted using a five-point Likert-scale questionnaire completed by KUB poultry agribusiness players, including farmers, traders, and food industry entrepreneurs actively involved in the value chain in Banten Province.

			RESULTS AND DISCUSSION

			Descriptive characteristics of respondents 

			A total of 250 respondents participated in this study, comprising KUB chicken farmers, traders, and culinary entrepreneurs from four regencies in Banten Province. Table 1 presents the socio demographic characteristics of the respondents. 

			Table 1 shows that based on gender, farmers and traders were predominantly male, accounting for 80.0% and 70.0%, respectively. In contrast, culinary entrepreneurs showed a more balanced gender distribution, with females representing 47.5% of respondents. This pattern indicates differences in gender roles along the KUB chicken supply chain, where primary production and trading activities are still dominated by men, while the downstream sector, particularly the culinary business, provides greater participation space for women. (Quisumbing and Pandolfelli, 2009)

			In terms of age, most farmers (31.3%) and culinary entrepreneurs (40.0%) were aged 40–49 years, while traders were primarily in the 30–39 years age group (31.7%). This indicates that respondents were generally within the productive working-age population. This age range falls within the productive age range, namely 15-65 years. This age is considered optimal because farmers have the experience, physical abilities, and knowledge to effectively manage a livestock business (Gharib et al., 2023). However, several other studies state that the productive age for chicken farmers is more limited, typically 25-45 years, because in this range, physical strength and adaptation to technology are still very good (Wichean and Sungsanit, 2022; Zhang et al., 2020). Meanwhile, farmers over 50 tend to experience physical decline despite their extensive experience (Adam et al., 2021; Brown et al., 2019). 

			Regarding education level, the majority of farmers had completed senior high school (50.0%), whereas traders and culinary entrepreneurs had relatively higher educational attainment, with 30.0% and 32.5%, respectively, holding a diploma or bachelor’s degree.

			For business experience, most farmers (38.7%), traders (35.0%), and culinary entrepreneurs (32.5%) had been engaged in their businesses for 5–10 years, indicating substantial experience in the poultry agribusiness sector.

			Table 1 shows that the frequency of KUB chicken purchases by traders and culinary businesses is relatively high. 40.0% of traders make purchases daily, while 47.5% of culinary businesses buy 2–3 times per week. This pattern 

			Table 1: Characteristics of respondents.

			
				
					
					
					
					
					
					
					
					
				
				
					
							
							Characteristic

						
							
							Category

						
							
							Farmers

						
							
							Traders

						
							
							Culinary Entrepreneurs

						
					

					
							
							Freq

						
							
							 (%)

						
							
							Freq

						
							
							 (%)

						
							
							Freq

						
							
							 (%)

						
					

					
							
							Gender

						
							
							Male

						
							
							120

						
							
							     80.0 

						
							
							42

						
							
							70

						
							
							21

						
							
							  52.5 

						
					

					
							
							 

						
							
							Female

						
							
							30

						
							
							     20.0 

						
							
							18

						
							
							30

						
							
							19

						
							
							  47.5 

						
					

					
							
							Age (years)

						
							
							< 30

						
							
							14

						
							
							       9.3 

						
							
							8

						
							
							13.3

						
							
							6

						
							
							  15.0 

						
					

					
							
							 

						
							
							30–39

						
							
							41

						
							
							     27.3 

						
							
							19

						
							
							31.7 

						
							
							4

						
							
							  10.0 

						
					

					
							
							 

						
							
							40–49

						
							
							47

						
							
							     31.3 

						
							
							18

						
							
							30.0 

						
							
							16

						
							
							  40.0 

						
					

					
							
							 

						
							
							50–59

						
							
							32

						
							
							     21.3 

						
							
							12

						
							
							20.0 

						
							
							10

						
							
							  25.0 

						
					

					
							
							 

						
							
							≥ 60

						
							
							16

						
							
							     10.7 

						
							
							3

						
							
							5.0 

						
							
							4

						
							
							  10.0 

						
					

					
							
							Education Level

						
							
							Elementary School

						
							
							27

						
							
							     18.0 

						
							
							9

						
							
							15.0 

						
							
							6

						
							
							  15.0 

						
					

					
							
							 

						
							
							Junior High School

						
							
							35

						
							
							     23.3 

						
							
							12

						
							
							20.0 

						
							
							9

						
							
							  22.5 

						
					

					
							
							 

						
							
							Senior High School

						
							
							75

						
							
							     50.0 

						
							
							21

						
							
							35.0 

						
							
							12

						
							
							  30.0 

						
					

					
							
							 

						
							
							Diploma/Bachelor

						
							
							13

						
							
							       8.7 

						
							
							18

						
							
							30.0 

						
							
							13

						
							
							  32.5 

						
					

					
							
							Business Experience (years)

						
							
							< 5

						
							
							26

						
							
							     17.3 

						
							
							11

						
							
							18.3 

						
							
							9

						
							
							  22.5 

						
					

					
							
							 

						
							
							5–10

						
							
							58

						
							
							     38.7 

						
							
							21

						
							
							35.0 

						
							
							13

						
							
							  32.5 

						
					

					
							
							 

						
							
							11–15

						
							
							45

						
							
							     30.0 

						
							
							12

						
							
							20.0 

						
							
							6

						
							
							  15.0 

						
					

					
							
							 

						
							
							> 15

						
							
							21

						
							
							     14.0 

						
							
							16

						
							
							26.7 

						
							
							12

						
							
							  30.0 

						
					

					
							
							Purchase Frequency

						
							
							Daily

						
							
							 

						
							
							 

						
							
							24

						
							
							40.0 

						
							
							14

						
							
							  35.0 

						
					

					
							
							(traders and culinary entrepreneurs)

						
					

					
							
							 

						
							
							2–3 times per week

						
							
							 

						
							
							 

						
							
							23

						
							
							38.3 

						
							
							19

						
							
							  47.5 

						
					

					
							
							 

						
							
							Weekly

						
							
							 

						
							
							 

						
							
							9

						
							
							15.0 

						
							
							6

						
							
							  15.0 

						
					

					
							
							 

						
							
							Less than once per week

						
							
							 

						
							
							 

						
							
							4

						
							
							  6.7 

						
							
							1

						
							
							    2.5 

						
					

				
			

			indicates that demand for KUB chicken is relatively stable and represents derived demand, that is, demand influenced by the needs of end consumers. Traders purchase daily to maintain stock availability and product freshness, while culinary businesses adjust purchasing frequency to production capacity, storage, and operational needs. This is in line with research by (Nurhasanah and Murwatiningsih, 2018), which found that in the chicken meat supply chain, business customers such as restaurants and retailers prioritize product freshness, delivery flexibility, and supply continuity over price alone. Therefore, purchasing daily or several times a week is a strategy to maintain product quality while increasing customer satisfaction. However, the results of this study differ from those of (Mintz et al., 2023) in Turkey, which found that most households purchased chicken only once a week (36.5%). This difference is due to the different characteristics of the respondents. Mintzet al.,’s study examined household consumers who purchased chicken for family consumption, resulting in lower purchase frequency and influenced by household storage capacity. In contrast, this study focused on business actors, namely traders and culinary entrepreneurs who must meet daily customer demand, thus requiring more frequent purchases.

			Measurement model validation

			The initial measurement model is calculated using Confirmatory Factor Analysis (CFA). The results indicate that several indicators have factor loadings below the 0.50 threshold and are not significant, and thus are unable to adequately represent the latent construct (Table 2). Indicators that do not meet these criteria (SC5, SC6, MM5–MM7, OP4–OP5, DS4–DS5, and KP5) were gradually eliminated to raise the reliability and validity of the measurement model. 

			Model fit and robustness assessment

			The initial goodness-of-fit model in Table 3 indicates that the structural model did not yet meet most SEM fitness criteria. Consequently, stepwise model modification was required, considering two primary aspects: modification indices and the theoretical alignment of indicators with their latent constructs. The elimination of indicators was not made solely on statistical considerations instead, indicators that are conceptually vital to representing the research variables were retained. This approach was adopted to maintain a balance between model fit and the constructs’ theoretical robustness. As a result, indicators SC5, SC6, MM6, MM7, OP4, OP5, DS4, and DS5 were eliminated. Although MM5 and KP5 exhibited low factor loadings, they were retained due to their theoretical importance. Alternative analyses without these indicators showed minimal change in the structural model.These results indicated that the model is sufficiently robust and appropriate for testing the proposed hypotheses and addressing the research objectives.

			Table 2: Measurement model assessment: factor loadings, composite reliability, and average variance extracted.

			
				
					
					
					
					
					
					
				
				
					
							
							Variable/ Kontruct

						
							
							Indicator

						
							
							Indicator Statement

						
							
							Loading Factor

						
							
							CR

						
							
							AVE

						
					

					
							
							Supply Chain Management (SC)

						
							
							
							0,88

						
							
							0,64

						
					

					
							
							
							SC1

						
							
							KUB chickens are available in markets all year long. 

						
							
							0.86

						
							
							
					

					
							
							SC2

						
							
							Distribution of KUB chicken from producers to consumers runs smoothly 

						
							
							0.78

						
							
							
					

					
							
							SC3

						
							
							Products reach consumers with maintained quality.

						
							
							0.77

						
							
							
					

					
							
							SC4

						
							
							Coordination between actors in the KUB chicken supply works well.

						
							
							0.79

						
							
							
					

					
							
							SC5

						
							
							Consumers can easily get the KUB chickens.

						
							
							0.07*

						
							
							
					

					
							
							SC6

						
							
							Semi-modern processing to maintain the natural flavor. 

						
							
							0.06*

						
							
							
					

					
							
							Marketing Mix (MM)

						
							
							
							0,82

						
							
							0,52

						
					

					
							
							
							MM1

						
							
							KUB chickens available are good quality.

						
							
							0.80

						
							
							
					

					
							
							MM2

						
							
							KUB chicken price is in line with the benefits gained. 

						
							
							0.87

						
							
							
					

					
							
							MM3

						
							
							The selling locations of KUB chickens are easy to reach.

						
							
							0.78

						
							
							
					

					
							
							MM4

						
							
							KUB chicken promotions are easy to find and are informative.

						
							
							0.76

						
							
							
					

					
							
							MM5

						
							
							Services from the KUB chicken sellers is satisfying. 

						
							
							0.10*

						
							
							
					

					
							
							MM6

						
							
							The transaction process of buying KUB chicken is easy and fast.

						
							
							0.03*

						
							
							
					

					
							
							MM7

						
							
							 The appearance and comfort of the KUB chicken sales locations are attractive.

						
							
							0.008*

						
							
							
					

					
							
							Customer Orientation (OP)

						
							
							
							0,85

						
							
							0,65

						
					

					
							
							
							OP1

						
							
							KUB chickens are considered healthy and high-quality products.

						
							
							0.87

						
							
							
					

					
							
							OP2

						
							
							KUB chicken value is higher than for broiler chickens.

						
							
							0.78

						
							
							
					

					
							
							OP3

						
							
							KUB chickens are suitable for consumption needs with a suitable flavor.

						
							
							0.74

						
							
							
					

					
							
							OP4

						
							
							Quality certification and information increase trust in KUB chicken.

						
							
							0.01*

						
							
							
					

					
							
							OP5

						
							
							KUB chickens have an appropriate size 

						
							
							0.01*

						
							
							
					

					
							
							Competitivene (DS)

						
							
							
							0,81

						
							
							0,59

						
					

					
							
							
							DS1

						
							
							The taste of KUB chickens is superior compared to similar products.

						
							
							0.79

						
							
							
					

					
							
							DS2

						
							
							KUB chickens have competitive advantages in the market.

						
							
							0.76

						
							
							
					

					
							
							DS3

						
							
							KUB chicken price is competitive with the price of alternative products.

						
							
							0.76

						
							
							
					

					
							
							DS4

						
							
							KUB chickens have a strong image or brand.

						
							
							0.016*

						
							
							
					

					
							
							DS5

						
							
							KUB chicken products continue to innovate and be on-demand among customers.

						
							
							0.05*

						
							
							
					

					
							
							Marketing Performance (KP)

						
							
							
							0,79

						
							
							0,48

						
					

					
							
							
							KP1

						
							
							The selling of KUB chickens indicates an increase.

						
							
							0.79

						
							
							
					

					
							
							KP2

						
							
							Brand awareness of the KUB chicken is increasing.

						
							
							0.80

						
							
							
					

					
							
							KP3

						
							
							The market share of KUB chicken is increasing.

						
							
							0.72

						
							
							
					

					
							
							KP4

						
							
							The profit from the selling of KUB chicken is increasing.

						
							
							0.77

						
							
							
					

					
							
							KP5

						
							
							The existence of KUB chicken in the market is increasingly widespread.

						
							
							0.07*

						
							
							
					

				
			

			General rules for SEM: loading ≥ 0.50 (ideal ≥ 0.70)* removed.

			Table 3: Initial model evaluation and modification.

			
				
					
					
					
					
					
					
					
				
				
					
							
							Indicator

						
							
							Ideal Limits

						
							
							Initial Model

						
							
							Evaluation Model

						
							
							Model After Modification Based On

						
							
							Evaluation Model

						
					

					
							
							MI

						
							
							Theory

						
					

					
							
							Chi-Square

						
							
							Smaller size is better

						
							
							1498.162

						
							
							Poor Fit

						
							
							233.587

						
							
							191.015

						
							
							Fit

						
					

					
							
							p value

						
							
							≥ 0.05

						
							
							0.000

						
							
							Not Fit

						
							
							0.040

						
							
							0.047

						
							
							Marginal Fit

						
					

					
							
							GFI

						
							
							≥ 0.90

						
							
							0.545

						
							
							Poor Fit

						
							
							0.917

						
							
							0.929

						
							
							Good Fit

						
					

					
							
							AGFI

						
							
							≥ 0.90

						
							
							0.457

						
							
							Poor Fit

						
							
							0.894

						
							
							0.907

						
							
							Good Fit

						
					

					
							
							RMSEA

						
							
							≤ 0.05

						
							
							0.117

						
							
							Poor Fit

						
							
							0.035

						
							
							0.028

						
							
							Very Good Fit

						
					

					
							
							RMR

						
							
							≤ 0.08 - 0.10

						
							
							0.269

						
							
							Poor Fit

						
							
							0.092

						
							
							0.082

						
							
							Marginal Fit

						
					

					
							
							CFI

						
							
							≥ 0.95

						
							
							0.654

						
							
							Poor Fit

						
							
							0.976

						
							
							0.986

						
							
							Very Good Fit

						
					

					
							
							TLI

						
							
							≥ 0.95

						
							
							0.615

						
							
							Poor Fit

						
							
							0.972

						
							
							0.983

						
							
							Very Good Fit

						
					

					
							
							NFI

						
							
							≥0.90

						
							
							0.598

						
							
							Poor Fit

						
							
							0.905

						
							
							0921

						
							
							Good Fit

						
					

					
							
							Multivariat Normality

						
							
							< + 2.58

						
							
							5.01

						
							
							 Not Normal 

						
							
							      1.890

						
							
							    1.681

						
							
							Normal

						
					

					
							
							Kurtosis

						
							
							
							25.972

						
							
							Not Normal 

						
							
							7.432

						
							
							6.306

						
							
							Normal

						
					

				
			

			After purification, each construct is reevaluated to ensure that its conceptual integrity remains intact. The Supply Chain Management (SC) management construct encompasses aspects of distribution coordination and supply availability, while the Marketing Mix (MM) reflects the core dimensions of product, pricing, and promotion strategies relevant to the local market. Customer Orientation (OP) focuses on the players’ understanding of market demand quality and dynamics. Competitiveness (DS) represents cost efficiency and product quality capabilities, whereas Marketing Performance (KP) reflects sales achievements and market expansion. Thus, although the number of indicators has been reduced, the remaining constructs still reflect the core dimensions most empirically relevant to the KUB chicken agribusiness system. Nevertheless, these findings underscore the need to develop more context- and sector-specific instruments in future studies. 

			Figure 3 shows that Supply Chain Management (SC), Marketing Mix (MM), and Customer Orientation (OP) act as exogenous constructs influencing DS, which in turn serves as an endogenous mediating variable. Furthermore, DS influences Marketing Performance (KP), which is a primary endogenous variable. This model specification allows for the concurrent examination of both direct and indirect relationships among the variables. Thus, it provides comprehensive insight into the mechanisms that influence the marketing performance of KUB chicken agribusiness.

			The goodness-of-fit comparison before and after modifications is presented in Table 3 which presents the two stages of model evaluation modification indices (MI) and theoretical considerations

			The goodness-of-fit data in Table 3 suggest that the structural model provides an acceptable fit to the observed data. Specifically, GFI (0.929), AGFI (0.907), CFI (0.986), TLI (0.983), and NFI (0.921) exceed the recommended benchmark values, whereas an RMSEA of 0.028 indicates a close fit between the hypothesized model and the empirical data. Although the obtained p-value (0.047) is marginally below the recommended significance level of 0.05, this finding is not unexpected, as both the chi-square statistic and its corresponding p-value are highly influenced by sample size. Accordingly, the evaluation of model fit is based on a combination of multiple goodness-of-fit indices rather than any single statistical criterion. As shown in Table 3, most goodness-of-fit indices fell into the ‘very good fit’ category. Furthermore, the results of the normality test show a multivariate critical ratio of 1.681, which falls within the ±2.58 range, thus fulfilling the assumption of multivariate normality. The kurtosis value of 6.306 also remained within acceptable limits. Consequently, the research model was deemed valid and suitable for testing the structural relationships among variables.

			In SEM with Maximum Likelihood (ML) estimation, the assumption of multivariate normality is a critical prerequisite to ensure the accuracy of parameter estimates, the validity of significance tests, and model fit (Kline, 2018; Sarstedt et al.,, 2021). The normality test results indicated that most indicators had skewness C.R. values ranging from -0.192 to -3.037.Several indicators exceed the threshold of ±2.58, specifically KP4 (-2.687), KP1 (-2.881), MM3 (-3.037), SC3 (-2.624), and SC2 (-2.641). The assessment of data normality showed that several observed indicators had critical ratio (C.R.) values outside the recommended range of ±2.58, indicating some departures from univariate normality. The multivariate kurtosis value was 25.972, with a critical ratio of 5.010, indicating a departure from multivariate normality. The Mahalanobis distance analysis identified several observations with p1 values 

			[image: ]

			Figure 3: Final structural model.

			below 0.05, including observations 6, 67, 224, and 52. However, their corresponding p2 values did not indicate that these observations were extreme relative to the overall multivariate distribution. Therefore, these observations were retained because there was insufficient evidence to classify them as serious multivariate outliers. Given the departure from multivariate normality, the robustness of the SEM model was further assessed using maximum likelihood bootstrap with 2,000 bootstrap samples and the Bollen–Stine procedure. The Bollen–Stine bootstrap resulted in a p-value of 0.250, which exceeded the 0.05 significance level, indicating that the hypothesized model could not be rejected based on the bootstrap assessment of model fit. These results provide additional support for the adequacy of the model despite the observed departure from multivariate normality. Furthermore, the multicollinearity assessment showed that none of the correlations among the observed indicators exceeded 0.90, indicating no evidence of severe multicollinearity (Byrne, 2016).

			Common method bias assessment

			To assess the potential for common method bias, Harman’s single-factor test was conducted using the 20 final measurement indicators. The first factor accounted for 30.178% of the total variance, which was below the commonly used 50% threshold. This result suggests that common method bias is unlikely to represent a major concern in the study. Nevertheless, all constructs were measured using self-reported questionnaires administered to the same respondents, which remains a potential limitation. Future research should incorporate objective performance measures and, where possible, data from multiple sources to further reduce the potential influence of common method variance.

			The results of the convergent validity and construct reliability assessments are presented in Table 2 show that most indicators have factor loadings above 0.70, indicating that they are capable of adequately representing the latent constructs. Every construct surpassed the 0.70 minimum benchmark for Construct Reliability (CR), specifically: supply chain at 0.88, marketing mix at 0.82, customer orientation at 0.85, competitiveness at 0.81, and marketing performance at 0.79. These results indicate that all constructs exhibit good reliability. Furthermore, the Average Variance Extracted (AVE) for each variable generally met the 0.50 threshold, specifically: supply chain at 0.64, marketing mix at 0.52, customer orientation at 0.65, and competitiveness at 0.59. Meanwhile, the marketing performance construct has an AVE of 0.48. Although the AVE for marketing performance (0.48) is slightly below the recommended threshold of 0.50, the construct reliability (0.79) exceeds the 0.70 benchmark, and convergent validity is considered acceptable. Discriminant validity was assessed using the Fornell-Larcker criterion. The square roots of AVEs for each construct exceeded the inter-construct correlations, confirming discriminant validity. (Fornell and Larcker, 1981). After indicator purification, the remaining indicators demonstrated satisfactory convergent validity and reliability, supporting the use of the measurement model for subsequent structural analysis (Sarstedt et al., 2021; Sarstedt and Liu, 2024).

			Structural model and hypothesis testing

			After confirming the model’s validity and robustness, the structural model was estimated to evaluate the hypothesized relationships among the study variables. The results of the structural model indicate that Supply Chain Management (SC) has a positive and significant effect on Competitiveness (DS) (β = 0.220, p = 0.032), thereby supporting H1, which proposed that Supply Chain Management (SC) positively affects Competitiveness (DS). Similarly, the Marketing Mix (MM) has a positive and significant effect on Competitiveness (DS) (β = 0.380, p = 0.001), supporting H2. In contrast, Customer Orientation (OP) does not have a significant positive effect on Competitiveness (DS), as indicated by its negative and statistically insignificant path coefficient (β = −0.020, p = 0.776); therefore, H3 is not supported. Competitiveness (DS), however, has a significant positive effect on Marketing Performance (KP) (β = 0.450, p < 0.001), supporting H4, which hypothesized that higher competitiveness leads to better marketing performance. The direct effect of Supply Chain Management (SC) on Marketing Performance (KP) is negative and statistically insignificant (β = −0.020), resulting in the rejection of H5. Similarly, the Marketing Mix (MM) does not have a significant positive effect on Marketing Performance (KP) (β = −0.110), leading to the rejection of H6. By contrast, Customer Orientation (OP) has a positive and significant effect on Marketing Performance (KP) (β = 0.310, p = 0.003), thereby supporting H7. Overall, the findings indicate that the effects of organizational capabilities on marketing performance in KUB chicken agribusiness are not uniform. In particular, supply chain management and marketing mix contribute significantly to ompetitiveness, while competitiveness itself significantly enhances marketing performance. These findings further suggest that competitiveness plays an important mediating role in translating supply chain and marketing capabilities into improved marketing performance.

			The proposed causal directions are grounded in the theoretical relationships among the constructs. From the resource-based view, supply chain management capabilities represent organizational resources and capabilities that can enhance coordination, operational efficiency, responsiveness, and ultimately competitiveness. Similarly, marketing mix capabilities enable agribusiness actors to configure product, pricing, distribution, and promotional activities in ways that strengthen their competitive position. Competitiveness is subsequently expected to translate these operational and market capabilities into superior marketing performance. From a market orientation perspective, customer orientation enables firms to understand and respond to customer needs, which can contribute directly to improved marketing performance. Accordingly, the hypothesized paths specify supply chain management, marketing mix, and customer orientation as antecedents of competitiveness and/or marketing performance, while competitiveness is positioned as a mediating mechanism between selected organizational capabilities and marketing performance. While the proposed causal paths are theoretically grounded, the cross-sectional design precludes definitive causal inferences. Longitudinal studies are needed to establish temporal precedence.

			The hypothesized relationships among the latent constructs were evaluated using Covariance-Based Structural Equation Modeling (CB-SEM) with the Maximum Likelihood (ML) estimation method in IBM SPSS AMOS. Within the CB-SEM framework, the structural model is specified to capture the causal relationships among latent variables rather than directly measured indicators. Model parameters are estimated by minimizing the discrepancy between the observed covariance matrix and that implied by the proposed theoretical model. Accordingly, the structural equations examined in this study are specified as follows:

			Competitiveness Equation:

			DS = 0.220 SC + 0.380 MM - 0.020 OP + ζ1 

			Marketing Performance (PM) Equation:

			KP = 0,450 DS - 0,020 SC - 0,110 MM + 0,310 OP + ζ2 

			Complete Structural Equation (Substitution).

			By substituting DS equation to KP:

			KP = 0,450(0,220SC + 0,380MM - 0,020OP) - 0,020SC - 0,110MM + 0,310OP + 0,450 +ζ1 + ζ 2

			This equation represents the total effect of supply chain management, the marketing mix, and customer orientation on marketing performance, where the coefficient reflects the combined direct and indirect effects, and the error term captures the residual variance not explained by the endogenous constructs. The equation can further be simplified to:

			KP = 0,079 SC + 0, 061 MM + 0,301 OP + ζ 

			The equation above shows that KP was influenced by three main variables: SC, MM, and OP, with ζ representing the error term or other variables outside the model that are not explicitly analyzed in this study. The substitution equation provides an algebraic representation of the estimated linear structural relationships. By substituting the structural equation for competitiveness into the marketing performance equation, the overall direct and indirect contributions of the exogenous constructs to marketing performance can be represented in a single linear expression. This representation is based on the linear specification of the SEM and does not imply that nonlinear or interaction effects are absent in the broader population.

			The path coefficients in this study indicate the relative contribution of each variable to Marketing Performance (KP). The Supply Chain Management (SC) variable had a coefficient of 0.079, indicating a positive effect, albeit smaller than that of other variables. The Marketing Mix (MM) variable, with a coefficient of 0.061, also contributes, albeit moderately. The Customer Orientation (OP) variable has the highest coefficient, 0.301, indicating a dominant influence on KP. These findings indicate that meeting consumer needs plays a more influential role in the marketing success of KUB chicken products than operational factors or alternative marketing strategies.

			Mediation analysis

			The mediation analysis presented in Table 4 indicated that Competitiveness (DS) serves as a significant mediating variable in the relationship between Supply Chain Management (SC) and Marketing Performance (KP), as well as between the Marketing Mix (MM) and Marketing Performance (KP). The results in Table 4 confirm that the indirect effect of SC on KP through DS is significant, indicating full mediation. Similarly, the indirect effect of MM on KP through DS is also significant, thus supporting full mediation. Conversely, Customer Orientation (OP) does not show a significant indirect effect through DS, while its direct effect on KP remained significant, indicating the absence of a mediating effect. A comprehensive interpretation of both direct and indirect effects was presented in Table 4. The present study demonstrated provided Overall, these findings confirm that DS functions as the primary transmission mechanism linking structural capabilities and marketing strategies to marketing performance in the KUB chicken agribusiness system. 

			Effects of supply chain management, marketing mix, and customer orientation on competitiveness

			The first objective of this study was to examine how supply chain management, marketing mix, and customer orientation influence the competitiveness of KUB chicken agribusiness. Based on the SEM model in Figure 3, the results of the structural analysis of Supply Chain Management (SC) show a positive effect on Competitiveness (DS) with a path coefficient of 0.22 (standardized estimate = 0.253). This finding indicates that the better the supply chain management, the higher the competitiveness of the KUB chicken agribusiness. Effective supply chain management supports the availability of production inputs, smooth distribution, operational cost efficiency, and the ability to respond more quickly to changes in market demand. For perishable commodities such as KUB chicken, good coordination between farmers, traders, and culinary entrepreneurs also plays a crucial role in maintaining supply continuity and product quality. This finding is in line with the Resource-Based View (RBV), which states that an organization’s ability to manage resources and strategic capabilities can create sustainable competitive advantage (Barney, 1991). In the agribusiness context, integrating relationships with suppliers, distributors, and customers is a capability that can improve operational efficiency while strengthening competitiveness. The results of this study are also consistent with (Sukati and Bawaain, 2019) stated that supply chain management practices increase competitive advantage through distribution efficiency, collaboration between business actors, and improved market responsiveness. Similarly, (Tarigan et al., 2021) found that supply chain integration contributes to increased competitiveness through improved service quality, delivery accuracy, and cost efficiency.

			This results of the structural analysis of the Marketing Mix (MM) have the greatest influence on Competitiveness (DS) with a path coefficient of 0.38 (standardized estimate = 0.396). This finding indicates that the marketing mix is the most dominant factor in increasing the competitiveness of KUB chicken agribusiness. Marketing strategies that include product quality, competitive prices, effective distribution, and appropriate promotions can increase customer perceived value, thereby strengthening the product’s competitive position in the market. Thus, the competitiveness of KUB chicken is not only determined by production capacity but also by the ability of business actors to design marketing strategies that suit market needs. The results of this study are in line with (Tolossa et al., 2024) who stated that the implementation of the marketing mix has a significant effect on increasing the competitiveness of small and medium enterprises through increasing customer satisfaction and expanding market share. This finding is also supported by (Nuseir and Madanat., 2020) who explained that the combination of product, price, promotion, and distribution strategies is a key factor in building competitive advantage in the agribusiness and food industry sectors. Therefore, strengthening the 

			Tabel 4: Mediation analysis results.
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							95% CI
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							2.605

						
							
							0.009
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							Full mediation
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			marketing mix strategy is a priority for KUB chicken agribusiness actors to increase competitiveness and expand market opportunities.

			Contrary to expectations, customer orientation did not exhibit a statistically significant effect on competitiveness (path coefficient = −0.05; standardized estimate = −0.052). This finding suggests that a better understanding of customer needs and preferences does not automatically translate into stronger competitive capability within the KUB chicken agribusiness sector. This finding differs from (Kant et al., 2024), (Quraysin et al., 2024), and (Santoso et al., 2025), who reported that customer orientation has a positive effect on competitive advantage. This difference is likely due to the characteristics of the respondents. Previous research has generally been conducted on companies or MSMEs that have implemented more modern marketing strategies, while KUB chicken agribusinesses are still dominated by small-scale, production-oriented businesses. As a result, information regarding customer needs has not been translated into product innovation, differentiation, or marketing strategies that create competitive advantage. 

			However, the results of this study align with (Arun and Ozmutlu, 2024), who showed that customer orientation does not always generate direct competitive advantage. The influence of customer orientation will be more optimal when supported by other capabilities, such as innovation, digital marketing, and the organization’s ability to transform customer information into added value for the market.

			This finding strengthens the Resource-Based View (RBV) which explains that competitive advantage is built through internal capabilities that are difficult to imitate. In KUB chicken agribusiness, Supply Chain Management and Marketing Mix are strategic capabilities that significantly increase competitiveness, while Customer Orientation has not been able to become a source of competitive advantage if it is not supported by innovation, marketing digitalization, and the organization’s ability to transform market information into value-added business strategies.

			Assess the effects of supply chain management, marketing mix, and customer orientation on marketing performance, 

			The second objective was to assess the effects of supply chain management, marketing mix, and customer orientation on marketing performance. Based on figure 2, the analysis results show that Supply Chain Management (SC) has a negative and insignificant effect on Marketing Performance (KP), with a path coefficient of -0.02 (standardized estimate ≈ -0.026). Although the coefficient for supply chain management on competitiveness (β = 0.220) is modest, it is statistically significant and practically meaningful given the constraints of the agricultural context.

			This finding indicated that supply chain management has not been able to directly improve marketing performance. Although supply chain management can improve operational efficiency, smooth distribution, and supply continuity, these benefits are not automatically reflected in increased sales, customer growth, or market share. This suggested that operational improvements first increase competitiveness, and then this competitiveness contributes to improved marketing performance.

			These results differ from research by (Tarigan et al., 2021), which stated that supply chain integration can directly improve organizational performance through improved service quality and operational efficiency. However, this finding is supported by the Resource-Based View (RBV) approach, which explains that internal capabilities do not always directly lead to performance but often impact it through the formation of competitive advantage as an intermediary variable. In the KUB chicken agribusiness, the ability to manage the supply chain plays a greater role in strengthening competitive position than directly improving marketing performance.

			Similarly, Marketing Mix (MM) showed a negative and insignificant effect on Marketing Performance (KP) with a path coefficient of -0.11 (standardized estimate ≈ -0.107). This result indicated that the marketing mix strategy has not been able to directly improve marketing performance. This condition indicated that underscored advanced the implementation of product, price, distribution, and promotion strategies is not enough to increase sales if it has not succeeded in creating a competitive advantage in the market. In other words, the effectiveness of the marketing mix first increases competitiveness, then this competitiveness drives improved marketing performance. 

			This finding is different from research by (Nuseir and Madanat., 2020) which found that the marketing mix has a direct influence on company performance. However, the results of this research show that in the KUB chicken agribusiness which is dominated by small-scale businesses, the success of marketing strategies still depends very much on the ability of business actors to build competitiveness through product quality, cost efficiency and market trust.

			In contrast to these two variables, Customer Orientation (OP) has a positive effect on Marketing Performance (KP) with a path coefficient of 0.31 (standardized estimate ≈ 0.337). These findings show that the higher the business actor’s orientation towards customer needs and preferences, the better the marketing performance achieved. Business actors who understand customer needs tend to be able to provide products that meet market demand, maintain long-term relationships with customers, and increase customer satisfaction and loyalty. This condition ultimately has an impact on increasing sales and expanding the market.

			These results are in line with market orientation theory which states that customer orientation is one of the main determinants of marketing success. These findings also supported research by (Saharan and Mishra, 2025) as well as more recent research by (Wijaya and Subagjo, 2025) which shows that companies with high customer orientation tend to have better marketing performance because they are able to create value that meets customer needs. In the context of KUB chicken agribusiness, although customer orientation has not been able to directly increase competitiveness, understanding customer needs has proven to be able to increase the effectiveness of marketing activities.

			Evaluate of the consequences of competitiveness on marketing performance

			The third objective was to evaluate the influence of competitiveness on marketing performance. The structural analysis results in Figure 3 show that Competitiveness (DS) has a positive and significant effect on Marketing Performance (KP) with a path coefficient of 0.45 (standardized estimate = 0.436). This finding indicates that the higher the competitiveness of KUB chicken agribusinesses, the better their marketing performance. In other words, increased competitiveness contributes to increased sales, expanded market share, customer retention, and the achievement of marketing targets.

			This relationship indicates that competitiveness results from a business’s ability to create superior value compared to competitors through product quality, cost efficiency, supply reliability, and the ability to respond to market needs. These advantages enable businesses to gain customer trust, increase loyalty, and strengthen the position of KUB chicken products in the market. Therefore, competitiveness is a strategic factor determining marketing success in KUB chicken agribusinesses.

			This finding aligns with the Resource-Based View (RBV), which explains that competitive advantage built through the utilization of organizational resources and capabilities will result in superior performance. In this study, competitiveness can be viewed as the result of internal capabilities developed through effective supply chain management and marketing strategies, which then translate into improved marketing performance.

			The results of this study are also consistent with research by (Anwar and Shah, 2021), which states that competitive advantage positively impacts company performance because it enhances the organization’s ability to create higher value than competitors. Similarly, (Ferreira et al., 2023) found that companies with high competitiveness tend to achieve better marketing performance through increased customer satisfaction, loyalty, and expanded market share. Research by (Gonu et al., 2022) also shows that competitiveness is a key factor bridging the relationship between a company’s internal capabilities and improved business performance.

			Furthermore, this study supported the work of Khan et al, (2022), which showed that increasing competitiveness through operational efficiency, product quality, and marketing innovation can boost sales and the sustainability of agribusinesses. This demonstrates that competitive advantage not only serves as a differentiator in the market but also as a factor that directly increases marketing success.

			In the KUB chicken agribusiness in Banten Province, competitiveness is reflected in the ability of business actors to provide quality products, maintain supply continuity, offer competitive prices, and build good relationships with business partners and customers. This combination of factors increases market confidence in KUB chicken, resulting in increased demand and marketing performance.

			The results demonstrate that competitiveness significantly enhances marketing performance, indicating that enterprises with stronger competitive capabilities are more likely to achieve superior market outcomes.

			Investigating the role of mediation in competition

			The fourth objective was to investigate whether competitiveness mediates the relationships between supply chain management, marketing mix, and marketing performance. The research results, shown in Table 4, indicate that Supply Chain Management (SC) has no direct effect on Marketing Performance (KP), but it does have a significant indirect effect through Competitiveness (Indirect Effect = 0.099). This indicates that Competitiveness acts as a full mediator. Therefore, effective supply chain management does not directly increase sales, customer growth, or market share; it first builds competitiveness through improved cost efficiency, supply reliability, service quality, and the ability to meet market needs. In the KUB chicken agribusiness, which is a perishable product, distribution efficiency, coordination between stakeholders, and timely delivery are operational advantages that only impact marketing performance when they are able to produce more competitive prices, better product quality, and supply continuity.

			This finding supports the Resource-Based View (RBV) (Barney, 1991), which states that internal capabilities must be converted into competitive advantages before producing superior performance. Empirically, these results align with (Tarigan et al.,, 2021), (Lo et al., 2018), who found that competitive advantage mediates the relationship between suplay chain management practices and firm performance. Conversely, these results differ from (Flynn et al., 2010) who reported a direct effect of suplay chain management on performance. This difference is thought to be influenced by the characteristics of the respondents, as this study focused on small-scale KUB chicken agribusinesses who still face limitations in technology, logistics, and supply chain integration.

			The relationship between marketing mix and marketing performance shows an insignificant direct effect, while the indirect effect through competitiveness is significant (Indirect Effect = 0.171), thus competitiveness acts as a full mediator. The larger indirect effect compared to the supply chain management pathway indicates that the marketing mix strategy has a stronger contribution to shaping competitiveness. This finding indicates that product, pricing, distribution, and promotion strategies are not capable of directly improving marketing performance; they must first create a competitive advantage. Therefore, the success of the marketing mix is determined by its ability to deliver differentiated and superior value compared to competitors.

			This study’s findings align with (Nuseir and Madanat., 2020) who stated that the marketing mix improves business performance through competitive advantage, (Tolossa et al., 2024) who found that the marketing mix increases the competitiveness of MSMEs before impacting performance, and (Morgan et al., 2018), which explains that marketing capabilities improve performance by creating superior customer value. However, these results differ from those of (Oktora et al., 2020) which reported a direct effect of the marketing mix on marketing performance. This difference is thought to be due to the characteristics of the KUB chicken agribusiness, which is still dominated by small-scale businesses with simple marketing strategies. Therefore, the effectiveness of the marketing mix is first realized in the form of increased competitiveness before improving marketing performance.

			Unlike the previous two variables, Customer Orientation has a direct effect on Marketing Performance, while the indirect effect through Competitiveness is not significant (Indirect Effect = -0.009). This finding indicates that customer orientation can improve marketing performance without necessarily fostering competitiveness.

			In the KUB chicken agribusiness, understanding customer needs enables businesses to maintain better relationships, improve customer satisfaction, and maintain customer loyalty. These impacts directly increase sales volume and marketing success.

			On the other hand, these results contradict the following research: (Wang et al., 2016) who found that customer orientation increases competitive advantage and (Wijaya and Subagjo, 2025) who showed that customer orientation strengthens competitiveness through increased innovation.

			This difference is likely due to the level of organizational maturity. Previous research was conducted on companies that had implemented customer relationship management (CRM) and modern marketing systems, while KUB chicken businesses are still predominantly small businesses that rely on experience and personal relationships, thus underutilizing customer information as a source of strategic innovation.

			CONCLUSION

			The results of this study indicate that Supply Chain Management and Marketing Mix have a positive and significant effect on Competitiveness, while Customer Orientation does not have a significant effect. Among the Supply Chain Management and Marketing Mix variables, the one with the greatest influence is Marketing Mix.

			Furthermore, regarding the influence of these three variables on Marketing Performance, only Customer Orientation had a positive and significant direct effect, while Supply Chain Management and Marketing Mix did not show a significant direct effect. This indicates that understanding customer needs can improve marketing performance, while operational and marketing capabilities do not directly result in improved performance.

			Competitiveness was shown to have a positive and significant effect on Marketing Performance, indicating that the higher a business's competitiveness, the better its marketing performance.

			The results of the mediation analysis indicate that competitiveness acts as a full mediator in the relationship between supply chain management and marketing mix and marketing performance, but does not mediate the relationship between customer orientation and marketing performance. Therefore, improved marketing performance derived from supply chain management and the marketing mix must first be realized through increased competitiveness, while customer orientation has a direct influence on marketing performance.

			Theoretical Implications

			This study provides several theoretical implications for understanding competitiveness and marketing performance in KUB chicken agribusiness. First, the findings extend the application of the resource-based view by demonstrating that supply chain management and marketing mix capabilities can function as organizational capabilities that contribute to competitiveness. The significant effects of supply chain management and marketing mix on competitiveness indicate that the ability to coordinate resources, manage supply chain activities, and configure marketing activities is relevant to building competitive positions in KUB chicken agribusiness.

			Second, the findings complement the market orientation perspective by demonstrating the relevance of customer orientation to marketing performance. The significant direct relationship between customer orientation and marketing performance suggests that understanding and responding to customer needs remains important for achieving market-related outcomes.

			Third, this study integrates the RBV and market orientation perspectives by positioning internal capabilities and market responsiveness as complementary mechanisms. RBV explains the internal capability foundation of competitiveness, whereas market orientation explains how organizational capabilities are aligned with market requirements. The mediating role of competitiveness therefore provides a theoretical mechanism linking selected internal capabilities to marketing performance in the KUB chicken agribusiness context.

			Limitations and Future Research

			This study has several limitations. First, its cross-sectional design limits the ability to establish temporal ordering and definitive causal relationships. Although the proposed relationships are theoretically grounded in the resource-based view, supply chain management, and market orientation perspectives, the findings should therefore be interpreted as theoretically grounded associations. Future studies could employ longitudinal or panel designs to strengthen causal inference.

			Second, all constructs were measured using self-reported questionnaires from the same respondents, creating potential common method bias. Harman’s single-factor test showed that the first factor accounted for 30.178% of the variance, below the 50% threshold, suggesting that common method bias is unlikely to be a major concern. Nevertheless, future research should incorporate objective measures and multiple data sources.

			Third, purposive sampling and the focus on KUB chicken agribusiness in Banten may limit representativeness and generalizability to other poultry breeds, regions, and agribusiness contexts. Broader and, where feasible, probability-based samples are recommended.

			Fourth, potential endogeneity from unobserved factors may affect the estimated relationships. Future research should consider control variables, longitudinal data, or appropriate endogeneity-correction approaches.

			Finally, the linear and additive model did not examine interaction or nonlinear effects. Future research could test whether supply chain management and marketing mix capabilities interact or produce synergistic effects on competitiveness.
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Abstract | Local poultry agribusiness in Indonesia faces persistent challenges associated with supply chain inefficiencies,
limited bargaining power among small-scale producers, inadequate coordination among market participants, and
underdeveloped logistics infrastructure. These conditions weaken competitiveness and constrained marketing
performance within the sector. This study aims to (1) examine the effects of supply chain management, marketing
mix, and customer orientation on competitiveness, (2) assess the effects of these variables on marketing performance,
(3) evaluate the influence of competitiveness on marketing performance, and (4) investigate the mediating role of
competitiveness in the relationship between managerial capabilities and marketing performance in KUB chicken
agribusiness. Data were collected from 250 agribusiness actors in Banten Province, Indonesia, consisting of 150 poultry
farmers, 60 traders, and 40 food industry entrepreneurs. A quantitative survey was conducted involving 250 KUB
chicken agribusiness actors in Banten Province, Indonesia, and the data were analyzed to examine both direct and
indirect relationships among the study variables. The relationships among variables were analyzed using Covariance-
Based Structural Equation Modeling (CB-SEM). The results show that supply chain management and marketing
mix significantly improve competitiveness, whereas customer orientation has a significant direct effect on marketing
performance but does not significantly influence competitiveness. Competitiveness significantly enhances marketing
performance and serves as a mediating mechanism linking supply chain management and the marketing mix to
it. These findings underscore the importance of improving supply chain efficiency, strengthening market oriented
strategies, and enhancing competitiveness to achieve sustainable growth and superior marketing performance in local
poultry agribusiness.
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INTRODUCTION the provision of affordable animal protein for households
(Sumiati ef al., 2025) Despite its economic significance,

Local poultry agribusiness constitutes asn important the sector remains dominated by smallholder production
component of Indonesias agricultural economy due systems that face persistent challenges, including low

to its contribution to food security, rural employment,and ~ production efficiency, inadequate biosecurity practices,
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