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Abstract

The objective of this study was to validate three independent variables, namely market 
sensing, learning, targeting and positioning, as to dimensions of dynamic marketing 
capability (DMC). By developing a theoretical framework, this study demonstrates 
the importance of three dimensions of DMC. This study collected 530 valid samples 
through an online questionnaire survey in major cities in Indonesia. Respondents 
are Indonesian citizens aged over 15 years who have stayed at three to five-star in-
ternational hotels in Indonesia during the Covid-19 period in 2020. This study used 
a combination of Smart-PLS and SPSS to examine the outer model and inner model. 
The outcome of this study demonstrated that market sensing had a significant effect 
on DMC. Then, market learning also had a significant effect on DMC. Next, market 
targeting and positioning had a significant effect on DMC from the perspective of the 
customer in international hotels in Indonesia. The outcome of this study is to support 
the development of a conceptual framework and conduct an empirical evaluation of 
the relationship between market sensing, market learning, market targeting and posi-
tioning, which are DMC dimensions in global marketing. In general, this study con-
tributes to the international hotel industry in developing the marketing area in the 
context of DMC.
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INTRODUCTION

The Coronavirus disease has an extreme effect on the world supply 
chain, domestically on financial market volatility and buyer request 
stuns, and negative impacts in key segments such as travel and tour-
ism. The Coronavirus outbreak’s consequences will undoubtedly be 
felt in the tourism value chain. Small and medium-sized businesses 
are expected to face significant difficulties (Sugihamretha, 2020). With 
this pandemic, the emergence of restrictions such as locks, closure of 
national borders, and rules of guarding distance imposed by many 
countries ultimately lowered the world economy, including the tour-
ism industry, which includes the hotel industry (Japutra & Situmorang, 
2021). According to Indonesia Statistical Agency (BPS, 2020), with the 
Covid-19 pandemic issue, cumulatively (January-February 2020), the 
number of foreigners visiting or traveling to Indonesia was down to 
2.16 million arrivals or decreased by 11.80 % in comparison to the 
number of foreigners visiting in the same period in 2019, which was 
2.45 million visits. The tourism industry is expected to lead the recov-
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ery of the country’s economic disaster due to the needs and wants of the people not being able to go for 
holidays and refreshments during the pandemic season and quarantine times.

According to Idris (2020), the Secretary-General of the Indonesian Hotel and Restaurant Association 
(PHRI) Maulana Yusran said that the blow to the hotel and restaurant business was very heavy, mak-
ing its members continue to innovate because there are about 1,600 hotels in Indonesia since March 
2020 that will no longer be operating. The room of occupancy rate (ROR) of star-classified hotels in 
Indonesia in December 2020 decreased from an average of 59.39 to an average of 40.79% or decreased 
by 18.60 points according to the ROR for December 2019. In the meantime, when comparing the ROR 
for November 2020, which was accounted for 40.14 %, the ROR for December 2020 had increased by 
0.65 points. However, monthly in 2020, hotel occupancy has begun to show an increase. Based on the 
data collected from the Central Statistics Agency, it was noted that the room occupancy rate (ROR) or 
occupancy of star-classified hotels in Indonesia in December 2020 come to a number around 40.79%, 
which increased by 126.52% in comparison to the average number in March 2019, when the time of the 
Coronavirus disaster began to enter Indonesia (Kemenparekraf, 2020). Thus, hotels must manage shifts 
in market demand as a result of the unforeseen Covid-19 pandemic.

Service has been the key focus in the hotel industry. Even so, service performance is defined by consumers’ 
previous preferences and real experiences. For example, travelers generally assume a five-star international 
hotel to have higher accommodations and quality of service than a general hotel (Prameka, 2020). To com-
pete in the hospitality industry, hotels must be able to give guests innovative services through the use of their 
service innovation capabilities and implement effective marketing strategies for their market segments in 
dynamic markets through the use of dynamic marketing capabilities (Hariandja, 2016b). To maintain a com-
petitive edge, international hotels must be able to develop dynamic marketing capabilities (Elsharnouby & 
Elbanna, 2021). Given the volatile and unpredictable diverse environments, establishing a dynamic capability 
is particularly crucial for businesses in developing economies (Zhou & Li, 2010). 

It is crucial to analyze the tourism and hospitality sectors throughout the context of a pandemic (Rivera, 
2020). This study explores and validates the relationship between market sensing, market learning, and 
market targeting and positioning, which are the dimensions of DMC from a customer perspective in 
the context of 3-5-star international hotels in Indonesia. Therefore, this paper provides theoretical and 
practical significance for the hotel industry. Hotels that successfully demonstrate that they plan ahead 
of time, evolve, and leverage the dynamic marketing capabilities to respond through evolving market 
conditions and customer needs can survive. 

1. LITERATURE REVIEW  

AND HYPOTHESES 

DEVELOPMENT

1.1. Dynamic marketing capability

Teece et al. (1997) defined dynamic capability 
as a company skill to implement, form, and re-
spond to change in position to react to rapidly 
changing circumstances. Morgan et al. (2009) 
and Eisenhardt and Martin (2000) stated that 
the potential of a company to gain new and cre-
ative competitive advantages is referred to as 
dynamic capability. The term DMC refers to the 

specialized, structural, cross-functional, and 
contextual factors that enable the acquisition, 
combination, and transformation of marketing 
resources into value-added offerings for the tar-
get market. Additionally, dynamic marketing 
capabilities have increased the company perfor-
mance in foreign markets, increasing the com-
pany level of international growth and the abil-
ity to maintain a competitive edge (Ledesma-
Chaves et al., 2020).

In the marketing sector, DMC plays a signifi-
cant part in the development of innovative prod-
ucts and services, pricing, advertising, shipment, 
sales, and partnership marketing (Walugembe 



76

Innovative Marketing, Volume 17, Issue 3, 2021

http://dx.doi.org/10.21511/im.17(3).2021.06

et al., 2017). According to Song et al. (2005), 
Dutta et al. (1999), Day (1994), and Hariandja 
(2016a), marketing capabilities are defined as a 
way to coordinate organizations by leveraging 
the assets and capabilities of the organization to 
understand the client needs and make various 
types of goods that are differentiated from com-
petitors and gain brand prevalence. Companies 
use DMC to reconfigure marketing tools in re-
sponse to changing market conditions. In keep-
ing the company’s offering innovative, compa-
nies should consider developing a DMC as this 
approach takes advantage of the speed and mar-
ket success of corporate innovation (Mitręga, 
2020). In an unpredictable market situation, 
DMC is characterized as an organization’s spe-
cific objective of creating, publishing, and in-
tegrating market awareness management pro-
cesses to fulfill the customer value proposition 
(Hoque et al., 2021). According to Kamboj et al. 
(2015) and Konwar et al. (2017), in responding to 
changes in market conditions, DMC is required 
in certain marketing activities that refer to the 
effectiveness of company routines that support 
the company capabilities.

Furthermore, Winter (2003) and Falasca et al. 
(2017) noted that DMC encompasses the distri-
bution and assimilation of market-related mate-
rials, as well as responsiveness to the changing 
business climate, to create and deliver custom-
er value with market recognition, interface in-
tegration, and responsiveness of the customer. 
The dynamic capabilities method would pro-
vide a solid theoretical foundation for under-
standing what hotels need to do to retain DMC 
and the implications of providing such capabili-
ties under various market dynamism situations. 
Hilton Hotels and Resorts, an international 
hotel brand, is a great illustration of how they 
have been improving their DMCs to achieve a 
competitive edge. As a result of optimizing the 
activities and services to meet customer needs, 
Hilton achieved convergence amongst the 
DMCs and consumer expectations. Additionally, 
hotels that operate in complex and dynamic en-
vironments gain a competitive edge by leverag-
ing their personnel to establish superior market 
sensing skills as compared to hotels that com-
pete in less dynamic markets (Elsharnouby & 
Elbanna, 2021).

1.2. Market sensing

Market sensing is indeed the ability to recognize 
and respond to market changes, such as digital 
development market preferences and desires, cre-
ativity, and valuation proposition. Market sensing 
is also the wide development of marketing strate-
gy from an organizational-to-customer needs and 
wants, as well as the implementation of this intel-
ligence through the institution’s organizational 
functions (Alshanty et al., 2019). Market sensing 
is capable of demonstrating its value in enhancing 
the success of hotels that pursue operational excel-
lence (Santra, 2018). Market sensing enables com-
panies to gain a greater understanding of market 
demands and how to counteract potential compet-
itors’ behavior (Buccieri et al., 2020). Furthermore, 
market sensing is important because corporations 
frequently miss a full knowledge of their own ca-
pabilities, and sensing should be more about cus-
tomers’ wants and needs, but also initiatives un-
dertaken by competitors, according to Schreyogg 
and Kliesch-Eberl (2007) and Dias (2013).

According to Kok et al. (2003), Day (1994), and 
Hariandja et al. (2014), market sensing capability 
refers to a company’s capacity to learn from clients, 
partners, and rivals in turn to sense, manage, and 
use data, but also to respond continually to chang-
es and conditions in new and current markets. 
Rakthin et al. (2016) and Alshanty and Emeagwali 
(2019) stated that market sensing capability en-
sures that the quality of goods or services deliv-
ered is higher, post-sales services are provided to 
retain current customers, and the firm can ac-
complish additional marketing and financial feats. 
Firms need sensing capabilities, according to Day 
(1994) and Teece (2007), to identify opportunities 
and risks in their market environment. One type 
of sensing capability is market sensing capability. 
It includes the ability to gather and extract market 
data from both external and internal sources, view 
it in context, and draw actionable conclusions that 
can reduce the uncertainty of the market develop-
ment system and enhance opportunities for suc-
cessful products and services to be marketed (Lin 
& Wang, 2015).

Market sensing capability is divided into several 
groups by Day (2002). First, sensing practices are 
related to collecting and disseminating data about 
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consumer needs, desires, perceptions, market dif-
ferentiation, partnership continuity, and compet-
itors’ abilities and goals. Second, one should ana-
lyze sensed details, which corresponds to compre-
hending the data collected. Third, there are assess-
ing practices that are primarily concerned with 
input reviews and audits (Likoum et al., 2020). 
There are many practices involved in performing 
market sensing in the tourism industry. Sensing 
involves a receptive attitude against market infor-
mation and a wide implementation across tourist 
attractions. Sense-making implies surveilling the 
theoretical frameworks of people from various or-
ganizations to prevent mob mentality and facili-
tate the proper application of accumulated busi-
ness intelligence, and eventually, regulations are 
implemented to evaluate the optimal market sens-
ing process’ efficiency through a reflective process 
(Murray et al., 2016). 

1.3. Market learning

Learning and knowledge management were inter-
preted by Zollo and Winter (2002) as a way of pro-
moting the development of dynamic capabilities. 
The adaptability of marketing capabilities enables 
the creation of learning and experimentation strat-
egies, perhaps through the advancement of exper-
tise or business expansion. Market learning leads a 
company to fresh and diverse information regarding 
markets and rivals that differs from the company’s 
current expertise, awareness, and interactions. The 
primary benefits are increased industry awareness 
diversity and prospects for further new ideas (Kim & 
Atuahene-Gima, 2010). Schneider et al. (2002) argue 
that learning how to build multiple dynamic capabil-
ities simultaneously is critical since combining mul-
tiple capabilities creates more shareholder value than 
focusing on a single capability. It is important to un-
derstand the opportunities for concurrent learning 
between dynamic capabilities because it encourages 
gaining a deeper awareness of the effect of high-val-
ue strategic activities on learning, intelligence, and 
knowledge transfer (Bingham et al., 2015). 

Market learning gathers learning through trends 
in consumer behavior and competitive conditions, 
while marketing capability gathers the company 
opportunity to blend the advertising combination 
components to effectively meet the target market. 
Companies that perceive the marketplace as vol-

atile would begin to grow the competitive market 
in a dynamic situation, and firms would continue 
to pursue stronger learning, reviewing the existing 
methods to find new ways of satisfying its consum-
ers, by attempting to draw on corporate observation-
al learning and the competence perspective of stra-
tegic plan (Weerawardena et al., 2006). In addition, 
Winter (2003), Easterby-Smith and Prieto (2008), 
and Reimann et al. (2021) also suggested that learn-
ing is an additional order ability that can aid in the 
creation and adjustment of dynamic abilities.

According to Hooley et al. (2020) and Hariandja et 
al. (2014), learning capability helps companies to sus-
tain a long competitive edge against their competi-
tors, to thrive in diverse and challenging situations, 
and to be open to gaining and integrating addition-
al information. Furthermore, according to Sharma 
et al. (2003), learning capability denotes company 
skill to gather, process, and apply knowledge to be 
more informed about new technologies, evolving 
regulatory frameworks, and rising consumer envi-
ronmental needs that all affect decision-making. A 
learning-based approach to knowledge is needed to 
support a hotel’s dynamic capability in terms of the 
hospitality industry (Leonidou et al., 2015). Hamel 
and Prahalad (2006) and Ngo et al. (2018) stated that 
the ongoing improvement of new goods and servic-
es is the root of company effectiveness, according to 
the qualification’s viewpoint, which considers inno-
vation and learning capability as the foundation for 
improving core capability.

1.4. Market targeting and positioning

Market targeting, also known as positioning capa-
bility, contributes to the company’s ability to iden-
tify alternative markets and then choose appropri-
ate market targets that are targeted for optimal im-
pact. Combining resources and skills with changing 
markets necessitates the consideration of marketing 
competencies (Hariandja et al., 2014). Demand het-
erogeneity and distinct economic potentialities may 
be essential in identifying the most important target 
markets, as well as subsequent positioning and prod-
uct or service growth (Akdağ et al., 2017). 

According to Alonso-Almeida et al. (2015) and Cruz-
Milan (2021), marketing capabilities applied across 
the marketing mix have become critical in the ho-
tel industry for sustaining and improving market 
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position, as well as surviving during times of crisis. 
Moreover, the dynamic development of innovative 
strategic positioning through new goods, services, 
and business concepts reinforce how this process 
was a dynamic perception of a strategy whereby an 
organization achieves successful sustainable excel-
lence (Sriboonlue, 2016). 

Market targeting gains include making new tourism 
offerings that specifically satisfy the requirements 
and desires of various traveler segments, developing 
more efficient marketing campaigns to access and 
fulfill the identified traveler segments, also optimiz-
ing the tactical application of promotion activities to 
the greatest interesting prospects in the tourism in-
dustry. While positioning is the process of creating a 
distinct identity for a specific location in the minds 
of prospective travelers that distinguishes it from 
acceptable alternatives (Pyo, 2015). A hotel market-
ing of the importance of privacy and comfort may 
serve as a source of differentiation and positioning 
for hotels attempting to attract the market (Khoo-
Lattimore & Prayag, 2015).

To achieve service excellence, hotels should use a 
range of dynamic marketing capabilities, such as 
market sensing, learning, market targeting and posi-
tioning. Elbanna and Elsharnouby (2018) discovered 
how hotels in complex and dynamic environments 
must create complex DMCs, one of which includes 
identifying a desired targeting and positioning. With 
this capability, hotels may conduct classifying mar-
keting activities in a more informative and data-driv-
en manner (Elsharnouby & Elbanna, 2021). Based on 
the literature review, the study proposes the follow-
ing hypotheses:

H1: There is a significant influence from market 
sensing on DMC.

H2: There is a significant influence from market 
learning on DMC.

H3: There is a significant influence from market 
targeting and positioning on DMC.

2. METHODS

This is a quantitative study with a descriptive re-
search methodology and PLS-SEM data analysis. 

This paper employs the Smart-PLS version 3.3.2 soft-
ware to develop a measurement model based on va-
lidity and reliability testing, as well as to assess the 
structural model by obtaining substantial results on 
the relationship between variables after the data are 
collected from 530 respondents through distributed 
questionnaires. As part of the inferential statistical 
analysis, the measurement model is presented as an 
outer model, while the structural model is present-
ed as an inner model. The characteristics of the re-
spondent sample and general data descriptions were 
examined using statistical analysis of frequencies. 
Additionally, this analysis employs SPSS 26 software 
to determine common method variance.

The questionnaire included examines three fac-
ets of DMC: market sensing, market learning, and 
market targeting and positioning. The statement in 
the questionnaire refers to a recent global situation, 
with the background set in 3-5-star international 
hotels in Indonesia. In this study, an interval meas-
urement scale was used, namely by using the Likert 
scale: 1 means “strongly disagree”, while 5 means 

“strongly agree.” This study examines market sens-
ing using four scales developed by Day (1994) and 
adapted from Hariandja et al. (2014). In terms of 
market learning, four items were taken from Zollo 
and Winter (2002) and adapted from Hariandja et al. 
(2014). Furthermore, four items in market targeting 
and positioning were taken from Hooley et al. (2020) 
and adapted from Hariandja et al. (2014).

3. RESULTS

According to data collected from 530 respondents 
who are Indonesian citizens, female respondents 
counted 332 and represented 62.6%, while male 
respondents counted 198 and represented 37.4%. 
The questionnaire for this study was filled out by 
the majority of female respondents from the gen-
der group. Following that, the majority of the 272 
respondents who participated in filling out the 
questionnaire were between the ages of 20 and 24. 
However, the age distribution of the data collection 
is thought to be in line with the desired character-
istics, which contributes to the response, including 
young consumers who had stayed at 3-5-star inter-
national hotels in Indonesia. According to the sta-
tistics from the questionnaire findings, the majority 
of respondents who have stayed at 3-5-star interna-
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tional hotels in Indonesia in this study came from 
Tangerang, with 187 respondents. These Gen Z are 
often regarded as the next generation of travelers, 
and they wield surprising power in family travel de-
cisions (Wiastuti et al., 2020). This is demonstrat-
ed by 80.9% of those who filled out a questionnaire 
with a career as a college student, 80.6% with an 
income less than Rp10,000,000. The majority of re-
spondents in this study who had stayed at 3-5-star 
international hotels in Indonesia 1-2 times per year 
were 354 respondents. The vast majority of respond-
ents (289 in total) stayed at international 5-star ho-
tels, according to the survey findings. Furthermore, 
the findings of the survey show that the vast major-
ity of respondents (404 in total) traveled with their 
families. Table 1 displays the results of the respond-
ents’ survey.

The validity test is a stage that is used to determine 
how well the questionnaire will present the whole 
hypotheses that were collected and how well the 
use of correct concepts and consistent indicators 
can be relied on (Sekaran & Bougie, 2016, p. 220). 
According to the test of convergent validity via 
the loading factor value as shown in Table 2 and 
Figure A1 outer model, 10 indicators from 12 in-
dicators measuring latent variables are valid.Table 
A1 displays the construct reliability and validity 
for three dimensions: market learning, market 
sensing, and market targeting and positioning. 
Table A2 outer loadings displays the variable mar-
ket sensing with 3 indicators shows a valid loading 
factor value with a value greater than 0.7. The vari-
able market learning with 3 indicators shows a val-
ue greater than the rule of thumb, namely 0.7 so it 
is said to be valid. Likewise, the variable market 
targeting and positioning with 4 indicators have a 
value greater than 0.7 and are declared valid. 

Average Variance Extracted values are used to de-
termine the pre-convergent test’s validity. AVE has 
a value greater than 0.50 for the rules of thumb 
(Ghozali, 2021, p. 71). The three variables consist-
ing of market sensing, market learning, and market 
targeting and positioning are also declared valid in 
the convergent validity test through AVE. 

Cronbach’s alpha and composite reliability have a 
purpose to show that the indicators’ accuracy and 
consistency of these findings. Moreover, accuracy 
can be used to calculate the construct. With the 

Table 1. Description of the sample

Description Frequency %

Gender
Male 198 37.4

Female 332 62.6

Age

15-19 206 38.9

20-24 272 51.3

25-29 36 6.8

30-34 7 1.3

35-39 3 0.6

> 40 6 1.1

Domicile
Jakarta 174 32.8

Bandung 20 3.8

Tangerang 187 35.3

Surabaya 31 5.8

Others 118 22.3

Profession
College student 429 80.9

Entrepreneur 32 6

Student 39 7.4

Employee 28 5.3

Others 2 0.4

Marital status

Single 502 94.7

Married 27 5.1

Widower/Widowed 1 0.2

Education
Bachelor’s degree 365 68.9

High School 133 25.1

Diploma 19 3.6

No school education 1 0.2

Junior high school 4 0.7

Doctorate 1 0.2

Master’s degree 7 1.3

Monthly income
< IDR 10.000.000 427 80.6

IDR 10,000,000 – IDR 

15,000,000
44 8.3

IDR 15,000,000 – IDR 

20,000,000
28 5.2

IDR 20,000,000 – IDR 

25,000,000
12 2.3

IDR 25.000.000 19 3.6

Frequency of stay
1-2 times/year 354 66.8

3-4 times/year 128 24.2

5-6 times/year 24 4.5

> 6 times/year 24 4.5

Number of stars
three stars 65 12.3

four stars 176 33.2

five stars 289 54.5

Traveling partner
Travel with family 404 76.2

Travel with friends 69 13

Travel with partner 19 3.6

Travel for business 24 4.5

Solo travel 14 2.7
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rule of thumb, reliability must be greater than 
0.7 (Ghozali, 2021, p. 71). According to the data 
in Table 2, all three variables are considered relia-
ble because the value provided by data processing 
exceeds the rule of thumb > 0.7. Cronbach’s alpha 
value of more than 0.90 indicates brilliant inter-
nal consistency, a value more than 0.80 indicates 
strong internal consistency, a value more than 
0.70 specifies acceptable internal consistency, a 
value more than 0.60 indicates questionable inter-
nal consistency, a value more than 0.50 indicates 
poor internal consistency, and a value more than 
0.50 indicates poor internal consistency, accord-
ing to George and Mallery (2003). As a result, it is 
specified that all variables can be used in hypoth-
esis testing.

Table 2. Measurement model

Item Mean SD
Factor 

loading
Market sensing  

(Cronbach’s alpha = 0.716, CR = 0.841, AVE = 0.638)
This hotel is able to identify 
customer’s needs, example: by 

providing free masks
4.113 0.867 0.789

This hotel gives out proper 
information about the hotel, 
therefore, customers can easily make 

their decisions, example: a video tour 
of the room

4.234 0.774 0.782

This hotel can keep up with the trend, 

example: work from the hotel
4.221 0.798 0.824

Market learning  
(Cronbach’s alpha = 0.696, CR = 0.831, AVE = 0.622)

The hotel is able to learn from 

customers’ feedbacks, example: an 

online survey
4.317 0.781 0.772

The hotel has a new technology for 

reducing the spread of Covid-19, 
example: a no-touch button lift

4.032 0.939 0.791

The hotel has a lot of banners to 

increase awareness of Covid-19 4.179 0.859 0.803

Market targeting and positioning  
(Cronbach’s alpha = 0.764, CR = 0.850, AVE = 0.586)

The hotel provides special treatments 
for the disabled, example: exclusive 
parking spots for handicapped people

4.225 0.802 0.764

The hotel adjusts its service system 
according to the occasions, example: 

fasting period events
4.291 0.796 0.756

The hotel provides the customer with 
services they might need, example: 
car rental

4.083 0.908 0.756

The hotel’s service system is adapted 
to the local culture where it is located

4.309 0.767 0.785

PLS-SEM displays the Variance Inflation Factor 
(VIF) value in Common Method Bias (CMB) 
testing. Table 3 displays the outer VIF value that 
defined the indicator variables with a VIF value 
with a threshold of < 5 and interpreted no bias and 
multicollinearity issues. The greater the degree 
of collinearity, the higher the VIF, and VIF val-
ues above five are a definite indicator of high col-
linearity among the indicators, and thus an issue 
(Hair et al., 2019, p. 777). Besides, common meth-
od variance (CMV) was described by Buckley et 
al. (1990) as the amount of spurious covariance 
shared among variables as a result of a common 
data collection method. Harman’s single-factor 
test is the most well-known technique for ana-
lyzing CMV in a single-method study design 
(Podsakoff et al., 2012). If the percent of variation 
exceeds 50%, there is a bias. Table A3 displays the 
results of the Common Method Variance calcula-
tion using factor analysis in the SPSS application, 
indicating that the variable is acceptable since the 
percent variance is less than 50%.

Table 3. CMB and CMV

Item VIF CMV (% of variance)
Learn1 1.292

44.54

Learn2 1.392

Learn3 1.406

Sens1 1.364

Sens2 1.382

Sens4 1.486

Tapo1 1.448

Tapo2 1.468

Tapo3 1.479

Tapo4 1.577

The goodness of fit (GOF) measure puts a focus on 
the expected value’s similarity to the observed value 
in the variable. Additionally, goodness of fit can be 
used to create an index of a model’s suitability when 
the model is verified to adequately explain empiri-
cal evidence. According to Ghozali and Latan (2015), 
the GOF value is determined in equation (1) by:

2

.GOF Communality R= ⋅  (1)

Therefore, the calculation is:

0.582 1 0.763.GOF = ⋅ =   (2)

With the GOF value obtained of 0.763, empirical 
data are suitable and fit the model as depicted in 
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equation (2) above. The GOF ranging from 0 to 
1, with 0.10, 0.25, and 0.36 denoting low, medium, 
and high global validity of the path model, respec-
tively (Hussain et al., 2018).

The fitting and cross-validation functions are pre-
sented in predictive relevance, which is a technique 
for predicting observed variables and estimating 
from construct parameters. When Q2 > 0, predictive 
relevance is calculated in the model; otherwise, when 
Q2 < 0, the model is declared to have no predictive 
relevance. In this analysis, predictive relevance is de-
termined using a blindfolding technique in which 
the value of the dependent variable yields a value 
greater than the rule of thumb Q2 > 0, indicating pre-
dictive relevance. If the predictive relevance value is 
greater than zero, the model is predictive; a value of 
0.02 shows the relevance of a weak prediction; 0.15 
shows a moderate relevance; and 0.35 shows a strong 
relevance (Ghozali & Latan, 2015). The value of Q2 

described that the construct endogenous, which is 
DMC is 0.476, and through this value obtained, the 
model has proved to be in the highest category. Table 
4 displays the findings of the data analysis for predic-
tive relevance.

Table 4. Predictive relevance

Variable SSO SSE Q² (=1-SSE/SSO)
DMC 5300,000 2777,808 0.476

According to the type of variable studied, hy-
pothesis testing uses statistical calculations of dif-
ferent levels of significance. The t-test was used 

to demonstrate substantial mean differences in 
variables with interval or ratio scales (Sekaran & 
Bougie, 2016, p. 285). Hypothesis testing with the 
significance calculated in this study employs a 
confidence level of 95%, implying that the signifi-
cance level is 0.05 on a one-tailed basis. The result, 
hypothesis testing uses a T-statistic of more than 
1.96 as a rule of thumb to determine the signifi-
cance of a hypothesis, as well as a P-value below 
0.05. Furthermore, Table 5 indicates the effects of 
hypothesis testing in this analysis, indicating that 
the hypotheses are supported.

Table 5. Hypothesis testing

Hypothesis Original 
sample T-Statistics P-Values

Market learning → DMC 0.348 30.574 0.000

Market sensing → DMC 0.345 33.314 0.000

Market targeting 

 and positioning → DMC 0.438 40.968 0.000

According to H1, the result of testing this hy-
pothesis indicates that it is supported as shown 
in Table 5, the T-statistic result is larger than 1.96, 
which equals 30.574, and the P-value is less than 
0.05, which equals 0.000. The outcome of testing 
H2 shows that it is supported as shown in Table 
5, the T-statistic result is larger than 1.96, which 
equals 33.314, and the P-value is less than 0.05, 
which equals 0.000. The result of the test suggests 
that H3 is supported as shown in Table 5, the 
T-statistic result is larger than 1.96, which equals 
40.968, and the P-value is less than 0.05, which 
equals 0.000.

CONCLUSION

The data analysis conducted with the Smart-PLS 3.2.9 software generates three supported hypotheses in 
assessing the DMC of international hotels in Indonesia from the perspective of customers. According to 
the first hypothesis, there is a connection between market sensing and DMC. This means that market 
sensing carried out by 3-5-star international hotels in Indonesia has an effect on DMC carried out by 
hotels from the perspective of the consumer. The second hypothesis proposes a relationship between 
market learning and DMC. This means that market learning implemented by 3-5-star international 
hotels in Indonesia has an effect on DMC implemented by hotels from the consumer’s perspective. The 
third hypothesis implies a relation between market targeting and positioning toward DMC. This means 
that the market targeting and positioning implemented by 3-5-star international hotels in Indonesia has 
an effect on the DMC from the consumer perspective. As a result of the hotel industry’s tightening com-
petition, especially for 3-5-star international hotels, numerous new hotels have sprung up. The findings 
of this study are projected to help the hotel industry take the necessary steps to remain competitive by 
using marketing strategies such as dynamic marketing capability whose dimensions consist of market 
sensing, market learning, and market targeting and positioning.
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In terms of DMC and using the SENS3 indicator as to the indicator with the highest average descriptive 
statistics from the market sensing dimension, hotels must provide accurate and consistent details about 
the hotel to allow customers to make an informed choice about where to stay, for example, video tour 
of the room. Additionally, since the LEARN1 indicator has the highest average descriptive statistics in 
the learning dimension, hotels must gather feedback from customers to expand their marketing strat-
egy, for example, online surveys for guest satisfaction. Following that, with the TAPO4 indicator hav-
ing the highest average descriptive statistics around the targeting and positioning dimensions, hotels 
must adapt culturally to the local culture in the region where the hotel is located to attract the market 
appropriately.
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Table A1. Construct reliability and validity

Dimension Cronbach’s alpha Composite reliability Average Variance Extracted (AVE)
Market learning 0.696 0.831 0.622

Market sensing 0.716 0.841 0.638

Market targeting and positioning 0.764 0.850 0.586

Table A2. Outer loadings

Items Market learning Market sensing Market targeting and positioning
LEARN1 0.772 – –

LEARN3 0.791 – –

LEARN4 0.803 – –

SENS2 – 0.789 –

SENS3 – 0.782 –

SENS4 – 0.824 –

TAPO1 – – 0.764

TAPO2 – – 0.756

TAPO3 – – 0.756

TAPO4 – – 0.785

APPENDIX A

Figure A1. Outer model
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Table A3. Common method variance

Total variance explained

Component Initial Eigenvalues Extraction sums of squared loadings
Total % of variance Cumulative % Total % of variance Cumulative %

1 5.346 44.547 44.547 5.346 44.547 44.547

2 0.960 8.003 52.551 – – –

3 0.920 7.666 60.217 – – –

4 0.740 6.167 66.383 – – –

5 0.633 5.277 71.661 – – –

6 0.567 4.728 76.388 – – –

7 0.551 4.588 80.976 – – –

8 0.524 4.368 85.344 – – –

9 0.487 4.055 89.400 – – –

10 0.459 3.823 93.222 – – –

11 0.424 3.536 96.758 – – –

12 0.389 3.242 100.000 – – –
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