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Currently, Internet penetration is accelerating across the country in Bangladesh, which,
in particular, has led to the simultaneous development and growth of online businesses.
Due to increased internet availability and accessibility, a number of small and medium
enterprises (SMEs) continue to operate using an Internet-driven online platform. This
context requires a research effort to investigate the underlying factors that might influence the business performance of online SMEs. Thus, the aim of the study is to examine the impact of e-marketing orientation (EMO), technology orientation (TO), and
learning capability (LC) on online SME performance in the context of Bangladesh. In
this study, the dependent variable is online SME performance, whereas the independent variables are EMO, TO and LC. To achieve this objective, the study developed a
questionnaire based on past literature. Following a non-probability random sampling
approach, 320 survey forms were distributed among online SME owners using the
online survey system (Google form), and finally 156 responses were realized as fully
complete responses. Hence, the study sample size is n = 156. SPSS version no. 26 was
used to analyze the correlation among independent and dependent variables and to
test the hypotheses. During statistical analysis, the 5% significance level is used as a
threshold value to accept hypotheses. The study results show that EMO, TO and LC
have a statistical and significant impact on online SME performance. Finally, this paper
seeks to outline several important implications for online SME owners, as well as suggest several directions for future research.
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Recently, the concept of e-marketing has gained considerable interest
among academics, researchers, and management practitioners across
the globe and has become a new paradigm in the field of marketing
research (Eid & El-Gohary, 2013). Research suggests that Small and
Medium-sized Enterprises (SMEs) are likely to obtain an array of
business benefits such as increased profits, reduced costs and convenient services for business clients through the adoption of e-marketing
(Ainin et al., 2015). Although within the strategic orientation, the influence of both entrepreneurial and market orientation on SME performance have remained the core center of research in the findings
of prior studies (Buli, 2017; Laukkanen et al., 2013; Keh et al., 2007),
still, the relationship between e-marketing orientation (EMO) and
online SME performance is rarely investigated in the past research
studies, especially in the developing economies such as Bangladesh.
Again, technology orientation (TO), as a feature of competitive advantage, has also remained a focus of researchers’ attention, as technol-
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ogy-oriented business firms are likely to provide sophisticated and new technology embedded goods
and services to meet customer needs (Gao et al. 2007). Meanwhile, in today’s digital business ecosystem,
learning capabilities (LC) also offer a source of competitiveness for business organizations in the long
run (Real et al., 2014). Hence, it is equally important for business firms to place a strategic emphasis on
developing learning capability to sustain in today’s digitalized business world.
Simultaneously, Small and Medium-sized Enterprises (SMEs) have undoubtedly been regarded as a potential contributor to a country’s overall economic development (Yousaf & Majid, 2016). For Bangladesh,
SMEs have played a salient role in accelerating the economic growth over the years, and approximately
50 percent of Bangladesh’s industrial output comes from around 6 million SMEs (Raihan et al., 2016).
However, the recent advancement in the Information Technology (IT) sector has gradually transformed
the landscape of traditional businesses, even this is also applicable for SMEs too. But little research has
been done to determine the effect of e-marketing, learning capability and technology orientation on
the online SME performance in developing countries. Since the online SMEs are increasingly growing
in Bangladesh, it has become a research urgency to investigate the determinants of the performance of
SMEs in Bangladesh. Thus, this study attempts to examine the impact of e-marketing (EMO), technology orientation (TO) and learning capability (LC) on online SME performance in Bangladesh.
Specifically, this study seeks to answer the following research question:
(1) Is online SME firm performance impacted by e-marketing orientation (EMO), technology orientation (TO), and learning capability (LC)?
This study yields several notable contributions to the existing literature. First, it exhibits a statistical test
of existing assumptions associated with the impact of e-marketing, technology orientation and learning
capability on online SME performance, especially in the context of developing economies. Secondly, it
considers two variables, EMO and LC, which are scarcely researched in the literature, as well as seeks
to examine the influence of EMO and LC on online SMEs in the context of Bangladesh. Online-based
SMEs are still developing in Bangladesh; at the same time, the spread and usage of Internet is also
increasing day by day. Most SMEs now have their own website or Facebook page. Accordingly, there
has been a huge opportunity for SMEs to leverage the Internet to enhance their business performance.
According to this study, SME owners/entrepreneurs can upgrade their business growth by adopting and
practising e-marketing, learning capability and technological tools.
This study is organized in the following way. First, a literature review is presented followed by hypotheses development. The following sections provide methodology, results and discussion. The last section
includes a conclusion with implications and directions for future research.

1. LITERATURE REVIEW
This section seeks to incorporate relevant literature on developing the relationship between
e-marketing orientation (EMO), technology orientation (TO), and learning capability (LC) with
online SME performance in Bangladesh.
In developing countries such as Bangladesh, online business development is still in its infancy.
Information technology plays a crucial role in effectively supporting and accelerating the operation-
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al activities of a business organization (Brodie et
al., 2007). Importantly, information technology is
proven to be a facilitator to ensure the sustainability of small business firms (Chatterjee et al., 2020).
The Internet-driven online technology has been regarded as a vital platform for small and medium
business firms for further development (Mandal,
2017). Based on this premise, the study has focused
on the factors that could have a significant impact
on online SME performance. To determine online
SME performance, the study considers three variables, namely e-marketing orientation (EMO), tech-
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nology orientation (TO), and learning capability fect SME performance. Mutlu and Sürer (2016)
(LC), and analyzes their impacts on online perfor- also found a positive impact of e-marketing orientation on the overall performance of health organmance of SME business firms.
izations in Turkey.
E-marketing Orientation (EMO): Recently, the
core attention of academic scholars has already Technology Orientation (TO): In the era of globalishifted to the application of the e-marketing con- zation, the technological orientation has drastically
cept (Tsiotsou & Vlachopoulou, 2011). The popu- changed and shifted the paradigm of the on-going
larity and recognition of e-marketing is expand- business sector (Saqib et al., 2018). The new technoing, and its crucial role has been affecting the firms’ logical development has brought about incredible
success among the diversified sectors within the changes in organizations conduct their business.
business environment. Electronic marketing re- Technological orientation is considered as a critiflects the implementation of information and com- cal determinant of innovation or strategic mechamunication-oriented technologies to purposefully nism that helps to create innovative ideas for busiattain marketing objectives (Shaltoni et al., 2018). ness firms (Idrus et al., 2020). Technological innoCoviello et al. (2001) described e-marketing as vation is the key issue in modern business sectors
“using the Internet and other interactive technol- that helps to exchange information, share knowlogies to create and mediate dialogue between the edge, expand communication from one place to
firm and identified customers” (p. 26). Basically, it another in a swift moment, improve cooperation,
is a supplement of the internet based online/digi- and disseminate and exchange knowledge through
tal marketing activities. Adoption of e-marketing using technological tools in the business activities
activities is about to bring cost minimization and (García-Sánchez et al., 2018). This technological
facilitate improvement in reaching many custom- orientation is highly essential for updating new
ers. Watson et al. (2002) stated that the expenses of technology to meet up the challenges pertaining
adopting e-marketing are comparatively cheaper to business or organizational performance, and
than that of other marketing activities (i.e. door- through utilizing technological facilities, business
to-door sales or distribution). E-marketing is like- organizations can become more attentive regardly to play a pivotal role in creating a paradigm ing scientific enlargements (Yousaf et al., 2020).
shift in today’s business and also in the consumer Technological orientation is such a technical skill
behaviors (Sheth & Sharma, 2005). E-marketing for business sectors that would potentially help to
Orientation (EMO) has become an organization- ensure maximum return based on providing better
al strategic precondition that needs to be aligned products and services in the business market. In
with all activities of a business firm to fulfill cus- this concern, the technology business applications
tomer needs (Shaltoni & West, 2010). The EMO help business organizations produce quality prodliteratures is still limited by a scarce empirical re- ucts and services as per requirements of customsearch done to examine the effect of EMO on on- ers in the market (Kocak et al., 2017). Technology
line firm performance. Hooper et al. (2007) show orientation (TO) also enhances the operation cathat the integration of both information technolo- pacity of business firms to offer better customer
gy and marketing is likely to have a positive influ- value (Ozkaya et al., 2015). Several studies have
ence on a firm’s business performance. Borges et al. found a positive connection between technology
(2009) have revealed that marketing activities, fol- orientation and various aspects of business perforlowed by the alignment of internet, may indirectly mance across different business sectors (Ardito &
impact firm performance via market orientation. Dangelico, 2018; Hao & Song, 2016).
Empirical studies indicate that the integration of
the internet helps to facilitate transaction-orient- Learning Capability (LC): The notion of “Learning
ed business activities, namely, order placement, Capability” is defined as “the organizational and
sale of the products, payment settlement, which managerial characteristics that facilitate organizaare strongly related to the increased and enhanced tional learning process or allow an organization
firm performance (Drennan & McColl-Kennedy, to learn” (Chiva et al., 2007, p. 225). Learning ca2003). Ariyachandra and Frolick (2008) found pability has been indispensible to gather and disthat e-marketing activities have been found to af- seminate knowledge, and to apply knowledge to
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E-Marketing Orientation (EMO)

Technology Orientation (TO)

H1(+)
H2 (+)

Online SME Business Performance

H3 (+)
Learning Capability (LC)

Figure 1. Research model of the study
reinforce the facilitation and transformation of a
firm’s business capabilities (Zollo & Winter, 2002).
The pursuit of learning helps business organizations to identify new production avenues for their
business development (Ambrosini & Bowman,
2009). It helps business organizations to adapt to
the uncertain and turbulent business environment (Alegre & Chiva, 2008). Learning capability promotes knowledge acquisition and diffusion
process across various departments within a business organization, which would lead to creating
new product or service (Mallén et al., 2016). A recent study reports that learning capability directly affects the business performance of Indonesian
ICT SMEs (Siahaan & Tan, 2020).

2. METHODOLOGY

The study intends to explore the impact of e-marketing orientation (EMO), technology orientation
(TO) and learning capability (LC) on online SME
performance in Bangladesh. To achieve this research objective, the study purposely considered
those SME business firms that exercised their
business functions online using social media websites. The study applied a non-probability random
sampling method as the exact number of current
online SMEs operating in Bangladesh was not
known during data collection phase. Based on past
research, the study developed an online survey
questionnaire, and via a Google form, the questionnaire was sent to 320 online SME Bangladeshi
Objectives and hypotheses
business owners by email. In the survey questionnaire,
the study objective, along with the clarifidevelopment
cation on definitions of e-marketing orientation,
The objective of this paper is to examine whether technology orientation and learning capability,
the three independent variables – EMO, TO and was explicitly incorporated so that respondents
LC – affect the performance of online SMEs, as could easily understand the essence of the study.
there has been very little research done to exam- In return, 166 responses were received, while out
ine online SME performance, especially in the of 166 responses, 10 were removed due to incomBangladesh perspective. Based on previous re- pleteness. Hence, the final sample size of the study
search, the following hypotheses are advanced:
was n = 156.
H1:

E-marketing orientation (EMO) has a signif- The study has developed the survey questionnaire
icant impact on online SME performance.
based on previously tested constructs. To assess
the reliability of the constructs, the Cronbach
H2: Technology orientation (TO) has a signifi- Alpha (α) value of at least 0.70 or more than 0.70
cant impact on online SME performance.
was considered as the acceptable value. The construct of e-marketing orientation (EMO) was
H3: Learning capability (LC) has a significant adopted from Yousaf et al. (2018) and examined by
impact on online SME performance.
four items. The construct of EMO was found reliable (α = 0.823). Technology orientation (TO) was
Research model of the study
adopted from Lee et al. (2015) and examined by
four items. The reliability score of this construct:
Based on the literature review and development of TO was found acceptable (α = 0.774). Learning
hypotheses, the study proposes the research mod- capability (LC) was adopted from HernándezLinares et al. (2021) and assessed by five items.
el (see Figure 1).
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This variable was found reliable as the value of α
is 0.842. The online SME performance was adopted from Lee et al. (2015) and examined by three
items. All items under each construct were measured by a five-point Likert scale, where ‘5’ refers to
‘highly satisfied’, ‘3’ means ‘neutral’, and ‘1’ refers
to ‘highly dissatisfied’. The questionnaire consisted of two sections, where the first section asked
about respondents’ basic information such as their
current age, sex, years of operating business on
the online platform, etc. In the second section of
the questionnaire, a Likert-based questionnaire
was asked for the study variables. For data analysis, SPSS software was used to extract demographic information, and regression analysis was performed to test hypotheses.

the study considered 156 to be the final sample
size. Table 1 shows the basic demographic information about online SME owners.

Table 1 shows that 82% of the sample respondents
were male and 18% were female respondents. In context of age distribution, 33% of the respondents were
between 18 and 30 years old, 41% were between 31
and 40, and 18% of the respondents were 41 to 50
years (see Table 1). Only 13 respondents were over 50
years old (8%). With regard to marital status, about
68% of the respondents was single and 32% were
married out of 156 respondents. As per the length of
continuing online business operation, 81% of SME
owners’ length of operating their online business has
fallen in between ‘0 to 3’ years, 14% of SME owners’
length of operating business has fallen in between
3-6 years, and 5% online SME owners have been
3. RESULTS
continuing their online business for more than 6
years. With regard to educational background, about
3.1. Demographic statistics
55% of respondents have a master’s degree and 26 %
of respondents have a bachelor degree. Only 12% of
of respondents
respondents have completed their study to the HSC
Bangladeshi online SME owners were the respond- (Higher Secondary School Certificate) level, and 8%
ents in this study (n = 156). Of the 320 online respondents received only a diploma degree. There
survey questionnaires distributed, 156 responses were no respondents in this study who actually had a
were considered complete, and from that point on, doctoral degree (see Table 1).
Table 1. Demographic information about online SME owners
Demographic information

Frequency

Percentage (%)

Age
18 to 30 years

51

32.7

31 to 40 years

64

41.1

41 to 50 years

28

17.9

More than 50 years

13

8.3

Male

128

82.1

Female

28

17.9

Gender

Marital Status
Single

106

67.9

Married

50

32.1

Length of Continuing Online Business Operation
0 to 3 years

127

81.4

3 to 6 years

22

14.1

More than 6 years

7

4.5

Education
Doctorate Degree

0

0.0

Master Degree

85

54.5

Bachelor Degree

40

25.6

Higher Secondary School Certificate

19

12.2

Diploma

12

7.7

Note: **n = 156.

http://dx.doi.org/10.21511/im.17(3).2021.14
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Table 2. Correlation analysis
Variables

Mean

OSP

EMO

TO

LC

3.8047

1

–

–

–

1

Online SME Performance (OSP)

2

E-Marketing Orientation (EMO)

4.1278

0.411

1

–

–

3

Technology Orientation (TO)

3.9883

0.350**

0.704**

1

–

4

Learning Capacity (LC)

3.8820

0.383**

0.467**

0.463**

1

**

Note: ** Correlation is significant at the 0.01 level (2-tailed); n = 156.

Table 3. Regression analysis
β value

t-value

Sig.

Tolerance

VIF

E-Marketing Orientation (EMO)

0.260

3.033

0.003**

0.479

2.087

Technology Orientation (TO)

0.279

3.693

0.000***

0.481

2.077

Learning Capacity (LC)

0.235

3.422

0.001**

0.747

1.340

Independent variables

Note: R2 = 0.317 or 31.7%. Durbin Watson value = 1.592. Dependent variable: Employee Performance (EP). **p < 0.05;
***p < 0.01 (n = 156).

3.2. Correlation analysis
Table 2 shows the correlation analysis between
the dependent variable (online SME performance)
and independent variables (e-marketing orientation, technology orientation, learning capacity).
Table 2 clearly indicates that all three independent
variables were significantly and statistically correlated with online SME performance at the 1%
significance level. It is observed that e-marketing
orientation (EMO) has been powerfully correlated
with online SME performance (r = 0.411), technology orientation (TO) is strongly correlated with
online SME performance (r = 0.350), and finally,
learning capacity (LC) is robustly correlated with
online SME performance (r = 0.383). The correlation results also show that EMO is more strongly
correlated with online SME performance than the
other two independent variables in the study.
E-marketing Orientation (EMO)

3.3. Hypotheses testing
and regression analysis
Table 3 shows that the value of the Durbin-Watson
test in this study is 1.592, which is considered as an
acceptable value as it does fall in the recommended value range from 1.5 to 2.5 (Durbin & Watson,
1950). In this study, the values of VIF (variance inflation factor) are found to fall under the threshold
value of 5.00, and also tolerance values are fallen
within the admissible range of 0.1 to 1.0 (Kutner et
al., 2004), which essentially unveils that no multi-collinearity problems were reported in the research model. Table 3 and Figure 2 also show the
result analysis of the regression coefficient results.
The R 2 value of 0.317 indicates the research model
explains 31.7 percent variance, which implies that
three independent variables: e-marketing orientation (EMO), technology orientation (TO) and

H1: β=0.260**
R2 = 0.317 or 31.7%= 0.261

Technology Orientation (TO)

Learning Capability (LC)

H2: β=0.279***

Online SME Business Performance

H3: β=0.235**

Figure 2. Result analysis of regression coefficient
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Table 4. Summary of hypothesis testing
Proposed Hypotheses
H1: E-marketing orientation has a significant impact on online SME performance
H2: Technology orientation (TO) has a significant impact on online SME performance
H3: Learning capability (LC) has a significant impact on online SME performance

learning capacity (LC), together explain 31.7 percent variance in determining the online SME performance in the study context. Table 3 also shows
that EMO, TO and LC have been found as a significant determinant of online SME performance as
all the proposed hypotheses are accepted at the 5%
significance level. Table 4 indicates the summary
of the hypotheses test.

4. DISCUSSION
AND IMPLICATIONS
This study is one of the studies that considered
EMO, TO, and LC to determine their influence on
online SME performance in a developing country such as Bangladesh where the operational activities of SME business organizations have been
shifted to the Internet mediated online platform.
The study has provided a significant contribution
to the current literature by establishing the empirical relationship of EMO, TO, and LC with online
SME performances, which are merely investigated, particularly in regard to developing nations,
where SME businesses have been playing a critical
part in fostering the national economic growth.
The present research effort has sought to measure the impact of e-marketing orientation (EMO),
technology orientation (TO) and learning capacity
(LC) on online SME performance in the context of
Bangladesh. The study developed three hypotheses
based on past studies in accordance with research
objectives of the study, in which the proposed hypotheses were tested by applying regression analysis. The regression coefficient results reveal that the
first hypothesis reports that e-marketing orientation
(EMO) has a significant impact on online SME performance (H1), and the first hypothesis is accepted
(H1: β = 0.260, p < 0.05). This does mean that online SME owners who exercise various electronic marketing activities will have an upward trend
in their business performance on the online platform. This result supports the past research findings.
E-marketing orientation does strongly affect the

http://dx.doi.org/10.21511/im.17(3).2021.14

Decision
Accepted
Accepted
Accepted

overall organizational performance of a non-profit
based organization (Lee & Ng, 2021). The second
hypothesis of this study reports that technology
orientation (TO) has a significant impact on online
SME performance (H2), and the second hypothesis
is accepted (H2: β = 0.279, p < 0.05). This does indicate that if an online SME applies technology oriented activities in its business operations, then the
firm performance tends to enhance over the period
of time. Al-Henzab et al. (2018) found that technology orientation (TO) does contribute to the overall
improvement of the firm performance in the pharmaceutical industry in Jordan. The third, and final,
hypothesis reports that e-learning capacity (LC) has
a significant impact on online SME performance
(H3), and the third hypothesis is also supported (H3:
β = 0.235, p < 0.05). This finding aligns with past
literature, which does imply that the acquisition of
knowledge, through enhancing learning capacity at
organizational level, has a direct influence on business performance (Jehangir et al., 2012).
This study presents several implications for online
SME owners and entrepreneurs. Firstly, the study
findings indicate that online SME managers and
owners are required to adopt and integrate latest
technological applications into business process
to accelerate their business performance as online SMEs operate in a competitive environment.
Because the acceptance and application of modern
technologies by the business organizations will directly strengthen the overall business performance
(Rajapathirana & Hui, 2018). Secondly, to develop
a competitive business strategy for SME on the
online platform, marketing managers should focus on the adoption of various e-marketing platforms, such as email marketing, Facebook marketing, Youtube marketing, TikTok marketing, to
develop better market positioning in the market.
Lastly, the study finds that learning capacity is a
predictor of business performance of online SMEs.
Hence, business managers of SMEs should focus
on enhancing internal learning capacity of relevant stakeholders by encouraging knowledge-generating activities among employees.
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CONCLUSION
This study has attempted to examine the influence of e-marketing orientation (EMO), technology orientation (TO) and learning capacity (LC) on online SME performance in the context of a developing country such as Bangladesh. Based on the results of correlation and regression analysis, the findings indicate
that EMO, TO, and LC are strong and significant determinants of online SME performance. The study
also finds that EMO, TO, and LC are strongly correlated with online SME performance at the 1 percent
significance level. This does imply that a higher degree of e-marketing orientation, technology orientation, and learning capacity would result in higher online performance of small and medium-sized
business organizations. Thus, SMEs are encouraged to focus on various e-marketing activities and the
latest technologies to sustain and grow their online business operations. Also, SMEs should seek various
learning sources to enhance their operational capabilities and improve their online performance in the
competitive market.

FUTURE RESEARCH DIRECTIONS
The study offers several directions for future research with acknowledging some limitations. First, the
study was quantitative in that it tested hypotheses using SPSS software. So, future researchers may consider applying qualitative research tools to find some new research findings that will enrich the body of
the literature. The study measured the impact of three variables on online SME performance. Future
research may consider some new variables such as employee skills, technological efficiency of SME
managers/owners, and innovation orientation to determine online SME firm performance. The study
collected data from Bangladeshi online SME firms. Future researchers may consider a cross-country
sampling approach to produce more robust research results.
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