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Abstract: Research in the field of banking business management during a pandemic requires the
cooperation of organizations with the changing business environment. Resources that are able to be
managed effectively and efficiently at the Central Kalimantan Regional Bank in Indonesia are thus
managed in an effort to support the organization. The key to the bank’s performance as an innovative
organization lies in the core business values that are strengthened by organizational resources, so
that the focus of value innovation becomes the activities that improve business performance as
a mediating factor between external and internal factors. Research was conducted on 250 senior
employees with quantitative analysis using the Structural Equation Modelling-Partial Least Square
(SEM-PLS) statistical tool. It was found that external factors originating from market orientation and
social capital significantly improved business performance. The success of the mediation process as a
novelty research conceptual research has significant positive results as a core business innovation
to improve the business performance of Central Kalimantan regional banks. The research objective
is to improve banking performance by collaborating between consumer needs, value innovation
and social capital as a trigger for excellent change in Bank Kal-Teng. The value of this research is
as a reference for innovating capability value as the main business strategy using information from
external factors, so as to improve the bank’s business performance as needed.

Keywords: market orientation; social capital; value innovation capability; business performance

1. Background

The current era of globalization and pandemic is characterized by changes in the business
environment that must be supported by rapid innovation and information in business strategies [1,2].
World bank business competition is increasingly competitive, and unpredictable turbulence has become
a global issue, as a consequence of business performance [3,4]. This condition departs from various
forms of business organization to change the paradigm of thinking and the way of doing business, from
the traditional (classical) pattern, based on labor (labor-based business) which emphasizes the quantity
of results (output, i.e., products/services), towards a business with modern business patterns [3–5],
based on market orientation capabilities and social capital that depends on the quality of the results of
a sustainable business.
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Management is the achievement of individual and organizational goals in performance, as an
effective and efficient form of organization, in line with improving organizational performance [5]. The
resource strategy formulation is carried out to achieve better business performance, and has strengths
and weaknesses in human resources [6–8]. One form of strategy weakness is targeting a market against
the background of consumer conditions and social capital to encourage the growth of the organization’s
vision and mission [7]. Efforts to achieve the organization’s vision and mission based on the external
environment are carried out as a control measure of the organization’s business performance [5,6].

Management that has a strategy based on POAC (planning, organizing, action, controlled) is an
effective and efficient utilization and control of resource evaluation [8]. Business performance will have
a high response, supported by workers who will actively change the market [8–10]. Thus, to achieve the
performance measure, the organization must have the ability in market orientation [9]. The pandemic
period has been a phenomenon for bank research in Central Kalimantan, because for seven months
several bank products were affected; at this time, it cannot run according to the organization’s vision
and mission. One of the challenges for the community’s economy is the sluggishness in purchasing
banking products at Bank Kal-Teng, so it is necessary to evaluate improving business performance
from a market orientation perspective.

Organizational performance that is able to synergize with environmental changes such as
significant capital can improve business performance, as noted in several studies [10,11]. The
phenomenon of obtaining profits based on interviews on products that ensure the safety and financial
comfort of the public is the target of research [12]. The bank in Central Kalimantan is a Central
Kalimantan regional-owned company with 14 branches as the focus of research. Based on preliminary
research, long-term product interviews are less desirable, such as time deposits and education
insurance [12–15]. Social capital is information, trust and norms attached to social networks [13,15,16].
Social capital as a resource embedded in social networks is accessed and used by actors to carry out
certain actions; the interactions do not significantly improve business performance [14,17–20]. In this
regard, social capital is prioritized to encourage activities that focus on bank products such as deposits,
with the ability to reward innovations to improve business performance [15–18,20]. The purpose of
this research is to improve bank performance based on external and core business factors on bank
products that have an impact on the sustainability of banking [16,19,21–25]. The research implications
would improve the bank’s business performance, which is required before market orientation and
social capital encourage innovation capability value so that bank products can again be in demand by
people in Central Kalimantan.

The paper is composed of six chapters. The first chapter is an introduction to Section 1. The
second is theory and hypotheses in Section 2. Section 3 is methodology and data. Section 4 is research
results. Section 5 is a discussion. Finally, Section 6 is the conclusions and recommendations for the
development of further research and research.

2. Theory and Hypotheses

This research assesses two aspects of management, namely human resources and marketing
products. Therefore, this study applies the Resources Based View (RBV) theory as a grand theory to
improve business performance based on the value innovation capability of market orientation and
social capital [7,9,13]. Resources based on customer views, the existence of a business organization
without customers/consumers, will never exist because customer satisfaction as the “core” of service
business excellence is that the customer/customer is absolutely in a business transaction [10,12,17].
Thus, the service industry tries to attract customers, the banks operating in the Central Kalimantan
region being no exception. The banking service industry business activities therefore need to investigate
or prove empirically the extent to which the realization of market orientation, social capital, and
innovation capability is of value [11–13].
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2.1. Business Performance

Banking business performance is measured by overall profitability and liquidity by comparison
of ratios and risks [1,6–9]. A more effective solvency ratio relative to the equity ratio is necessary to
measure debt and equity that does not pass from one to the other, so that to manage bank performance
requires market orientation capabilities. In addition, social capital has a need for a business context
in the network relationship process to improve organizational performance. Business performance
that supports social networks and social relationships can foster trust, support, and social relations;
therefore, social capital is needed in organizations [2,5,9,13,26].

Business performance achieved from the ability to value innovation in resource collaboration that
is managed effectively and efficiently based on RBV theory is a good business strategy. To improve
business performance, it is necessary to trust information, market orientation and social capital to
drive the core business with the value of innovation [6,7,10–14]. Business performance can be achieved
from collative action as a resource management strategy, developed as a group rather than through
information needs. The need for relationship resources and social knowledge can be very powerful as
a business foundation, causing a positive increase in business performance [8,13–17]. Thus, to improve
the performance of the banking business, it is necessary to have the ability and expertise to manage
access to resources and activities to establish some particular beneficial connections in relation to
market orientation, social capital and value innovation capabilities [9,10,15,27].

2.2. Market Orientation

Market orientation is the ability to analyze the market to drive innovation so that the organization
can be sustainable and improve the market [5–10,13]. The benefit to the bank is a change in
customer behavior; therefore, financial technology is needed as a strategy in orienting competitors
for a collaboration platform to optimize performance. Market orientation is changing standards that
intelligently creates interactive, more effective resources that drive organizational innovation [7–9,16,17].

Market orientation is proactive knowledge oriented towards consumer and competitor needs, and
interface coordination to drive organizational innovation. The fluctuation of changes in the business
environment in the banking business requires knowledge of market orientation in encouraging value
innovation for improved performance [6,7,9–11]. Growth and increase of profit increase the abilities of
the bank, by reducing assets and comparing productivity and risk, to maximize the value of human
resources and management. Financial ratios can be seen from the aspect of liquidity to be the ultimate
target, so market orientation skills and intelligence capabilities are needed.

Capacity-building interventions in market orientation are relatively related to resource effectiveness
in the resource-based theory view, to encourage value innovation capabilities which improve business
performance [7–11,27–31]. Market orientation in practice can send information about consumer needs
to create products that suit their needs. Business competition requires banking organizations to
continue to innovate through value innovation in service companies to increase sales, growth and
profits. Based on these empirical studies and theories, the research hypotheses are:

Hypothesis 1 (H1). Market orientation has a positive effect on business performance.

Hypothesis 2 (H2). Market orientation has a positive effect on value innovation capability.

2.3. Social Capital

The rise of a knowledge-based economy requires regulation due to the increasingly important
role of social capital in an organization or company [14–16,32]. The important role of social capital is a
determinant of sustainable business performance, because social capital is not only an intangible static
asset, but also an ideological process and a tool to achieve banking goals, helping to create products
that benefit consumers and organizations [33–37].



J. Open Innov. Technol. Mark. Complex. 2020, 6, 140 4 of 14

The demands of modern industrialization are characterized by the value that comes from intangible
assets known as social capital, such as: knowledge and skills that are owned and inherent, the influence
of society, the employee environment, relational networks, social networks and social norms, all of
which enable employees to drive innovation and strategic change in order to encourage the creation of
value innovation with the core aim of improving business performance [15,22–25,38–40].

The banking service industry business is one of the various types of service industries in Indonesia
which operates in the financial services sector and is often referred to as a trust institution, in connection
with the definition of a bank. A bank is a business entity that collects funds from the public in the
form of savings and channels it in the form of credit or other forms in order to improve the standard of
living of the people at large (Law no. 10 of 1998) [1,13,15–19]. The role of banking absolutely exists in a
country, because the bank as a financial sector service industry plays an important role as a mobilizer
for the national economy, which is one indication of the existence of a country. In order to improve
the bank’s business performance, expertise and resource capabilities through its employees seeing
changes in the business environment from market orientation and social capital are required. Based on
these empirical studies, the research hypotheses are:

Hypothesis 3 (H3). Social capital has a positive effect on business performance.

Hypothesis 4 (H4). Social capital has a positive effect on value innovation capability.

2.4. Value Innovation Capability

Value innovation capability (VIC) is considered a valuable asset for the company, to
provide and maintain the added competitive product and for implementation of the overall
strategy [10,11,26,32,33,40,41]. VIC can be a force in improving a business to live with core business
values such as reward points in every transaction. The relationship innovation capability is the
business ability to form, and the integration capabilities and resource capabilities to stimulate,
innovation [5,10,17–22].

Customer social relations can be the scope of VIC for creative endeavors with blue ocean strategies,
such as providing appropriate products/consolidation assistance to face the impact of a pandemic. The
blue ocean strategy provides superiority to product-based activities with product attributes and product
functionality in order to improve business performance [8,10,17–21]. Pandemic times require organizations
to create different value products in the development of innovations that refer to knowledge of consumer
segments and market segments to improve business performance [18,19,29–33,42].

The blue ocean strategy is applied in four ways by eliminating the core business that is not
functioning optimally, reducing the system that cannot be developed in the community or with
consumers [17,21,37]. Furthermore, it is important to improve synergies with maximum human
resources, such as social capital simulations, to support core businesses and make high-value products
that are minimized based on market orientation. Based on these the empirical study the research
hypothesis theory proposed in this study is:

Hypothesis 5 (H5). Value innovation capability has a positive effect on business performance.

2.5. Theoretical Framework

The theoretical framework is made from empirical studies and research gap antecedents of market
orientation and social capital with the aim of improving business performance [5,8,13,27]. Input is then
made to build a conceptual framework into new research. Based on the RBV theory, the observation of
business phenomena will be able to be the target of change, with policies received from external factors
in building business strategies [7,9,11,27,43]. For this reason, this research proposes a framework with
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the ability to mediate value innovation to improve business performance. The input used to increase
the output from previous research is based on the RBV theory, which aims to obtain applicable research
results to improve the bank’s business performance from external factors as potential information with
reliable relevance. To facilitate the reference of results, a conceptual framework for the research based
on the hypotheses was built as shown in Figure 1.

Figure 1. Concept framework, adoption of the model [16,27,43].

3. Methods

The test was done quantitatively with the SEM-PLS statistical application. Respondents in this
study were 250 employees with a questionnaire, according to the number of indicators from the four
variables. The criteria for respondents were at least 5 years working at a Regional Bank in Central
Kalimantan Province and have been in customer service before, so that the results of the questionnaire
used in the study are not biased. The sample design was carried out randomly to maintain the
quality of the results that refer to the previous theory and empirical studies so that the results can be
trusted [34,44]. The research scale was a Likert scale, which is a survey scale for selecting approval
(answers) to questions on the instrument ranging from 1 (strongly disagree) to 5 (strongly agree). The
distribution of questionnaires was carried out with reference to the bank’s business performance during
the COVID-19 pandemic, through digital questionnaires. Questionnaire collection was subjective and
received directly via email to the researcher. Before the questionnaire was distributed, the instrument
was tested and evaluated on 30 respondents in order to obtain a good questionnaire instrument with
validity and reliability tests [18,23,34,44]. Furthermore, distributing questionnaires to the sample
was carried out using the SEM-PLS test to see the relationship between the influence of antecedents,
mediation, exogenous variables and interpreting the research results clearly.

4. Results

Testing was based on a valid and reliable questionnaire instrument, so that the test results did not
succumb to error/data bias. The mediating variable of the value innovation capability is a process in
overcoming the research gaps from previous empirical studies. Based on the results, all variables have
a correlation with business performance (Y2). The results are presented in Figure 2, complete with
probability values.
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Figure 2. Results of the empirical research model. Source: author calculation.

In the partial least square (PLS) model, the loading factor for reflective indicators and for formative
indicators is outer loading [24]. Based on the results, the outer loading of the indicators market
orientation (MO), social capital (SC), value innovation capability (VIC) and business performance (BP)
can be seen from Table 1, as follows:

Table 1. Outer loading.

Variable Indicators Outer Loading Mean

Market Orientation (X1)
Customer Orientation (X1.1) 0.880 3.36

Competitor Orientation (X1.2) 0.934 3.41
Interfirm Coordination (X1.3) 0.947 3.42

Social Capital (X2)
Social Network (X2.1) 0.964 3.42

Relationship Network (X2.2) 0.914 3.43
Social Norms (X2.3) 0.954 3.41

Value Innovation Capability (Y1)

Product Image Superiority (Y1.1) 0.940 3.41
Value Added Superiority (Y1.2) 0.944 3.42

Financial Secure Superiority (Y1.3) 0.916 3.41
Financial Guarantee Superiority (Y1.4) 0.937 3.42

Business Performance (Y2)
Sales (Y2.1) 0.841 3.37

Growth (Y2.2) 0.944 3.41
Profit (Y2.3) 0.849 3.38

Sources: Data processed by SEM-PLS, author calculation.

The indicator of market orientation is a characteristic of the outer loading variable with an average
of 0.92 > 0.7, and an average mean of 3.39, which means that it is a good category. Next, in the social
capital of outer loading, the average is 0.944 > 0.7, with an average mean of 3.42, which means it is
a good category. For the outer loading innovation capability value variable, there is an average of
0.934 > 0.7, with a mean of 3.41, which means it is a good category. Finally, the outer loading business
performance variable has an average of 0.867 > 0.7, with an average mean of 3.38, which means it is a
good category. A test was then carried out to get answers about the reliability of the following average
variant extracted (AVE) values.

To see the average variant extracted (AVE) value in SEM-PLS, Table 2 shows the results that meet
the requirements of the value above > 0.5 for a good model; the results show that the MO variable
is 0.82 > 0.5, the SC variable is 0.87 > 0.5, the VIC variable is 0.89 > 0.5 and the BP variable is 0.76 >
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0.5. The results show that each variable has good discriminant validity. To obtain reliable results from
the research instrument, further test data was carried out; the results showed that each variable was
reliable because the average was above> 0.6. The Cronbach alpha value also meets the requirements of
> 0.7. Table 2 shows that all variables have a high level of reliability.

Table 2. Average variant extracted (AVE) Correlation and Score.

Variable AVE (>0.5)
Score Correlations on Variable (t-Statistic)

X1 X2 Y1 Y2

Market Orientation (X1) 0.823 - - 0.662 0.334
Social Capital (X2) 0.876 - - 0.541 0.496
Value Innovation
Capability (Y1) 0.893 0.662 0.541 - 0.418

Business Performance (Y2) 0.761 0.334 0.496 0.418 -

Sources: Data processed by SEM-PLS, author calculation.

The assessment of goodness of fit can be seen with the q-square value from Table 3. A q-square
value has the same meaning as the coefficient determinant (r-square) in regression analysis, where the
higher the q-square, the more the model can be said to be better. The results of the calculation of the
q-square value are as follows:

Q2 = 1 − (1 − R1) (1 − R2) ... (1 − R4) [23,24]
Q2 = 1 − (1 − 0.297) (1 − 0.521) (1 − 0.422) (1 − 0.485)
Q2 = 0.899

Table 3. Composite reliability and Cronbach’s alpha.

Variable Composite Reliability (>0.6) Cronbach’s Alpha

Market Orientation (X1) 0.862 0.877 (Reliability)
Social Capital (X2) 0.879 0.883 (Reliability)

Value Innovation Capability (Y1) 0.889 0.891 (Reliability)
Business Performance (Y2) 0.859 0.863 (Reliability)

Sources: Data processed by SEM-PLS, author calculation.

Based on the results of the above calculations, the q-square value is 0.899. This shows the largest
diversity of research data that can be trusted by the research model is 89.9% while the remaining 10.1%
is factualized by other factors not examined in this study. Thus, this research model can be stated as
having a good goodness of fit.

Based on Table 4, the description of the results shows that all variables in this model have a path
coefficient with a positive H1 t-statistic value of 0.334 and a p-value of 0.00 < 0.05, which means market
orientation has a significant positive effect on business performance and the hypothesis is accepted.
For H2, the t-statistic value is 0.662 and the p-value is 0.00 < 0.05, meaning that social capital has a
significant positive effect on the value of the ability to innovate and the hypothesis is accepted. The
t-statistic value of H3 is 0.496 and the p-value is 0.00 < 0.05, which means that social capital has a
significant positive effect on business performance and the hypothesis is accepted. The t-statistic value
of H4 is 0.541 and the p-value is 0.00 < 0.05, which means that social capital has a significant positive
effect on the value of innovation ability and the hypothesis is accepted. The t-statistic value of H5 is
0.418 and the p-value is 0.00 < 0.05, meaning that innovation capability value has a significant positive
effect on business performance and the hypothesis is accepted.
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Table 4. Hypothesis results.

Hypothesis R-Square T-Statistics p-Value Results

H1 BP←MO 0.297 0.334 0.004 Significant
(accepted)

H2 VIC←MO 0.521 0.662 0.000 * Significant
(accepted)

H3 BP← SC 0.422 0.496 0.001 Significant
(accepted)

H4 VIC← SC 0.485 0.541 0.000 * Significant
(accepted)

H5 BP← VIC 0.398 0.418 0.002 Significant
(accepted)

* = very well less than zero. Sources: Data processed by SEM-PLS, author calculation.

5. Discussion

5.1. Market Orientation Has a Positive Impact on Improving Business Performance

Changes in the business environment from external factors greatly affect the effectiveness of
market information. This can actively improve business performance; from the indicator of 33.4% with
a p-value of 0.00 < 0.05, market orientation is proven to have a significant positive effect. This is a
good input with information, as the main intelligence to provide input that is relevant to customer
needs is based on the results of the analysis through a questionnaire instrument that has AVE > 0.5,
and external loading and reliability > 0.6. For the Central Kalimantan Regional Bank Business, the
pandemic has become a problem. Performance is not well managed in terms of employees’ ability to
seek changing consumer needs and economies from market orientation. Collaboration between firms
is carried out jointly in order to directly reach consumer needs and become a business strategy that can
improve the bank’s business performance.

Activities and processes related to customers in bank performance demand the ability of the
organization to assess consumer needs well [5,26,33,34,40,41,44]. A pandemic period does not demand
changes in business competition because of the economic downturn of society [27,41]. This makes
market orientation very important in building business strategies to improve performance, not from a
fully competitive orientation, but from what currently becomes a fundamental need for consumers,
such as a trustworthy organization. In improving bank performance, the results of previous studies
that were insignificant for external factors of MO to increase performance were rejected because the
results showed that MO could be carried out/implemented by the organization properly to support
performance based on market and consumer needs [16,17,41,45].

5.2. Market Orientation Has a Positive Effect on Increasing the Value Innovation Capability

Value innovation capability is a business strategy capable of completing a product in four stages,
namely: reducing, eliminating, increasing and creating, better known as the blue ocean strategy [13,27].
The influence of consumer and market needs strongly affects activities in value innovation based on the
results (66.2%). This research proves that the higher the market orientation encourages the advantages
of product image, the advantages of added value, the advantages of financial guarantees and the
advantages of financial guarantees, the better VIC will be as the main point of business that is able to
gain consumer benefits in choosing products at Bank Kalimantan Tengah in Indonesia. Based on these
results, MO is a very good antecedent to encourage VIC [5,7–10,31]. This is a good input as the main
intelligence to provide relevant input to customer needs based on the results of the analysis through
a questionnaire has AVE > 0.5, and outer loading and reliability > 0.6. The better the innovation
capability value supporting market orientation, the better the business strategy will be able to realize
effective and efficient resources for the products offered by Bank Central Kalimantan in Indonesia.
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Efforts to improve the performance of banks with products have been greatly helped by the results
based on market orientation [5,38,42]. The results also show that external factors can improve the
bank’s economy with several activities as cultural implementation [3,30,46,47]. The concept of market
orientation makes the company/organization’s goal to better understand consumer and market needs
as a business strategy for good bank performance [12,42,48,49]. Therefore, new discoveries that are
different in business strategy, by understanding and knowing consumer needs, are a good change
for the performance of the Kal-Teng bank. The existence of an antecedent market orientation can
encourage an organization’s ability to innovate by implementing consumer and market needs. This
encouragement will help companies increase value innovation activities to produce a management
system based on the company’s superior values [18,45,48]. In addition, this study states that market
orientation is an input driving the value of innovation ability, which is very useful for business units to
be able to survive following changes in the business environment.

5.3. Social Capital Has a Positive Effect on Improving Business Performance

When the quality of service performance is good, the bank’s overall financial performance should
also be good [26,32,50]. Through this series of processes, the bank will be able to create the best value,
so that the bank’s credibility will also be better, and so that the bank can be considered a trusted bank
with excellent service [33,40,41]. “Trusted bank with excellent service” is the motto of commercial
banks, reflecting the bank’s competence in improving business performance as a core business strength.
The above perspective implies that social networks, social norms and networks of relationships are
very good links as external factors and are imperative for the banking service industry to be able to
sustain business performance in a sustainable manner. Bank capital management functions as an
integral unit to support external relations through optimization of roles to strengthen internal business
performance [21–26,43].

The third component, social capital, must support each other or synergize in order to make a
meaningful contribution to the company’s goals, namely effective or sustainable performance. The
results show that 49.6% of social capital improves marketing performance so that banks are able to
mobilize and utilize social networks, social norms and relational networks to improve performance;
good bank norms for customers are an external factor on the performance of services received. Efforts
to maintain the performance of bank services in order to remain good from the perspective of external
customers require high commitment from all lines of employees, and are carried out consistently [32,45].
If these efforts are made in the right situation, indicators of customer needs, networks and social norms
are important points to gain trust and increase profitability in the banking business; if not the banking
industry can face intense business environment changes from business competition, whether local,
national and global.

5.4. Social Capital Has a Positive Effect on Increasing the Value Innovation Capability

Various national cases still frequently occur, such as the Century Bank case, ATM burglary, unclear
information, customer complaints/dissatisfaction with bank services in print media, and word of mouth
which is closely related to the operational/routine internal processes of the bank. This condition is a
reflection of the condition of the bank’s internal resources, where social capital has not been maximized
as a business strategy to improve business performance [1–6,25,33]. To support input to output,
business performance requires a superior business strategy, and the advantages of choosing products
from value innovation to improve the performance of the Central Kalimantan banking business in
Indonesia. Based on the results, social capital is able to encourage the ability to value innovation by
54.1%, indicating that superior products from banks are difficult to accept by many consumers in
markets that offer low prices and quality.

In terms of the products related to bank problems that occur in the banking service industry in
Central Kalimantan, it seems that it is relatively the same as what happened to the banking service
industry at the national level, but the scale is different. Changes in the national banking business
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that are increasingly competitive encourage and indicate the ability to innovate with values as a
superior core business; thus, social networks, social norms and relationship networks are needed as
the right solution to encourage business strategies at VIC which are able to solve problems in the
operationalization of its business activities, in order to remain and survive in an uncertain business
environment [9,13,16,27]. In line with economic growth, the need for banking services is getting higher,
and the growth of the national banking service industry is increasing. The results show that social
capital is significant in the value of innovation capability for the growth of the banking industry in the
region, such as the performance of the banking business, especially in Central Kalimantan.

5.5. The Value Innovation Capability Has a Positive Effect on Improving Business Performance

The results of this study state that the value of innovation capability is a correct and positive
process/mediation of 41.8% and a p-value of 0.00 < 0.05, proving a significant positive effect on business
performance. Furthermore, the results show evidence that VIC is capable of being a good and relevant
mediation through a questionnaire instrument that has AVE > 0.5 of outer loading and reliability > 0.6
in improving the business performance of Central Kalimantan Bank in Indonesia. The value innovation
capability is an innovation activity that is carried out based on a business strategy to increase revenue
and sales by creating a value curve that stands out as the core of the business [14,22,26,32]. Marketing
performance measurement can be seen from product improvement and sales increase; in innovation
activities, the value of product superiority and product function is a superior value for a strong core
business. Meanwhile, marketing performance is the result achieved by business units from activities in
the field of effective and efficient marketing, through managing resources by implementing business
strategies [5,17,27,38,39,46,51].

The results of this study can provide evidence for the management of Bank Kalimantan Tengah in
Indonesia, that to improve business performance requires value innovation capabilities based on the
ability of employees to evaluate the products offered to suit the needs of consumers and social capital.
In addition, the value innovation capability that is driven by employee relations from social capital
will be able to create relationships, norms and networks that support business performance from
VIC mediation. This has implications and benefits for improving business performance that requires
market orientation capabilities. Social capital as an external analyst related to changes in the business
environment is able to encourage the mediation of value innovation capability as a business strategy to
take actions and to improve the business performance of Bank Kalimantan Tengah in Indonesia.

5.6. Market Orientation, Social Capital and Value Innovation the Improving Performance Bank

Market orientation is a measure of external factors that require products or services in the banking
business. Activities that are in a market orientation are related to meeting customer needs and related
to creating confidence in bank performance [5,10,13,40]. To get a lot of customers, an organization
needs knowledge and abilities based on market orientation from customer orientation, competitor
orientation and coordination between functions [13,14,19–21]. The results of this study state that it is
positive and significant that external factors of customers and market needs have a very good effect on
improving the performance of the banking business in Kal-Teng in Indonesia. This becomes a reference
to the bank’s business strategy method, which has the potential to increase bank sales, growth and
profits [26,27,34–37,40,44,48].

Social capital based on social networks in society is changes during pandemic. Social capital
has three main pillars, namely social networks, relationship networks and social norms [2,3,19]. The
relationship between these external factors is necessary to implement business strategies in making
new policies related to changes in society [26,44]. Value innovation is one of the dynamics of innovation
that is very sensitive to core business values, which are based on the values of product excellence. To
encourage value innovation, external factors are needed, such as market orientation based on needs
and social capital based on network values, network relationships and different superior cultures that
have the potential to improve bank performance [9,16,25,38,39,46,51]. The results of social capital
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research can improve the performance of the Kal-Teng bank because the factors of social value, network
value and network relationships can encourage value innovation capability to create a business strategy
that is superior to the core value of the bank’s product business.

Value innovation capability is a renewal based on core business values from cultural dynamics that
come from people from generation to generation using regional bank products [5,10,13,24]. People’s
trust diminishes with the changing times, so that to maintain the core of the business, an internalization
process is needed in open innovation for business patterns and actions [9,17,43]. Some changes that
can be made are knowledge of the needs and social capital of the community as well as their economic
conditions, so that the core business in value innovation capability continues to shine in the midst
of a pandemic through the evolution of product loyalty [27,42]. The results of market orientation
research and social capital can encourage the value of innovation capability with indicators of product
image advantages, added value advantages, financial security advantages and financial security
advantages [17,26,27,34–36,40,41,44]. This provides a reference for banks that wish to improve the
bank’s business performance by collaborating with external and core business factors on innovation
so that system updates, methods and bank products can be accepted by the public because of their
superior business value.

6. Conclusions and Recommendations

Tight business competition and changes in business related to current national economic conditions
seem to have led to a better direction; however, the impact of the pandemic over the past eight months
has been a multidimensional crisis that could improve business performance. It seems that the national
banking business is still unable to create a real financial sector; it is at present still stagnant, inflation is
still high, credit distribution is still not as expected and the allocation of the amount of credit extended
to the public is still in the range of 30–35%, far from the ideal range set at 90–95% (Bank Indonesia,
2008) [26,32,33,40,41]. This condition also applies and has an impact on the decline in the value of the
fostered units because public trust in savings funds in national banks has decreased. This research is
aimed at Central Kalimantan banks so that people continue to trust regional banks as future relations,
guaranteeing deposits and insurance, which have a good impact on sales, growth and sustainable
profit performance of banks.

In this study, business banking can be improved from external factors, namely the community as
customers. In order for national banking in the country to have credibility, it requires knowledge and
capability of market orientation and social capital. Thus, changes in the business environment related
to customer needs and the relationships inherent in social capital can be an input to encourage product
excellence that is highlighted as the core of a fundamental business strategy through value innovation
capabilities. This is very necessary for the realization of a good banking system, and is included in the
category of domestic banks that can be trusted by the public for good and reliable public financial
guarantees. This research can be a resource-based strategic management research development that
must be managed properly and continuously to improve business performance, as well as provide
opportunities for other research to apply RBV theory and variable value innovation capabilities as
business strategies in other business units in Indonesia. The limitation of this research is that it was
carried out during a pandemic where the results of the research may not be fully answered by the
sample in a professional manner; therefore, in future studies a qualitative or mixed test method is
recommended, to get better results in improving bank business performance by appreciating innovation
in other provinces and countries.
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