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Abstract: This study examines the influence of Entrepreneurial Orientation and 
Digital Marketing Adoption on Sustainable Business Performance in the context 
of manufacturing firms located in Lahore, Pakistan, with Market Responsiveness 
serving as a mediating variable. Anchored in the Dynamic Capabilities Theory, 
the study argues that entrepreneurial behaviors—such as innovation, 
proactiveness, and risk-taking—combined with the strategic use of digital 
marketing platforms, enhance a firm’s ability to sense and respond to changing 
environmental, consumer, and regulatory demands. A quantitative research 
design was employed, with structured questionnaires distributed among 320 
managerial respondents from medium and large-scale manufacturing firms in 
Lahore. Partial Least Squares Structural Equation Modeling (PLS-SEM) was used 
to test the hypothesized model. Results demonstrate that both Entrepreneurial 
Orientation and Digital Marketing Adoption significantly improve Market 
Responsiveness, which in turn enhances Sustainable Business Performance. 
Furthermore, Market Responsiveness partially mediates the relationship 
between the independent variables and the performance outcome. The findings 
provide theoretical and practical insights for manufacturing firms aiming to 
integrate entrepreneurial and digital capabilities for long-term, sustainable 
success in competitive markets. 
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Introduction 
The rapid change in the global economic environment in recent years has heightened the need of firms and especially 
those in the developing economies to change and innovate as a way of guaranteeing long-term sustainability. The 
combination of digital technologies and the rising environmental and social issues has drastically changed the 
competitive landscape, which requires enterprises to reorganize the traditional approaches and follow new paradigms 
of value creation. In the case of manufacturing companies located in Lahore, Pakistan, where industrial growth is 
usually followed by the lack of resources and inefficiencies of the institutions, sustainable business performance is 
not only a strategic choice but also a condition of survival and development (Ahmad et al., 2021). In this environment, 
companies have to strike a balance between the complex inter-dependencies of economic, environmental and social 
demands and be competitive in the turbulent markets. This increased pressure on sustainability, the complications of 
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globalization and digitalization necessitate a more active and reactive strategic stance, particularly with manufacturing 
businesses in the transitional economies where infrastructural and regulatory issues are still a problem (Zekos, 2021). 

With the growing uncertainty of competitive environments, two strategic capabilities: entrepreneurial orientation 
and digital marketing adoption, have been identified to be very important in driving sustainable performance. 
Entrepreneurial orientation (EO) refers to the willingness of a firm to innovate, risk and be proactive, and is a mindset 
of an organization that pursues opportunities in uncertain conditions. EO enables companies to be prepared to meet 
changes in market demand, create innovative products, and strategically place themselves in dynamic environments 
(Moretti et al., 2020). At the same time, digital marketing adoption (DMA) or the incorporation of digital tools and 
platforms in marketing practices allows reaching out to customers more effectively, personalizing the interaction, and 
conducting real-time consumer behaviour analyses. These two capabilities have the potential to empower firms to 
sense and respond to changes in the environment in a timely and effective manner. However, this change assumes 
an internal process of connecting strategic orientation to technological preparedness and action-oriented result. In 
this regard, market responsiveness (MR), which is the ability to sense, interpret, and respond quickly to market 
dynamics, comes out as a key mediator that operationalises entrepreneurial and digital capabilities to deliver 
sustainable results (Zebec & Indihar Štemberger, 2024). 

In order to explore these dynamics, the dynamic capabilities theory (DCT) provides an interesting conceptual lens. 
Under the resource-based view, DCT assumes that companies have to be capable of integrating, constructing, and 
recombining both internal and external competencies to respond to the swiftly changing environments. In this 
context, EO and DMA are strategic and technological abilities which offer a base of dynamic action and MR is the 
sensing and responding ability of the firm (Song et al., 2025). The result of this dynamic interaction is sustainable 
business performance (SBP), which reflects the capacity of the firm to achieve long-term economic, environmental 
and social goals. The theory highlights that the benefits of advantage and sustainability do not only accrue as a result 
of resource endowment but rather the ability to adaptively deploy resources and in a timely fashion. Based on this, 
the key aspect is how the entrepreneurial and digital orientations can be converted into practical responsiveness and 
how responsiveness, in its turn, can impact long-term performance (Rupeika-Apoga et al., 2022). 

Although the body of literature on entrepreneurial orientation, digital transformation, and sustainability is 
growing, the literature research on these constructs is usually studied separately or in a combination of two, and there 
is little research on how these constructs integrate with each other. Mixed-method studies have determined that EO 
can support firm performance and innovation, and that DMA can support customer engagement and efficiency, but 
little has been done to understand how the constructs combine to influence sustainability-related outcomes, 
especially in the manufacturing industry of developing economies (Svensson, 2024). Besides, the mediating effect of 
MR is under-theorized, despite it being an important process where strategic capabilities can be converted into actual 
performance improvements. Environmental volatility, changes in consumer preferences, and uncertainty in 
regulations are more likely to be stronger in emerging market environments, and it is necessary to clarify the 
mechanisms through which strategic orientation can be linked with digital integration to sustainable performance (Wu 
& Tham, 2023). 

The research problem that will be addressed in the study is the need to know how manufacturing firms in 
transitional economies can use their strategic and digital capabilities to enhance sustainable performance outcomes. 
In particular, the research examines the effects of EO and DMA on SBP and whether MR is a significant mediator 
between them. Such emphasis is especially relevant to the Pakistani environment, where manufacturing industries 
have to deal with energy crises, policy uncertainty, supply chain shocks, and changing consumer preferences (Duan 
et al., 2022). In these settings, the traditional competitive approaches can prove to be insufficient, prompting the 
transformation into the more dynamic, digitally proficient, and sustainability-driven modes of operation. The focus on 
Lahore, the industrial and commercial center of Pakistan, allows the study to capture a critical part of the 
manufacturing ecosystem of the country and provides empirical knowledge in a contextually informed and globally 
important way (Rana, 2025). 
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The current research has a number of theoretical, policy, and practice contributions. Theoretically, it supports the 
use of dynamic capabilities theory in the sense that it empirically proves that entrepreneurial orientation (EO) and 
digital maturity (DMA) act as antecedents of market responsiveness (MR). Simultaneously, MR plays the role of a 
mediating construct between EO and DMA and their joint effect on strategic business performance (SBP). The given 
analytic framework builds upon the available body of literature on the reconfiguration of internal resources by firms 
in order to address environmental complexity and achieve long-term goals. Policy-wise, the findings offer evidence-
based advice to governmental and institutional stakeholders who are keen to promote industrial competitiveness and 
sustainability in Pakistan (Aslam et al., 2022). Such instruments as targeted policy incentives and strong digital 
infrastructure that would promote entrepreneurship and digital adoption could significantly improve the strategic 
responsiveness of manufacturing enterprises. In practice, managers and decision-makers are equipped with a clear 
picture of the internal capabilities, namely, entrepreneurial thinking, digital fluency, and agility, which are critical in 
maintaining the performance in the context of increased competitiveness and uncertainty (Aniceto et al., 2025). The 
empirical design that has been used in this study, a quantitative study of medium and large-scale manufacturing 
companies in Lahore, creates results that are not only statistically powerful but also strategically viable to the 
companies that are operating at scale. The use of Partial Least Squares Structural Equation Modeling (PLS-SEM) can 
provide an in-depth analysis of the relationship between the latent variables because it allows evaluating the complex, 
multi-path relationship between the latent variables, thus providing a sophisticated analysis of the interaction between 
EO, DMA, MR, and SBP. Such methodological rigor enhances the reliability and validity of findings, allowing more 
powerful inferences and fortified generalizations in the manufacturing setting of developing economies. In addition, 
the research bridges an empirical gap by providing data-based evidence in Pakistan- a data-scarce but strategically 
significant environment in the global manufacturing and sustainability discourses (Khan et al., 2025). 

In addition to making a contribution to existing literature, the research is also a reaction to the changing demands 
of research that incorporates the concepts of strategic orientation and digital transformation and sustainability 
imperatives. With interdependent global supply chains becoming ever more competitive and as sustainability 
concerns rise in the strategic planning agenda, it is critical to understand how internal capabilities can meet external 
needs (Amighini et al., 2023). Though distinctly useful in their own right, EO and DMA have a stronger explanatory 
potential when combined, and the synergistic effects of the two on market-oriented behavior and performance should 
be studied systematically. This integrative perspective enhances scholarly research and provides practical advice to 
companies that have a future-proofing strategy to put in place to withstand external shocks and discontinuities 
(Postma et al., 2024). 

The mediating role of MR is especially relevant. It summarizes the operational flexibility that converts the strategic 
inputs into performance of the outcomes. Many companies are unable to achieve sustainability goals not due to lack 
of innovation or technological capabilities, but lack the ability to read and react to market messages with the necessary 
rapidity and effectiveness. MR closes this gap so that capabilities are dynamic as opposed to being held. As a result, 
the ongoing market scanning, rapid decision-making, integration of customer feedback, and adaptive learning become 
other inalienable components of strategic implementation. Improving MR will therefore be a key to the enterprise-
wide sustainability efforts. 

The consequences extend further than the manufacturing. The need to achieve sustainable performance in 
business has never been more urgent in the age of environmental degradation, social inequality and economic 
volatility. Companies in all industries have a duty to balance profitability, responsibility, innovation, and resilience. The 
study provides a template that can be replicated by other firms that want to align strategic agility with sustainability 
goals by demonstrating how such alignment is facilitated by EO and DMA, mediated by MR. The results are thus topical, 
relevant, and ready to contribute to the debate on the concept of sustainable business strategy in emerging markets 
and beyond. 
 
Literature Review 
The key theoretical framework that the research will use is the Dynamic Capabilities Theory (DCT), which provides a 
strict perspective of examining how companies plan, execute, and recombine both external and internal resources in 
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order to address the fast-changing environments in the market. Expanding the resource-based view, DCT asserts that 
a long-lasting competitive advantage does not only lie in the ownership of rare resources, but in the ability of the 
organisation to maintain an adaptive stance and react swiftly to the changes in the market needs. In the current 
context, the Entrepreneurial Orientation (EO) and Digital Marketing Adoption (DMA) are hypothesized as the strategic 
and technological capabilities that together enable firms to identify opportunities and threats, proactively respond to 
the emerging changes in the market, and transform the operational processes (Christofide, 2023). In their turn, Market 
Responsiveness (MR) acts as the dynamic capability that translates these resources and strategies into the tangible, 
long-term performance results. Synergistic relationships between EO, DMA and MR in the DCT framework allow a 
more detailed insight into how companies in competitive and turbulent industries, like manufacturing in Pakistan, can 
use internal agility to achieve sustainable growth goals (Tao et al., 2025). 

The positive role of EO in organisational performance has been extensively reported in empirical studies, 
particularly in situations characterized by uncertainty and dynamic change. Innovativeness, proactiveness, and 
readiness to take risks define EO, which has always been linked to strategic flexibility, speed of decision making, and 
a perspective of seeking and taking advantage of market opportunities. Studies carried out in manufacturing settings 
show that EO enables the launch of new products, the venture into new markets, and the prediction of customer 
demands, which helps in high performance and sustainability. In emerging markets, where institutional gaps and 
inadequate infrastructures tend to be the norm, EO plays a critical role in providing firms with the attitude and the 
skills to thrive in ambiguity as they seek to exploit growth opportunities (Perera, 2024). However, the recent literature 
is raising more questions about the sustainability of EO, and it is observed that there is a need to ensure that 
entrepreneurial efforts are aligned with the environmental and social concerns. This questioning is an indication of a 
change to exploring not just the financial performance but also the ecological and societal long-term performance 
indicators (Busch et al., 2022). 

In line with the advancements of EO-related inquiry, the rapidly increasing digitalisation of the business processes 
has brought Digital Marketing Adoption (DMA) to the centre of strategic considerations. DMA can be defined as the 
tactical use of digital tools, such as social media sites, data analytics, search engines, and customer relationship 
management systems to increase market access and penetration, improve marketing decision-making, and customer 
relationships. According to empirical evidence, DMA allows companies to interact with consumers on a more personal 
and interactive level, and as such, it helps to increase customer satisfaction, loyalty and brand positioning (Akdemir & 
Bulut, 2024). To manufacturing companies, who are traditionally obsessed with efficiency in production, the 
implementation of digital marketing is a critical step in the shift towards market orientation. DMA provides companies 
with the opportunity to gather data in real-time and understand the new consumer behaviours, thus making it easy 
to make quick changes in the offerings. Studies also indicate that companies that use digital marketing practices have 
higher market agility, competitive differentiation, and innovation--all of which are key contributors to sustainable 
business performance in the digital age (Farmanesh et al., 2025). 

Despite the stand-alone effects of the EO and DMA on organisational performance being well established, there 
is an increasing view that the interaction between the two is worth considering, especially by the mechanism of MR. 
MR is the ability of the organisation to sense the changes of customer preferences, competitive forces, and regulatory 
conditions and to act on these changes quickly and effectively. It encompasses the market-sensing, -interpreting and 
-reacting activities of the firm, which are critical to the alignment of strategic intent and operational realities. Empirical 
research suggests that MR mediates the correlation between strategic orientation and performance, which implies 
that even very innovative or digitally skillful organizations might not achieve performance goals unless they are 
accompanied by responsiveness (Atobishi et al., 2024). In a manufacturing environment where product cycles are long 
and customer-feedback loops are drawn out, MR is considered essential to ground entrepreneurial efforts and digital 
strategies on the needs of the market. Research has continually shown that companies that have high MR translate 
capabilities into positive results, respond to external shocks and maintain customer relevance, which promotes 
sustainable performance (Bui & Le, 2023). 
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Literature on the combination of EO, DMA, and MR into a single analytical framework is rare. A lot of the existing 
literature is carried out in developed economies or technology-driven industries, and there is a lack of knowledge on 
how such dynamics play out in the manufacturing industries of developing countries like Pakistan. The unique issues 
that firms in these settings face such as infrastructural deficiencies, unavailability of capital, inconsistency in 
regulations, and lack of skills require localised studies of the role of EO and DMA under limited circumstances (Jelinek, 
2023). Furthermore, the multidimensional analytic perspective is brought by sustainable business performance, which 
includes profitability, environmental stewardship, and social responsibility. There is a lack of comprehensive research 
that measures the extent to which companies are able to direct entrepreneurial and digital orientations to their 
responsiveness to attain sustainability-oriented objectives especially in environments that are limited in resources 
(Mishra et al., 2024). 

Among the analytic gaps includes the fact that little analysis of the mediating role of market responsiveness (MR) 
has been done in the literature. In spite of its broad recognition as a dynamic capability, MR has not been addressed 
in a systematic manner as a channel between strategic orientations and sustainability-related outcomes. The current 
literature tends to put responsiveness in the background as a secondary process instead of identifying it as the means 
through which companies implement strategy in a volatile environment (Mueller-Saegebrecht & Walter, 2025). It is 
important to understand that MR is at the center of this process in order to come up with a more refined picture of 
how firms dynamically adapt and evolve. Based on this, the present study aims at re-contextualizing MR as a 
fundamental mediating construct, thus offering a more comprehensive representation of the internal mechanisms 
through which strategic intent is linked to sustainable effects and addressing the current demands of integrative 
frameworks capable of aligning entrepreneurship, digital transformation, and responsiveness (Grijalvo Martín et al., 
2020). 

In that regard, this study develops a model according to which Entrepreneurial Orientation (EO) and Digital 
Marketing Adoption (DMA) are independent variables that determine Sustainable Business Performance (SBP), 
whereas MR is a mediating construct. According to the ideas of Dynamic Capabilities Theory, the model implies that 
EO offers a strategic advantage that is beneficial to innovation and proactivity and DMA increases the capacity of 
companies to learn and interact in real time with customers. MR operationalizes such capabilities by allowing the firms 
to identify and react to the market signals effectively, thus converting strategic inputs into sustainability-driven 
outputs. The combination of these structures gives a comprehensive explanation on how companies adapt, change 
and sustain performance in a dynamic and uncertain environment. 
 
Methodology 
This study uses quantitative research design to empirically examine the correlations between Entrepreneurial 
Orientation, Digital Marketing Adoption, Market Responsiveness, and Sustainable Business Performance of 
manufacturing companies in Lahore, Pakistan. This design is selected as it provides objectivity, helps to generalize and 
is able to test hypothesized associations between latent variables using statistics. Besides, the quantitative model with 
Partial Least Squares Structural Equation Modeling (PLS-SEM) allows gathering and analysing structured data, which 
validates the offered conceptual model and determines causal relationships between constructs. The philosophy of 
the research undertaking is positivist in the sense that it emphasizes observable and measurable phenomena, and 
empirical evidence is essential in studying theoretical propositions. In line with this, the research employs a deductive 
logic whereby hypothesis based on the existing literature are subjected to a stringent statistical analysis resulting in 
firm conclusions on the nature of the analyzed relationships. 

The population of interest is the managerial level staff members of medium and large scale manufacturing 
industry located in Lahore, Pakistan. Lahore has been identified as one of the major industrial and commercial centres 
with businesses of various sizes, industries and market orientations. The firms are a suitable sample because they 
have increasingly been exposed to digital transformation and increased competitiveness, which are also characterized 
by the need to think and act entrepreneurially and sustainably. The respondents were chosen deliberately, as 
managers have the necessary strategic perspective to evaluate the entrepreneurial stance, digital capacity, 



Muhammad Naeem Anjum, Fahmeed Idrees, Nauman Ahmad Syed, and Aamir Sohail | 2025 
Entrepreneurial Orientation and Digital Marketing Adoption as Enablers of Sustainable Business Performance: Mediating Role of 
Market Responsiveness in Manufacturing Firms 

 

 
   

 ProScholar Insights (PSI) - Volume 4, Issue 2 (Spring 2025)  211 
 

responsiveness to the market, and sustainability performance of the firm. To meet the statistical needs of PLS-SEM, a 
sample size of 320 respondents was set because the PLS-SEM requires a minimum of ten observations per indicator 
to facilitate model stability and statistical power. 

Sample selection was based on a non-probability purposive design, which focused on individuals who fit specific 
criteria, including holding a managerial or supervisory position and the decision-making power in the marketing, 
strategy, operations, or sustainability disciplines. This method was used because the respondents were expected to 
have the necessary experience and the contextual knowledge to provide valid and reliable evaluations. To collect data, 
a self-administered questionnaire was used based on validated scales that were used in previous empirical studies. 
The questionnaire had five parts, namely demographic details, Entrepreneurial Orientation, Digital Marketing 
Adoption, Market Responsiveness, and Sustainable Business Performance. Perceptions of these constructs were 
captured using a five-point Likert scale that ranged between strongly disagree and strongly agree. The questionnaire 
was pre-tested on a small sample of managers whose comments were used to make further improvements to the 
questionnaire in terms of clarity and precision before full deployment. 

The analysis of the data was conducted using PLS-SEM, which is a suitable instrument to analyze a complex model 
with several constructs and mediating effects. The ability of PLS-SEM to estimate the measurement and structural 
models simultaneously allowed simultaneous evaluation of construct reliability and validity and allowed testing of 
hypothesized relationships. The analytic process occurred in a number of steps, namely, the measurement model 
was tested on internal consistency, convergent validity, and discriminant validity, and the structural model was tested 
in terms of path coefficients, significance levels, and mediating effects. These estimations and hypothesis tests were 
accomplished with the assistance of SmartPLS 4.0 software. 

Strict ethical considerations were taken during the study. The involvement was purely voluntary and informed 
consent was sought by all the respondents before the involvement. The objectives of the research, the anonymity of 
the answers, and the right to withdraw were clearly stated. Data were anonymized to protect individual and 
organizational identities and all the information obtained was used purely on academic grounds. Lastly, the research 
was conducted within the institutional ethics to reduce any psychological, professional, or personal damages that 
could occur due to participation. The study was able to guarantee the reliability, validity, and integrity of its results by 
keeping high ethical standards and following methodological rigor. 

 
Results  
Reliability and Convergent Validity Analysis 
Table 1 
Reliability and Convergent Validity Analysis 

Construct 
Cronbach’s Alpha 

Composite Reliability 
(CR) 

Average Variance 
Extracted (AVE) 

Entrepreneurial Orientation 0.874 0.906 0.659 

Digital Marketing Adoption 0.861 0.898 0.686 

Market Responsiveness 0.889 0.917 0.688 

Sustainable Business Performance 0.878 0.912 0.678 

 
The convergent validity and reliability testing of the measurement model show that all constructs meet the suggested 
thresholds, thus, confirming the soundness of the instrument. The values of Cronbach Alpha of the Entrepreneurial 
Orientation (0.874), Digital Marketing Adoption (0.861), Market Responsiveness (0.889), and Sustainable Business 
Performance (0.878) are higher than 0.70, which shows that there is strong internal consistency of the measurement 
items. In complement, the values of Composite Reliability (CR) of all constructs are within the acceptable range of 
0.898 to 0.917 and exceed the recommended cut off of 0.70, which proves the overall reliability of the constructs. All 
the Average Variance Extracted (AVE) values of the constructs, which are 0.659 to 0.688, are greater than 0.50, implying 
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that each construct explains more than 50 percent of the variance of its indicators and, therefore, establishes 
convergent validity. All these findings confirm the reliability and validity of the measurement model to measure the 
relationship between the study variables. 
 
Discriminant Validity (HTMT Ratio) 
Table 2 
Discriminant Validity 

Construct EO DMA MR SBP 

Entrepreneurial Orientation (EO) - 0.622 0.661 0.598 
Digital Marketing Adoption (DMA)  - 0.603 0.581 
Market Responsiveness (MR)   - 0.648 
Sustainable Business Performance (SBP)    - 

 
The results of the empirical analysis of the HTMT (Heterotrait-Monotrait Ratio) analysis provide evidence of sufficient 
discriminant validity between the constructs. All HTMT values are well below the conservative cutoff point of 0.85, 
which indicates that the constructs are operationally independent. The HTMT ratios indicate that the connections 
between Entrepreneurial Orientation and Digital Marketing Adoption (0.622), Entrepreneurial Orientation and Market 
Responsiveness (0.661) and Entrepreneurial Orientation and Sustainable Business Performance (0.598) are 
moderately correlated but distinguishable. Similarly, the HTMT coefficients between Digital Marketing Adoption and 
Market Responsiveness (0.603), and between Digital Marketing Adoption and Sustainable Business Performance 
(0.581) testify to nontrivial correlations that are not overlapping. Lastly, the HTMT between Market Responsiveness 
and Sustainable Business Performance (0.648) supports the fact that, even though conceptually related, these 
constructs are not assessing the same latent variable. Taken together, these findings support the fact that every 
construct is measuring a unique aspect in the structural model, which protects the proposed paths against the 
confounding effect of redundancy or multicollinearity. 
Collinearity Statistics (VIF Values) 
 
Table 3 
Collinearity Statistics 

Relationship VIF 

EO → MR 1.532 

DMA → MR 1.467 

MR → SBP 1.368 

EO → SBP 1.419 

DMA → SBP 1.387 

 
The values of the Variance Inflation Factor (VIF) that has been reported in the structural model in the current study 
show that multicollinearity is not a prominent problem. All VIF values are less than the commonly accepted threshold 
of 3.3, which shows that the predictor constructs are not strongly correlated to one another and that each will 
contribute uniquely to the model. It is also worth noting that VIFs of Entrepreneurial Orientation (1.532) and Digital 
Marketing Adoption (1.467) in predicting Market Responsiveness and Market Responsiveness in predicting 
Sustainable Business Performance are within the acceptable range. In the same way, there is a low multicollinearity 
between the direct relationships between Entrepreneurial Orientation (1.419) and Digital Marketing Adoption (1.387) 
and Sustainable Business Performance. These results justify the stability of the structural model and reliability of the 
estimated path coefficients, which enables a valid interpretation of the relationships between the constructs. 
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Model Fit Indices 
Table 4 
Model Fit Indices 

Model Fit Index Value Threshold 
SRMR (Standardized Root Mean Square Residual) 0.053 < 0.08 
NFI (Normed Fit Index) 0.921 > 0.90 
RMS_theta 0.112 < 0.12 

The structural model tests showed a good overall fit which was above the recommended threshold levels of PLS-SEM 
analysis. The value of Standardized Root Mean Square Residual (SRMR) of 0.053 was also significantly lower than the 
highest acceptable value of 0.08, which indicated that the correlations that were predicted were very close to the 
observed correlations and that the residual differences were quite small. Moreover, the Normed Fit Index (NFI) score 
was 0.921, which was above the standard of 0.90, a result that strengthened the good-of-fit and explanatory power 
of the model. The RMS_theta of 0.112 also was less than the cut off of 0.12, which demonstrates that the measurement 
model specification and internal consistency of the reflective constructs were acceptable. 
 
Structural Model (Path Coefficients and Significance) 
Table 5 
Structural Model 

Hypothesis Path β (Beta) t-value p-value Decision 
H1 EO → MR 0.411 6.452 0.000 Supported 
H2 DMA → MR 0.384 5.973 0.000 Supported 
H3 MR → SBP 0.467 7.216 0.000 Supported 
H4 EO → SBP 0.258 4.138 0.000 Supported 
H5 DMA → SBP 0.243 3.987 0.000 Supported 
H6 EO → MR → SBP (Indirect) 0.192 4.681 0.000 Supported 
H7 DMA → MR → SBP (Indirect) 0.179 4.314 0.000 Supported 

 
The current structural model analysis reveals that all the hypothesized relationships are statistically significant and 
well supported thus validating the theoretical assumptions of the study. The impact of Entrepreneurial Orientation 
(EO) on Market Responsiveness (MR) is significant and positive, and the beta coefficient is 0.411 (t = 6.452, p < 0.001), 
indicating that the firms that show entrepreneurial behavior react better to the changes in the market. Similarly, the 
Digital Marketing Adoption (DMA) is revealed to boost the MR, which indicates the significance of digital tools in 
increasing organizational adaptability (beta = 0.384, t = 5.973, p < 0.001). MR, in its turn, has a very positive effect on 
Sustainable Business Performance (SBP) (beta = 0.467, t = 7.216, p < 0.001), which indicates that the ability to identify 
and respond to the changes in the market directly leads to improved sustainability results. Both EO and DMA show a 
direct, positive influence on SBP (B=0.258 and 0.243, respectively) and thus validate their independent effects. Notably, 
the indirect influence of EO on SBP via MR (B=0.192, t = 4.681, p < 0.001) is also significant, indicating the mediating 
role of MR in the explanation of how entrepreneurial strategies contribute to better sustainable performance. The 
findings all point to the fact that entrepreneurial and digital skills, when directed through increased market 
responsiveness leads to better sustainable performance in manufacturing companies. 
 
Discussion 
The current research contributes to the critical knowledge of the cooperation of entrepreneurial orientation and 
digital marketing adoption as the promoters of sustainable business performance in the manufacturing sector in 
Lahore. The connection between entrepreneurial orientation and market responsiveness proved to be statistically 
significant and suggests that the firms with innovation, proactiveness, and calculated risk-taking orientation are 
significantly more responsive to the stimuli in the dynamic market. These results confirm the main principles of the 
dynamic capabilities theory, according to which success in dynamic environments requires constant recombination 
of internal capabilities to meet the changing external requirements. The empirical findings also support the fact that 
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entrepreneurial organizations exhibit better nimbleness in balancing strategic plans with consumer anticipations, 
technological discontinuities, and regulatory demands, and thus strengthening their sustainable businesses in the 
long run. 

A similar conclusion is made on the effect of the use of digital marketing on market responsiveness. The digital 
tools and platforms are not perceived as mere communicative channels but strategic assets to increase the agility of 
the organization. With the help of real-time analytics, customer-focused data, and interactive online systems, 
companies can be in a position to crack the consumer behaviors, predict market trends, and optimize offerings based 
on the same. The ability to respond quickly to changes in the environment through the integration of this digital 
competence into the fundamental organizational strategies will contribute to the strengthening of sustainable 
business performance. The direct positive correlation between digital marketing adoption and sustainable business 
performance confirms that responsiveness is not only enhanced by digital enablers but also by independent 
advantages, such as transparency in operations, enhanced communication with stakeholders, and reduced resource 
inefficiencies which are all essential to long-term viability. 

The mediating role of market responsiveness fills the gap between the relationship between entrepreneurial 
orientation, the adoption of digital marketing and sustainable business performance by explaining the process 
through which entrepreneurial and digital capabilities translate into outcomes. The research illustrates that the most 
returns are achieved when both orientations get direct translation into market intelligence and immediate strategic 
action. A wish to be an entrepreneurial or digital posture, without strong mechanisms of detecting and reacting to 
market indicators, will not likely bring about long-term sustainability. As a result, building dynamic capabilities that 
harmonize internal strategic orientation and external exigencies comes out as a pre-condition to organizational 
success. 

Additionally, the direct impacts of entrepreneurial orientation and adoption of digital marketing on sustainable 
performance highlight the fact that they are independent of responsiveness. Entrepreneurial companies are more 
likely to be open to change, explore new business models and invest in future-oriented innovations, and digitally 
competent organizations have greater transparency, better stakeholder engagement, and reduced waste. Such 
factors are beneficial to the environment, social and economic aspects of sustainability and therefore demonstrates 
that strategic orientation and adoption of technology are not mutually exclusive but mutually reinforcing success 
factors. 

In theory, the results contribute to the dynamic capabilities theory through empirical confirmation of the 
intermediate position of market responsiveness in the translation of the entrepreneurial and digital competencies 
into the results. They affirm that sustainable performance does not only depend on the availability of resources but 
the ability to use them efficiently in response to the changing contexts. The study further provides a context by locating 
the analysis in the Pakistani context where companies are subjected to unique institutional, infrastructural and market 
environments that require both agility and innovation to ensure survival and growth. 

Finally, the study confirms that entrepreneurial orientation and the use of digital marketing are essential to the 
achievement of sustainable performance in manufacturing companies, and that market responsiveness acts as a key 
mediator. These lessons, which are relevant to the organizations that are working in the unstable and competitive 
environments, emphasize that the ability to sense, capture, and redesign according to the market forces plays a critical 
role in the long-term success. Practical implications involve rewarding entrepreneurial cultures, planning to 
incorporate digital marketing programs beyond cosmetic existence, and establishing strong responsiveness 
mechanisms by scanning the market, analyzing competitors, and including customer feedback. 

To policymakers, the findings prove that there is a need to support digital infrastructure and entrepreneurial 
ecosystems that would enable manufacturing firms to sustainably thrive. To managers and scholars, the results 
provide an opportunity to study dynamic capabilities across geographical and industrial settings, especially emerging 
markets where agility and adaptability are critical. Aligning entrepreneurial behavior with the digital adoption by being 
responsive to the market, organizations have the potential to not only improve the current performance but also 
increase resilience and sustainability to future performance. 
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