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Abstract: This study attempted to fill a gap in the literature and explore the effects
of green marketing orientation on SMEs green marketing performance. According to
the result, the critical role of green innovation and green competitive advantage
were solutions to achieving green marketing performance. The researchers imple-
mented the moderating role of experience manager or owner and education to
enhance green marketing performance. A total of 223 samples of Batik SMEs in
Yogyakarta, Indonesia, were selected and investigated. The purposive sampling
method helped to collect data from respondents. The results concluded that green
marketing orientation significantly affected green innovation. Green marketing
orientation had a significant impact on green competitive advantage. Green
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We have investigated the determinant of green
marketing performance in the SMEs. Green mar-
keting performance results from marketing
activities oriented to the environmentally con-
cept by utilizing resources and technology adopt
that always preserves the environment issues. In
this study, green marketing orientation variable
was the independent variable to determine the
green marketing performance of SMEs.
Meanwhile, green product innovation and green
product competitiveness were the mediating
variables to fulfill the relationship between green
marketing orientation on green marketing per-
formance. Green product innovation positive
effect on green marketing performance. Green
product competitiveness positive effect on green
marketing performance. However, the owner’s
experience did not moderate effect on the rela-
tionship between green product innovation to
green marketing performance. Owner’s educa-
tion moderate effect on the relationship between
green product innovation to green marketing
performance. Besides, the owner’s experience
and education did not moderate effect on the
relationship between green product competi-
tiveness to green marketing performance in
SMEs.

Attribution (CC-BY) 4.0 license.

© @

© 2022 The Author(s). This open access article is distributed under a Creative Commons

Page 1 of 19


http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2022.2065948&domain=pdf
http://creativecommons.org/licenses/by/4.0/

Nuryakin & Maryati, Cogent Business & Management (2022), 9: 2065948 O;K-: cogent Py b us | Nness & mana ge me nt

https://doi.org/10.1080/23311975.2022.2065948

innovation had a significant positive effect on green marketing performance.
However, the owner or manager’s experiences did not moderate the relationship
between green innovation and green marketing performance. The manager or
owner’s educational background also did not support the relationship between
green innovation and green marketing performance. The result of this study indi-
cates the mediating role of green product innovation and green product competi-
tiveness advantage on green marketing performance.

Subjects: Production, Operations & Information Management; Small Business
Management; Marketing Management

Keywords: Green marketing orientation; green innovation; green competitive advantage;
green marketing performance; education; experience

1. Introduction

Global sustainability has increased company awareness of the impact of changes that can be
detrimental to business activities and changes in the natural environment (Patari et al.,, 2016). As
a result, the green marketing concept has grown in popularity, especially in the company’s
strategy in maintaining its current competitive advantage (Papadas et al., 2019). Despite environ-
mental issues touching people’s lives, many studies have included green marketing issues in
management and economics literature reviews (Borsatto & Amui, 2019; Borsatto et al,, 2020).

Green marketing has also influenced the company’s strategy in maintaining business sustain-
ability through green innovation (J. Chen & Liu, 2018). Several studies found that consumers also
perceived that green management practices developed by companies gained their attention on
the preservation of the natural environment businesses and began to modify the behavior of
company stakeholders to overcome social, ethical, and environmental sustainability problems
(Galindo-Martin et al., 2020; Guo et al., 2020). The business strategy developed by the company
also quickly accepted and then adapted to the environmental management system, minimized
waste, and had integrated environmental issues such as voluntary environmental programs and
mandatory regulations and corporate green innovation (Li et al., 2020). Therefore, green marketing
and environmental marketing have developed corporate strategies to achieve performance
growth. Holtzman and McManus (2008) explained growth and innovation as the company’s chance
to accomplish corporate resilience in the future. Meanwhile, other researchers demonstrated that
many companies needed to continuously innovate in technological and marketing innovations (Lin
& Chen, 2007; Merofo-Cerddn et al., 2008).

This study measured green marketing performance in SMEs, closely related to the concepts of
green marketing orientation, green innovation, green competitive advantage, and green marketing
performance. However, SMEs lack enough organizational capabilities (H. Lin et al., 2014), limited
access to market information (Nuryakin et al., 2021), weak innovation and product advantages
(Nuryakin, 2018). Only a small number of SMEs are growth-oriented and have limited capabilities
with resources and competitive advantages (Pucci et al., 2017; Simpson, 2004). Meanwhile, Lin and
Chen (2007) mentioned that environmental and friendly innovation improves SMEs’ performance
with an individual, organizational perspective approach, focusing on personal traits, management
innovation, and competitiveness. Environmental and friendly SME management is an issue in
a study (Dangelico & Pujari, 2010). Therefore, future research on green innovation and green
competitive advantage in achieving green marketing performance should focus on environmental
challenges.

This research consists of several parts. First, a literature review focuses on green marketing
orientation, green innovation, green competitive advantage, and green marketing performance.

Second, the research model and proposition developed in this study are based on the literature
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review of previous studies, such as the relationship between green marketing orientation on green
innovation and green competitive advantage, the relationship between green innovation on green
marketing performance and green competitive advantage, and the relationship between green
competitive advantages. Therefore, green marketing performance and moderating factors (experi-
ence and education) were explored and connected with green marketing performance. Finally,
management implications, constraints, and future study prospects were highlighted. In the con-
text of the green marketing orientation strategy, the important role of social marketing theory is
that organization awareness of producing environmentally friendly products is essential to building
long-term sustainable competitive advantage. Thus, this study also shows that green product
innovation and green competitive advantage become critical strategies to reduce green organiza-
tion behavior.

2. Literature review and hypothesis

2.1. Green marketing orientation and green innovation

Lazer (1969) first introduced green marketing as a dimension of social marketing. Social marketing
discusses limited environmental resources, conventional marketing, and the greening of various
aspects of traditional marketing. Kotler et al. (2009) defined green marketing as “marketing that
meets the needs of consumers and businesses today while preserving or enhancing the ability and
care of future generations to meet their needs.” Green marketing begins with the impact of marketing
on society and the environment. Green marketing also brings the ecological effect of marketing under
scrutiny and increases the need to address environmental concerns in marketing (Lazer, 1969).

This study developed the concept of green marketing orientation. The idea of green marketing
orientation means the company’s strength in maintaining a competitive advantage (Martinez,
2015). Along with environmental sustainability and business ethics, research discussing green
marketing has increased to date (Papadas et al, 2019). Chahal et al. (2014) conceptualized
a green marketing orientation with several dimensions (green innovation, greening the process,
and green supply chain). This research also reveals that green marketing orientation plays an
essential function in generating green innovation and gaining a green competitive advantage in
green marketing performance.

A green marketing orientation has become an essential part of customer orientation in achiev-
ing competitive advantage (Papadas et al., 2019). In contrast, customer orientation is a concept of
market orientation widely studied around the 1990s. According to Cao et al. (2017), market
orientation is a critical view of the company in achieving company performance characterized by
successful innovation development. In addition, Slater and Narver (1994) claimed a link between
market orientation and innovation outcomes, namely innovative performance in new product
creation. Kohli et al. (1990) explained that the rapid response to changes in customer needs is
an essential factor when companies are dealing with aggressive competitors. Carbonell and
Escudero (2009) found a substantial impact of organizational capability on the speed of innova-
tion, thereby increasing performance in new product innovation.

This study developed and tested the concept of green marketing orientation on green innova-
tion. Green marketing is a critical aspect of a company’s marketing activity when creating client
relationships, especially in SMEs (AlQershi et al., 2020). Furthermore, green product innovation is
an essential key for business in collaborative innovation activities (P.-C. Chen & Hung, 2014), green
organizational identity (Chang & Chen, 2013), and improving the performance of SMEs (R. J. Lin
et al,, 2013). Cronin et al. (2011) highlighted the importance of consistently developing green
strategies and paving the route to address the various stakeholders for enterprises to succeed. The
literature recognized three primary categories of green strategy: green innovation, green pro-
cesses, and green alliances. The first strategy (green innovation) is innovative green products.
The second strategy emphasized environmental aspects within the company. The third strategy is
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to produce new products that are environmentally friendly or green organizational processes.
Companies can also choose to use alliances or partnerships.

Moreover, green product innovation is a company’s efforts to expand its business while keeping
environmental functions and responding to market demands, affecting its long-term strategic
orientation in creating company performance (R. J. Lin et al, 2013). According to Ar (2012),
green product innovation has been critical in attaining company success, environmental sustain-
ability, and high quality of life beyond business environment aspects. Y.-C. Huang et al. (2016b)
found that companies’ adoption of green innovation products depended on internal green cap-
abilities, R&D intensity, and company size. Thus, organizations are supposed to build a green
marketing orientation to achieve product excellence and the success of their products in
a competitive market (Kam et al., 2012). In addition, Dabija et al. (2018) uncovered that the
antecedents of customer behavior differ in green loyalty. Retailers then have challenges trying
to attract, satisfy, and engage consumers.

Most studies discovered that marketing orientation through green innovation was a critical
choice for organizational strategies in creating unique products for their customers in the market
(Ar, 2012; Dangelico & Pujari, 2010; R. J. Lin et al,, 2013). Products with specific values and the
advantages of green environmental products are a separate bargaining value for the company to
customers to have an advantage over their competitors’ products. As a result, the researchers
came up with the first hypothesis.

H1. Green marketing has a significantly positive effect on green innovation.

2.2. Green marketing orientation and green competitive advantage

Since the 1980s, the green marketing concept has evolved from the standard marketing notion
(Peattie et al., 2005). Huang et al. (2016a) found that green organizations determined companies
in achieving green innovation. Green organizations make a positive contribution to enhancing
green innovation directly through the genuine commitment of the company’s stakeholders to
preserve the environment. Organizational care also is needed to pay attention to marketing
aspects that care about the environment and influence its reputation in the customer market to
sustain its performance.

Qi et al. (2020) considered the relationship between marketing activities and the environment an
essential part because organizations see it as an opportunity to achieve their goals. Several other
researchers have also explained many green marketing terms, such as green practice in manage-
ment (Sellitto, 2018), environment sustainability (Shahzad et al., 2020), eco industry (Shahzad
et al,, 2020), green marketing perspective (Martinez, 2015), and orientation to green marketing for
internal business (Papadas et al,, 2019).

A study conducted by Ionescu (2021) found a relationship between green behavior and envir-
onmental sustainability. May et al. (2021) investigated the green behavior perspective of employ-
ees on organizational sustainability with organizational trust and organizational identification as
mediating. The results showed that organizational identification partially mediated the relation-
ship between employees’ green behaviors affecting environmental sustainability. Meanwhile,
Ionescu (2020) revealed a relationship between environmental performance, sustainable energy,
and green financial behavior.

Furthermore, green marketing or environmental marketing includes changes to the product, the
manufacturing process, the packaging, and the advertising (Chahal et al., 2014). The company
creates and facilitates any exchange to gratify customers and society and also, at the same time,
pave the way for profitable organizational growth by being profitable and reducing negative
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impacts on the natural environment and maintaining long-term business sustainability (Saether
et al,, 2021).

Thus, SMEs must maintain their competitiveness (Gorondutse et al., 2020). Competitive
advantage means a company’s superior position in the market in the face of its competitors
(Porter, 1985). In environmental uncertainties and competitive pressures, SMEs must develop
their unique approach. SMEs must also strengthen their product lines to survive in a competitive
market by creating green innovations in the face of rapid and unavoidable change (Nuryakin &
Maryati, 2020). As a result, the researchers proposed the second hypothesis.

H2. Green marketing orientation has a significantly positive effect on green competitive advantage.

2.3. Green innovation and green marketing performance

The achievement of green marketing performance is related to the green innovation developed by
the company (Sudaryati et al.,, 2020). The company’s adoption of technology and information is
also a consequence of the innovation process within the company (Wang & Yu, 2021). Innovation
activities developed by the company focus more on marketing activities to affect success in
product creation and performance (Lertpachin et al., 2013). Companies also need to carry out
designs that adapt to customer desires for their innovations. As a result, their products are
successful (Ferndndez-Mesa et al, 2013) and adapt to company practices concerning green
environmental issues (Meirun et al., 2020).

As in the last literature review, this study focuses on green innovation (Chen et al., 2006b; Tariq
et al,, 2019; Wong & Bigliardi, 2012). Soewarno et al. (2019) said that a green innovation strategy
could achieve organizational concern for the environment and the degree of performance
improvement. Organizations that build a green innovation strategy will quickly earn their identity
in dealing with environmental issues that lead to their business strategy’s long-term success. In
green innovation activities, the value creation process can also be through supplier chains created
by company executives (Shamah & Singh, 2012). ddddddd Besides, technology utilization has an
important role in organizational sustainability (Suler et al., 2021). Moreover, to achieve the sustain-
ability of organizational performance, companies can build technology using their database.
Meanwhile, the study by Tucker (2021) found that the internet of think became one of the
important strategies in the decision-making process of big data-based organizations.

Specifically, SMEs that develop the concept of green innovation in creating company products
become easier to achieve green marketing performance. For example, Enzing et al. (2011)
explained that innovation affected product success in the market. Other studies also clarified
findings that the role of innovation helped organizations achieve product positions over their
competitors (Bakar & Ahmad, 2010; Chen, 2008; Salavou & Avlonitis, 2008). As a result, the
researchers put forward the third hypothesis.

H3. Green product innovation has a significantly positive effect on green marketing performance.

2.4. Green competitive advantage Dan Green marketing performance

Company resources can influence the adoption and development of sustainable strategies in
responding to environmental conditions, including resources within the scope of SMEs (Malesios
et al., 2020). SMEs need to invest to be more successful in adhering to the principles and
complying with the environment. Successful SMEs in managing their resources more effectively
influence environmental behavior. Even the idea of SMEs making decisions that care about
environmental conditions is strongly influenced by the attitudes and norms held by the man-
agers or owners of SMEs.
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Moreover, competitive advantage can adapt to the business environment and competitive
dynamics (Nandakumar et al., 2010). Companies adapted to environmental conditions are easy
in operational cost efficiency and creating excellence. Jamsa et al. (2011) claimed that networks
are sources of opportunities and resources in SMEs. Companies, therefore, must respond quickly
and focus on customers than achieving sustainability (Nwokah & Maclayton, 2006).

Maintaining the superiority of the company’s products also impacts its ability to obtain market
share (Ledwith & O’Dwyer, 2008). Efforts to maintain product excellence include creating and
launching products to indicate the products’ authority. The success of new products or services has
become a significant concern for organizations. The innovation activities also significantly encou-
rage organizations to fit into market changes, technology, and competition, including creating
green products and competition (Simpson, 2004). Another study uncovered that innovation made
an essential contribution to companies achieving a competitive advantage and improving the
marketing performance of SMEs (Mannan et al., 2016).

Parnell et al. (2015) explained that SMEs had been considered an essential force in
innovation in an uncertain environment and impact business sustainability. The clarity of
company regulations based on market orientation positively impacted the adoption of external
knowledge. Furthermore, green absorptive capacity reinforced the positive effects of market-
based regulation on adopting external knowledge. Meanwhile, Lee and Kim (2012) discovered
the importance of companies creating green new product development from the company’s
green strategy in achieving company growth. More emphasis was placed on sustainable
innovation and environmental performance. They further explained that sustainability is the
primary concern of long-term-oriented businesses. As a result, the researchers came up with
the fourth hypothesis.

H4. Green competitive advantage has a significantly positive effect on green marketing
performance.

2.5. Green innovation Dan Green competitive advantage

Companies need to build business strengths to gain a competitive advantage through green
innovation (Ar, 2012). Furthermore, managing the business environment includes making manage-
ment plans based on environmental issues and important aspects of adapting to customer desires
to achieve performance (Sezen & Cankaya, 2013).

The challenge for SMEs players to achieve a degree of competitive advantage by paying atten-
tion to environmental aspects is still an interesting discussion for several researchers (Jamsa et al,,
2011; Simpson, 2004; Singh & Garg, 2008). SMEs must also develop their individuality by creating
attractive products for customers, thereby increasing their success in the customer market. One of
them is through the creation of environmentally friendly products (Karlsson & Olsson, 1998). Green
product innovation is critical to boosting SMEs’ competitive advantage and product development
and performance.

SMEs can also produce products that match market potential by using market resource
allocation strategies to enhance product distinctiveness and looking at the potential for product
creation for customers (Bradley & Sean, 2001). For example, creating a company’s competitive
advantage builds green innovation to respond to market demand (Nugroho Soebandrija, 2018). As
a result, the researchers formulated the fifth hypothesis.

H5. Green innovation has a significantly positive effect on green competitive advantage.
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2.6. The moderating role of SME manager’s or owner’s experience

Lee et al. (2013) described the critical role of adjustment and performance, transformative leader-
ship, and social support through mechanisms that consider the moderating role of experience.
Transformational leadership and social support were found to impact adjustment and perfor-
mance substantially. The study also looked at the role of experience as a moderator.

Another study discussing environmental sustainability has been interesting to examine the
construct of the academic experience of corporate managers (He et al., 2021). According to the
result, the academic expertise of senior management positively affected the green innovation of
companies. In addition, the influence of senior management was significant in terms of higher
education levels. Empirical results of other studies revealed that innovation performance was
positively affected by overseas functional experience and industry experience (Yang et al., 2019).

Business competition, capabilities, and an uncertain environment impact the innovation and
growth of small-scale companies (Parnell et al., 2015). Therefore, SMEs need to encourage innova-
tion and company growth in a high level of turbulence and dynamics of environmental competi-
tion. Therefore, risk-taking, which arises from various levels of technological turbulence,
experience, innovation, and growth of minor companies (market share and ROI growth), is an
aspect that is the focus of strategy in managing SMEs. As a result, the researchers developed the
sixth and seventh hypotheses.

H6. Manager’s or owner’s experience has a significant moderating effect on the relationship
between green product innovation and green marketing performance.

H7. Manager’s or owner’s experience has a significant moderating effect on the relationship
between green competitive advantage and green marketing performance.

2.7. The moderating role of the manager’s or owner’s education

Increasing the education level of business owners has expanded the company’s capabilities
(Barringer & Jones, 2004). The education level of business managers has also had a positive relation-
ship with business performance and growth, with the survey findings significantly explaining the
percentage of higher education with a higher degree or qualification. Blackburn et al. (2013) claimed
that the size and age of the company dominated the performance and were essential to the owner’s
strategy and entrepreneurial qualities. It was necessary to have a business plan to achieve success.
Other findings revealed that younger business owners were more likely than older owners to have
received an education, implying that younger owners could manage a business.

Karadag (2017) discovered that small business owners/managers’ educational backgrounds
exhibited a high and favorable link with financial management performance. However, no sub-
stantial disparities across SMEs existed in different industries. Meanwhile, the influence of firm age
revealed significant variations between small and medium-sized businesses that were five years
old or older and those less than five years old. As a result, the researchers put forward the eighth
and ninth hypotheses.

H8. Manager’s or owner’s education has a significant moderating effect on the relationship
between green product innovation and green marketing performance.

H9. Manager’s or owner’s education has a significant moderating effect on the relationship
between green competitive advantage and green marketing performance.
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3. Methodology

3.1. Data collection technique
This study distributed questionnaires to the respondents directly. The survey questions consisted of
20 items that measured four constructs (Table) in Figure 1.

3.2. Research sample and sampling technique

The process of data collection involved distributing questionnaires to the research samples. The
sampling technique was purposive sampling by considering the scope of materials produced by
SMEs Batik and their production. Therefore, the sampling was carried out with a purposive sam-
pling approach, or selection based on specific criteria in selecting respondents (Sekaran & Bougie,
2010).

A total of 302 samples were investigated in this study. However, only 223 samples of Batik SMEs
in Yogyakarta, Indonesia, were selected and examined. After the screening data, only 223 respon-
dents were completely filled in and could be continued in data analysis. Furthermore, 223 respon-
dents who had been successfully screened were tested for normality, outliers, and
multicollinearity, and then the data were continued in testing research hypotheses. The following
are the results of testing respondents descriptions, descriptive statistics, validity and reliability, and
research hypotheses.

3.3. Measurement of construct

The researchers used a quantitative research approach to test the hypothesis model, conducted
a literature review, and identified the validity and reliability constructs of four constructs, including
green marketing orientation, green innovation, green competitive advantage, and green marketing
performance. The researchers employed a seven-point Likert scale (1 strongly disagree—7 strongly
agree) to examine the four constructs.

3.4. Dependent and independent variables

The exogenous construct in this study was green marketing orientation. Therefore, the constructs
of green innovation, green competitive advantage, and green marketing performance were endo-
genous. Green innovation in this study is the use and management of the environment in innova-
tion activities while still caring for protecting the environment (Chen et al, 2006a). Green
innovation in this study was measured by 5-question items as in Table .

Green marketing performance refers to a study conducted by Papadas et al. (2019). It explained
green marketing performance as a result of marketing activities. Green marketing performance in
this study was developed in 5-statement items, as shown in Table . Moreover, a green competitive
advantage is a company advantage that is more difficult to imitate and develop than competitors
(Chang, 2011). Therefore, the green competitive advantage used 5-question items in Table .

4. Moderating variable

4.1. Manager’s or owner’s experience

The manager’s or owner’s experience is attached to the management of resources and technology
in the management of SMEs, impacting the company’s growth (He et al., 2021). Therefore,
experiences were measured by the time length of the manager or owner in managing SMEs.

4.2. Educational background

The educational background of the manager or owner was a personal indicator used in this
research to look into the effects of characteristics on green marketing performance (Naseem
et al., 2020). Therefore, the educational background was measured by the highest level of educa-
tion attached to the manager or owner, namely elementary, junior high, high school, diploma,
undergraduate, and postgraduate.
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entire model.
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5. Findings

5.1. Data screening

This study took a sample of 302 respondents in the distribution process using a questionnaire.
However, only 223 respondents were entirely collected in the filling process by SME actors engaged
in the scope of Batik producers made of natural ingredients and developed production patterns
using environmentally friendly materials with human power. The unit was the owners or managers
of Batik SMEs in Yogyakarta, Indonesia. The data collection was carried out by distributing ques-
tionnaires to the research samples. The sampling technique used the purposive sampling method
by considering the scope of SMEs and natural ingredients in the production process. Then, they
were tested as the research hypotheses. The following are respondents’ descriptions, descriptive
statistics, testing validity, reliability, and research hypotheses.

5.2. Respondents’ descriptions

Table 1 describes the descriptive statistics on the respondent’s profile and the correlation matrix
on all research variables and explains the average value, standard deviation, and correlation
matrix for each construct to test the model for H1 to H7. Statistical testing in this study did not
discover any phenomena of multicollinearity in testing the research model. The following is the
demographic profile of the respondents.

5.3. Descriptive statistics and correlations matrix tests

The calculation results of each construct on the mean, standard deviation, and correlation matrix
are in Table 2. A positive correlation between the constructs of green marketing orientation, green
innovation, green competitive advantage, green marketing performance is in Table 2.

5.4. Data analysis

Data analysis implemented AMOS 3.0 as a statistical model test. The researchers used structural
equation modeling (SEM) to analyze the empirical research model (see, Figure 1). SEM can combine
the observed latent variables based on the experimental measurements (H. Lin et al.,, 2014).
Several criteria were calculated to test the suitability of the model, including:

+ Root Means Square of Approximation (RMSEA)
« Comparative fit index (CFI)

» Normed fit index (NFI)
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Table 2. Mean, standard deviation, and correlation of the construct

Construct Mean Standard 1 2 5 6
Deviation

Green 5.421 .589 1.000

marketing

orientation

Green 5.108 .555 564** 1.000

product

innovation

Green 5.269 .530 .562** .525**

competitive

advantage

Green 5.088 .628 .585** .569** 557+ 1.000

marketing

performance

*p < 0.05, **p < 0.01

+ Goodness-of-fit index (GFI)
+ Adjusted goodness-of-fit index (AGFI)

5.5. Validity and reliability

CFA helps to analyze the validity test. Meanwhile, the reliability test looks at internal consistency,
convergent validity, and discriminant validity by observing Cronbach’s alpha value above 0.70.
Items of the instrument must be removed when the loading factor is less than or equal to 0.6, and
if the loading factor is more than 0.60, the item will be retained (Saether et al., 2021).

+ The results of the green marketing orientation construct validity test showed the loading
factor values for items X1 (0.784), X2 (0.745), X3 (0.797), X4 (0.747), and X5 (0.744). Thus,
the green marketing orientation construct could measure the measured construct. At the
same time, the reliability value of the indicator revealed the result of 0.875, higher than 0.6 for
convergent validity. Thus, the green marketing orientation construct was declared reliable.

« The green innovation construct uncovered the loading factor value for items X6 (0.701), X7
(0.777), X8 (0.727), X9 (0.688), and X10 (0.744), where the items were > 0.6. Thus, the green
innovation construct could measure the construct. At the same time, the indicator reliability
value showed the result of 0.849, more than 0.6 for convergent validity. Thus, the green
innovation construct was declared reliable.

+ The competitive advantage construct revealed the loading factor value for items X11 (0.832),
X12 (0.749), X13 (0.788), X14 (0.742), and X15 (0.706), where these items were > 0.6. The green
innovation construct, therefore, could measure the measured construct. Meanwhile, the indi-
cator reliability value showed the result of 0.873, more than 0.6 for convergent validity. Thus,
the green competitive advantage construct was declared reliable.

+ Testing on the green marketing performance construct displayed the results of the loading
factor values for items X16 (0.761), X17 (0.782), X18 (0.784), X19 (0.797), and X20 (0.734),
where the items were > 0.6. Hence, the green construct innovation could measure the
construct. At the same time, the indicator reliability value exhibited the result of 0.880,
more than 0.6 for convergent validity. Thus, the green marketing performance construct was
declared reliable (see, Table 3).

5.6. Results from structural equation modeling (SEM)

Table 3 shows the structural equation model results describing the hypothesis testing of the
empirical research model. The model fit test revealed good results as shown in Figure 1
(CFI = 0.969, AGFI = 0.866, RMSEA = 0.045, and GFI = 0.895). All predicted pathways were
supported for all hypotheses (see, Table 3).
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RMSEA
0.045
<01

CFI
0.969
>0.9

NFI
0,898
>0.9

AGFI
0.866
>0.8

GFI
0.895
>0.9

x*/df
1.389
<3

Table 3. Model fit test results

Recommended value

Structure model
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According to Table 3 and Figure 2, this study’s estimated paths showed significant results. The
results also found that testing on H1 showed that green marketing orientation significantly and
positively affected green innovation (§ = 0.542, p < 0.05). Thus, H1 was accepted.

Tests on H2 revealed a significant positive effect between green marketing orientation and green
competitive advantage (B = 0.369, p < 0.05). Thus, H2 was supported. Testing H3 showed a sig-
nificant positive effect of green innovation on green marketing performance (B = 0.525, p < 0.05).
Thus, H3 was accepted. Tests on H4 indicated that the results of green competitive advantage had
a significant positive effect on green marketing performance (B = 0.386, p < 0.05). Thus, H4 was
accepted. Finally, testing on H5 uncovered that green innovation had a significant positive effect
on green competitive advantage (B = 0.345, p < 0.05). Thus, H5 was accepted.

Testing the moderating role of the influence of green innovation on green marketing perfor-
mance with owner experience as the moderating variable displayed results (3 = 0.027,
p = 0.368 > 0.05). Thus, H6 was rejected. At the same time, the moderating role of green
competitive advantage on green marketing performance with owner experience as a moderating
variable showed results (B = 0.014, p = 0.847 > 0.05). Thus, H7 was rejected.

Then, testing the moderating role of the effect of green innovation on green marketing perfor-
mance with education as a moderating variable revealed results (f = 0.146, p = 0.042 < 0.05). Thus,
H8 was supported. Simultaneously, the moderating role of green competitive advantage on green
marketing performance with education as a moderating variable demonstrated results (B = 0.129,
p = 0.073 > 0.05). Thus, H9 was rejected.

The following Table 4 shows the results of testing each research hypothesis from H1 to H8.

6. Discussion

There is three theoretical and managerial implication for this research. First, no previous study has
empirically tested the effect of green marketing orientation on achieving green marketing perfor-
mance, although several previous research studies have extensively discussed green marketing.
Therefore, this study’s concept of green marketing orientation was tested on green marketing
performance with mediating variables of green innovation and green competitive advantage to
answer research gaps. Second, this study showed that green innovation and green competitive
advantage significantly and positively affected green marketing performance. Thus, green innova-
tion and green competitive advantage have proven to improve the green marketing performance
of Batik SMEs in Yogyakarta, Indonesia. Third, the results indicated that education and work
experience did not constantly strengthen the effect of green innovation and green competitive
advantage on green marketing performance. Therefore, SMEs must achieve green innovation and
green competitive advantage strategies to improve green marketing performance.

The exciting findings in this study proved that not all the tested hypotheses were significant. Still,
testing this research hypothesis found that green marketing orientation significantly and positively
affected green innovation and green competitive advantage. The results reinforce the findings of
previous studies, which stated that market orientation is seen as an essential strategy in achieving
performance through the development of innovation (Cao et al., 2017). The results of other studies
also strengthen the findings, saying that green marketing orientation is an essential function of
marketing in building relationships with customers (AlQershi et al., 2020). Besides, green product
innovation is an organizational effort in developing business while maintaining environmental
functions and responding to market demands that can affect the company’s long-term strategic
orientation in creating performance (R. J. Lin et al., 2013).

According to this study, green product innovation has a considerable beneficial effect on green
marketing performance. The influence of a green competitive advantage on green marketing
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performance is good. The results support previous studies stating that green marketing perfor-
mance depends on green innovation (Sudaryati et al., 2020). This study also supports that
innovation processes influence the value creation of products and performance (Lertpachin
et al,, 2013), technology process (Pozo et al., 2019), and concern with green environmental issues
(Meirun et al., 2020). The competitive advantage achieved by the company also requires concern
for the business environment (Nandakumar et al., 2010). Jamsa et al. (2011) asserted that net-
works determine SME sustainability as a source of opportunities and resources. To achieve sustain-
able performance, companies must respond quickly with green management (Habib et al., 2020).

Tests on moderating variables uncovered that educational background and manager
experience could not strengthen green innovation and green competitive advantage on
green marketing performance. The finding of this paper contrasts with previous research
finding that the experience of company managers is necessary for company development
(He et al., 2021). The results of another study are also inversely related to this study showing
that innovation performance was positively influenced by the functional experience of man-
agers (Yang et al., 2019). Nevertheless, the study is in line with how experiences impact the
innovation and growth of small-scale companies.

7. Managerial implication and limitation

This study raised the issue of the environment and sustainability of SMEs as it is still an exciting research
topic. This study was pioneered by social marketing theory, where company awareness of producing
environmentally friendly products is essential in building sustainability and competitive advantage.
Consequently, green innovation and green competitive advantage become critical strategies for com-
panies in reaching their customers. Green innovation is also vital when companies develop new product
innovations and production processes. Some researchers believe that green innovation is a long-term
breakthrough oriented by the company while keeping competitive advantage and environmental sus-
tainability (Nwabueze & Mileski, 2018; Soewarno et al., 2019). Green innovation is also developed in the
company’s strategy to improve reputation and access to new customers and broader markets, especially
by adopting environmentally friendly technologies and resources (Low & Shang Gao, 2015).

Further, this study has turned into an exciting investigation despite various prior researchers studying
the association between green marketing orientation and green marketing performance. The research-
ers also found a gap between green innovation and green competitive advantage. Green innovation and
green co-creation were proposed as mediating variables in this study. This study also created a research
framework and empirical research model to understand better their interactions with educational and
experience management as moderating variables.

Citation information

Cite this article as: Do green innovation and green com-
petitive advantage mediate the effect of green marketing
orientation on SMEs’ green marketing performance?,

Acknowledgements
Thank you to the Ministry of Research and Technology of
Indonesia for supporting the grand research funding.

Funding
The authors received no direct funding for this research.

Author details

Nuryakin Nuryakin®

E-mail: nuryakin@umy.ac.id

ORCID ID: http://orcid.org/0000-0002-4998-9601

Tri Maryati®

1 Master of Management Department, Post Graduate
Program, Universitas Muhammadiyah Yogyakarta,
Brawijaya Road, Bantul, Yogyakarta 55183, Indonesia.

Disclosure statement
No potential conflict of interest was reported by the author(s).

correction

This article has been republished with minor changes.
These changes do not impact the academic content of
the article.

Nuryakin Nuryakin & Tri Maryati, Cogent Business &
Management (2022), 9: 2065948.

References

AlQershi, N. A, Mokhtar, S. S. M., & Abas, Z. B. (2020). CRM
dimensions and performance of SMEs in Yemen: The
moderating role of human capital. Journal of
Intellectual Capital, ahead-of-print(ahead-of-print),
525-547 https://doi.org/10.1108/JIC-05-2020-0175.

Ar, I. M. (2012). The impact of green product innovation on
firm performance and competitive capability: The
moderating role of managerial environmental concern.
Procedia - Social and Behavioral Sciences, 62, 854-864.
https://doi.org/10.1016/j.sbspro.2012.09.144

Bakar, L. J. A,, & Ahmad, H. (2010). Assessing the rela-
tionship between firm resources and product inno-
vation performance. Business Process Management
Journal International Entrepreneur, 16(3), 420-435.
https://doi.org/10.1108/14637151011049430

Page 15 of 19


https://doi.org/10.1108/JIC-05-2020-0175
https://doi.org/10.1016/j.sbspro.2012.09.144
https://doi.org/10.1108/14637151011049430

Nuryakin & Maryati, Cogent Business & Management (2022), 9: 2065948
https://doi.org/10.1080/23311975.2022.2065948

Barringer, B. R., & Jones, F. F. (2004). Achieving rapid
growth: Revisiting the managerial capacity problem.
Journal of Developmental Entrepreneurship, 9(1), 73.

Blackburn, R. A., Hart, M., & Wainwright, T. (2013). Small
business performance: Business, strategy and owner-
manager characteristics. Journal of Small Business
and Enterprise Development, 20(1), 8-27. https://doi.
0rg/10.1108/14626001311298394

Borsatto, J. M. L. S., & Amui, L. B. L. (2019). Green inno-
vation: Unfolding the relation with environmental
regulations and competitiveness. Resources,
Conservation and Recycling, 149, 445-454. https://
doi.org/10.1016/j.resconrec.2019.06.005

Borsatto, J. M. L. S., Bazani, C., & Amui, L. (2020).
Environmental regulations, green innovation and
performance: An analysis of industrial sector com-
panies from developed countries and emerging
countries. Brazilian Business Review, 17(5), 559-578.
https://doi.org/10.15728/bbr.2020.17.5.5

Bradley, F., & Sean, O. R. (2001). Deriving international
competitive advantage in SMEs through. Irish Journal
of Management, 22(2), 19.

Cao, Y., Ajjan, H., & Hong, P. (2017). Post-purchase ship-
ping and customer service experiences in online
shopping and their impact on customer satisfaction:
An empirical study with comparison. Asia Pacific
Journal of Marketing and Logistics, 30(2), 400-416.
https://doi.org/10.1108/APJML-04-2017-0071

Carbonell, P., & Escudero, A. I. R. G. (2009). The effect of
market orientation on innovation speed and new
product performance. Journal of Business & Industrial
Marketing, 25(7), 501-513. https://doi.org/10.1108/
08858621011077736

Chahal, H., Dangwal, R., & Raina, S. (2014). Antecedents
and consequences of strategic green marketing
orientation. Journal of Global Responsibility, 5(2),
338-362. https://doi.org/10.1108/JGR-09-2013-0012

Chang, C.-H. (2011). The influence of corporate environ-
mental ethics on competitive advantage: The med-
iation role of green innovation. Journal of Business
Ethics. 104(3), 361-370 https:/doi.org/10.1007/
s10551-011-0914-x.

Chang, C. H., & Chen, Y. S. (2013). Green organizational iden-
tity and green innovation. Management Decision, 51(5),
1056-1070. https://doi.org/10.1108/MD-09-2011-0314

Chen, Y.-S. (2008). The driver of green innovation green
image and green competence. Journal of Business
Ethics, 81(3), 531-543. https://doi.org/10.1007/
s10551-007-9522-1

Chen, P.-C., & Hung, S.-W. (2014). Collaborative green
innovation in emerging countries: A social capital
perspective. International Journal of Operations &
Production Management. International Journal of
Operations & Production Management, 34(3),
347-363. https://doi.org/10.1108/1JOPM-06-2012-
0222

Chen, Y.-S,, Lai, S.-B., & Wen, C.-T. (2006a). The Influence
of Green Innovation Performance on Corporate
Advantage in Taiwan. Journal of Business Ethics. 67
(4), 331-339 https://doi.org/10.1007/s10551-006-
9025-5.

Chen, Y.-S,, Lai, S.-B., & Wen, C.-T. (2006b). The influence of
green innovation performance on corporate advan-
tage in Taiwan. Journal of Business Ethics, 67(4),
331-339. https://doi.org/10.1007/s10551-006-9025-5

Chen, J.,, & Liu, L. (2018). Profiting from green innovation:
The moderating effect of competitive strategy.
Sustainability (Switzerland), 11(1), 1-23 https://doi.
0rg/10.3390/su11010015.

Cronin, J. J., Smith, J. S., Gleim, M. R, Ramirez, E., &
Martinez, J. D. (2011). Green marketing strategies: An

X: cogent.-business & management

examination of stakeholders and the opportunities
they present. Journal of the Academy of Marketing
Science, 39(1), 158-174. https://doi.org/10.1007/
s11747-010-0227-0

Dabija, D.-C., Bejan, B. M., & Grant, D. B. (2018). The
impact of consumer green behaviour on green loy-
alty among retail formats: A Romanian case study.
Moravian Geographical Reports, 26(3), 173-185.
https://doi.org/10.2478/mgr-2018-0014

Dangelico, R. M., & Pujari, D. (2010). Mainstreaming green
product innovation why and how companies inte-
grated environment sustainable. Journal of Business
Ethics, 95(3), 471-486. https://doi.org/10.1007/
510551-010-0434-0

Enzing, C. M., Batterink, M. H., Janszen, F. H. A,, &

Omta, S. W. F. 0. (2011). Where innovation processes
make a difference in products’ short and long-term
market success. British Food Journal, 113(7),
812-837. https://doi.org/10.1108/
00070701111148379

Fernandez-Mesa, A., Alegre-Vidal, J., Chiva-Gémez, R., &
Gutiérrez-Gracia, A. (2013). Design management
capability and product innovation in SMEs.
Management Decision, 51(3), 547-565. https://doi.
0rg/10.1108/00251741311309652

Galindo-Martin, M. A., Castano-Martinez, M. S., &
Méndez-Picazo, M. T. (2020). The relationship
between green innovation, social entrepreneurship,
and sustainable  development.  Sustainability
(Switzerland), 12(11), 1-19 https://doi.org/10.3390/
sul2114467.

Gorondutse, A. H., Arshad, D., & Alshuaibi, A. S. (2020).
Driving sustainability in SMEs’ performance: The
effect of strategic flexibility. Journal of Strategy and
Management, 14(1), 64-81. https://doi.org/10.1108/
JSMA-03-2020-0064

Guo, Y., Wang, L., & Yang, Q. (2020). Do corporate envir-
onmental ethics influence firms’ green practice? The
mediating role of green innovation and the moder-
ating role of personal ties. Journal of Cleaner
Production, 266, 122054. https://doi.org/10.1016/j.
jclepro.2020.122054

Habib, M. A, Bao, Y., Ilmudeen, A., & Soobaroyen, T. (2020).
The impact of green entrepreneurial orientation, mar-
ket orientation and green supply chain management
practices on sustainable firm performance. Cogent
Business & Management, 7(1), 1743616. https://doi.
0rg/10.1080/23311975.2020.1743616

He, K., Chen, W., & Zhang, L. (2021). Senior manage-
ment’s academic experience and corporate green
innovation. Technological Forecasting and Social
Change, 166, 120664. https://doi.org/10.1016/j.tech
fore.2021.120664

Holtzman, Y., & McManus, T. (2008). Innovation in
research and development tool of strategic growth.
Journal of Management Development, 27(10),
1037-1052. https://doi.org/10.1108/
02621710810916295

Huang, X. X, Hu, Z. P,, Liu, C. S, Yu, D. J., & Yu, L. F.
(2016a). The relationships between regulatory and
customer pressure, green organizational responses,
and green innovation performance. Journal of
Cleaner Production, 112, 3423-3433. https://doi.org/
10.1016/j.jclepro.2015.10.106

Huang, Y.-C., Yang, M.-L., & Wong, Y.-J. (2016b). The effect of
internal factors and family influence on firms’ adoption
of green product innovation. Management Research
Review, 39(10), 1167-1198. https://doi.org/10.1108/
MRR-02-2015-0031

Ionescu, L. (2020). The economics of the carbon tax:
Environmental performance, sustainable energy, and

Page 16 of 19


https://doi.org/10.1108/14626001311298394
https://doi.org/10.1108/14626001311298394
https://doi.org/10.1016/j.resconrec.2019.06.005
https://doi.org/10.1016/j.resconrec.2019.06.005
https://doi.org/10.15728/bbr.2020.17.5.5
https://doi.org/10.1108/APJML-04-2017-0071
https://doi.org/10.1108/08858621011077736
https://doi.org/10.1108/08858621011077736
https://doi.org/10.1108/JGR-09-2013-0012
http://https:/doi.org/10.1007/s10551-011-0914-x
http://https:/doi.org/10.1007/s10551-011-0914-x
https://doi.org/10.1108/MD-09-2011-0314
https://doi.org/10.1007/s10551-007-9522-1
https://doi.org/10.1007/s10551-007-9522-1
https://doi.org/10.1108/IJOPM-06-2012-0222
https://doi.org/10.1108/IJOPM-06-2012-0222
https://doi.org/10.1007/s10551-006-9025-5
https://doi.org/10.1007/s10551-006-9025-5
https://doi.org/10.1007/s10551-006-9025-5
https://doi.org/10.3390/su11010015
https://doi.org/10.3390/su11010015
https://doi.org/10.1007/s11747-010-0227-0
https://doi.org/10.1007/s11747-010-0227-0
https://doi.org/10.2478/mgr-2018-0014
https://doi.org/10.1007/s10551-010-0434-0
https://doi.org/10.1007/s10551-010-0434-0
https://doi.org/10.1108/00070701111148379
https://doi.org/10.1108/00070701111148379
https://doi.org/10.1108/00251741311309652
https://doi.org/10.1108/00251741311309652
https://doi.org/10.3390/su12114467
https://doi.org/10.3390/su12114467
https://doi.org/10.1108/JSMA-03-2020-0064
https://doi.org/10.1108/JSMA-03-2020-0064
https://doi.org/10.1016/j.jclepro.2020.122054
https://doi.org/10.1016/j.jclepro.2020.122054
https://doi.org/10.1080/23311975.2020.1743616
https://doi.org/10.1080/23311975.2020.1743616
https://doi.org/10.1016/j.techfore.2021.120664
https://doi.org/10.1016/j.techfore.2021.120664
https://doi.org/10.1108/02621710810916295
https://doi.org/10.1108/02621710810916295
https://doi.org/10.1016/j.jclepro.2015.10.106
https://doi.org/10.1016/j.jclepro.2015.10.106
https://doi.org/10.1108/MRR-02-2015-0031
https://doi.org/10.1108/MRR-02-2015-0031

Nuryakin & Maryati, Cogent Business & Management (2022), 9: 2065948
https://doi.org/10.1080/23311975.2022.2065948

green financial behavior. Geopolitics, History, and
International Relations, 12(1), 101-107.

Ionescu, L. (2021). Transitioning to a low-carbon
economy: Green financial behavior, climate
change mitigation, and environmental energy
sustainability. Geopolitics, History, and
International Relations, 13(1), 86-96.

Jamsa, P., Tahtinen, J., Ryan, A., & Pallari, M. (2011).
Sustainable SMEs network utilization: The case of
food enterprises. Journal of Small Business and
Enterprise Development, 18(1), 141-156. https://doi.
0rg/10.1108/14626001111106479

Kam, S., Wong, S., & Bigliardi, B. (2012). The influence
of green product competitiveness on the success
of green product innovation. European Journal of
Innovation Management Decision, 15(4), 468-490.
https://doi.org/10.1108/14601061211272385

Karadag, H. (2017). The impact of industry, firm age and
education level on financial management perfor-
mance in small and medium-sized enterprises
(SMEs). Journal of Entrepreneurship in Emerging
Economies, 9(3), 300-314. https://doi.org/10.1108/
JEEE-09-2016-0037

Karlsson, C., & Olsson, O. (1998). Product innovation in
small and large enterprises. Small Business
Economics. 10(1), 31-46 https://doi.org/10.1023/
A:1007970416484.

Kohli, Jaworski, J., & Kohli, A. K. (1990). Market-
orientation: The construct, research propositions, and
managerial implications. Journal of Marketing, 54(2),
1-18. https://doi.org/10.1177/002224299005400201

Kotler, P., Armstrong, G., Ang, S. H., Leong, S. M., Tan, C. T.,
& Yau, 0. (2009). Principles of marketing: A global
perspective. Prentice-Hall.

Lazer, W. (1969). Marketing’s changing social relation-
ships. Journal of Marketing, 33(1), 3-9. https://doi.org/
10.1177/002224296903300102

Ledwith, A., & O’Dwyer, M. (2008). Product launch, pro-
duct advantage and market orientation in SMEs.
Journal of Small Business and Enterprise
Development, 15(1), 96-110. https://doi.org/10.1108/
14626000810850865

Lee, K. H., & Kim, J. W. (2012). Green new product devel-
opment and supplier involvement: Strategic partner-
ship for green innovation. International Journal of
Innovation and Sustainable Development, 6(3),
290-304. https://doi.org/10.1504/1J1SD.2012.047841

Lee, L. Y., Veasna, S., & Wu, W. Y. (2013). The effects of
social support and transformational leadership on
expatriate adjustment and performance. Career
Development International, 18(4), 377-415. https://
doi.org/10.1108/CDI-06-2012-0062

Lertpachin, C., Wingwon, B., & Noithonglek, T. (2013). The
effect of marketing focus, innovation and learning
organization on the building of competitive advan-
tages: Empirical evidence from ISO 9000 certified
companies. Journal of Strategic Marketing 21(4) , 1-8
https://doi.org/10.1080/0965254X.2013.790469.

Li, D., Tang, F., & Zhang, L. (2020). Differential effects of
voluntary environmental programs and mandatory
regulations on corporate green innovation. Natural
Hazards, 103(3), 3437-3456. https://doi.org/10.1007/
s11069-020-04137-y

Lin, C.-Y.-Y,, & Chen, M. Y.-C. (2007). Does innovation lead
to performance? An empirical study of SMEs in
Taiwan. Management Research News, 30(2),
115-132. https://doi.org/10.1108/
01409170710722955

Lin, R. J,, Tan, K. H., & Geng, Y. (2013). Market demand,
green product innovation, and firm performance:
Evidence from Vietnam motorcycle industry. Journal

X: cogent.-business & management

of Cleaner Production, 40, 101-107. https://doi.org/
10.1016/j.jclepro.2012.01.001

Lin, H,, Zeng, S. X, Ma, H. Y., Qi, G. Y., & Tam, V. W. Y.
(2014). Can political capital drive corporate green
innovation? Lessons from China. Journal of Cleaner
Production, 64, 63-72. https://doi.org/10.1016/j.jcle
pro.2013.07.046

Low, S. P., & Shang Gao, W. L. T. (2015). Comparative
study of project management and critical success
factors of greening new and existing buildings in
Singapore. Structural Survey, 32(5), 413-433
https://doi.org/10.1108/SS-12-2013-0040.

Malesios, C., De, D., Moursellas, A., Dey, P. K., &
Evangelinos, K. (2020). Sustainability performance
analysis of small and medium sized enterprises:
Criteria, methods and framework. Socio-Economic
Planning Sciences 75 https://doi.org/10.1016/j.seps.
2020.100993.

Mannan, B., Khurana, S., Haleem, A., & Nisar, T. (2016).
Modeling of critical factors for integrating sustain-
ability with innovation for Indian small-and
medium-scale manufacturing enterprises: An ISM
and MICMAC approach. Cogent Business &
Management, 3(1), 1140318. https://doi.org/10.1080/
23311975.2016.1140318

Martinez, P. (2015). Customer loyalty: Exploring its ante-
cedents from a green marketing perspective.
International Journal of Contemporary Hospitality
Management, 27(5), 896-917. https://doi.org/10.
1108/1JCHM-03-2014-0115

May, A. Y. C, Hao, G. S., & Carter, S. (2021). Intertwining
corporate social responsibility, employee green
behavior, and environmental sustainability: The
mediation effect of organizational trust and organi-
zational identity. Economics, Management & Financial
Markets, 16(2), 32-61 https://doi.org/10.22381/
emfm16220212.

Meirun, T., Makhloufi, L., & Hassan, M. G. (2020).
Environmental outcomes of green entrepreneurship
harmonization. Sustainability (Switzerland), 12(24), 1-27.

Merofio-Cerddn, A. L., Soto-Acosta, P., & Lopez-Nicolas, C.
(2008). How do collaborative technologies affect
innovation in SMEs. International Journal of
e-Collaboration, 4(4), 33-50. https://doi.org/10.4018/
jec.2008100103

Nandakumar, M. K., Ghobadian, A., & O’Regan, N. (2010).
Business-level strategy and performance The mod-
erating effects of environment and structure.
Management Decision, 48(6), 907-939. https://doi.
0rg/10.1108/00251741011053460

Naseem, M. A,, Lin, J., Ur Rehman, R., Ahmad, M. 1., &
Ali, R. (2020). Does capital structure mediate the link
between CEO characteristics and firm performance?
Management Decision, 58(1), 164-181. https://doi.
0rg/10.1108/MD-05-2018-0594

Nugroho Soebandrija, K. E. (2018). Green innovation and
sustainable industrial systems within sustainability
and company improvement perspective. Paper read
at International Conference on Eco Engineering
Development 2017 (IOP Publishing), ICEED 2017.

Nuryakin. (2018). Competitive advantage and product
innovation: Key success of Batik SMEs marketing
performance in Indonesia. Academy of Strategic
Management Journal, 17(2), 1-17.

Nuryakin, & Maryati, T. (2020). Green product competitive-
ness and green product success. Why and how does
mediating affect green innovation performance?
Entrepreneurship and Sustainability Issues. 7(4), 3061-
3077 http://doi.org/10.9770/jesi.2020.7.4(33.

Nuryakin, R., Widayanti, R. D., Damayanti, Susanto, R., &
Susanto, N. A. (2021). The importance of market

Page 17 of 19


https://doi.org/10.1108/14626001111106479
https://doi.org/10.1108/14626001111106479
https://doi.org/10.1108/14601061211272385
https://doi.org/10.1108/JEEE-09-2016-0037
https://doi.org/10.1108/JEEE-09-2016-0037
https://doi.org/10.1023/A:1007970416484
https://doi.org/10.1023/A:1007970416484
https://doi.org/10.1177/002224299005400201
https://doi.org/10.1177/002224296903300102
https://doi.org/10.1177/002224296903300102
https://doi.org/10.1108/14626000810850865
https://doi.org/10.1108/14626000810850865
https://doi.org/10.1504/IJISD.2012.047841
https://doi.org/10.1108/CDI-06-2012-0062
https://doi.org/10.1108/CDI-06-2012-0062
https://doi.org/10.1080/0965254X.2013.790469
https://doi.org/10.1007/s11069-020-04137-y
https://doi.org/10.1007/s11069-020-04137-y
https://doi.org/10.1108/01409170710722955
https://doi.org/10.1108/01409170710722955
https://doi.org/10.1016/j.jclepro.2012.01.001
https://doi.org/10.1016/j.jclepro.2012.01.001
https://doi.org/10.1016/j.jclepro.2013.07.046
https://doi.org/10.1016/j.jclepro.2013.07.046
https://doi.org/10.1108/SS-12-2013-0040
https://doi.org/10.1016/j.seps.2020.100993
https://doi.org/10.1016/j.seps.2020.100993
https://doi.org/10.1080/23311975.2016.1140318
https://doi.org/10.1080/23311975.2016.1140318
https://doi.org/10.1108/IJCHM-03-2014-0115
https://doi.org/10.1108/IJCHM-03-2014-0115
https://doi.org/10.22381/emfm16220212
https://doi.org/10.22381/emfm16220212
https://doi.org/10.4018/jec.2008100103
https://doi.org/10.4018/jec.2008100103
https://doi.org/10.1108/00251741011053460
https://doi.org/10.1108/00251741011053460
https://doi.org/10.1108/MD-05-2018-0594
https://doi.org/10.1108/MD-05-2018-0594
http://doi.org/10.9770/jesi.2020.7.4(33

Nuryakin & Maryati, Cogent Business & Management (2022), 9: 2065948
https://doi.org/10.1080/23311975.2022.2065948

information accessibility to enhancing SMEs Indonesian
superior financial performance. International Journal of
Business Innovation and Research, 25(1), 1-18. https:/
doi.org/10.1504/1JBIR.2021.115010

Nwabueze, U., & Mileski, J. (2018). Achieving competitive
advantage through effective communication in
a global environment. Journal of International
Studies, 11(1), 50-66. https://doi.org/10.14254/2071-
8330.2018/11-1/4

Nwokah, N. G., & Maclayton, D. W. (2006). Customer-focus
and business performance: The study of food and
beverages organizations in Nigeria. Measuring
Business Excellence, 10(4), 65-76. https://doi.org/10.
1108/13683040610719281

Papadas, -K.-K., Avlonitis, G. J., Carrigan, M., & Piha, L.
(2019). The interplay of strategic and internal green
marketing orientation on competitive advantage.
Journal of Business Research, 104, 632-643. https://
doi.org/10.1016/j.jbusres.2018.07.009

Parnell, J. A, Long, Z., & Lester, D. (2015). Competitive
strategy, capabilities and uncertainty in small and
medium sized enterprises (SMEs) in China and the
United States. Management Decision, 53(2), 402-431.
https://doi.org/10.1108/MD-04-2014-0222

Patari, S., Tuppura, A., Toppinen, A., & Korhonen, J. (2016).
Global sustainability megaforces in shaping the future
of the European pulp and paper industry towards a
bioeconomy. Forest Policy and Economics, 66, 38-46.
https://doi.org/10.1016/j.forpol.2015.10.009

Peattie, K., Crane, A., & Dennis, C. (2005). Green market-
ing: Legend, myth, farce or prophesy? Qualitative
Market Research: An International Journal, 8(4), 357-
370. https://doi.org/10.1108/13522750510619733

Porter, M. E. (1985). Competitive Strategy. The Free Press.

Pozo, H., Akabane, G. K., Tachizava, T., & Ardito, L. (2019).
Innovation and technology processes in micro and small
business. Cogent Business & Management, 6(1),
1588088. https://doi.org/10.1080/23311975.2019.
1588088

Pucci, T., Nosi, C., & Zanni, L. (2017). Firm capabilities,
business model design and performance of SMEs.
Journal of Small Business and Enterprise
Development, 24(2), 222-241. https://doi.org/10.
1108/JSBED-09-2016-0138

Qi, G, Zou, H., & Xie, X. (2020). Governmental inspection
and green innovation: Examining the role of envir-
onmental capability and institutional development.
Corporate Social Responsibility and Environmental
Management, 27(4), 1774-1785. https://doi.org/10.
1002/csr.1924

Saether, E. A, Eide, A. E., & Bjgrgum, @. (2021). Sustainability
among Norwegian maritime firms: Green strategy and
innovation as mediators of long-term orientation and
emission reduction. Business Strategy and the
Environment, 30(5), 2382-2395. https://doi.org/10.1002/
bse.2752

Salavou, H., & Avlonitis, G. (2008). Product innovativeness
and performance a focus on SMEs. Management
Decision, 46(7), 969-985. https://doi.org/10.1108/
00251740810890168

Sekaran, U., & Bougie, R. (2010). Research methods for
business: A skill building approach. John Wiley @ Sons.

Sellitto, M. A. (2018). Assessment of the effectiveness of
green practices in the management of two supply
chains. Business Process Management Journal, 24(1),
23-48. https://doi.org/10.1108/BPMJ-03-2016-0067

Sezen, B., & Cankaya, S. Y. (2013). Effects of green man-
ufacturing and eco-innovation on sustainability
performance. Procedia - Social and Behavioral

X: cogent.-business & management

Sciences, 99, 154-163. https://doi.org/10.1016/j.
sbspro.2013.10.481

Shahzad, M., Qu, Y., Javed, S. A., Zafar, A. U., &

Rehman, S. U. (2020). Relation of environment sus-
tainability to CSR and green innovation: A case of
Pakistani manufacturing industry. Journal of Cleaner
Production, 253, 119938. https://doi.org/10.1016/j.
jclepro.2019.119938

Shamah, R. A. M., & Singh, R. (2012). Innovation within
green service supply chains for a value creation.
Journal of Modelling in Management, 7(3), 357-374.
https://doi.org/10.1108/17465661211283313

Simpson, M. (2004). Competitive advantage in SMEs
organising for innovation and change. Journal of
Small Business and Enterprise Development, 11(2),
263-269. https://doi.org/10.1108/
14626000410537209

Singh, R. K., & Garg, S. K. (2008). Strategy development by
SMEs for competitiveness: A review. Benchmarking:
An International Journal of Agribusiness in Developing
and Emerging Economies, 15(5), 525-547 https://doi.
0rg/10.1108/14635770810903132.

Slater, S. F., & Narver, J. C. (1994). Market orientation,
customer value and superior performance. Business
Horizons Journal 37(2), 22-28.

Soewarno, N., Tjahjadi, B., & Fithrianti, F. (2019). Green
innovation strategy and green innovation: The roles of
green organizational identity and environmental
organizational legitimacy. Management Decision, 57
(11), 3061-3078. https://doi.org/10.1108/MD-05-2018-
0563

Sudaryati, E., Agustia, D., Tjaraka, H., & Rizki, A. (2020).
The mediating role of green innovation on the effect
of environment-based culture on company
performance. International Journal of Innovation,
Creativity and Change, 11(11), 320-334.

Suler, P., Palmer, L., & Bilan, S. (2021). Internet of Things
sensing networks, digitized mass production, and sus-
tainable organizational performance in cyber-physical
system-based smart factories. Journal of Self-
Governance and Management Economics, 9(2), 42-51.

Tariq, A., Badir, Y., & Chonglerttham, S. (2019). Green
innovation and performance: Moderation analyses
from Thailand. European Journal of Innovation
Management 22(3) , 446-467 https://doi.org/10.
1108/EJIM-07-2018-0148.

Tucker, G. (2021). Sustainable product lifecycle man-
agement, industrial big data, and internet of things
sensing networks in cyber-physical system-based
smart factories. Journal of Self-Governance and
Management Economics, 9(1), 9-19 .

Wang, Y., & Yu, L. (2021). Can the current environ-
mental tax rate promote green technology inno-
vation? - Evidence from China’s resource-based
industries. Journal of Cleaner Production, 278,
123443. https://doi.org/10.1016/j.jclepro.2020.
123443

Wong, -S. K.-S., & Bigliardi, B. (2012). The influence of
green product competitiveness on the success of
green product innovation: Empirical evidence from
the Chinese electrical and electronics industry.
European Journal of Innovation Management, 15(4),
468-490. https://doi.org/10.1108/
14601061211272385

Yang, L., Xu, C., & Wan, G. (2019). Exploring the impact of
TMTs’ overseas experiences on innovation perfor-
mance of Chinese enterprises. Chinese Management
Studies, 13(4), 1044-1085. https://doi.org/10.1108/
CMS-12-2018-0791

Page 18 of 19


https://doi.org/10.1504/IJBIR.2021.115010
https://doi.org/10.1504/IJBIR.2021.115010
https://doi.org/10.14254/2071-8330.2018/11-1/4
https://doi.org/10.14254/2071-8330.2018/11-1/4
https://doi.org/10.1108/13683040610719281
https://doi.org/10.1108/13683040610719281
https://doi.org/10.1016/j.jbusres.2018.07.009
https://doi.org/10.1016/j.jbusres.2018.07.009
https://doi.org/10.1108/MD-04-2014-0222
https://doi.org/10.1016/j.forpol.2015.10.009
https://doi.org/10.1108/13522750510619733
https://doi.org/10.1080/23311975.2019.1588088
https://doi.org/10.1080/23311975.2019.1588088
https://doi.org/10.1108/JSBED-09-2016-0138
https://doi.org/10.1108/JSBED-09-2016-0138
https://doi.org/10.1002/csr.1924
https://doi.org/10.1002/csr.1924
https://doi.org/10.1002/bse.2752
https://doi.org/10.1002/bse.2752
https://doi.org/10.1108/00251740810890168
https://doi.org/10.1108/00251740810890168
https://doi.org/10.1108/BPMJ-03-2016-0067
https://doi.org/10.1016/j.sbspro.2013.10.481
https://doi.org/10.1016/j.sbspro.2013.10.481
https://doi.org/10.1016/j.jclepro.2019.119938
https://doi.org/10.1016/j.jclepro.2019.119938
https://doi.org/10.1108/17465661211283313
https://doi.org/10.1108/14626000410537209
https://doi.org/10.1108/14626000410537209
https://doi.org/10.1108/14635770810903132
https://doi.org/10.1108/14635770810903132
https://doi.org/10.1108/MD-05-2018-0563
https://doi.org/10.1108/MD-05-2018-0563
https://doi.org/10.1108/EJIM-07-2018-0148
https://doi.org/10.1108/EJIM-07-2018-0148
https://doi.org/10.1016/j.jclepro.2020.123443
https://doi.org/10.1016/j.jclepro.2020.123443
https://doi.org/10.1108/14601061211272385
https://doi.org/10.1108/14601061211272385
https://doi.org/10.1108/CMS-12-2018-0791
https://doi.org/10.1108/CMS-12-2018-0791

Nuryakin & Maryati, Cogent Business & Management (2022), 9: 2065948 O;K-: cogent Py b us | Nness & mana ge me nt

https://doi.org/10.1080/23311975.2022.2065948

© 2022 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license.

cogent--0a

You are free to:

Share — copy and redistribute the material in any medium or format.

Adapt — remix, transform, and build upon the material for any purpose, even commercially.
The licensor cannot revoke these freedoms as long as you follow the license terms.

Under the following terms:

Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.
@ You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

No additional restrictions

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.
Publishing with Cogent OA ensures:

«  Immediate, universal access to your article on publication

»  High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online
+  Download and citation statistics for your article

*  Rapid online publication

«  Input from, and dialog with, expert editors and editorial boards

+  Retention of full copyright of your article

*  Guaranteed legacy preservation of your article

«  Discounts and waivers for authors in developing regions

Submit your manuscript to a Cogent OA journal at www.CogentOA.com

Page 19 of 19



	1.  Introduction
	2.  Literature review and hypothesis
	2.1.  Green marketing orientation and green innovation
	2.2.  Green marketing orientation and green competitive advantage
	2.3.  Green innovation and green marketing performance
	2.4.  Green competitive advantage Dan Green marketing performance
	2.5.  Green innovation Dan Green competitive advantage
	2.6.  The moderating role of SME manager’s or owner’s experience
	2.7.  The moderating role of the manager’s or owner’s education

	3.  Methodology
	3.1.  Data collection technique
	3.2.  Research sample and sampling technique
	3.3.  Measurement of construct
	3.4.  Dependent and independent variables

	4.  Moderating variable
	4.1.  Manager’s or owner’s experience
	4.2.  Educational background

	5.  Findings
	5.1.  Data screening
	5.2.  Respondents’ descriptions
	5.3.  Descriptive statistics and correlations matrix tests
	5.4.  Data analysis
	5.5.  Validity and reliability
	5.6.  Results from structural equation modeling (SEM)

	6.  Discussion
	7.  Managerial implication and limitation
	Acknowledgements
	Funding
	Author details
	Disclosure statement
	correction
	References

