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 This research aims to investigate whether the green marketing mix (green product, 
price, place, and promotion) is associated with the competitive advantage and 
marketing success of micro, small, and medium-sized enterprises (MSMEs) in 
Indonesia. The methodology employed quantitative data collection from 100 
MSMEs in the Jabodetabek region, using Structural Equation Modeling (SEM) in 
SmartPLS. The results showed that the green product (β=0.277, p=0.021) and the 
green price (β=0.481, p=0.004) positively influenced competitive advantage while 
the green place (β=0.173, p=0.338) and green promotion (β=0.238, p=0.054) did 
not. Regarding the impact of the green marketing mix on marketing success, the 
result showed that the green price had possitive effects (β=0.405, p=0.005). At the 
same time, there where no statistically significant positive effects from the green 
product (p=0.202), green place (p=0.728), and green promotion (p=0.061). The 
result also indicated that competitive advantage mediated the relationships between 
green price (VAF=57.3%) and green product (VAF=74.4%) and marketing 
performance. Still, it did not mediate the relationships between green place and 
green promotion and marketing performance. Still, it did not mediate the 
relationships between green place and green promotion and marketing 
performance. 
 
Kajian ini bertujuan untuk menyiasat sama ada campuran pemasaran hijau (produk 
hijau, harga hijau, tempat hijau, dan promosi hijau) berkaitan dengan kelebihan 
daya saing dan prestasi pemasaran perusahaan mikro, kecil, dan sederhana 
(PMKS) di Indonesia. Kajian ini menggunakan pendekatan kuantitatif dengan 
pengumpulan data dari pada 100 PMKS di wilayah Jabodetabek serta dianalisis 
menggunakan Pemodelan Persamaan Berstruktur (SEM) melalui perisian 
SmartPLS. Dapatan menunjukkan bahwa produk hijau (β=0.277, p=0.021) dan 
harga hijau (β=0.481, p=0.004) memberi pengaruh positif terhadap kelebihan daya 
saing, manakala tempat hijau (β=0.173, p=0.338) dan promosi hijau (β=0.238, 
p=0.054) tidak menunjukkan pengaruh yang signifikan. Dari segi kesan terhadap 
prestasi pemasaran, hanya harga hijau (β=0.481, p=0.004) memberi pengaruh 
positif terhadap kelebihan daya saing, manakala tempat hijau (β=0.173, p=0.338) 
dan promosi hijau (β=0.238, p=0.054) tidak menunjukkan pengaruh yang signifikan. 
Dari segi kesan terhadap prestasi pemasaran, hanya harga hijau (β=0.405, 
p=0.005) didapati mempunyai kesan positif yang signifikan, sementara produk hijau 
(p=0.202), tempat hijau (p=0.728) dan promosi hijau (p=0.061) tidak menunjukkan 
kesan yang signifikan secara statistik. Selain itu, kelebihan daya saing didapati 
memediasi hubungan antara harga hijau (VAF=57.3%) dan produk hijau 
(VAF=74.4%) dengan prestasi pemasaran, namun tidak memediasi hubungan 
antara tempat hijau dan promosi hijau dengan prestasi pemasaran. 
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INTRODUCTION 
 

Across various domains, the consequences of climate change are expected to be profound and 
persistent. Particularly, global climate change raises serious economic concerns and poses great threats 
to the environment and to the livelihoods of people around the world. If no effective actions are taken to 
manage the climate change challenges, we are heading towards an almost 30C increase in global average 
temperature, and therefore, in the next 30 years, world GDP (Gross Domestic Product) is expected to fall 
by 18% (Maziriri, 2020). If the emissions of greenhouse gases remain constant, Indonesia by 2050 will 
lose 30-40% of its GDP (Dzulkarnain et al., 2019). Therefore, all segments of the economy, including the 
MSMEs (Micro, Small, and Medium-Sized Enterprises) sector, which is the backbone of the Indonesian 
economy, will need to incorporate sustainability (Daniel, 2019). 

MSMEs make up the majority of Indonesia’s economy, contributing over 61% of the country’s GDP 
and employing 97% of its workers (Rahaduari et al., 2021). However, MSMEs report a number of 
challenges when it comes to incorporating sustainable business practices (Fadli, Heriyanto & Augustin, 
2023). In recent years, MSMEs have struggled to implement green marketing strategies as customers 
have become more conscious of their environmental impact. These enterprises have difficulty obtaining 
reliable and actionable data and tend to have limited market resources (Erwin, Suade & Poernomo, 2021). 

Indonesian MSMEs have been fundamental to the economic backbone of the country, yet still 
experience several long-standing, marketing-related issues, which have the potential to drive down their 
competitiveness in the increasingly aggressive, digitized marketplaces in which they function. Most 
MSMEs utilize the marketing strategy of minimal promotion. Additionally, these strategies could also be 
ineffective given the fact that MSMEs usually employ distribution channel system in conjunction with 
insufficient customer knowledge, inadequate financing, and/or lack of managerial/digital marketing, and 
minimal advocacy of marketing, where MSMEs have performed poorly, and even in the marketing 
activities where there is automation (Khoiri et al., 2024; Lestari, 2022). Moreover, apart from the absence 
of marketing activities at scale, the MSMEs are facing major shifts in consumer behavior, and there are 
more demanding factors like the eco-friendliness of the marketing approaches, which the MSMEs are not 
able to handle with traditional marketing techniques (Atika, 2023; Mendrofa 2024). For that reason, the 
majority of the MSMEs of Indonesia are unable to sustain differentiation and development of long-term 
customer collaboration, which identifies the gap in marketing techniques to be focused on digital 
marketing with the aim of integrating eco-friendly approached to enhance the competitiveness and 
marketing performance of the MSMEs. 

Based on the environmental advantages of offered products and services, such as green 
marketing, it has become significant approach for companies wanting to secure an increasingly 
competitive edge and become sustainable (Aqmala, 2022). However, the effect of eco-friendly marketing 
on MSMEs, particularly in developing countries like Indonesia, is still unexplored (Ardianingsih, et al., 
2024). While large corporates have the capacity for the same (Khan, Sheikh & Zainab, 2024). The green 
marketing mix (GMM) includes green product, green price, green place, and green promotion. This means 
that a company considers environmental factors when making marketing decision (Kilic & Ozdemir, 2018; 
Osiako, Wikurendra & Abdeljawad, 2022; Prakash, 2002). The GMM focuses on the creation of 
environmentally sustainable products, pricing based on the cost and value of the environmental issue, 
selection of distribution channels that negatively affect the environment the least, and promotion that 
communicates to consumers the environmentally responsible and sustainably committed company 
(Farradia, 2021; Osiako, Wikurendra & Abdeljawad, 2022). The GMM does not replace the traditional 
marketing mix, which includes roduct, price, place, and promotion. Instead, it adds a new layer. The GMM, 
on the other hand, integrates companies’ sustainability goals into the 4Ps thereby enabling them to 
develop marketing programs aligned with their overall environmental and sustainability objectives 
(Osiako, Wikurendra & Abdeljawad, 2022). Many prior studies have described GMM as a strategic tool 
used by companies to mitigate their adverse ecological effects and, at the same time, influence customers' 
perceptions of the company, their intention to purchase from the company, and the company's reputation 
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based on the green attributes of the company's products, pricing, distribution, and communications 
(Govender & Govender, 2016; Sienatra & Evani, 2021). In other words, the GMM provides companies, 
including MSMEs, with a strategic mechanism for pursuing environmentally based differentiation and long-
term competitive advantage. The study specifically looks into the impact of green marketing strategies on 
the competitive edge and marketing performance of MSMEs in Indonesia while also attempting to fill a 
gap in the research literature. The effectiveness of green marketing for larger companies has been studied 
in depth (Duffett et al. 2018), however, there is a need for a better understanding of the successful 
implementation of these methods by MSMEs. This study differs from prior research by examining the 
mediating effect of competitive advantage in the relationship between the elements of green marketing 
(i.e., green product, green price, green place, and green promotion) and marketing success (Khan et al. 
2020). Additionally, this study provides empirical data from Indonesia, a developing economy in which 
MSMEs are essential for maintaining and enhancing economic stability and development (Hanaysha, 
Abuowda & Gulseven 2024). Finally, the findings of this study will provide helpful information to MSMEs 
in the Jabodetabek area on how to successfully implement green marketing strategies to enhance their 
competitiveness in both local and international markets (Nuryakin & Maryati, 2022). 

 
 

METHODS 
 

This study is grounded in the Resource-Based View (RBV) and the Natural Resource-Based View 
(NRBV). RBV explains that a firm can achieve sustained competitive advantage when it controls 
resources and capabilities that are valuable, rare, difficult to imitate, and non-substitutable, while NRBV 
extends this reasoning to capabilities developed in response to environmental constraints and 
opportunities (Habib et al., 2021; Miller, 2019). From this perspective, a green marketing activity is not 
automatically a strategic resource. It creates competitive advantage only when it is embedded in 
accumulated knowledge, organizational routines, supplier and customer relationships, credible 
environmental information, and coordinated managerial practices that competitors cannot easily 
reproduce. The green marketing mix can therefore be understood as a market-facing capability bundle 
that converts environmental orientation into differentiation, superior customer value, cost efficiency, 
reputation, and ultimately marketing performance (Shaukat et al., 2023; Tjahjadi et al., 2023). 

Green product capability refers not merely to offering an environmentally friendly item, but to the 
firm's accumulated ability to identify lower-impact materials, redesign products and packaging, coordinate 
with responsible suppliers, maintain quality, and communicate verifiable environmental benefits. Under 
RBV and NRBV, these interconnected routines can be valuable because they respond to growing 
environmental demand, rare among less-prepared competitors, and difficult to imitate because they 
depend on learning, supplier relationships, technical knowledge, and reputation developed over time. 
When these capabilities create meaningful product differentiation or lower lifecycle costs, they can 
generate competitive advantage (Baeshen, Soomro & Bhutto, 2021; Zameer et al., 2022). Empirical 
studies also suggest that green product development and an innovation-oriented sustainability culture can 
strengthen market positioning and improve sales growth, market share, and customer loyalty (Alshebami, 
2023; Muangmee et al., 2021; Kussujaniatun, Sujatmika & Hartati, 2022; Rachmawati, Wijaya & 
Pambreni, 2023). Therefore, the following hypotheses are proposed: 

 
H1: Green product positively affects competitive advantage. 
H2: Green product positively affects marketing performance. 
 

A well-designed green pricing program could aid a company's development of product-market and 
financial advantages as part of an overall green marketing strategy (Goh et al. 2019; Leonidou, Katsikeas 
& Morgan 2013). As a strategic tool, green pricing enables a company to generate additional revenue 
from its customers. At the same time, it allows the company to signal its environmental responsibility, 
distinguish itself, and create a sustainable competitive advantage through consistent messaging across 
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the marketing mix (Yıldırım, Yıldırım & Urul 2024). The same relationship exists between consumer 
perception of green pricing and consumer perceptions of other dimensions of the marketing mix because 
when consumers perceive green pricing as being fair and providing sufficient value for the price paid for 
a green product or service, consumers are likely to exhibit greater trust in the product/service and 
perceived value, and therefore greater willingness to pay for the product or service  (Shaukat et al. 2023; 
Sindhu et al. 2025). Thus, the success of green pricing will depend on the degree to which companies 
can successfully integrate green pricing into their entire marketing mix and can develop a regulatory 
environment that supports the use of green pricing, such as aligned supply chain strategies and 
government incentives that support the efficiency and profitability of using green pricing to encourage the 
purchase of green products or services (Su et al., 2020). Based on these elaborations, the following 
hypotheses are proposed: 

 
H3: Green price positively affects competitive advantage. 
H4: Green price positively affects marketing performance. 
 

Green places, including environmental distribution, green logistics, and sustainable supply chains, 
could provide strategic opportunities for organizations to develop a competitive advantage and enhance 
their marketing performance. Prior research has shown that organizations utilizing eco-efficient 
distribution systems, reverse logistics, and environmentally responsible suppliers represent a significant 
portion of those strategic capabilities through which organizations can meet increasing regulatory 
pressures and the growing desire for consumers to purchase sustainable goods and services to ultimately 
create competitive advantage (Cosimato & Troisi 2015; Laari, Töyli & Ojala 2018). Further research has 
found that integrating green supply chain practices into an organization's overall competitive strategy 
results in improved operational efficiency, service quality, and environmental performance, all of which 
support differentiation and cost advantages that are likely to be difficult for other organizations to replicate 
(Maas, Schuster & Hartmann 2014; Norddin et al. 2021). Green place initiatives also improve an 
organization's brand image and corporate reputation by reinforcing perceptions of environmental 
stewardship across the entire distribution channel, thereby enhancing customer trust and loyalty and, 
subsequently, marketing performance (Pacevičiūtė & Razbadauskaitė-Venskė, 2023). Therefore, based 
on this past research, the following hypotheses were developed: 

 
H5: Green place positively affects competitive advantage. 
H6: Green place positively affects marketing performance. 
 

Several prior studies have consistently found that green marketing and promotional strategies 
positively affect a corporation's image, brand equity, and trust in consumers, which represent critical paths 
through which corporations achieve a competitive advantage in both developed and developing markets 
(Mukonza & Swarts 2020; Muniba Ali et al. 2023; Shaukat & Ming 2022; Solanki & Lakhera 2023). Firms 
that effectively communicate their commitment to the environment, as well as their green innovation, will 
increase consumers' knowledge and awareness about green issues and create a higher level of consumer 
demand for green products, thus increasing their firm's market size and the overall marketing performance 
of their firm through an increase in sales, customer retention, and market share (Jaiswal et al. 2022; 
Muniba Ali et al. 2023). The effect of green promotion is enhanced when external promotional 
communications are supported internally by an organization's capacity to innovate ecologically (green 
innovation), because it has been demonstrated that ecological innovation mediates the association 
between green marketing orientation and the resultant marketing performance, thus allowing 
organizations to develop a more sustainable competitive position (Adusei, Demah & Mensah 2024; 
Sudirman et al. 2024). The following hypotheses are proposed based on these elaborations: 
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H7: Green promotion positively affects competitive advantage. 
H8: Green promotion positively affects marketing performance. 
 

Green competitive advantage is frequently cited as a mediating variable that links green strategy 
to improved performance. Literature has shown that there are no direct performance benefits from green 
innovation, green supply chain management, or environmental orientation, but instead these strategies 
will first develop a distinct green capability that forms the base for competitive advantage (Liboni et al. 
2023; Novitasari & Agustia 2022; Úbeda‐García et al. 2022). Research from different environments shows 
that ambidexterity in green innovation, where both exploration and exploitation are combined, increases 
green competitive advantage, which ultimately creates sustainable performance, and thus clearly 
demonstrates the mediation path from green strategies to performance via competitive advantage 
(Baquero 2024; Úbeda‐García et al. 2022). Furthermore, empirical evidence indicates that green 
competitive advantage mediates the relationship between green innovation and performance across both 
small and large firms and across industries, demonstrating that this mediation path is robust (Barakat et 
al. 2023; Sudirman et al. 2024; Zameer et al. 2022). The mediating impact strength, however, depends 
on organizationally and contextually relevant variables (such as absorptive capacity, strategic positioning, 
and competitive pressure), which determine the degree to which an organization can utilize green 
capabilities to develop a sustainable competitive advantage with resulting performance outcomes 
(Baquero 2024; Chen & Liu 2018). Based on these explanations, the following hypotheses are proposed: 

 
H9: Competitive advantage mediates the relationship between green place and marketing 
performance. 
H10: Competitive advantage mediates the relationship between green price and marketing 
performance. 
H11: Competitive advantage mediates the relationship between green product and marketing 
performance. 
H12: Competitive advantage mediates the relationship between green promotion and marketing 
performance. 
 

Competitive advantage is also essential for the marketing performance of MSMEs, as it can serve 
as both a mediator and an indicator of such performance. Empirical evidence indicates that competitive 
advantage mediates the relationship between strategic orientations (product innovation, entrepreneurial 
orientation, and market orientation) and the marketing performance of MSMEs (Dahana, Indrawati & 
Mugiono 2021; Fatikha, Rahayu & Sumiati 2021; Sefnedi, Utami & Fernanda 2023). Therefore, these 
studies show that firms' marketing performance will increase through strategic initiatives that enhance 
their competitive advantage through differentiation, value creation, and market position. Moreover, 
complementary research across different contexts has shown that the market orientation improves the 
competitive advantage, which leads to an improvement in the marketing performance of the companies, 
and supports the importance of capability-based routes for turning the strategy into a market success 
(Murray, Gao & Kotabe 2011; Pramuki & Kusumawati 2021). Competitive advantage is not only a mediator 
of competitive advantage but also a direct factor affecting marketing performance, thereby improving the 
value, sustainability, and strategic position of the company (Haseeb et al. 2019; Wijayanto et al. 2019). 
Therefore, the following hypothesis is proposed:  

 
H13: Competitive advantage positively affects marketing performance. 

 
This study employs a quantitative analysis to examine the impact of green marketing strategies on 

MSMEs in the Jabodetabek region of Indonesia. The study involved collecting primary data by distributing 
structured questionnaires to 100 MSME respondents selected through purposive sampling, specifically 
targeting MSMEs that are actively engaged in and have adopted green marketing practices. The 
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questionnaire was constructed using operational definitions derived from the literature, with items 
assessed using a Likert scale. According to Hair, Sarstedt & Ringle (2019), the advantages of using 
Structural Equation Modelling (SEM) with the Partial Least Squares (PLS) are that it can provide a good 
alternative for models with many constructs or many items, as well as when working with small sample 
sizes; however, traditional SEM usually requires a significantly larger sample size, typically between 100 
and 200 samples. As an alternative, SEM-PLS allows analysis with smaller sample sizes; the smallest 
acceptable sample size for SEM-PLS is reported to be approximately 30–50 (Purwanto & Sudargini 2021). 
Consequently, the ability to analyze relationships in smaller samples is invaluable when collecting larger 
samples is difficult or impractical. The SmartPLS program was used to evaluate the measurement and 
structural models, employing techniques such as Confirmatory Factor Analysis (CFA), Composite 
Reliability, Cronbach's Alpha, and Average Variance Extracted (AVE). Specifically, the study employed 
SEM-PLS to analyze the relationships among green marketing strategies, competitive advantage, and 
marketing success. The F2 benchmarks of 0.02, 0.15, and 0.35 indicate small, medium, and large effects, 
respectively. Q2 values above zero indicate predictive relevance. For SRMR, values below 0.10 
 
 

RESULTS AND DISCUSSION 
 
Results 
 

As shown in Table 1, respondents in this study were predominantly female (62%), whereas males 
accounted for the remainder (38%). Most respondents (81%) are categorized as being under the age of 
20, which indicates most are extremely young entrepreneurs. Only 12% of respondents are aged between 
21 and 30, and all other age categories comprise a negligible portion of the sample (1-5%). 
 

Table 1.  
Demographic Characteristics of Respondents 

Demographic Variable Frequency Percentage 

Gender 
Male 

Female 

 
38 
62 

 
38% 
62% 

Age 
< 20 

21-30 
31-40 
41-50 
> 50 

 
81 
12 
1 
5 
1 

 
81% 
12% 
1% 
5% 
1% 

Education 
High school 

Bachelor's degree 

 
25 
75 

 
25% 
75% 

Business Fields 
Food and beverages 

Fashion 
Accessories 

Household appliances 
Others 

 
60 
9 

12 
4 

15 

 
60% 
9% 

12% 
4% 

15% 

Business Age 
< 2 years 
3-5 years 
> 6 years 

 
83 
11 
6 

 
83% 
11% 
6% 

Source: Data Processed 
 

Most respondents (75%) had completed a Bachelor's degree, and approximately one-quarter 
(25%) had finished high school. Thus, the sample is moderately educated. A significant proportion of 
respondents' businesses are in the food and beverage industry (60%), followed by the accessory industry 
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(12%), and then "other" (15%). A smaller portion of respondents' businesses are in the fashion (9%) and 
household appliance (4%) industries; therefore, MSMEs in this sample appear to be almost entirely 
focused on consumer-based and creative industries. 

Additionally, most respondents' businesses (83%) are relatively new, having operated for less than 
two years. Approximately 11% of respondents' companies have operated for three to five years, and an 
even smaller number (6%) have operated for longer than six years. Therefore, the sample comprises 
primarily new MSMEs in the early stages of their development. 

Based on Figure 1, the outer model results are in accordance with the requirements. They are 
considered valid across all indicators for the variables studied because the loading factor exceeds 0.5. 
Therefore, it can be continued for subsequent data testing. 

 
Source: Data Processed 

Figure 1. Outer Model 
  

Table 2 demonstrated how convergent validity of the constructs was assessed through the AVE, 
as well as how the outer loadings were analyzed to establish the validity of each construct. Ideally, outer 
loadings should be 0.70 or greater; however, if loadings are less than 0.70 but 0.50 or above, overall 
construct reliability can support the loading. Although several indicators had outer loadings slightly below 
the desired threshold, all constructs in the study met the minimum required for convergent validity. The 
outer loading values being below the threshold suggest that, although the indicators in question were still 
acceptable, they could be improved to measure the construct more accurately. 

All AVE values exceeded the recommended minimum of 0.50; thus, the constructs accounted for 
an acceptable amount of variance among the items measuring them. Although several AVE values were 
at the lower end of the range, the constructs were still considered valid, indicating the reliability of the 
measurement model. Overall, it can be concluded that the measurement model has been established to 
meet acceptable levels of validity as needed for research purposes. Satisfactory convergent validity was 
demonstrated by all constructs in this study, regardless of which constructs had a few indicators showing 
a low outer loading.  
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Table 2.  
Validity Testing 

Variables AVE Decision 

Competitive Advantage (Z) 0.529 Valid 

Green Place (X3) 0.633 Valid 
Green Price (X2) 0.555 Valid 

Green Product (X1) 0.619 Valid 
Green Promotion (X4) 0.600 Valid 

Marketing Performance (Y) 0.549 Valid 

Source: Data Processed 

To ensure internal consistency, the reliability of the constructs was assessed using composite 
reliability and Cronbach's alpha (Table 3). All constructs exhibit composite reliability values above the 0.7 
threshold, indicating satisfactory reliability. 

Tabel 3.  
Reliability Testing 

Variables Composite Reliability Cronbach’s Alpha Conclusion 

Competitive Advantage (Z) 0.840 0.817 Reliable 
Green Place (X3) 0.884 0.883 Reliable 
Green Price (X2) 0.841 0.839 Reliable 

Green Product (X1) 0.884 0.877 Reliable 
Green Promotion (X4) 0.873 0.866 Reliable 

Marketing Performance (Y) 0.911 0.908 Reliable 

Source: Data Processed 
 

The next step evaluates the explanatory quality of the structural model. As shown in Table 4, the 
adjusted R² for competitive advantage is 0.587, indicating that the four green marketing-mix dimensions 
explain 58.7% of its variance. The adjusted R² for marketing performance is 0.720, indicating that the 
predictors explain 72.0% of its variance. These results demonstrate moderate-to-substantial explanatory 
power. The model-fit assessment in Table 5 shows that the SRMR value is 0.084 for both the saturated 
and estimated models. This value is slightly above the conservative threshold of 0.08 but remains below 
0.10, indicating marginally acceptable approximate fit. In contrast, the NFI value of 0.556 is below the 
commonly recommended level of 0.90, suggesting limited incremental fit. The d_ULS (5.720) and d_G 
(3.961) values are reported descriptively because their adequacy can only be determined by comparison 
with the HI95 or HI99 bootstrap confidence limits. 

As presented in Table 6, green price has the largest substantive contribution to competitive 
advantage, with a medium effect size (f² = 0.155). Green product (f² = 0.064), green promotion (f² = 0.050), 
and green place (f² = 0.022) have small effect sizes. These findings reinforce the path-coefficient results 
by showing that green price is not only statistically significant but also the strongest green marketing-mix 
dimension in explaining competitive advantage, whereas the remaining dimensions make relatively limited 
incremental contributions. 

Table 4.  
R-Square and Adjusted R-Square 

Variables R-Square Adjusted R-Square 

Competitive Advantage (Z) 0.603 0.587 
Marketing Performance (Y) 0.734 0.720 

Source: Data Processed 
Table 5. 

Model Fit Assessment 

Fit Index Saturated Model Estimated Model Assessment 

SRMR 0.084 0.084 
Marginally acceptable (< 0.10), but above the conservative 0.08 
criterion 

d_ULS 5.720 5.720 Requires comparison with bootstrap HI95/HI99 
d_G 3.961 3.961 Requires comparison with bootstrap HI95/HI99 
Chi-square 1673.194 1673.194 Reported descriptively 
NFI 0.556 0.556 Below the recommended 0.90 level 

Source: Data Processed 
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Table 6. 
Effect Size (f²) on Competitive Advantage 

Structural Path f² Effect Size Interpretation 

Green Place → Competitive Advantage 0.022 Small Limited incremental contribution 
Green Price → Competitive Advantage 0.155 Medium Strongest substantive contribution 
Green Product → Competitive Advantage 0.064 Small Modest incremental contribution 
Green Promotion → Competitive Advantage 0.050 Small Modest incremental contribution 

       Source: Data Processed 
 

Table 7.  
Hypothesis Testing Results 

Hypotheses Original 
Sample (0) 

T Statistics 
(|0/STDEV|) 

p-
values 

Conclusion 

H1: Green Product → Competitive Advantage 0.277 2.316 0.021 Significant 
H2: Green Product → Marketing Performance 0.161 1.276 0.202 Not Significant 
H3: Green Price → Competitive Advantage 0.481 2.911 0.004 Significant 
H4: Green Price →Marketing Performance 0.405 2.806 0.005 Significant 
H5: Green Place → Competitive Advantage 0.173 0.958 0.338 Not Significant 
H6: Green Place → Marketing Performance 0.046 0.347 0.728 Not Significant 
H7: Green Promotion → Competitive Advantage 0.238 1.929 0.054 Not Significant 
H8: Green Promotion → Marketing Performance 0.262 1.876 0.061 Not Significant 
H9: Green Place → Competitive Advantage → 
Marketing Performance 

0.084 0.802 0.423 Not Significant 

H10: Green Price → Competitive Advantage → 
Marketing Performance 

0.233 2.118 0.034 Significant 

H11: Green Product → Competitive Advantage → 
Marketing Performance 

0.134 1.987 0.049 Significant 

H12: Green Promotion → Competitive Advantage 
→ Marketing Performance 

0.115 1.612 0.107 Not Significant 

H13: Competitive Advantage → Marketing 
Performance 

0.484 4.881 0.000 Highly 
Significant 

Source: Data Processed 
 

The hypothesis testing results in Table 7 indicate that green price and green product are the most 
influential predictors of competitive advantage and marketing performance. Green product has a 
significant positive effect on competitive advantage (β = 0.277, p = 0.021), whereas green price has an 
even more substantial effect (β = 0.481, p = 0.004). In comparison, green place (β = 0.173, p = 0.338) 
and green promotion (β = 0.238, p = 0.054) are both not significantly associated with an enhancement of 
competitive advantage. For marketing performance, only the green price (β = 0.405, p = 0.005) has a 
significant direct relationship. In contrast, green product (β = 0.161, p = 0.202), green place (β = 0.046, p 
= 0.728), and green promotion (β = 0.262, p = 0.061) show no significant effects. Competitive advantage 
as a construct is strongly and positively related to marketing performance (β = 0.484, p = 0.000) and thus 
is key to understanding the relationships presented in the model. 

This same pattern continues through the mediation analysis shown in Table 8. The mediation 
analysis demonstrates that competitive advantage partially mediates the relationship between green price 
and marketing performance (indirect effect = 0.233; VAF = 57.3%), and also partially mediates the 
relationship between green product and marketing performance (indirect effect = 0.134; VAF = 74.4%). 
However, no mediation is found for green place (indirect effect = 0.084; VAF = 14.7%) or green promotion 
(indirect effect = 0.115; VAF = 19.2%). Overall, the findings highlight that although green pricing and green 
products are beneficial for improving marketing performance, their effects are primarily channeled through 
competitive advantage, which is a key mechanism driving MSMEs’ marketing success. 
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Table 8.  
Variance Accounted for (VAF) Results 

Mediating Pathway Indirect 
Effect 

Total 
Effect 

VAF 
(%) 

Mediation 
Type 

H9: Green Place → Competitive Advantage → Marketing 
Performance 

0.084 0.568 14.7% No mediation 

H10: Green Price → Competitive Advantage → Marketing 
Performance 

0.233 0.406 57.3% Partial 
mediation 

H11: Green Product → Competitive Advantage → Marketing 
Performance 

0.134 0.180 74.4% Partial 
mediation 

H12: Green Promotion → Competitive Advantage → 
Marketing Performance 

0.115 0.596 19.2% No mediation 

Source: Data Processed 

 
Discussions 
 
H1: Effect of Green Product on Competitive Advantage 

A positive correlation was identified between the competitive advantage and the adoption of green 
products (r = 0.277). The computed t-value for green products is 2.316, which exceeds the critical t-value 
of 1.984.  For green products, the calculated p-value is 0.021, which is less than the predetermined alpha 
of 0.05. Therefore, it may be said that there is a positive and statistically significant relationship, to a 
certain degree, between green products and competitive advantage. Hence, it can be said that by offering 
green products, an MSME can enhance its competitive advantage by positioning itself in the market 
differently from its competitors. 

This conclusion is supported by Nuryakin (2018) by saying that, making new “green” products is an 
important way for businesses to get long-term competitive advantages. For MSMEs that make green 
products, it is important to show how their products help the environment and keep the quality of their 
products high in order to get a competitive edge. According to Galindo-Martín et al. (2020) green 
innovation can help businesses reach their sustainability goals and do better at what they do.  

People are more likely to buy eco-friendly products now that more people are aware of 
environmental issues. To put it another way, if business owners can clearly explain the unique benefits of 
eco-friendly products, a lot of people may be more likely to buy them if they care a lot about the 
environment. Goh et al. (2019) claimed that the effectiveness of green product innovations is directly 
correlated with overall market demand. Before fully taking advantage of the competitive edge of green 
products, MSMEs should find out how much demand there is for them among their target customers. 

 
H2: Effect of Green Product on Marketing Performance 

These results suggest some level of correlation exists between green products and marketing 
performance (coefficient = 0.161). However, the computed t-value is 1.276 (compared to the t-table value 
of 1.984), and the p-value is 0.202 (more than 0.05). This indicates that green products have no 
statistically significant impact on marketing performance. Green products are designed to reduce 
environmental harm across all stages of a product’s life cycle using sustainable materials and practices. 
For example, Hafezi and Zolfagharinia (2018) indicate that the increased use of sustainable raw materials 
and eco-labeling can increase production costs. While offering an environmentally friendly product may 
confer some benefits, this study shows that simply producing a “green” product does not automatically 
yield greater marketing performance for MSMEs. 

There can be several explanations for this finding. First, the higher cost that comes with the 
development of eco-products (i.e., the higher price that comes with sustainable materials use and 
215abelling as eco-products) also makes these products unappealing to consumers with price sensitivity. 
In eco product development, a win-win situation can be created for the producer and the consumer; 
however, as Nuryakin and Maryati (2020) point out that the additional cost can pose entry barriers for 
both parties. Second, consumer demand for eco-products may be limited; without strong consumer 
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demand, there will be limited marketing advantage in selling green products. Lastly, it is also essential 
that MSMEs develop and execute a comprehensive marketing communications plan to communicate the 
environmental benefits of their green products to consumers. If the ecological aspects of their products 
do not meet high standards, or the environmental benefits of their products are not clearly communicated 
to consumers, then the marketing performance of those green products will be limited. 

MSMEs may utilize green product offerings to differentiate themselves from competitors; however, 
green products will likely have minimal or no positive influence on marketing performance unless they are 
incorporated into a comprehensive marketing strategy (marketing mix) that encompasses green pricing 
and promotional alternatives. This study shows how difficult it is to determine how people behave and 
how many components of a successful marketing strategy are related to environmental protection.  

 
 
H3: Effect of Green Price on Competitive Advantage 

The results show that the green price has a significant effect on competitive advantage, as 
evidenced by a t-value of 2.911 (compared with the t-table value of 1.984) and a p-value of 0.004 (below 
the significance level of 0.05). This confirms hypothesis H3. To have a competitive advantage means to 
have the ability of a business to formulate and execute the optimal tactics to have a competitive advantage 
against other businesses. A business could strengthen its competitive advantage through the use of green 
pricing. This is seen in MSMEs with the promotion of green pricing, with the offering of discounts to clients 
who come to the store using their reusable shopping bags. 

According to Leonidou, Katsikeas & Morgan (2013) the green marketing approach (for example, 
green pricing) allows businesses to grow considerably while adding financial value and enlarging their 
market domain. Sembiring (2021) claims that in situations where consumers display a willingness to pay 
a premium for green products or services, the selection of the optimal green pricing technique is vital to 
achieving a competitive edge. The American Marketing Association (AMA) concurs that businesses can 
cultivate client retention and loyalty through green pricing that actually lessens environmental harm. 
Tshuma (2022) also notes that businesses adopting sustainable methods may lower their financial 
exposure related to climate change, and hence, their sustainability in the market is likely to continue 
improving. 
 
H4: Effect of Green Price on Marketing Performance 

The results show that the green pricing element had a significant effect on marketing performance, 
as indicated by a t-value of 2.806 (compared with a t-table value of 1.984) and a p-value of 0.005 (p < 
0.05), supporting hypothesis H4. Green pricing is the way companies price eco-friendly products and 
services (in terms of how responsive consumers are to changes in price and their willingness to pay more 
for sustainable products). It is a key pricing strategy because it signals to consumers that they will derive 
added value from purchasing eco-friendly products, which typically have higher production costs due to 
the use of eco-friendly materials and processes (Dangelico & Vocalelli 2017). 

Eco-friendly products are easily sellable products because an increasing number of people are 
willing to purchase them. Customers believe that these products are more environmentally friendly and 
better crafted. Businesses that use these green pricing techniques are able to stand out from their 
competitors, show dedication to improving the environment, and win the loyalty of many customers. 
Moreover, the companies that practice green pricing are able to surpass their competitors and gain 
additional profit, which results in an increase in their overall market share (Dangelico & Vocalelli 2017). 

Furthermore, the profitability of MSMEs will increase only if proper knowledge-based pricing 
strategies are implemented. Implementation of green pricing models will increase MSME success in 
international trade, as stated by Limanseto (2023). Environmental rules and pricing strategies must be 
adopted by MSMEs to better their position in the market and increase their marketing outcomes. As much 
as MSMEs need to position themselves in the market, they need to come up with good pricing strategies 
so as not to lose customers who are very sensitive to pricing, especially in very competitive markets. The 
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results illustrate the need for MSMEs to integrate sustainability in their pricing strategies to improve 
marketing outcomes, enhance brand visibility, increase market share, and increase customer loyalty. 

 
H5: Effect of Green Place on Competitive Advantage 

The functionalities of a green place are influenced by multiple variables. For competitive advantage, 
preliminary statistical results indicate that green space exhibits a positive coefficient of 0.173. The t-value 
is 0.958, which is less than the critical t-table value of 1.984, and the p-value is 0.338, which is more than 
the significance level of 0.05. Consequently, green place lacks a statistically significant correlation with 
competitive advantage.  This is contrary to Wakjira & Amante (2023) and Yuningsih et al. (2021), who 
state that there are positive correlations from the application of green logistics methodologies to both 
social and competitive advantages. 

The presence of green areas (ecological contexts/processes) likely provides more of a competitive 
advantage, although there are several variables that could influence their effectiveness. These include 
unfocused, low consumer education/awareness on ‘green,’ sporadic implementations, high rivalry, and 
monocentricity. Also, MSMEs’ logistical and spatial parameters may hinder their capabilities to 
successfully incorporate green space applications (Ahmed et al. 2023). The economic impact of climate 
change will be unavoidable for MSMEs that fail to adopt sustainable practices, including the incorporation 
of green spaces (Jiang, Fan & Klemeš 2021). As such, to create sustainable programs, it is necessary to 
ensure that these programs are successful and meet the needs of both the broader market and 
consumers’ understanding/knowledge of the program, thereby creating the greatest possible competitive 
advantage. 
 
H6: Effect of Green Place on Marketing Performance 

According to this study, the effect of MSMEs' marketing outcomes is likely negligible due to the 
presence of green spaces. While MSMEs can apply green area tactics (such as minimizing the 
environmental impacts of product delivery by choosing the most environmentally friendly delivery route) 
to enhance their ecological sustainability, these strategies are unlikely to improve the marketing 
performance of MSMEs. This outcome implies that many other significant elements could have a 
substantially larger influence on the marketing performance of MSMEs than the green place tactics used 
(such as MSMEs' geographic location and MSMEs' ability to locate environmentally concerned 
consumers); and/or the level of consumer awareness of environmental concerns and the consumer's 
demand for these types of products would also have a greater impact on a firm's competitive position than 
the green place tactics. 

A prior study (Fitriyah, Tjahjadi & Soewarno 2020) identified economic risks faced by businesses 
arising from climate change when they do not adopt environmentally friendly practices or efficient green 
workplace techniques. Likewise, Jiang et al. (2021) indicated that if MSMEs fail to utilize eco-friendly 
practices successfully, there could be significant economic ramifications due to climate change; however, 
the successful utilization of green workplace strategies could also be limited by logistics related to green 
distribution and the specific capabilities of MSMEs, which would limit the effectiveness of these strategies 
in relation to marketing performance and competitive advantage.  

 
H7: Effect of Green Promotion on Competitive Advantage 

According to the results, the data show the green promotion variable has a significant result, but 
the overall effect on the variable is limited and weak, with a coefficient of 0.238 for the competitive 
advantage. The t-value in this instance is 1.929 (compared with the t-table value of 1.984), and the p-
value is 0.054 (greater than 0.05), so the data do not support a statistically significant relationship between 
promoting green practices and competitive advantage. Green promotion focuses on marketing to green 
target audiences based on the environmental positioning of the product/service. While green promotion 
holds some positive value, the impact is likely limited alongside significant variables as consumer 
awareness, market saturation, and the authenticity of promotional activities.  
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Green promotion will not result in greater sales if the target market is not knowledgeable or does 
not believe in the environmental benefits. Since many businesses seek to attract eco-conscious 
customers with "green" claims, green promotion will likely not act as a distinguishing competitive 
advantage. The extent to which the message is focused and effectively implemented will determine the 
success of green promotion. If consumers perceive a green promotion as unclear, contradictory, or 
dishonest about its environmental effects, it is unlikely to reach its target audience. Therefore, green 
promotion should be viewed as one component of a comprehensive, integrated marketing strategy 
supported by other elements of the marketing mix, such as green products, pricing, and distribution. 

For businesses to establish long-term trust with consumers, prior studies have shown that 
marketing methods must align with the social values consumers expect from businesses (Lima et al. 
2024). As such, a competitive advantage will occur when a long-term bond of trust develops between a 
company and its customers. Studies have also shown that MSMEs currently lack sufficient evidence on 
how green marketing can provide them with a competitive advantage. The results suggest that current 
green marketing practices and promotions lack sufficient distinctiveness and sufficient impact to establish 
a competitive advantage for MSMEs. Other study Amir & Dhyani (2022) have found that companies that 
incorporate green marketing into their marketing strategies (e.g., green promotion), as well as into all 
aspects of their operations, are most likely to obtain a competitive advantage through the use of green 
marketing; however, there should be complete integration of the green marketing strategy within the 
overall strategy of the company. Therefore, MSMEs must implement green marketing campaigns by 
increasing consumer awareness, fostering open communication between the company and its 
consumers, and aligning these efforts with other sustainable business practices to establish a competitive 
advantage in their marketplace.  

 
H8: Effect of Green Promotion on Marketing Performance 

Green promotion was significantly linked to marketing performance (coefficient = 0.262). However, 
the t-value of 1.876 (compared to the critical value of 1.984) and a p-value of 0.061 (more than 0.05) 
suggest that green promotion does not have a statistically significant impact on marketing performance. 
Therefore, the marketing performance impact of advertising marketed green is, to some extent, positive, 
but not sufficient to make much of a difference. Lin et al. (2013) extent to which green marketing may be 
successful may depend upon the extent to which the people’s values that the promotion messages are 
directed to. The results of the study indicate that the green promotion messages of MSMEs are superficial, 
with no clear, honest, and appealing communication to the target consumers, hence not enhancing the 
marketing effectiveness. 

 
H9: The Mediating Role of Competitive Advantage on the Effect of Green Place on Marketing 
Performance 

The study identified a first positive effect of green place on marketing performance (0.084) affected 
by competitive advantage; but, since the t-value 0.802 is less than the t-table value of 1.984, and the p-
value of 0.423 is higher than 0.05, it was determined that competitive advantage does not mediate the 
effect of green place on marketing performance. This conclusion suggests that, for MSMEs to develop 
marketing strategies that successfully attract environmentally conscious consumers, they must accurately 
identify these potential consumers and select an effective operational location. In addition, research has 
shown that companies that do not develop and implement sustainable business practices, including 
successful green place initiatives, are at financial risk from climate change. However, logistical challenges 
with green delivery and distribution methods can reduce their effectiveness in achieving the goal of 
improving marketing performance. 
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H10: The Mediating Role of Competitive Advantage on the Effect of Green Price on Marketing 
Performance 

Research has shown that green pricing has a significant positive effect on marketing success, as 
indicated by a t-value of 2.118 (compared with the critical t-value of 1.984) and a p-value of 0.034 (below 
the significance level of 0.05). It is shown that competitive advantage mediates the relationship between 
green price and marketing performance. The initial sample result of 0.233 further substantiates the 
favorable impact of green price on marketing results. The study shows that pricing strategies should reflect 
a company’s focus on environmental sustainability and should address the customer’s price sensitivity. 
Green pricing allows MSMEs to target customers who are willing to pay for sustainable products and 
enhance marketing performance, academically validating Nuryakin et al. (2021) findings to the MSMEs. 
Limanseto (2023) further builds on this by stating that, for MSMEs to be successful, they need to enhance 
their competitiveness in international markets, and one way to achieve this is through the proper 
implementation of green pricing strategies, which, for many, is the only way to enhance their 
competitiveness. Consequently, MSMEs may strengthen their market positioning, gain a competitive 
edge, and realize superior success in their marketing activities through the adoption of a pricing strategy 
that is relevant to eco-sustainability. 

 
H11: The Mediating Role of Competitive Advantage on the Effect of Green Product on Marketing 
Performance 

The results for H11 indicate a significant indirect effect of green products on marketing performance 
via competitive advantage (β = 0.134; p = 0.049; VAF = 74.4%). Although the direct relationship between 
green products and marketing performance was not statistically significant, a high degree of mediation 
was observed, indicating that only one enhancement to the firm’s competitive advantage can positively 
impact marketing performance through the implementation of a green product strategy. These results 
suggest that although all green product strategies (green materials, eco-safe design, and green 
packaging) may offer opportunities for differentiation from competitors’ offerings, only those that provide 
differentiation will improve marketing performance. 

The findings were consistent with previous research indicating that the use of green technology 
and innovative products leads to higher quality, lower costs, and, consequently, greater efficiency. This 
results in the customer having more value from the product, as well as more competition in the 
marketplace (Chen, Lai & Wen 2006; Zhu et al. 2023). The previous research also showed that companies 
that utilize green technology and innovate on green products generally see positive results in terms of 
their performance, due to them improving their position in the market  (Chen, Lai & Wen 2006; Dangelico, 
Pujari & Pontrandolfo 2017; Dangelico & Pujari 2010). Green innovation allows organizations to create 
opportunities for new markets, reduce the cost to produce a product/service, enhance the organization's 
brand image, and increase the level of trust that consumers have in the organization, resulting in 
enhanced marketing performance (Chen, Lai & Wen 2006; Dangelico, Pujari & Pontrandolfo 2017; 
Dangelico & Pujari 2010). 

Thusly, the competitive advantage acts to help organizations realize a positive impact from their 
green product strategy on their marketing performance. The existing body of research demonstrates that, 
across multiple industries, competitive advantage mediates the positive relationship between green 
innovation and marketing performance (Hussain et al. 2020; Shaukat & Ming 2022; Sudirman et al. 2024). 
The literature also supports the idea that organizations need to adopt a set of dynamic capabilities, 
including green technology adoption, digitalization, and green inclusive capabilities, to more effectively 
use green products to differentiate themselves (Dangelico, Pujari & Pontrandolfo 2017; Hussein et al. 
2024). When firms implement digital marketing, customer-supplier coordination, and environmentally 
focused managerial practices, the strength of competitive advantage is amplified, and the indirect effect 
of green product innovation on marketing success is strengthened (Awwad, Anouze & Ndubisi 2022; 
Sudari & Pambreni 2024).  
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H12: The Mediating Role of Competitive Advantage on the Effect of Green Promotion on Marketing 
Performance 

The H12 model indicates that there is no indirect effect of green promotion on marketing 
performance via competitive advantage (indirect effect = 0.115, p = 0.107; VAF = 19.2%). Similarly, the 
direct relationships between green promotion and competitive advantage (β = 0.238, p = 0.054) and 
between green promotion and marketing performance (β = 0.262, p = 0.061) were not significant. The 
failure of an indirect relationship to emerge here is attributable to the lack of a competitive edge conferred 
by green promotional strategies and to the absence of a direct link between these strategies and improved 
marketing outcomes for MSMEs in this study. There are several possible reasons for this, all of which 
have theoretical backing. Firstly, green promotion is an activity designed to raise awareness and signal 
to consumers. When these signals are unclear, inconsistent, or appear superficial, it is unlikely that the 
reputation and/or differentiation needed to establish a sustainable competitive advantage will be 
generated (Papadas, Avlonitis & Carrigan 2017; Papadas et al. 2019). Secondly, existing empirical 
evidence demonstrates that promotional activity requires support through substantive capabilities (eco-
innovation, operational green practices, digital marketing expertise) before a competitive advantage can 
be achieved; without these complementary assets, promotional messaging will not result in sustained 
market advantages (Han et al. 2019; Mukonza & Swarts 2020). Thirdly, given that MSMEs are constrained 
by resource availability, promotional strategies are likely to be lacking in terms of reach, credibility (e.g., 
certification) or storytelling quality - all factors that inhibit the influence of promotional activity on consumer 
perception and willingness to pay (Adusei, Demah & Mensah 2024; Zameer et al. 2022). Fourthly, 
consumer awareness and the level of green market maturity are essential: when consumer preferences 
are weak or skeptical, promotional efforts will not drive a shift in marketing performance (Hasan & Ali 
2015; Nagaty 2022). Fifthly, measurement issues and contextual limitations (e.g., narrow promotional 
measures, young businesses, different sectors) can reduce statistical power to detect effects, even when 
such effects may exist in practice (Alsheref et al. 2024; Papadas et al. 2019). 

Since MSMEs aspire to achieve their “green” marketing objectives through the use of promotions, 
these firms also have to understand that promotions cannot be the sole instrument that these enterprises 
will have to rely on. MSMEs will have to tie their promotions to improvements that these enterprises will 
be able to achieve to be able to “green” market MSMEs to make their enhanced improvement 
opportunities more active. The MSMEs will have to “green” market to market the digital marketing 
competencies, eco-certification, supply chain linkage, and internalized green practices that are easily 
consumable and contribute to obtaining differentiable and reputational capital (Mukonza & Swarts 2020; 
Nguyen, Nguyen & Ha 2025; Papadas et al. 2019). The MSME's competitive advantage in marketing 
performance can be enhanced by crafting compelling stories, demonstrating environmental impacts, and 
aligning promotional activities with a comprehensive green marketing strategy. Further research is 
required to identify potential moderators (e.g., certification presence, consumer green awareness, digital 
competency) and to employ longitudinal designs to determine whether promotional investment translates 
into competitive advantage and performance over time. 

 
H13: Effect of Competitive Advantage on Marketing Performance 

This study provides further support for the theory that competitive advantage positively influences 
marketing performance, thereby corroborating prior theoretical and empirical findings. The literature 
consistently indicates that competitive advantage positively affects marketing performance, both directly 
and indirectly, through several intermediate processes that enable a company to develop and leverage 
its unique characteristics or resources to create and exploit superior market value. Specifically, it appears 
from the literature that competitive advantage enables firms to build a sustainable competitive advantage, 
which can be defined as a set of firm-specific, rare, and difficult to imitate resources that are used to 
provide differentiated and superior products or services relative to competitors' products or services 
(Hussain et al. 2020; Khouroh et al. 2020; Widyanesti & Masyithah 2018). Furthermore, when a company 
develops an innovative culture or an entrepreneurial orientation, the relationship between competitive 



 Green Marketing Mix as a Competitive Advantage Strategy in Improving the Marketing Performance of MSMEs in Indonesia 

Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 | 221  

advantage and marketing performance is strengthened, as these two organizational elements transform 
competitive advantage into innovative brands, new marketing campaigns, and higher-quality customer 
relationships (Sinaga & Candra 2022; Zaini et al. 2014). Finally, knowledge exploitation and organizational 
agility further strengthen the relationship between competitive advantage and marketing performance, as 
these two elements enable companies to adapt their marketing efforts to environmental changes and 
translate resource-based advantages into measurable improvements in marketing performance 
(Nurcholis 2019).  

Marketing capabilities and benchmarking are the two most critical strategic avenues for increasing 
marketing performance, mainly because benchmarking can be used to create and enhance a company’s 
sustainable competitive advantage (Tan & Sousa 2015; Vorhies & Morgan 2005). These studies show 
that all three studies agree on the importance of a company’s competitive advantage to determine its 
marketing performance, whether it is an independent variable or a mediator, which integrates into 
sustainability models that ensure long-term performance (Lestari et al., 2020; Zulkarnain et al., 2019). 
Therefore, based on the findings from the literature referenced above, the substantial relationship 
between competitive advantage and marketing performance established in this hypothesis supports the 
assertion that companies with a strong competitive advantage will exhibit higher marketing performance. 
 
 

CONCLUSIONS  
 

The purpose of this study is to contribute to the body of knowledge on green marketing and strategic 
management through empirical evidence to refine and better understand the strategic value of green 
marketing, as it relates to GMM elements. In addition, this study extends the RBV and the NRBV by 
providing empirical evidence to confirm the mediating role of competitive advantage as it relates to 
translating green strategies into marketing performance. Furthermore, this study identifies partial 
mediation effects for green product and green price, indicating that sustainable practices improve 
marketing performance most effectively when creating distinctiveness through value, cost efficiency, or 
differentiation. Finally, methodological contributions include using a PLS-SEM mediation analysis model 
of green marketing-performance relationships in the context of MSMEs in an emerging economy. 

Practically speaking, the findings from this study would suggest that MSME owner-managers 
should focus their attention on developing environmentally friendly products with clearly defined value 
propositions and develop pricing strategies that will credibly reflect the sustainability aspects of those 
products. It appears that these types of marketing strategies are more likely to improve marketing 
performance than simply investing in environmentally friendly distribution channels and promotional 
efforts. Additionally, the fact that the findings showed no significant relationship between green place and 
green promotion indicates that the potential for these activities to provide returns on investment will 
depend heavily on how closely they can be related to the physical characteristics of the products being 
sold or how well they align with the perceived value created for customers. Finally, the findings of this 
study will also provide direction for policy-makers and business support organizations to identify the need 
to facilitate MSMEs' access to green innovation resources and pricing support mechanisms, and/or to 
acquire the necessary capabilities to convert green initiatives into actual competitive and marketing-based 
outcomes.  

This study examined the impact of GMM elements on marketing performance and competitive 
advantage, and the extent to which competitive advantage mediated the relationship between GMM 
elements and marketing performance. Statistical results indicated that both green product and green price 
were positively and statistically related to competitive advantage. This suggests that companies can use 
green products and green pricing strategies as practical means of differentiating their firm and positioning 
themselves competitively in the marketplace. No statistically significant relationships were found between 
green place, green promotion, and competitive advantage. Furthermore, with respect to the relationship 
between the elements of the GMM and marketing performance, the empirical results showed that green 
price is positively and statistically significantly associated with marketing performance. In contrast, green 
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product, green place, and green promotion are not. These findings suggest that among the different ways 
that companies can pursue a green marketing policy, those that focus on environmentally-driven pricing 
policies will obtain better marketing performance than those that use other approaches, such as using 
eco-products, providing services through sustainable channels, or creating awareness through 
advertising campaigns about the environmental benefits of the products or services they offer.  

Finally, the empirical results from the mediation analysis confirmed that competitive advantage acts 
as a whole and partial mediator between green price and green product, respectively, and the marketing 
performance, but provide no evidence of mediation for green place and green promotion. This finding 
suggests that green pricing and green products have a more profound and lasting influence on the 
company's competitive advantage and, consequently, on marketing performance, because customers 
perceive them as capable of generating greater customer satisfaction, reducing costs, and improving the 
company's image. In general, the findings suggest that companies should invest in developing green 
products and green pricing strategies to achieve a sustainable competitive advantage and thereby 
improve their marketing performance. Furthermore, although a green marketing strategy is essential for 
achieving a sustainable competitive advantage, the findings also suggest that not all elements of the GMM 
have the same impact on achieving this goal. Therefore, future studies may investigate whether the 
relationships are moderated by industry type, environmental turbulence, or organizational capabilities, 
and longitudinal studies may provide further insight into the long-term effects of pursuing green marketing 
strategies. 
 
 

ACKNOWLEDGEMENT 

The authors would like to express their sincere gratitude to Universitas Pembangunan Nasional 
“Veteran” Jakarta for the academic support provided during the completion of this research. The authors 
also extend their appreciation to the MSME owners and managers in the Jabodetabek area who 
participated as respondents and provided valuable information for this study. 

 

REFERENCES 

 

Adusei, E., Demah, E. & Mensah, H.K. 2024. Does going intellectually green matter? Accentuating the 
role of eco-innovation speed and quality in a competitive post-Covid 19 emerging market. 
International Journal of Innovation Science 16(5): 910–931. 

Ahmed, R.R., Streimikiene, D., Qadir, H. & Streimikis, J. 2023. Effect of green marketing mix, green 
customer value, and attitude on green purchase intention: evidence from the USA. Environmental 
Science and Pollution Research 30(5): 11473–11495. 

Alshebami, A.S. 2023. Green Innovation, Self-Efficacy, Entrepreneurial Orientation and Economic 
Performance: Interactions among Saudi Small Enterprises. Sustainability 15(3): 1961. 

Alsheref, F.K., Khairy, H.A., Alsetoohy, O., Elsawy, O., Fayyad, S., Salama, M., Al-Romeedy, B.S. & 
Soliman, S.A.E.M. 2024. Catalyzing Green Identity and Sustainable Advantage in Tourism and 
Hotel Businesses. Sustainability 16(12): 5267. 

Amir, M. & Dhyani, A. 2022. Sustainable Green Marketing Practices Enhance Competitive Advantage in 
Indian FMCG Sector. International Journal of Management, Technology and Engineering 8(11): 
2003–2015. 

Aqmala, D. 2022. GREEBO: Sustainability Eco-Friendly Marketing as Shortcuts for SMEs to Compete in 
the 5.0 Society Era. Journal of International Conference Proceedings 5(4): 284–295. 

Ardianingsih, A., Setiawan, D., Payamta, P., Widarjo, W. & Langelo, J.S. 2024. The Relationship of Green 
Marketing Innovation and Job Protection on Competitive Advantage of Micro, Small and Medium 
Enterprise (MSME): Mental Accounting as Moderating. International Journal of Multicultural and 
Multireligious Understanding 11(5): 375. 



 Green Marketing Mix as a Competitive Advantage Strategy in Improving the Marketing Performance of MSMEs in Indonesia 

Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 | 223  

Atika, A. 2023. The Effect of Digital Marketing and Knowledge Management on the Marketing 
Sustainability of MSMEs in Indonesia. The Eastasouth Management and Business 2(01): 83–92. 

Awwad, A., Anouze, A.L.M. & Ndubisi, N.O. 2022. Green Customer and Supplier Integration for 
Competitive Advantage: The Mediation Effect of Sustainable Product Innovation. Sustainability 
14(16): 10153. 

Baeshen, Y., Soomro, Y.A. & Bhutto, M.Y. 2021. Determinants of Green Innovation to Achieve 
Sustainable Business Performance: Evidence from SMEs. Frontiers in Psychology 12. 

Baquero, A. 2024. Examining the role of ambidextrous green innovation and green competitive advantage 
in stimulating sustainable performance: The moderating role of green absorptive capacity. Sage 
Open 14(4). 

Barakat, B., Milhem, M., Naji, G.M.A., Alzoraiki, M., Muda, H.B., Ateeq, A. & Abro, Z. 2023. Assessing the 
Impact of Green Training on Sustainable Business Advantage: Exploring the Mediating Role of 
Green Supply Chain Practices. Sustainability 15(19): 14144. 

Chen, J. & Liu, L. 2018. Profiting from Green Innovation: The Moderating Effect of Competitive Strategy. 
Sustainability 11(1): 15. 

Chen, Y.-S., Lai, S.-B. & Wen, C.-T. 2006. The Influence of Green Innovation Performance on Corporate 
Advantage in Taiwan. Journal of Business Ethics 67(4): 331–339. 

Cosimato, S. & Troisi, O. 2015. Green supply chain management. The TQM Journal 27(2): 256–276. 
Dahana, R.N., Indrawati, N.K. & Mugiono, M. 2021. Competitive advantage to mediate the influence of 

product innovation and entrepreneurial orientation on marketing performance in small and 
medium industry. Jurnal Aplikasi Manajemen 19(2): 413–423. 

Dangelico, R.M. & Pujari, D. 2010. Mainstreaming Green Product Innovation: Why and How Companies 
Integrate Environmental Sustainability. Journal of Business Ethics 95(3): 471–486. 

Dangelico, R.M., Pujari, D. & Pontrandolfo, P. 2017. Green Product Innovation in Manufacturing Firms: A 
Sustainability‐Oriented Dynamic Capability Perspective. Business Strategy and the Environment 
26(4): 490–506. 

Dangelico, R.M. & Vocalelli, D. 2017. “Green Marketing”: An analysis of definitions, strategy steps, and 
tools through a systematic review of the literature. Journal of Cleaner Production 165: 1263–1279. 

Daniel, C.O. 2019. Assessing the Role of Green Marketing In Small and Medium Enterprises. International 
Journal of Scientific and Research Publications (IJSRP) 9(1): p8585. 

Duffett, R., Edu, T., Haydam, N., Negricea, I.C. & Zaharia, R. 2018. A multi-dimensional approach of 
green marketing competitive advantage: A perspective of smallmedium andmicro enterprises 
from Western Cape, South Africa. Sustainability (Switzerland) 10(10). 

Dzulkarnain, Santoso, I., Ariqoh, T. & Maulida, N. 2019. Green marketing strategy for local specialty agro-
industry development to support creative agro-industry. IOP Conference Series: Earth and 
Environmental Science 230(1). 

Erwin, Suade, Y.K.M. & Poernomo, W. 2021. Analyzing Digital Marketing, Green Marketing, Networking 
and Product Innovation on Sustainability Business Performance, Silk Cluster in Polewali- Mandar, 
West Sulawesi. International Journal of Economic, Business and Accounting Research (IJEBAR) 
5(3): 814–821. 

Fadli, M., Heriyanto, M. & Augustin, J. 2023. Strategy To Increase Competitive Advantage: Market 
Orientation, Marketing Strategy and Produt Innovation as Mediation Variables for the Study of the 
Msme Sector in Pekanbaru City. The Third International Conference on Innovations in Social 
Sciences Education and Engineering (ICoISSEE)-3. 

Farradia, Y. 2021. Toward Firm Sustainability through Green Supply Chain Management and Green 
Marketing in the New Norm. Proceedings of the 1st International Conference on Sustainable 
Management and Innovation, ICoSMI 2020, 14-16 September 2020, Bogor, West Java, 
Indonesia, hlm. . EAI.: 



Bernadin Dwi Mardiatmi, Maria Assumpta Wikantari, Jenji Gunaedi Argo, & Nurendah Shinta Rachmawati 

 

224 | Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 

Fatikha, C., Rahayu, M. & Sumiati, S. 2021. Effect of entrepreneurship orientation and market orientation 
on marketing performance through competitive advantage. Jurnal Aplikasi Manajemen 19(2): 
448–458. 

Fitriyah, H., Tjahjadi, B. & Soewarno, N. 2020. Peran Green Product Innovation Dalam Memediasi 
Pengaruh Corporate Social Responsibility Terhadap Kinerja Bisnis Industri Kreatif. Journal of 
Accounting Science 4(1): 12–28. 

Galindo-Martín, M.-A., Castaño-Martínez, M.-S. & Méndez-Picazo, M.-T. 2020. The Relationship between 
Green Innovation, Social Entrepreneurship, and Sustainable Development. Sustainability 12(11): 
4467. 

Goh, W.H., Goh, Y.N., Ariffin, S.K. & Salamzadeh, Y. 2019. How green marketing mix strategies affects 
the firm’s performance: a Malaysian perspective. International Journal of Sustainable Strategic 
Management 7(1/2): 113. 

Gupta, R. 2024. Examining the Impact of Green Logistics Practices on Supply Chain Resilience. 
Habib, Md.A., Bao, Y., Nabi, N., Dulal, M., Asha, A.A. & Islam, M. 2021. Impact of Strategic Orientations 

on the Implementation of Green Supply Chain Management Practices and Sustainable Firm 
Performance. Sustainability 13(1): 340. 

Hafezi, M. & Zolfagharinia, H. 2018. Green product development and environmental performance: 
Investigating the role of government regulations. International Journal of Production Economics 
204: 395–410. 

Hair, J.F., Sarstedt, M. & Ringle, C.M. 2019. Rethinking some of the rethinking of partial least squares. 
European Journal of Marketing 53(4): 566–584. 

Han, M., Lin, H., Wang, J., Wang, Y. & Jiang, W. 2019. Turning corporate environmental ethics into firm 
performance: The role of green marketing programs. Business Strategy and the Environment 
28(6): 929–938. 

Hanaysha, J.R., Abuowda, A. & Gulseven, O. 2024. An Exploration of Entrepreneurial Marketing 
Dimensions and Competitive Advantage in Small and Medium Enterprises. Business 
Perspectives and Research: 1–17. 

Hasan, Z. & Ali, N.A. 2015. The Impact of Green Marketing Strategy on the Firm’s Performance in 
Malaysia. Procedia - Social and Behavioral Sciences 172: 463–470. 

Haseeb, M., Hussain, H.I., Kot, S., Androniceanu, A. & Jermsittiparsert, K. 2019. Role of Social and 
Technological Challenges in Achieving a Sustainable Competitive Advantage and Sustainable 
Business Performance. Sustainability 11(14): 3811. 

Huo, H., Zhong, H. & Zhang, X. 2021. Green Supply Chain Pricing and Performance: a Fairness 
Preferences and Green Marketing Perspective. 

Hussain, I., Mu, S., Mohiuddin, M., Danish, R.Q. & Sair, S.A. 2020. Effects of Sustainable Brand Equity 
and Marketing Innovation on Market Performance in Hospitality Industry: Mediating Effects of 
Sustainable Competitive Advantage. Sustainability 12(7): 2939. 

Hussein, H., Albadry, O.M., Mathew, V., Al-Romeedy, B.S., Alsetoohy, O., Abou Kamar, M. & Khairy, H.A. 
2024. Digital Leadership and Sustainable Competitive Advantage: Leveraging Green Absorptive 
Capability and Eco-Innovation in Tourism and Hospitality Businesses. Sustainability 16(13): 5371. 

Jaiswal, D., Singh, B., Kant, R. & Biswas, A. 2022. Towards green product consumption: Effect of green 
marketing stimuli and perceived environmental knowledge in Indian consumer market. Society 
and Business Review 17(1): 45–65. 

Jiang, P., Fan, Y. Van & Klemeš, J.J. 2021. Data analytics of social media publicity to enhance household 
waste management. Resources, Conservation and Recycling 164: 105146. 

Johan Sembiring, R. 2021. The Effect Green Marketing Mix on Corporate Image as Well as Implication 
for Purchase Intention of Food and Beverages Companies in Indonesia. Journal of Social Science 
2(2): 210–222. 



 Green Marketing Mix as a Competitive Advantage Strategy in Improving the Marketing Performance of MSMEs in Indonesia 

Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 | 225  

Khan, E.A., Royhan, P., Rahman, M.A., Rahman, M.M. & Mostafa, A. 2020. The impact of 
enviropreneurial orientation on small firms’ business performance: The mediation of green 
marketing mix and eco-labeling strategies. Sustainability (Switzerland) 12(1): 0–15. 

Khan, F.A., Sheikh, Dr.A.A. & Zainab, F. 2024. The Impact of SMEs Capability for Service Innovation and 
Its Tactical Green Marketing on Sustainable Business Performance. Journal of Small Business 
Strategy 34(2): 95–108. 

Khoiri, I., Mahfuzah, A. & Noval, M. 2024. The Urgency of Free Trade Agreements (FTA) and Digital 
Platforms for MSMEs in Realizing a Sustainable Digital Economy. Proceeding of The International 
Seminar on Business, Economics, Social Science and Technology (ISBEST) 4(1). 

Khouroh, U., Sudiro, A., Rahayu, M. & Indrawati, N.K. 2020. The mediating effect of entrepreneurial 
marketing in the relationship between environmental turbulence and dynamic capability with 
sustainable competitive advantage: An empirical study in Indonesian MSMEs. Management 
Science Letters: 709–720. 

Kılıç, S. & Özdemir, E. 2018. Green Marketing Strategies and Marketing Performance. hlm. 135–154. 
Kussujaniatun, S., Sujatmika, S. & Hartati, A.S. 2022. Digital Marketing to Competitive Advantages of 

MSMEs in Kasongan, Kajigelem, Bantul, Yogyakarta. Jurnal Riset Ekonomi Manajemen 
(REKOMEN) 5(2): 128–137. 

Laari, S., Töyli, J. & Ojala, L. 2018. The effect of a competitive strategy and green supply chain 
management on the financial and environmental performance of logistics service providers. 
Business Strategy and the Environment 27(7): 872–883. 

Leonidou, C.N., Katsikeas, C.S. & Morgan, N.A. 2013. “Greening” the marketing mix: do firms do it and 
does it pay off? Journal of the Academy of Marketing Science 41(2): 151–170. 

Lestari, S. 2022. Digital marketing strategy for MSMEs in the vuca era (Volatility, Uncertainty, Complexity, 
and Ambiguity). Journal of Humanities Social Sciences and Business (JHSSB) 2(1): 47–53. 

Lestari, S.D., Leon, F.M., Widyastuti, S., Brabo, N.A. & Putra, A.H.P.K. 2020. Antecedents and 
Consequences of Innovation and Business Strategy on Performance and Competitive Advantage 
of SMEs. The Journal of Asian Finance, Economics and Business 7(6): 365–378. 

Liboni, L.B., Cezarino, L.O., Alves, M.F.R., Chiappetta Jabbour, C.J. & Venkatesh, V.G. 2023. Translating 
the environmental orientation of firms into sustainable outcomes: the role of sustainable dynamic 
capability. Review of Managerial Science 17(4): 1125–1146. 

Lima, L.A. de O., Santos, A.F. dos, Nunes, M.M., Silva, I.B. da, Gomes, V.M.M. da S., Busto, M. de O., 
Oliveira, M.A.M.L. de & João, B. do N. 2024. Sustainable Management Practices: Green 
Marketing as A Source for Organizational Competitive Advantage. Revista de Gestão Social e 
Ambiental 18(4). 

Limanseto, H. 2023. Peningkatan Daya Saing UMKM sebagai Ujung Tombak Perekonomian Indonesia 
Menuju Pasar Global. 

Lin, R.-J., Tan, K.-H. & Geng, Y. 2013. Market demand, green product innovation, and firm performance: 
evidence from Vietnam motorcycle industry. Journal of Cleaner Production 40: 101–107. 

Maas, S., Schuster, T. & Hartmann, E. 2014. Pollution Prevention and Service Stewardship Strategies in 
the Third‐Party Logistics Industry: Effects on Firm Differentiation and the Moderating Role of 
Environmental Communication. Business Strategy and the Environment 23(1): 38–55. 

Maziriri, E.T. 2020. Green packaging and green advertising as precursors of competitive advantage and 
business performance among manufacturing small and medium enterprises in South Africa. 
Cogent Business and Management 7(1). 

Mendrofa, K.J. 2024. The Effect of Green Marketing, Sustainable Market Research, and Consumer 
Engagement on Brand Loyalty and Consumer Legitimacy in MSMEs in Indonesia. International 
Journal of Business, Law, and Education 5(1): 824–836. 

Miller, D. 2019. The Resource-Based View of the Firm. Oxford Research Encyclopedia of Business and 
Management, hlm. Oxford University Press.: 



Bernadin Dwi Mardiatmi, Maria Assumpta Wikantari, Jenji Gunaedi Argo, & Nurendah Shinta Rachmawati 

 

226 | Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 

Muangmee, C., Dacko-Pikiewicz, Z., Meekaewkunchorn, N., Kassakorn, N. & Khalid, B. 2021. Green 
Entrepreneurial Orientation and Green Innovation in Small and Medium-Sized Enterprises 
(SMEs). Social Sciences 10(4): 136. 

Mukonza, C. & Swarts, I. 2020. The influence of green marketing strategies on business performance and 
corporate image in the retail sector. Business Strategy and the Environment 29(3): 838–845. 

Muniba Ali, S., Khawar Ahmed Khan, Dr., Safeer haider & Rehman, A. 2023. Analyzing the Impact of 
Green Marketing Strategies on the Environmental Performance and market performance of 
Companies in the Consumer Goods Sector. Journal of Policy Research 9(4): 276–283. 

Murray, J.Y., Gao, G.Y. & Kotabe, M. 2011. Market orientation and performance of export ventures: the 
process through marketing capabilities and competitive advantages. Journal of the Academy of 
Marketing Science 39(2): 252–269. 

Nagaty, S.A. 2022. Eco-friendly initiatives and corporate reputation: the mediating effect of corporate 
social responsibility. The Business and Management Review 13(02). 

Nguyen, T.Q.H., Nguyen, T.T.H. & Ha, X.B. 2025. Impact of green marketing on competitive capabilities 
and business performance of tourism enterprises in Vietnam. International Journal of Innovative 
Research and Scientific Studies 8(1): 543–563. 

Norddin, N., Shaharudin, M.R., Akbar, J., Hassam, S.F. & Khalid, S.A. 2021. The Impact of Firm’s Green 
Practices on the Sustainability in Supply Chain for Competitive Advantage: A Conceptual 
Framework. International Journal of Academic Research in Business and Social Sciences 11(10). 

Novitasari, M. & Agustia, D. 2022. Assessing the Impact of Green Supply Chain Management, 
Competitive Advantage and Firm Performance in PROPER Companies in Indonesia. Operations 
and Supply Chain Management: An International Journal: 395–406. 

Nurcholis, L. 2019. The mediating effect of knowledge exploitability and organizational agility on the 
relationship between marketing adaptation strategy and sustainable competitive advantage. 
Contaduría y Administración 66(1): 231. 

Nuryakin 2n. 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 competitiveness and green product success. Why and how 
does mediating affect green innovation performance? Entrepreneurship and Sustainability Issues 
7(4): 3061–3077. 

Nuryakin, N. & Maryati, T. 2022. Do green innovation and green competitive advantage mediate the effect 
of green marketing orientation on SMEs’ green marketing performance? Cogent Business & 
Management 9(1). 

Nuryakin, N.A., Widayanti, R., Damayanti, R. & Susanto, N.A. 2021. The importance of market information 
accessibility to enhancing SMEs Indonesian superior financial performance. International Journal 
of Business Innovation and Research 25(1): 1. 

Osiako, P.O., Wikurendra, E.A. & Abdeljawad, N.S. 2022. Concept of green marketing in environment 
conservation: A Literature review. Environmental and Toxicology Management 2(2): 8–13. 

P. Govender, J. & L. Govender, T. 2016. The influence of green marketing on consumer purchase 
behavior. Environmental Economics 7(2): 77–85. 

Pacevičiūtė, A. & Razbadauskaitė-Venskė, I. 2023. The Role of Green Marketing in Creating a 
Sustainable Competitive Advantage. Regional Formation and Development Studies: 89–98. 

Papadas, K.-K., Avlonitis, G.J. & Carrigan, M. 2017. Green marketing orientation: Conceptualization, 
scale development and validation. Journal of Business Research 80: 236–246. 

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. 

Prakash, A. 2002. Green marketing, public policy and managerial strategies. Business Strategy and the 
Environment 11(5): 285–297. 

Pramuki, N.M.W.A. & Kusumawati, N.P.A. 2021. The Influence of Product Innovation, Digital Marketing 
and Competitive Advantage in Improving the Marketing Performance of Small and Medium 



 Green Marketing Mix as a Competitive Advantage Strategy in Improving the Marketing Performance of MSMEs in Indonesia 

Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 | 227  

Industries in Bali. Proceedings of the 2nd International Conference on Business and Management 
of Technology (ICONBMT 2020), hlm. 248–254. Atlantis Press.: 

Purwanti, I., Lailyningsih, D.R.N. & Suyanto, U.Y. 2022. Digital Marketing Capability and MSMEs 
Performance: Understanding the Moderating Role of Environmental Dynamism. Jurnal 
Manajemen Teori dan Terapan | Journal of Theory and Applied Management 15(3): 433–448. 

Purwanto, A. & Sudargini, Y. 2021. Partial Least Squares Structural Equation Modeling (PLS-SEM) 
Analysis for Social and Management Research: A Literature Review. Journal of Industrial 
Engineering & Management Research 2(4): 114–123. 

Rachmawati, D., Wijaya, H. & Pambreni, Y. 2023. Analysis of Digital Marketing and Green Marketing 
Strategies to Maintain Business Sustainability on MSMEs Bandung Regency in Digital Era. 
Journal of Applied Business Administration 7(2): 237–244. 

Rajadurai, J., Zahari, A.R., Esa, E., Bathmanathan, V. & Ishak, N.A.M. 2021. Investigating Green 
Marketing Orientation Practices among Green Small and Medium Enterprises. Journal of Asian 
Finance, Economics and Business 8(1): 407–417. 

Sefnedi, S., Utami, W. & Fernanda, B. 2023. The Mediating Effect of Strategic Competitive Advantage on 
The Relationship Between Entrepreneurial Orientation and Marketing Performance. KnE Social 
Sciences 8(13): 256–63. 

Shaukat, F. & Ming, J. 2022. Green marketing orientation impact on business performance: Case of 
pharmaceutical industry of Pakistan. Frontiers in Psychology 13. 

Shaukat, F., Zaman, H.M.F., Nguyen, T.T.N. & Souvanhxay, P. 2023. The Interplay of Eco-Innovation 
and Market Uncertainty on Green Marketing Orientation and Business Performance. Marketing 
and Management of Innovations 14(4): 48–68. 

Sienatra, K.B. & Evani, E.S. 2021. Efek Green Marketing Mix terhadap Minat Beli Produk Ramah 
Lingkungan. Jurnal Manajemen Bisnis dan Kewirausahaan 5(2): 220. 

Sinaga, O.S. & Candra, V. 2022. Analysis of the Mediation Effect of Innovation Culture on the Effect of 
Entrepreneurial Orientation on the Sustainable Competitive Advantage of SMEs in Indonesia. 
International Journal of Economics, Business and Management Research 06(11): 51–62. 

Sindhu, P.M., Nair, A., Gupta, A. & Garg, G. 2025. Assessing Green Consumer Behaviour: The Impact of 
Premium Pricing on Eco-Friendly Product Adoption. International Journal of Environmental 
Sciences 11(9s): 631–638. 

Solanki, S. & Lakhera, G. 2023. Influence of Green-Marketing on Organisations’ Competitive Advantage: 
An Empirical Study. Journal of Informatics Education and Research 3(1). 

Su, C., Liu, X. & Du, W. 2020. Green Supply Chain Decisions Considering Consumers’ Low-Carbon 
Awareness under Different Government Subsidies. Sustainability 12(6): 2281. 

Sudari, S.A. & Pambreni, Y. 2024. Relationship Marketing and Digital Marketing on Competitive 
Advantage in Enhancing SMEs Marketing Performance at Semarang Regency. Jambura Science 
of Management 6(1): 41–50. 

Sudirman, A., Kusuma, Rr.C.S.D., Halim, F. & Sembiring, L.D. 2024. Analysis of the Mediation Effect of 
Green Competitive Advantage: Reviewing the Influence of Green Innovation on SMEs’ Business 
Performance. International Journal of Business, Law, and Education 5(2): 2617–2627. 

Tan, Q. & Sousa, C.M.P. 2015. Leveraging marketing capabilities into competitive advantage and export 
performance. International Marketing Review 32(1): 78–102. 

Tarigan, E.S. & Mawardi, W. 2024. Utilization of Big Data in Business Analysis in Micro, Small and Medium 
Enterprises (MSME) in Order to Increase the Scale of Economic Business in the Sumatra Region. 
EKOMBIS REVIEW: Jurnal Ilmiah Ekonomi dan Bisnis 12(1). 

Tjahjadi, B., Agastya, I.B.G.A., Soewarno, N. & Adyantari, A. 2023. Green human capital readiness and 
business performance: do green market orientation and green supply chain management matter? 
Benchmarking: An International Journal 30(10): 3884–3905. 

Tshuma, S. 2022. Embrace green marketing or lose competitive advantage. Economics, Management 
and Sustainability 7(2): 63–69. 



Bernadin Dwi Mardiatmi, Maria Assumpta Wikantari, Jenji Gunaedi Argo, & Nurendah Shinta Rachmawati 

 

228 | Sosio e-Kons, Vol. 18, No. 2, Agustus, 2026, 206-229 

Úbeda‐García, M., Marco‐Lajara, B., Zaragoza‐Sáez, P.C., Manresa‐Marhuenda, E. & Poveda‐Pareja, 
E. 2022. Green ambidexterity and environmental performance: The role of green human 
resources. Corporate Social Responsibility and Environmental Management 29(1): 32–45. 

Vorhies, D.W. & Morgan, N.A. 2005. Benchmarking Marketing Capabilities for Sustainable Competitive 
Advantage. Journal of Marketing 69(1): 80–94. 

Wakjira, G.G. & Amante, C. 2023. Confirmatory Factor Analyses (CFA) of Green Marketing Strategies on 
Marketing Performance the Mediating Role of Competitive Advantage: A Case of Small and 
Medium (SME) in Ethiopia. Partners Universal International Research Journal(June): 169–178. 

Widyanesti, S. & Masyithah, S. 2018. Pengaruh supply chain management practices dan marketing 
capability terhadap firm performance melalui competitive advantage. MIX: Jurnal Ilmiah 
Manajemen 8(2): 208. 

Wijayanto, A., Suhadak, Dzulkirom, M. & Nuzula, N.F. 2019. The effect of competitive advantage on 
financial performance and firm value: evidence from indonesian manufacturing companies. 
Russian Journal of Agricultural and Socio-Economic Sciences 85(1): 35–44. 

Yıldırım, Z., Yıldırım, T. & Urul, A.A. 2024. The role of green marketing in achieving sustainable 
competitive advantage: a theoretical study. Van Yüzüncü Yıl Üniversitesi İktisadi ve İdari Bilimler 
Fakültesi Dergisi 9(18): 242–259. 

Yuningsih, E., Gunawan, R. & Silaningsih, E. 2021. Increasing Competitiveness of Micro, Small and 
Medium Enterprises Through the Application of Green Marketing Mix to Support for Tourism 
Sector. Proceedings of the First International Conference of Economics, Business & 
Entrepreneurship, ICEBE 2020, 1st October 2020, Tangerang, Indonesia. 

Zaini, A., Hadiwidjojo, D., Rohman, F. & Maskie, G. 2014. Effect of Competitive Advantage as a Mediator 
Variable of Entrepreneurship Orientation to Marketing Performance. IOSR Journal of Business 
and Management 16(5): 05–10. 

Zameer, H., Wang, Y., Yasmeen, H. & Mubarak, S. 2022. Green innovation as a mediator in the impact 
of business analytics and environmental orientation on green competitive advantage. 
Management Decision 60(2): 488–507. 

Zheng, S., Ye, X., Guan, W., Yang, Y., Li, J. & Li, B. 2022. Assessing the Influence of Green Innovation 
on the Market Performance of Small- and Medium-Sized Enterprises. Sustainability 14(20): 
12977. 

Zhu, Y., Zhang, H., Siddik, A.B., Zheng, Y. & Sobhani, F.A. 2023. Understanding Corporate Green 
Competitive Advantage through Green Technology Adoption and Green Dynamic Capabilities: 
Does Green Product Innovation Matter? Systems 11(9): 461. 

Zulkarnain, N.N., Alam, Md.M., Abdullah, N.H.N. & Said, J. 2019. Organizational Learning Orientation and 
Sustainable Competitive Advantage: Towards More Accountable Government-Linked 
Companies. Asia-Pacific Management Accounting Journal 11(1): 95–114. 

  
 

 
 
 
 
 
 
 
 
 
 

 


