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Abstract. This research contributes to efforts to improve marketing performance in batik
small and medium enterprises that care about the sustainability of the ecosystem through ecological
innovation and ecological marketing. This paper discusses the results of a study of the relationship
between marketing and the willingness to support environmentally friendly among small-scale
‘batik’ (Indonesian traditional clothing) producers in Central Java. The study was conducted on
natural color batik SMEs in Central Java with a total sample of 120 respondents obtained through
non-probability sampling to test the relationship between variables that developed in this study,
using SEM-PLS modeling. The findings suggest that the performance of green marketing can be
enhanced by ecological innovation through intervening variables of ecological marketing. The
study found that operators with higher marketing performance measured by customer growth,
market share and sales volume were more willing to replace synthetic dyes with more
environmentally friendly natural dyes, even though the price of batik products was more expensive.
The increased performance of green marketing in this study, it is expected to be able to encourage
batik SMEs who use synthetic dyes to switch to natural dyes to reduce environmental pollution and
protect the world from degradation through sustainable consumption and production.

Keywords: green marketing performance, ecological innovation, ecological marketing,
sustainability.
JEL Classification: Z1, K3, L5, L8.

INTRODUCTION

Sustainability becomes a strategic issue in realizing the goals of sustainable development,
although the idea of sustainability is not new to organizations, green businesses are still concerned
about the subsequent benefits that will be generated (Hassini, Surti and Searcy, 2012), which only
sporadically pay attention to sustainability issues (Leonidou and Leonidou, 2011; Seuring and
Miiller, 2008). To integrate sustainability into organizations is still a challenge and difficult for
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many people (Millar et al., 2012). Current ecological challenges require managers to formulate
green marketing strategies to achieve marketing performance. This conceptual paper is intended to
investigate the impact of green marketing strategies on the marketing performance of companies
doing green business through the analysis of green innovation.

Green marketing performance is a managerial perception of a company's ability to pay
attention to environmental impacts in carrying out its production processes to achieve market share,
sales growth, increase profitability, brand equity, customer satisfaction, and loyalty. However,
research related to past marketing performance measurement has not touched and contributed to
economic sustainability in the future. In previous studies, marketing performance measures can be
obtained through marketing function activities consisting of market share, customer satisfaction,
customer loyalty/retention, brand equity, and innovation (Gao, 2010). There are eight variables to
measure organizational performance consisting of customer satisfaction, employee morale, sales
growth, profitability, productivity, quality cost reduction, financial performance and environmental
performance (Padma, Ganesh and Rajendran, 2008).

There is still very little research that reflects sustainable marketing strategies (Kumar,
Rahman and Kazmi, 2013), so this area can be explored further. Current ecological challenges
require managers to formulate strategies that control pollution and conserve natural resources
(Millar et al., 2012). Marketing plays an important role in directing companies to improve
performance (Chabowski, Mena and Gonzalez-Padron, 2011). Some strategic policies and product
consequences from the adoption of green initiatives as marketing strategies were also carried out by
(Sharma, lyer, Mehrotra and Krishnan, 2010). Therefore, this implies that the involvement of green
marketing is very important and cannot be avoided to improve marketing performance.
Measurement of green marketing performance includes: improving a good corporate image,
reducing waste, minimizing costs, increasing customer satisfaction, increasing productivity,
increasing market share, and of course profitability (X. Chen, Zou and Wang, 2009). This research
refers to the aim to ensure production patterns through sustainable management of natural
resources, reduce environmental pollution, and improve green marketing performance. This study
will analyze the relationship between ecological innovation and the role of ecological marketing as
an intervening variable on the green marketing performance.

Relationship between Ecological Innovation and Green Marketing Performance

Ecological innovation is considered as a new product or process that adds value to businesses
and customers, significantly reducing environmental impact (Fussler, 1996). Ecological innovation
can be divided into green products and processes, including innovations in technologies involved in
the design of green products, using energy savings, waste recycling, and technology to prevent
pollution (Y. S. Chen, Lai and Wen, 2006). Ecological innovation is divided into the process,
product and organizational innovation (OECD, 2009). All technologies and innovations developed
for new products or services that provide positive benefits to the environment are key factors for
sustainability for the company (Ar, 2012). Many companies are willing to invest and put more
effort into developing ecological innovation, therefore, developing ecological innovation is a win-
win solution for resolving conflicts between economic development and environmental protection
(Chang and Taylor, 2016).

The Diffusion of Innovation Theory applies to support the relationship between ecological
innovation and corporate marketing performance. This theory explains how to increase the rate of
adoption of green products, services, and processes to help companies gain a competitive advantage
(Vaccaro, 2009). Therefore, ecological innovation can be considered as a unique resource that is
owned by the business that allows companies to gain competitive advantage and simultaneously
improve the performance of environmentally friendly marketing. Green marketing performance is
reflected in the perceived and expected benefits of the integration of environmental management in
their business operations (Psomas, Fotopoulos and Kafetzopoulos, 2011).
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Ecological innovation for Small and Medium Enterprises (SMEs), including in new
developments that include environmentally friendly products and change processes or
environmentally friendly production methods (Oxborrow and Brindley, 2013). In Indonesia,
ecological innovation can be found in natural color batik UKM that was developed in 2004, through
socialization and training to batik UKM, in order to use natural dyes. However, the development of
natural color batik SMEs is felt to be very slow, due to the difficult production process, high costs
and the resultant coloring of batik products that are not bright enough, making it less attractive to
the market. Therefore, through the analysis of the relationship between ecological innovations on
the performance of environmentally friendly marketing, it is hoped that the results of this study can
increase the number of natural color batik SMEs.

H1: There is a positive relationship between ecological innovation and the performance of
environmentally friendly marketing

Relationship between Ecological Innovation and Ecological Marketing

Ecological innovation is the creation of new and competitive efforts from products, processes,
systems, services, and procedures that are designed to meet human needs and provide better quality
of life for ecosystems, with a minimum utilization of the life cycle of natural resources and a
minimum release of toxic substances (Reid and Miedzinski, 2008). Ecological innovation is the
production, assimilation or exploration of a product, production process, service or management
method or business that is new to the organization (developing or adopting it). It is resulted
throughout its entire life cycle, in an environment with fewer risks, less pollution and impacts other
negatives of resource use, power inclusive, compared to relevant alternatives (Kemp and Pearson,
2007). Ecological innovation is a systemic process, technology, and / or social change, which
consists of the discovery of ideas and their application in environmental improvement practices
(Carrillo-Hermosilla, del Rio Gonzalez and K6nnéla, 2009).

Ecological marketing addresses the needs of consumers with high environmental and social
awareness. Green marketing influences how companies manage their business and interact with all
stakeholders who might be affected by their environmental and social practices (Ottoman, 2008).
Green marketing is a process that includes: operations management, marketing ethics, consumption
ethics, corporate social responsibility, sustainable consumption, economic and consumer policies,
socially responsible investment and materialism (Chamorro-Premuzic, Furnham and Lewis, 2007).
Effective green marketing strategies must be further developed on green branding, packaging,
labeling, and advertising to create demand for environmentally friendly products (Juwaheer,
Pudaruth and Monique, 2012). The goal of ecological marketing is to reduce the impact on the
natural environment during the process of planning and implementing products or services, prices,
places, and promotions. Green marketing covers from production to post-purchase services with the
aim of balancing corporate profits and protecting the environment (Gordon, Carrigan and Hastings,
2011). Green marketing covers a variety of activities, including product modification, changes in
the production process, packaging changes, renovations, and styling and modifying green
advertisements (Sarkar, 2012). The goal of green marketing is to create profits and maintain social
responsibility (Mourad and Ahmed, 2012). This can be achieved if the company continues to carry
out ecological innovation.

H 2: Ecological innovation positively influences ecological marketing

Relationship between Ecological Marketing and Green Marketing Performance

As global markets continue to evolve, the pillars of sustainability (i.e., environment, economy
and social justice) are increasing, as part of marketing decision making (Huang and Rust, 2011).
Ecological marketing is a process that includes: operations management, marketing ethics,
consumption ethics, corporate social responsibility, sustainable consumption, economic and
consumer policies, socially responsible investment and materialism (Chamorro-Premuzic et al.,
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2007). Green marketing influences how companies manage their business and interact with all
stakeholders who might be affected by their environmental and social practices (Ottman, 2014).
Developing an environmentally friendly marketing (eco-marketing) strategy, which includes efforts
to produce, promote, package, and reclaim products in a way that is sensitive or responsive to
ecological problems, has received great attention. An environmentally friendly marketing strategy
will follow the attention of consumer consumption (Sheng, Zhou and Li, 2010).

The positive relationship is between the performance of green product development and the
two antecedents of green dynamic capabilities and green transformational leadership. That is partly
mediated by green creativity shows that green dynamic capabilities and green transformational
leadership cannot only directly affect the performance of green product development positively but
also indirectly directly influence it positively through green creativity (Y. S. Chen, 2013). In
applying ecological marketing in business, it is necessary to consider the extent to which managers
know and apply ecological marketing as a long-term strategy (Funaru, 2014). Ecological marketing
brings together a variety of activities including modifying products, changing production processes,
changes in packaging and advertising (Popescu, Corbos, Comanescu and Bunea, 2017).

H3: Ecological marketing has a positive influence on green marketing performance

Based on the research hypothesis, the empirical research model is projected in the following
diagram model:

H1

GREEN
MARKETING
PERFORMANCE

GREEN
MARKETING

ECOLOGICALI

NNOVATION

)\ 4

H2

Figure 1. Research Model
Source: Own compilation

This study examines the direct effect of ecological innovation on the performance of green
marketing and the indirect effect through ecological marketing.

Several previous studies related to the effect of ecological innovation on organizations
produce value in defining innovations that are able to attract green revenues in the market, reduce
environmental impacts while creating value for organizations (Foxon and Andersen, 2009).
Ecological innovation is involved in creating and spreading the benefits of new products called
environmental innovation varieties (Galliano, Magrini, Tardy and Triboulet, 2018). This involves
creating new spaces in markets, products and services or processes that involve social,
environmental, or sustainability. Other studies using three dimensions of performance include
environmental performance, economic performance, and marketing performance (Fraj-Andrés,
Martinez-Salinas and Matute-Vallejo, 2009). Environmental performance is defined when
organizations carry out operations at low cost, reduce energy consumption, use recycled waste to
preserve and protect the environment (Gholami, Sulaiman, Ramayah and Molla, 2013).
Environmental performance, economic performance, and intangible performance are used to
measure the overall appearance of the organization (Laosirihongthong, Adebanjo and Tan, 2013).
Thus, it is hoped that green marketing is able to mediate the relationship between green innovation
and green marketing performance. In general, the research model directly links green innovation to
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green marketing performance. In addition, green innovation is indirectly related to marketing
performance through green marketing.

Table 1
Sampling Frame
Variable Indicator Code Source
Raw material efficiency Y2.1 | (Gao, 2010)
Waste reduction Y2.2 | (Kotler and Armstrong, 2011)
HR Enhancement Y2.3 | (Orlitzky, Siegel and Waldman,
Green Marketing Sales growth Y2.4 | 2015)
Performance Customer growth Y25
Profitability Y2.6
Customer satisfaction Y2.7
Customer loyalty Y2.8
Process Innovation X1.1 | (Publishing and Assessment, 2010)
Product Innovation X1.2 | (Atalay, Anafarta and Sarvan, 2013)
Eco-Innovation Organizational Innovation X1.3 | (Hojnik, Ruzzier and Manolova,
Information Technology X1.4 | 2018)
Innovations
Ecological Product Y1.1 | (Dalstrom, 2013)
. . Ecological Price Y1.2
Ecological Marketing Ecological Promotion Y1.3
Ecological Distribution Y14
METHODOLOGY

This research is included in the type of explanatory research with a quantitative approach to
look for explanations in the form of a causal relationship between several variables through testing
one hypothesis with another variable. The populations in this study were natural color batik
businesses in Central Java. The sample selection uses a nonprobability sampling technique with a
judgment sampling technique, which is a sample determination technique with -certain
considerations for natural color batik businesspersons and natural color batik incorporated in UKM
so that 120 samples are determined. Sources of data came from natural color batik businesspersons
and natural color batik in MSMEs and data collection was carried out through questionnaires to
respondents.

Validity and Reliability Testing

Validity testing is done to find out how well an instrument measures the concept or what
should be measured using the loading factor value of each question item. A valid research
instrument is required to have a loading factor of more than 0.5 (Ghozali, 2011). While reliability
testing uses Cronbach's Alpha method in which one questionnaire is considered reliable if
Cronbach’s Alpha> 0.6 (Ghozali, 2011).

Analysis Techniques

To test the model and connectedness developed in this research, an analytical technique is
needed. The analysis technique used in this research is Structural Equation Modeling (SEM) with
the PLS program. This technique is intended as a group of statistical testing techniques that make it
possible to examine a relatively complex set of relationships/models (Ferdinand, 2014).
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RESULTS AND DISCUSSION

According to factor analysis of confirmatory on an exogenous construct includes variable of
ecology innovation and ecology marketing can be known that all of indicators have been value of
Standardized Regression Weights > 0,5 with significance < 0,05 can be known from table below:

Table 2
Standardized Regression Weights

Estimate Estimate S.E. C.R. P Label
IEK1 <--- Ecology Innovation ,820 1,000
IEK2 <--- Ecology Innovation ,846 1,076 ,102 10,520 *** par_ 1
IEK3 <--- Ecology Innovation 797 1,001 ,083 11,993 *** par 2
IEK4 <--- Ecology Innovation ,868 1,030 ,098 10,469 *** par_3
PEK4 <--- Ecology Marketing ,865 1,000
PEK3 <--- Ecology Marketing ,855 968 ,082 11,778 *** par 6
PEK2 <--- Ecology Marketing ,756 ,897 1,090 9,935 *** par 7
PEK1 <--- Ecology Marketing ,896 1,027 ,082 12,486 *** par_8

Source: Primary Data Primer Managed, 2019

Moreover, the measurement of exogenous construct of ecology innovation and ecology
marketing will be executed by applying each indicator that has been decided.

Analysis of Outer Model (Measurement Model)

The outer model analysis is conducted to ensure that the indicators used are feasible (valid
and reliable) to be used as a measure of the variables studied. The Outer model defines the
relationship between latent variables and their indicators. Outer model analysis can be seen from
several indicators, namely convergent validity, discriminant validity, and un-dimensionality.

Convergent Validity

The value of discriminant validity is the value of the loading factor in the latent variable with
its indicators. The value of the loading factor is expected to be 0.70, but a value between 0.5 0 can
still be tolerated as long as the model is still in the development stage. The results of data
processing indicate a loading factor:

Table 3

Convergent Validity

Indicators | Loading Factor
1 2
X1.1 0.773
X1.2 0.808
X1.3 0.842
X1.4 0.848
Y1.1 0.546
Y1.2 0.761
Y1.3 0.785
Y1.4 0.804

Table 3 continuation on the next page
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Table 3 continuation

1 2
Y21 0.778
Y2.2 0.735
Y2.3 0.692
Y2.4 0.819
Y25 0.784
Y2.6 0.759
Y2.7 0.782
Y2.8 0.529

Source: calculated by authors

In addition to the value of the loading factor, convergent validity can also be seen from the
Average Variance Extracted (AVE). The expected AVE value is > 0.5. In the study of AVE values,
each construct is above 0.5. Therefore, there is no problem of convergent validity in the model
under test. The results of the data processing show the AVE value of construct:

Table 4
Average Variance Extracted (AVE)
Construct AVE
X1 0.535
Y1 0.547
Y2 0.669

Source: calculated by authors
Discriminant validity can be seen from the value of the cross-loading factor.

If the correlation of the indicator with its construct has a higher value than the correlation of
the indicator with another construct, it is said that the construct has high discriminant validity. The
correlation of the indicator with the construct has a higher value than the correlation of the indicator
with other constructs. Therefore, the construct has high discriminant validity.

Table 5

Discriminant Validity

. Marketing Greer_l
Innovation Ecology Marketing
Performance
X1 0.731
Y1 0.437 0.557 0.818
Y2 0.457 0.740

Source: calculated by authors
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Test for dimensionality

In dimensionality indicators are performed using composite reliability and Cronbach alpha.
Data that has a value of composite reliability and Cronbach alpha > 0.7 means that the data has a
value of reliability or high reliability. The results of the data processing show the Composite
Reliability construct and Cronbach Alpha construct, it is known that all constructs have a high
degree of reliability, because of the value of composite reliability and Cronbach alpha > 0.7.

Table 6
Composite Reliability Cronbach Alpha
Composite Cronbach's
Reliability Alpha
X1 0.818 0.702
Y1 0.890 0.835
Y2 0.905 0.881

Source: calculated by authors
Inner Model Analysis (Structural Model)

The inner model describes the relationship between latent variables based on substantive
theory. This analysis is done to ensure that structural models are built robust and accurate. Inner
model evaluation can be seen from several indicators namely Coefficient of Determination (R2).
The value of R2 is the coefficient of determination in endogenous constructs. The results of the data
processing show the value (R2) of the Endogenous Variables

Table 7
R Square
Endogenous R Square
Variable R Square Adjusted
Ecological
Marketing 0191 o1
Green Marketing 0.367 0.356
Performance

Source: calculated by authors

Hypothesis Testing
Hypothesis testing is done by looking at the probability value and t-count. The evaluation
criteria are if p-value <0.05 or t-count> t-table then the hypothesis is accepted.

Table 8
SEM-PLS, Hypothesis Testing Results
- Standard Deviation T Statistics | P
Original Sample (O) Sample Mean (M) (STDEV) (I0/STDEV)) | Values

ecological innovation -> green 0.264 0.271 0.087 3.017 | 0.003
marketing performance
ecolagical innovation -> 0.437 0.447 0.075 5.832 | 0.000
ecological marketing
ecological marketing -> green 0.442 0.446 0.082 5.396 | 0.000
marketing performance

Source: own calculation
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The results of hypothesis testing indicate that p-value <0.05, so it can be said that all three
hypotheses can be accepted.

RESULT AND DISCUSSION

The test findings in hypothesis 1 state that ecological innovation has a positive and significant
effect on the performance of green marketing. This means getting higher.

Ecological innovation can guarantee a marketing performance that is further improved.
Ecological innovation is the ability of companies to turn new knowledge and ideas into products,
processes, and organizations while maintaining the environment. Regarding organizational green
innovation, several authors state that green innovation involves the implementation of several
management activities aimed at reducing environmental impact (Triguero, Coércoles and Cuerva,
2014), although the study of ecological innovation in SMEs is not like that of large companies
(Dahlander and Gann, 2010). In this study, ecological innovation in SMEs in natural color batik can
affect marketing performance. The results of this study support previous research that was
investigated by (Saunila, Ukko and Rantanen, 2014).

The test findings in hypothesis 2 state that ecological innovation has a positive and significant
effect on ecological marketing. The findings of this study indicate that the higher the ecological
innovation can influence its ecological marketing. The findings of this study supporting the
relationship between various aspects of innovation have been empirically examined in detail,
especially for green innovation (Noailly and Ryfisch, 2015).

Hypothesis 3 states that green marketing has a positive and significant effect on the
performance of green marketing. This means that SMEs have higher ecological marketing
associated with innovating regional unique motifs, designs with nuances of cultural diversity,
symbols of local regional identity, and unique local cultural identities will enhance green marketing
performance. Even so, SMEs having green marketing will take action to design products and mix
marketing to create specific memories for customers, so customers from segmented target markets
understand and understand the innovation of batik products of the company. The success of green
marketing performance will still be an important managerial concern, because not only successful
green marketing is also a major source of financial markets and performance development but they
can also show undiscovered business opportunities (Wilkinson, Thomas and McNally, 2011).

CONCLUSION

The first research finding is the direct influence of ecological innovation on the performance
of green marketing is potential because it has a significant influence on the measurement results.
The direct influence of this ecological innovation shows that the ability of innovation to develop
products, processes, and organizations that favor sustainability can improve green marketing
performance.

The second research finding is the indirect effect of ecological innovation on the performance
of green marketing through ecological marketing. The direct effect on the first pathway between
ecological innovation and green marketing performance shows significant results, the alternative
second pathway has great potential in improving marketing performance. This means that
ecological innovation also has an indirect effect on marketing performance through the
development of green marketing. Thus, it can be said that ecological innovation can and can
improve marketing performance, another way can be done, namely by creating ecological
marketing development.
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POJIb EKOJIOTTYHUX THHOBAIIN Y BAOCKOHAJEHHI ITPOLIECY
BITPOBA/KEHHSA EKOJIOTTYHHOI'O MAPKETHHI'Y

Cicik Harini John J. O. I. Ihalauw
Xpucmusncokuil ynisepcumem Xpucmusncovkuil yHisepcumem
imeni Camos Bakana imeni Camos Baxana
Canamiza, Inoonesis Canamiza, Inoonesis

Sony Heru Priyanto Roos Kities Andadari
Ilpezudenmcoruii ynisepcumem Xpucmusancovkuil ynigepcumem
bexaci, Inoonesisa imeni Camwsi Baxana

Canamiza, Inoonesia

JlaHe AOCHIKEHHS CHpUsi€ TOKPAIICHHI0 MAPKETHHTOBHX IOKAa3HHMKIB MaJMX Ta CEepeIHiX
MIJIPUEMCTB JIETKOI MPOMHUCIOBOCTI, SIKI MIKIYIOTbCS PO CTIMKICTh E€KOCHUCTEMH MUIIXOM
BIIPOBA/KEHHS €KOJIOT1YHUX IHHOBAIIKA Ta €KOJOTIYHOTO MApKETHHTY. Y CTaTTi PO3IIIAar0ThCs
pe3yabTaTH JAOCHIDKEHHS B3a€EMO3B'A3KY MIK MAapKETHHIOM Ta TOTOBHICTIO MIATPUMYBAaTH
eKOJIOTIYHO YHCTE BHPOOHHUITBO cepel JpiOHMX BUPOOHUKIB «OaTHWKiBY» (iHIOHE31HCHKUI
Tpaauuiiaui oxsr) y Llentpanbuiit fBi. [dochimkenHs Oylo MpOBEIEHO Ha MalluX 1 CepedHix
MiANPUEMCTBAX 3 BUPOOJEHHS OATHKIB MPHPOTHOTO KOJIBOPY y IEHTpaibHIN SIBi, 3araibHOIO
BUOipKo0 3 120 pecnoHIEeHTIB, 3aly4eHHX 3a JOIMOMOTOK BHUIAAKOBOIO BimOopy mpol ais
MEPEBIPKU  B3a€MO3B'A3KY MK 3MIHHUMH, SIKi Oyau po3poOiieHi B [bOMY JOCITi/DKEHHi, 3a
nonomororo mojaentoBanHs SEM-PLS. Otpumani pe3yibTratu cBiyaTh mpo Te, Mo €PeKTUBHICTH
€KOJIOTTYHOTO MAapKEeTHHIy MOk€ OyTH MiJBUIIEHA 3a paXyHOK €KOJIOTIYHUX IHHOBaliil uepe3
BIIPOBA/PKEHHSI 3MIHHUX €KOJIOTIYHOTO MAapKeTHUHTy. JlOoCHijyKeHHs BUSBWIIO, IO OIEpaTopH 3
OUIbII BHMCOKMMH TIOKa3HUKaMU MApPKETUHIOBOI JISJIBHOCTI, SIKI BUMIPIOIOTBCS 3POCTaHHSAM
CMOKMBAYiB, YACTKOIO PUHKY Ta 00CATOM NpPOJakiB, TOTOBI OyJM 3aMIHUTH CHHTETHYHI OapBHHUKH
Ha OLIBII €KOJOTIYHI HPHUPOJAHI OapBHUKH, XOdYa I[IHa OAaTHKOBHUX BHpPOOIB Oyia JOPOXKUOIO.
JlociipKeH1 HUIAXH M1JIBUIIEHHS e()EeKTUBHOCTI 3€JIEHOT0 MApKETHHTY, 3MOKE 3a0XOTUTH OATHKOBI
MCII, sxi BUKOPHUCTOBYIOTb CHUHTETHYHI OAapBHUKH, MEpPEHTH Ha NPUPOAHI OapBHHUKH, LI00
3MEHIIUTH 3a0pyJHEHHS HaBKOJIMIIHBOTO CEPEOBMINA Ta 3aXUCTUTH TIJOOAJIBHUI CBIT BiX
Jerpajarii 3a paxyHOK CTaJIOTO CIIOKWBAaHHS Ta BUPOOHUIITBA.

Kuro4oBi ciioBa: exonoriyHa e(eKTUBHICTh MAPKETUHTY, €KOJIOT1YHI IHHOBAIlii, €KOJIOTTYHUN
MapKETHUHT, CTIHKICTb.
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POJIb DKOJIOTHYECKHUX MHHOBAIIAM B COBEPIIEHCTBOBAHUH ITPOIIECCA
BHEJAPEHUS DKOJTOI'MYECKOI'O MAPKETHHI'A

Cicik Harini John J.O.1. Ihalauw
Xpucmuanckuti ynugepcumem um. Camos Bakana Xpucmuancxuti ynusepcumem um. Camos Baxana
Canamuea, Hnoonesus Canamuea, Hnoonesus
Sony Heru Priyanto Roos Kities Andadari
IIpe3udenmckuil ynusepcumem Xpucmuanckuil ynueepcumem um. Camos Bakana
bexacu, Hnoonesus Canamuea, Hnoonesus

JlaHHO€ MCCleIOBaHUE CIIOCOOCTBYET YIYUIIEHUI0 MAapKETUHTOBBIX IMOKa3aTelell MalblX U
CpPEeIHUX NPENNPHUITHNA JIETKOM NPOMBIIUICHHOCTH, KOTOpble 3a00TATCS 00 yCTONYMBOCTH
9KOCHUCTEMBI IIyTEM BHEJPEHUS SKOJOTMUECKMX HMHHOBALIMM M HKOJIOTHYECKOTO MapkeTwHra. B
CTaThb€ pPACCMATPUBAIOTCSA PE3YJIbTATHl MCCIECIOBAHUS B3aUMOCBA3M MEXJY MAapKETUHIOM U
TOTOBHOCTBIO TIOJIIEP>KUBATH YKOJIOTUYECKUA YUCTOE TIPOU3BOICTBO CPEU MEIKUX MTPOU3BOIUTEIICH
«baTukoB» (MHIOHE3WicKas TpaauiuoHHas oaexnaa) B Llentpanbnoit SBe. MccnenoBanue ObuLio
MPOBEJICHO HA MAJIBIX M CPEIHUX MPEIINPHUITHIX IO BBIPAOOTKE OATHKOB €CTECTBCHHOTO IIBETA B
neHTpanbHOM SIBe, oOmel BeIOOpPKONH u3 120 pecrnoHAEHTOB, IPHUBJICYCHHBIX C TTOMOIIBIO
CIly9aifHOTO 0TOOpa MpoO IS MPOBEPKH B3aUMOCBSI3M MEXKIY IMEPEMEHHBIMH, KOTOPBIC OBLIH
pa3zpaboTaHbl B 3TOM HCCIEAOBaHMU C momomlpio MoxaenupoBanuss SEM-PLS. Ilomyuenusie
PE3yNIbTaThl CBUJICTEIBCTBYIOT O TOM, 4YTO 3()()EKTHBHOCTH IKOJIOTHYECKOTO MApKETHHTa MOXKET
ObITh TMOBBIIIEHA 3a CYET OSKOJOTMYECKMX HHHOBALMA uepe3 BHEAPEHHE TMepEeMEHHBIX
IKOJIOTHYECKOTO MapKeTuHTa. lcciemnoBaHue IOKa3alo, 4YTO OmepaTopsl ¢ 00jee BBICOKUMHU
MOKAa3aTeIsIMI MapKETUHTOBOH JI€ATEIbHOCTH, KOTOPbIE U3MEPSIIOTCS pOCTOM MOTpeduTeneil, nonei
pBIHKA W OOBEMOM TIPOJAXK, TOTOBHI OBLIM 3aMCHHTH CUHTCTHUYECKHE KpAacHTEIW Ha Ooiee
SKOJIOTMYHBIE TPUPOIHBIE KpacUTENu, XOTS IleHa OaTUKOBBIX U3ACNUN Obla JIOpOXKe.
HccnenoBanabie crmocoObl MOBBIMICHUS d()(GEKTUBHOCTH 3€JICHOTO MApPKETHUHTA, KaK OXKHIACTCS,
cmoryt mpuBieds MCII mo mnpousBoACTBY OaTHKOB, KOTOpbIE HCHOJB3YIOT CHHTETHUYECKHE
KpacUTeNu, MEepeUTH Ha MPUPOAHBIC KPACUTENH, YTOOBl YMEHBIIUTh 3arpsi3HEHHE OKpYKaroliei
Cpelsl W 3alIMTUTh TIOOANbHBIA MHUpP OT JAErpajaliu 3a CUeT YCTOWYMBOTO MOTPeOJIeHUs U
MPOU3BOJCTBA.

KiaroueBble cjoBa: »skonornueckas dPGEKTUBHOCTh MApKETHHTa, HKOJIOTHYECKUE
WHHOBAIIUH, SKOJIOTUYECKUM MAPKETHHT, YCTOMYUBOCTD.
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