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Abstract. Marketing performance is a managerial perception of a company's ability to 

achieve market share, sales growth, profitability, and customer loyalty. Based on research 

gaps and empirical phenomena, the problem of this study is to explain the relationship 

between the capabilities of ecological entrepreneurs and ecological marketing to green 

marketing performance. This study aims to analyze the effect of ecological 

entrepreneurial capabilities and ecological marketing to improving green marketing 

performance. The study was conducted on SMEs in natural color batik in Central Java. 

The sampling method used nonprobability sampling with judgment sampling technique. 

The number of respondents is 120 people. Data retrieval is done by interviewing 

techniques directly to respondents using a questionnaire. The method of analysis uses 

SEM-PLS. The results of the analysis show that the performance of ecological 

entrepreneurs and ecological marketing affect green marketing performance. 

Keywords: Green Marketing Performance, Capability of Ecological Entrepreneurs, 

Ecological Marketing. 

1   Introduction 

Environmentalism that is manifested in sustainability is described as increasing concern 

about environmental degradation caused by employer’s selfishness in pursuing economic 

growth [1]. Therefore, the idea of sustainable development must run parallel, along with 

efforts to achieve economic growth, and will ensure effective protection of the environment 

globally. The discussion about the relationship between Social, Economic, and Environmental 

[2] continues to grow. Ecopreneurship is an entrepreneur who runs a business based on the 

principle of sustainability [3] by linking social, environmental and economic problems to the 

sustainability of business activities in the future. 

Ecological entrepreneurs aim to transform the business sector through challenging social 

and ethical norms. Unlike entrepreneurs in general, ecopreneurship is not motivated solely for 

profit, but rather a desire to improve the world through pre-existing environmentally friendly 

values and the potential to be a leader in changing the norms of consumer behavior towards 

those who like sustainability and the environment [4]. The capability of ecological 

entrepreneurs shows that entrepreneurship instills environmentalism in a social context [5]. 

As the global market continues to grow, the pillars of sustainability (i.e., environment, 

economy, and social justice) are increasing, as part of marketing decision making [6]. Green 

marketing strategies will follow consumer consumption concerns [7], and increasingly 
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develop to improve green marketing performance. Eco-batik is a batik that is based on clean 

production, which is a preventive, integrated and continuously applied environmental 

management strategy for every activity from upstream to downstream related to production 

processes, products and services to improve the efficiency of the use of natural resources, 

preventing the occurrence of environmental pollution and reducing the formation of waste at 

its source so as to minimize risks of human health and safety and environmental damage. To 

develop eco-batik to be widely known by the community and to maintain business continuity, 

ecological marketing is needed which is expected to improve the performance of green 

marketing. 

The results of this study are expected to provide theoretical benefits to enrich the study of 

knowledge about efforts to improve the performance of green marketing through the 

capabilities of ecological entrepreneurs and ecological marketing. The practical benefit of this 

research is to provide understanding for batik SMEs to develop batik business without 

polluting the environment. Regulators related to SMEs can also take appropriate policies to 

enhance the capabilities of ecological entrepreneurs in determining the right marketing 

strategy. 

Capability of Ecological Entrepreneurs 

Ecological entrepreneurs (Ecopreneurship) have developed since 1990s, where the 

discourse of ecological modernization began to dominate environmental and energy politics 

throughout the world by making various clean and green technological regulations [14], [15]. 

Ecopreneurship is entrepreneurship that is environmentally vision in carrying out its business. 

Integrating attention to social and environmental issues into economic actions is related to the 

responsibility for sustainable development including the sustainability of business activities in 

the future [16]. To achieve sustainable success, ecological entrepreneurs must be able to fulfill 

what is called the 'triple-bottom-line' [17], namely achieving economic prosperity, paying 

attention to the quality environment (environmental quality), and pay attention to social justice 

(social equity). They not only make profits, but they also have to be responsible for social and 

environmental interests simultaneously. Integrating these dimensions, the capabilities of 

environmentally friendly entrepreneurs include clean-growth business, social care (socially-

aware business), and environmentally save businesses. 

The hypothesis in this research: 

H1: Capability of ecological entrepreneurs influences Green Marketing Performance. 

Ecological Marketing 

The concept of ecological marketing as a managerial process holds the responsibility of 

identifying, satisfying and anticipating the needs of customers and society profitably and 

sustainably [18]. Ecological marketing as a marketing activity that recognizes environmental 

concerns as responsibility for developing business and developing opportunities. In synthesis, 

ecological marketing refers to promoting and advertising products with ecological 

characteristics. 

Ecologically oriented marketing, basically involves a change in mentality by increasing 

environmental awareness and concepts that are deeply rooted in business culture. Another 

problem that must be considered is that there are several problems with the use of ecological 

marketing and its concepts. For example, high costs and government policies, but companies 

are required to gain a competitive advantage by using marketing strategies and ecological 

marketing models based on human, knowledge, and sustainability. Baran and Popescu [13] 

suggest that ecological marketing is conducting marketing activities that include product 

improvement, pricing, promotion, and placement, to minimize the impact on the environment. 

The hypothesis in this research: 



 

 

 

 

H2: Ecological Marketing influences Green Marketing Performance. 

 

Green Marketing Performance 
Marketing performance is a measure of the results achieved by a company from 

marketing activities or company operations [8], in the form of: market measurements, 

customer value perceptions and benefits derived from these marketing activities. Marketing 

performance can be reflected by the acquisition of market share, market share growth, sales 

growth, profit growth and shareholder value [9]. Measure marketing performance from how 

the company can generate profits from each customer, and the position of the company in 

competition [10]. The inability of marketing managers to determine the costs incurred in 

contributing to the increase in the level of corporate profits is caused by the difficulty of 

designing indicators to measure marketing performance.  

In empirical research, James (1994) classifies environmental performance into processes, 

resource consumption, emissions and waste, efficiency, risk, ecological impact, consumer 

perceptions and actions related to financial impacts. Measuring the environmental 

performance of companies more coherently with a more comprehensive derivative of the 

company's environmental theory [11]. The environmental impact of the company on 

performance results, including profitability, market share, and customer loyalty [12]. 

The concept of green marketing and the idea of healthy earth and a successful marketing 

strategy have been reviewed by previous researchers. Green marketing defines the potential 

role of organizations, consumers, and governments and how these groups influence 

environmental factors through the marketing process [13]. Marketers must be able to influence 

consumer behavior towards environmentally friendly products and effectively educate them. 

Green marketing provides guidance and the consequences of failure, so measurements are 

needed to determine how much green marketing performance has been achieved by marketers. 

From the description above, the performance of green marketing is always related to fulfilling 

expectations, basically, it can be understood as the extent to which companies fulfill their 

stakeholders' expectations regarding environmental responsibility [11]. 

 

H3: Capability of Ecological Entrepreneurs influences Green Marketing Performance by being 

moderated  Ecological Marketing 

2   Methodology 

2.1. Research Design 

This research is included in the type of explanatory research with a quantitative approach 

to look for explanations in the form of causal relationships between several variables through 

testing one hypothesis with another variable. The population in this study is the business of 

natural color batik in the Central Java Region, while the sample selection uses nonprobability 

sampling techniques with judgment sampling techniques, namely the technique of determining 

the sample with certain considerations on the business of natural color batik and natural color 

batik worker incorporated in SMEs, so 120 samples are set. Data sources came from 

businesses of natural color batik and natural color batik worker in SMEs and data collection 

was done through questionnaires to respondents. 

 



 

 

 

 

2.2. Analysis Method 

Data were collected by using questionnaires first tested for reliability and 

validity.  Testing is to know the consistency and accuracy of data collected from the use of 

instruments. Further, the hypothesis is tested using path analysis or Structural Equation 

Modeling analysis. The hypothesis is answered by estimating the PLS parameters as follows :  

1. Assessing the outer model and measurement model. The Outer Model defines how 

each indicator block corresponds to its latent variable. The measurement model or Outer 

model with reflexive indicator is evacuated with Convergent and Discriminant Validity of the 

indicator and Composite reliability for the indicator block.  

2. Assess the Inner Model or Structural. The inner model describes the relationship 

between latent variables based on Substantive theory. Inner model wants to see the 

relationship between construct and significance value and R-Square value. Relationship 

between constructs can be seen from the estimation Coefficient path parameter model 

structural. The structural model is evaluated by using R-Square for dependent constructs, 

Stone-Geisser Q-square test for Predictive relevance and test and the significance of structural 

path parameter coefficients. 

3   Results and Discussion 

3.1. 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 

unidimensionality. 

3.1.1. 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 greater than 0.70 which means all indicators are 

valid. 

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 X 

= 0.569, Y = 0.556, Z = 0.533. 

3.1.2. Discriminant validity can be seen from the value of 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 a high discriminant 

validity. The correlation of the indicator with the construct has higher value than the 

correlation of the indicator with other constructs. Therefore, the construct has high 

discriminant validity. 

 

 

 

 



 

 

 

 

3.1.3. Unidimensionality Test 

Unidimensionality is performed using composite reliability and Cronbach alpha 

indicators. 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 X =  0.868, Y = 0.907, Z=0.814 and Cronbach Alpha 

construct X=0.811, Y=0.881, Z=0.702, it is known that all constructs have a high degree of 

reliability, because of the value of composite reliability and Cronbach alpha > 0.7. 

3.2. Inner Model Analysis (Structural Model). 

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 Y = 0.252 and Z = 0.634, it's mean :  

a. Green marketing performance is explained by changes in the capability of Ecological 

Entrepreneurs of 25,2%, while 74.8% is explained by other variables not examined. 

b. Green marketing performance is explained by changes in ecological marketing of 

63.4%, while 36.4% is explained by other variables not examined. 

3.3. Hypothesis Testing 

 
Figure 1. Model of Research 

Source: Primary data processed, 2019 

H1: Testing the Capability of Ecological Entrepreneurs towards Green Marketing 

Performance 

From the results of testing, the influence of ecological entrepreneurs capability on the 

performance of green marketing produces a standardized parameter coefficient of 0.406 with a 

CR value of 3.401 which is above the requirements of CR ≥ 2.00 and probability values 0, 023 

<0.05, so it can be concluded that the variable capability of ecological entrepreneurs positively 

significant effect on green marketing performance. 

H2: Ecological Marketing Testing towards Green Marketing Performance 

From the results of testing the effect of ecological marketing towards the performance of 

green marketing produces a standardized parameter coefficient of 0.219 with a CR value of 

2.052 which is above the requirements of CR ≥ 2.00 and probability values 0, 023 <0.05, so it 

can be concluded that ecological marketing variables have a significant effect positive for 

green marketing performance.  



 

 

 

 

H3 : Testing the Capability of Ecological Entrepreneurs towards Green Marketing 

Performance by being moderated  Ecological Marketing  

The capability of ecological entrepreneurs directly influences the performance of green 

marketing with a parameter coefficient of 2.770 and significant at 0.154. Ecological marketing 

has a direct effect on the performance of green marketing with a parameter coefficient of 

0.839 and significant at 0.152. The interaction variable between ecological entrepreneur 

capability and ecological marketing has a significant effect on the performance of green 

marketing with the parameter coefficient value 1.235 with a probability of 0.059. Therefore, it 

can be concluded that the ecological marketing variable is a moderating variable or variable 

that moderates the relationship between ecological capability and green marketing 

performance. 

4    Conclusion 

Empirically the performance of green marketing is influenced by the capabilities of 

ecological entrepreneurs, which means that the performance of green marketing is an 

implication of marketing activities that have been developed by ecological entrepreneurs. The 

results of this study are following the opinion of Bowers [19] which states that performance 

measurement covers the whole of business performance, responsibility towards the social 

community and the surrounding environment. To obtain performance excellence regarding 

caring for the environment becomes an integral and inseparable part of the overall 

performance measurement framework. Ecological entrepreneurs must have capabilities that 

meet the criteria of clean growth, social care, and business activities that are environmentally 

friendly, and have a work ethic and skills [20]. 

Ecological marketing has a very important role to play in achieving green marketing 

performance, so that ecological business people can maintain and continue to improve their 

business. The results of this study are not in line with the findings of Esakki's research (2017) 

assuming that green marketing does not generate direct profits, so companies must diligently 

implement a process to educate consumers about the benefits of green marketing and 

environmental threats. Companies that are committed to the principles of environmental 

sustainability in their operations seek to use renewable resources and try to minimize the 

negative environmental impacts of their activities. Companies must avoid "green myopia", 

meaning there is no point in producing truly green goods in various aspects that do not meet 

consumer needs. 

 

4.1. Research Limitations 

The research was only conducted in the Central Java region due to limited time and 

funding sources, it is hoped that this research can be developed into other regions so that it can 

motivate synthetic color SMEs to switch to SMEs of natural color batik. 

4.2. Recommendation 

For other researchers who are interested in developing this research, it is expected to 

analyze other variables and conduct in-depth interviews and directed to natural color batik 

entrepreneurs, so that wider information can be obtained to obtain information that can 

improve ecological capabilities and more appropriate ecological marketing strategies to 

improve the performance of green marketing facing global market competition. 
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