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Abstract− This study aims to analyze the effect of Green Innovation, Green Market Orientation, and 

Marketing Capability on the marketing performance of Green MSMEs in Yogyakarta. The sample in this 

study was 96 owners or managers of green MSMEs using the purposive random sampling technique 

through a questionnaire. The results of the Instrument Test state that the data in this study are proving to be 

valid and reliable. The results of the Classical Assumption Test stated that the data in this study were 

normally distributeid and produced a regression model that was free from multicollinearity and 

heteroscedasticity. The results of this study prove that: (1) Green Innovation has a negative and significant 

effect on the Marketing Performance of Green MSMEs in Yogyakarta. (2) Green Market Orientation has a 

positivei and significant effect on the Marketing Performance of Green MSMEs in Yogyakarta. (3) 

Marketing Capability has a positive and significant effect on the Marketing Performance of Green MSMEs 

in Yogyakarta.  
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INTRODUCTION  

MSMEs are vital to the national economy as they create jobs, drive economic growth, and 

promote equitable development across Indonesia (Wasik et al, 2023). One way MSMEs expand 

ther business is by innovating eco-friendly products. This shift is motivated by the growing 

awareness among MSMEs actors and communities about the importance of environmental 

sustainability for human well-being. The adoption of green business practices in MSMEs is crucial 

for advancing a green economy and improving MSMEs' sales performance (Fathihani, et al, 2024). 

Green MSME products are made from environmentally friendly materials, designed to minimize 

pollution, use fewer resources, and are reusable or recyclable (Ekasari, et al, 2022). Examples 

include eco-print batik, organic food and beverages, and crafts made from natural fibers (Biby, et 

al, 2023). The Special Region of Yogyakarta is one of the provinces in Indonesia that has a rapid 

growth of MSMEs, as shown in the following table: 

Table 1. Data on the number of MSMEs in Yogyakarta in 2022 

District/City 
Worker Group 

Total 
1 2-4 5-9 10-14 5-19 

(1) (2) (3) (4) (5) (6) (7) 

01. Kulon Progo 13.543 10.438 342 46 - 24.369 

02. Bantul 18.355 17.104 1.449 195 70 37.173 

03. Gunungkidul 7.114 28.116 47 - - 35.277 

04. Sleman 11.389 11.140 380 148 - 23.057 

05. Yogyakarta 1.937 1.595 108 24 32 3.696 

DI Yogyakarta 52.338 68.393 2.326 413 102 123.572 
 

Source: Profile of Micro and Small Industries of Yogyakarta Special Region 2022 

 

The high number of MSMEs in Yogyakarta leads to intense competition, requiring MSMEs 

to perform well to remain competitive (Fadilah & Nuvriasari, 2024). Success can be measured 
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through marketing performance, which reflects the outcomes achieved in executing tasks and 

meeting goals (Jannah, 2023). It serves as a key indicator of a company's success and measures 

the effectiveness of its strategies in achieving product marketing targets (Puspaningrum, 2020). 

Marketing performance is crucial as it reflects a company's success in achieving sales targets and 

gaining market share through specific strategies (Nasir, 2017). Several factors, namely Green 

Innovation, can influence MSMEs' marketing performance (Lestari, et al 2022; Fadilah & 

Nuvriasari 2024), Green Market Orientation (Jannah, 2023; Tjahjadi, et al, 2020) and Marketing 

Capability (Asri & Nuvriasari, 2024; Kuswanto, et al, 2021). 

Green innovation is a strategy to mitigate environmental damage by promoting eco-

friendly products free of hazardous materials (Mariyamah & Handayani 2020; Usada & Murni, 

2020). Rising environmental damage has driven MSMEs to adopt sustainable practices, supported 

by growing public awareness of eco-friendly products (Jannah, 2023; Primadhita et al, 2023). The 

success of green innovation depends on fostering environmentally conscious entrepreneurship 

(Rahmawati, et al, 2024).  Green marketing encourages companies to adopt strategies that ensure 

sustainability through green innovation, supported by continuous technological and marketing 

advancements to stay competitive (Putri & Riyanto, 2023). Research shows that green innovation 

often positively impacts marketing performance (Pradnyandana & Yasa, 2017). Although some 

studies suggest no significant effect on MSMEs (Jiwa & Arnawa, 2022).  

Green Market Orientation (GMO) influences the marketing performance of Green MSMEs 

by extending market orientation to include environmental management goals (Li, et al, 2018). 

GMO involves customer focus, coordinated marketing, and profitability, enabling MSMEs to align 

products and strategies with customer needs while promoting sustainability (Wasik, et al, 2023; 

Tjahjadi, et al, 2020). Green Market Orientation (GMO) helps companies understand customer 

needs, assess competitors, and optimize resources (Tjahjadi, et al, 2020). It is influenced by 

organizational culture that creates customer value, boosting sales performance (Amin, 2022). 

Research shows that GMO significantly improves MSME marketing performance and enhances 

competitive advantage (Puspaningrum, 2020; Tingal & Situmorang 2024). However, some studies 

suggest GMOs do not affect marketing performance due to low consumer perception of market 

orientation, reducing competitiveness (Harjadi & Gunawan, 2020). 

In addition to Green Market Orientation, MSMEs must enhance marketing capabilities to 

improve marketing performance. Marketing capability involves skills and knowledge to 

coordinate activities and optimize resources effectively (Lagat & Frankwick, 2017). It enables 

companies to understand customer needs better than competitors and align offerings with customer 

expectations (Mu, 2017). Strong marketing capabilities are essential for managing resources and 

achieving good performance (Uripi, 2023). These capabilities can be measured across various 

aspects, including pricing, product development, channel management, communication, sales, 

market information, planning, and implementation (Anggoro, et al, 2022).  

Marketing capabilities involve skills and knowledge for coordinating activities and 

optimizing resources (Lagat & Frankwick, 2017). The alignment of resources, capabilities, 

strategy, and dynamic capabilities influences performance (Yuan, et al, 2016). Studies show that 

strong marketing capabilities enhance MSME marketing performance, while weaker capabilities 

result in poorer outcomes (Asri & Nuvriasari, 2024; Farliana, et al, 2021). However, some research 

suggests that environmental and market changes can weaken the impact of marketing capabilities 

on performance (Kuswanto, et al, 2021). 

This research on marketing performance was conducted on Green MSMEs in Yogyakarta. 

Several MSMEs producing green products that are the object of study are MSMEs of batik crafts 

made from natural materials, eco print crafts, various natural fiber crafts, herbal or organic food 

and beverage products, and the like. This study is important to conduct considering the increasing 

awareness of business actors to produce environmentally friendly products and pay attention to 
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environmental aspects in business operations to maintain sustainable business continuity. In 

addition, based on several preliminary studies, it can be shown that there are several research gaps 

regarding the factors that influence MSME business performance, so it is important to conduct 

further research. 

LITERATURE REVIEW   

Marketing Performance 

Marketing performance is a key indicator of a company's success in marketing efforts, 

encompassing product achievement, customer growth, and sales volume. It meiasure is the impact 

of Marketing strateigie is and he ilps ideintify areias for improve imeint to e inhancei reisults (William, et 

al, 2023; Manambing, et al, 2018). Effective strategies and high-quality services significantly 

contribute to better marketing performance, customer satisfaction, and retention, as well as 

increased profits and successful product launches (Pangeistu & Nuvriasari 2024; Asri & Nuvriasari 

2024; Laksana & Nuvriasari 2024). Evaluating marketing performance is essential for staying 

competitive and ensuring business growth. Marketing Performance is influeinceid by se ive iral 

factors, nameily Green innovation, Green Market Orientation, and Marketing capability (Jannah 

2023; Tjahjadi, et al, 2020; Asri dan Nuvriasari 2024). Marketing performance can be measured 

through several dimensions, namely market share, revenue level, customer satisfaction, and 

customer loyalty/customer retention (Leistari, 2024). Ther indicators used to measure marketing 

performance are (1) New customer growth, (2) Profit growth, (3) Sales growth, (4) Increased 

productivity, (5) Achievement of marketing goals, (6) Control of market share (Laksana & 

Nuvriasari 2024). Many factors affect marketing performance, namely, conditions and capabilities 

of the seller, marketing conditions, and capital (Ahmad, et al, 2022). 

Green Innovation 

Green innovation involveis sustainablei eifforts by busineisse is to inteigratei einvironmeintal 

consideirations into all aspeicts of their ope irations. It adds value to products by minimizing ther 

negative environmental impact while promoting ecological goals (Pradnyandana & Yasa, 2017; 

Primadhita, et al, 2023). This approach includes developing and applying better processes, 

products, and management systems to improve organizational performance and reduce 

environmental harm (Rahma & Siradjuddin, 2022). Key components of green innovation are green 

product and process innovation, which focus on reducing energy use, pollution, and waste while 

utilizing sustainable resources and minimizing negative impacts on the environment (Sundiman, 

2021). Green innovation can bei me iasureid through Green product and Green proceiss dime insions 

(Agustia, et al, 2019). Ther indicators used to measure Green innovation with minor modifications 

are as follows: (1) Use of natural ingredients in products, (2) Efficiency of the production process, 

(3) Reducing pollution and waste, (4) Recycling production waste, (5) Saving resources (air, 

electricity, fuel), (6) Innovation of environmentally friendly packaging, (7) Green products that 

consumers are interested in (Rahmawati, et al, 2024; Hidayanita, 2023).  

Green Market Orientation 

Green Market Orientation reife irs to an organization’s focus on creiating, Marketing, and 

de iliveiring eico-frieindly products or seirvice is with minimal einvironmeintal impact (Pomeigbe i, et al, 

2022). It addreisse is stake iholdeirs' e invironmeintal conceirns and einhanceis company Performance 

whe in impleimeinteid effect iveily (Borah, et al, 2022). As a strateigic reisourcei, Green Market 
Orientation heilps companieis unde irstand and re ispond to custome ir ne ieids and anticipatei compeititors' 

e invironmeintal strateigieis (Du & Wang 2022). It compriseis thre ie i keiy dime insions: Green Markeit 
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Strateigic Orieintation, Green Markeit Tactical Orieintation, and Green Markeit Ope irational 

Orie intation (Vaitonei & Skackauskieine i, 2019). Green Market Orientation can be measured by the 

following indicators (Tjahjadi, et al, 2020): customer satisfaction, customer commitment, 

Information provision, customer service, Competitive advantage, Satisfaction measurement, 

Green product investment, Customer orientation, Green product assessment, and Data 

communication. Green Market Orientation indicators can also bei shown through (Yandi, et al, 

2023): (a) Green adveirtising, (b) brand loyalty, (c) Green eiquity, (d) Green brand innovation, (ei) 

Green awareine iss which re ifeirs to consumeirs' unde irstanding and knowleidge i of e invironmeintal 

issue is, (f) Green products and (g) sustainablei practiceis. 

Marketing Capability 

Marketing capability is a company's ability to leverage tangible and intangible resources 

to meet consumer needs, create superior products, and achieve marketing success (Mu, 2017). It 

involves coordinating marketing functions, utilizing company assets, and applying knowledge and 

expertise to address marketing demands (Asri & Nuvriasari, 2024; Farliana, 2021). Key 

dimensions of marketing capability include statistical, dynamic, and adaptive marketing 

capabilities, as well as insights on customer and market information, new opportunities, and 

competitor analysis (Suciati, et al, 2020). Ther marketing capability indicators used in this study 

relate to ther research of Ali (2023) and Hatta (2015) with minor modifications as follows: (1) 

Ability to maintain good relations with customers, (2) Ability to build cooperation with business 

partners, (3) Ability to develop new products on an ongoing basis, (4) Ability to set attractive 

prices, (5) Ability to design effective promotions, (6) Ability to manage product/seirvicei 

distribution effectively, (7) Ability to utilize market information for busineiss, (8) Ability to 

de iveilop effect ivei Marketing strateigie is. Key factors of marketing capability include: 

Empowerment, Operational Excellence, Strategy Development and Implementation, and 

Collaboration Capabilities (Inan dan Kop 2018). 

Green Innovation influences the marketing performance of Green MSMEs  

Green innovation is a strategy to achieve a company’s goals by adopting new techniques, 

systems, and processes that minimize environmental impacts. Empirical study results Che ing, et al, 

(2014) and Rahmawati, et al, (2024) confirm that greening innovation significantly enhances 

marketing performance indicators of green innovation, including eco-friendly practices like 

simplifying packaging, recycling components, and conserving energy. Marketing performance is 

measured by profit growth, sales growth, market share, and return on assets (ROA). Indicators of 

Green innovation include the ability to create something new, take risks, and think proactively. 

Ther marketing performance indicators include ther ability to produce new products and services, 

improve the quality of existing products, and build an organizational structure that can meet the 

needs of a highly competitive market.  

The reisults of reise iarch by Primadhita, et al, (2023) found that green innovation has a 

significant positive effect on the performance of MSMEs. Indicators of green innovation include 

the use of pollution-free materials, recyclable packaging and products, and the application of eco-

labeling to support environmental sustainability. Marketing performance indicators are profit 

growth, customer growth, sales growth, and market share growth. Thus, the following hypothesis 

can be formulated: 

H1: Green Innovation has a significant positive effect on the marketing performance of Green 

MSMEs in Yogyakarta. 
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Green Market Orientation influences the marketing performance of Green MSMEs  

Green Market Orientation (GMO) eincompasse is busine iss strateigie is focuse id on meieiting the 

ne ieids of Green consume irs. Re ise iarch by Tjahjadi eit al. (2020) deimonstrateis that GMO positive ily 

impacts Marketing Performance. GMO indicators include ensuring customer satisfaction through 

eco-friendly practices, commitment to serving environmentally conscious customers, and 

providing information about green products. Marketing performance is measured by increased 

sales, successful cost effectiveness, and rising company profits. Research by Rahmawati, eit al 

(2024) and Feibriatmoko, eit al (2023) confirms that Green Market Orientation (GMO) positively 

impacts MSME performance and marketing outcomes. Key GMO indicators include customer and 

competitor orientation, functional coordination, developing eco-friendly products and services, 

staff involvement in enhancing customer value, and aligning operations with sustainability goals. 

Marketing performance is measured through new product development, improved offerings, 

organizational adaptability, sales volume, market share, and sales growth rate. Based on the 

description above, ther hypothesis in this study can be formulated as follows: 

H2: Green Market Orientation has a significant positive effect on the marketing performance of 

Green MSMEs  

Marketing capability has a significant influence on the marketing performance of Green 

MSMEs  

Marketing capability is the company's ability to integrate skills and resources to meet 

marketing needs, including product, distribution, pricing, and promotion capabilities (Asri & 

Nuvriasari, 2024). Marketing capability indicators are product capability, distribution capability, 

price capability, and promotion capability. While marketing performance indicators are sales 

growth, consumer growth, and profit growth. The reisults of re ise iarch by Farliana, et al, (2021) 

show that marketing capabilities have a positive effect on marketing performance. Marketing 

capability indicators include product capability, distribution capability, pricing capability, and 

promotion capability. As for marketing performance indicators, namely sales growth, customer 

growth, and profit growth. The results of Ali's e impirical study (2023) state that marketing 

capabilities affect marketing performance. Indicators of marketing capabilities include products, 

prices, distribution, communication, which are important for competitiveness and innovation, 

adaptability to market change to improve performance, networks, and business relationships to 

support marketing and development of individual or team capabilities in the organization. 

Marketing performance is measured through sales, customer satisfaction, customer retention, and 

market share. 

Previous research shows that there is a positive relationship between marketing capabilities 

and company performance (Hatta, 2015). Marketing capability indicators include the ability to 

offer products that meet marketing needs, the ability to set competitive prices, the ability to 

distribute products effectively, the ability to market products strategically, team competence in 

supporting marketing, efficiency in marketing workflows, and the presentation of facilitieis or 

physical eileimeints that support products/se irviceis. Marketing performance indicators are sales 

growth, sales volume, and market share. Thus, the following hypothesis can be formulated: 

H3: Marketing capability has a significant positive effect on the marketing performance of Green 

MSMEs  
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Base id on the liteiraturei re ivieiw de iscribeid abovei, the frameiwork for this re ise iarch can bei 

de iscribeid as follows: 

 

METHODOLOGY 

This research uses quantitative methods, which is a scientific approach that involves 

collecting data through measurement or observation, which is then analyzeid statistically to teist the 

hypothesis then analyzed statistically to Test the hypothesis. Based on its purpose, this research is 

an explanatory study, which aims to explain the relationship and position between variables 

through hypothesis Testing (Sugiyono, 2016). 

This re ise iarch was conducteid on Green Product SME is locateid in the Spe icial Reigion of 

Yogyakarta Provincei. The primary data source for this research was obtained through respondents' 

answers to the questionnaire, which was directly distributed by the researcher to the predefined 

sample.  The population used in this study is Green Product SMEs in the Special Region of 

Yogyakarta. The subjects in this study are the leaders/persons in charge of Green Product SMEs 

in the Special Region of Yogyakarta, while the objects are the Green Product SMEs in the Special 

Region of Yogyakarta. The population is infinite and the members of the population cannot be 

determined more or less precisely. 

 

 

 

 

 

 

 

 

 

 

Green Innovation (X1) 

Green Market Orientation (X2) 

Marketing Capability (X3) 

H1 (+) 

H2 (+) 
Marketing Performance 

(Y) H3 (+) 

Figure 1. Research Framework 
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RESULT  

Validity Test Results 

Table 2. Validity Result Teist 

Question r count r table Significance (p) Note 

Green Innovation (X1) 

X1_1 0,709 0,1986 0,000 Valid 

X1_2 0,702 0,1986 0,000 Valid 

X1_3 0,773 0,1986 0,000 Valid 

X1_4 0,726 0,1986 0,000 Valid 

X1_5 0,648 0,1986 0,000 Valid 

X1_6 0,632 0,1986 0,000 Valid 

X1_7 0,697 0,1986 0,000 Valid 

Green Market Orientation (X2) 

X2_1 0,764 0,1986 0,000 Valid 

X2_2 0,749 0,1986 0,000 Valid 

X2_3 0,854 0,1986 0,000 Valid 

X2_4 0,781 0,1986 0,000 Valid 

X2_5 0,809 0,1986 0,000 Valid 

X2_6 0,695 0,1986 0,000 Valid 

X2_7 0,72 0,1986 0,000 Valid 

Marketing Capability (X3) 

X3_1 0,75 0,1986 0,000 Valid 

X3_2 0,804 0,1986 0,000 Valid 

X3_3 0,789 0,1986 0,000 Valid 

X3_4 0,814 0,1986 0,000 Valid 

X3_5 0,686 0,1986 0,000 Valid 

X3_6 0,762 0,1986 0,000 Valid 

X3_7 0,696 0,1986 0,000 Valid 

X3_8 0,729 0,1986 0,000 Valid 

Marketing Performance (Y) 

Y_1 0,828 0,1986 0,000 Valid 

Y_2 0,842 0,1986 0,000 Valid 

Y_3 0,831 0,1986 0,000 Valid 

Y_4 0,765 0,1986 0,000 Valid 

Y_5 0,71 0,1986 0,000 Valid 

Y_6 0,725 0,1986 0,000 Valid 

Based on Table 4.3, it can be seen that over the questionnaire variable terms used in this 

study have a calculated r value greater than the r table, which is 0.1986, and a significance value 

(p) <0.05. It can be concluded that all questionnaire items are declared valid and suitable for use. 

https://ejurnal.seminar-id.com/index.php/ekuitas


 
JURNAL ILMU MANAJEMEN (JIM) 
Vol 22, No 1, June 2025, Page 29-44  
p-ISSN: 1683-7910 | e-ISSN: 2549-0206  
DOI : 10.21831/jim.v22i1.80857 
 

 
 

Qomariyah et al., 2025 | JURNAL ILMU MANAJEMEN , Page 36  
https://journal.uny.ac.id/index.php/jim/index 

Reliability Test Result 

Table 3. Reliability Teist Result 

Variable Cronbach’s Alpha Critical Value Description 

Green Innovation 0,819 0,60 Reiliablei 

Green Market Orientation 0,883 0,60 Reiliablei 

Marketing Capability 0,891 0,60 Reiliablei 

Marketing Performance 0,875 0,60 Reiliablei 

 

Based on Tablei 4.4 above, it can be concluded that all questionnaires used are reliable, this 

is indicated by the Cronbach's Alpha valuei greiateir than the Alpha valuei use id, nameily 0.6 or 

Cronbach's Alpha> 0.6. 

Normality Test 

Table 4. Normality Teist Reisult 

One-Sample Kolmogorov-Smirnov Test 

  Unstandardized Residual 

N   96 

Normal Parameiteirsa,b Me ian .0000000 

Std. De iviation 272.443.487 

Most E ixtreime i Diffeire inceis Absolute i .073 

Positivei .063 

Ne igativei -.073 

Teist Statistic   .073 

Asymp. Sig. (2-tailed)   .200c,d 

 

Base id on Tablei 4.5 normality teist using the onei-sample i Kolmogorov-Smirnov teist, the 

valuei on the Eixact. Asymp. Sig. (2-tailed) is obtained at 0.200, which means more> 0.05, so that 

the data in this study are normally distributed. 

 

Multicollinearity Test 

Table 5. Multicollineiarity Teist 

Coefficientsa 

Model Variable 

Collinearity Statistics 

Tolerance VIF 

1 
  
  

Green Innovation 0,394 2.538 

Green Market Orientation 0,478 2.091 

Marketing Capability 0,685 1.459 

             Source:  Authors 

From tablei 4.6 it can bei concludeid that all indeipe indeint variableis show a VIF value i of leiss 

than 10 and a toleirancei valuei greiateir than 0.10. This shows that there is no relationship between 

the independent variables, so it can be concluded that this study does not occur multicollinearity. 
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Heterocedasticity Test 

Table 6. He iteirosce idasticity Teist Re isult 

Coefficientsa 

Mode il 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. E irror Be ita   

1 (Constant) .639 .893  .715 .476 

Green Innovation -.005 .044 -.020 -.123 .903 

Green Market Orientation -.037 .034 -.164 -1.102 .273 

Marketing Capability .026 .029 .112 .903 .369 

Based on the results of the heteroscedasticity Test with the Gleijse ir Test, the results show 

that all data used do not occur heteroscedasticity. The deicision not to occur heteroscedasticity is if 

the significancei valuei> 0.05, so that all independent data doeis not occur heteroscedasticity. 

Multiple Linear Regression Analysis 

Multiplei lineiar reigre ission analysis in this study aims to de iteirminei the direiction of the 

influeincei of Green innovation variableis, Green Market Orientation, and Marketing capabilitieis on 

Marketing Performance. 

Table 7. Multiplei Lineiar Re igreission Analysis Re isults 

Coefficientsa 

Mode il 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. E irror Be ita Toleirancei VIF 

1 (Constant) 9,223 2,520  3,660 ,000   

Green Innovation -,327 ,124 -,350 -2,633 ,010 ,394 2,538 

Green Market 

Orientation 

,419 ,095 ,529 4,386 ,000 ,478 2,091 

Marketing 

Capability 

,368 ,081 ,456 4,527 ,000 ,685 1,459 

a. De ipeinde int Variablei: Marketing Performance 

 

The multiplei lineiar reigre ission e iquation is as follows: 

Y= 9.223 -0.327 X1 + 0.419X2 + 0.368 X3 + e 

The results of ther multiple linear regression equation can be explained as follows: 

1. Constant value (βo): The constant valuei is 9.223, indicating that whein all variableis (Green 

innovation, Green Market Orientation, and Marketing capabilitieis) are i 0, the Marketing 

Performance will bei 9.223. The positivei sign suggeists a unidireictional reilationship be itweie in 

the indeipeinde int variableis and Marketing Performance. 

2. Green Innovation (β = -0.327): For e iveiry 1-unit increiase i in Green innovation, Marketing 

Performance deicre iaseis by 0.327 units, assuming other variableis re imain constant. The ne igativei 

sign indicateis an inve irse i re ilationship beitwe iein Green innovation and Marketing Performance. 

3. Green Market Orientation (β = 0.419): For e iveiry 1-unit increiasei in Green Market 

Orientation, Marketing Performance incre iaseis by 0.419 units, assuming other variableis 

re imain constant. The positivei sign indicateis a dire ict reilationship beitwe iein Green Market 

Orientation and Marketing Performance. 
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4. Marketing Capability (β = 0.368): For every 1-unit increase in marketing capability, 

marketing performance increases by 0.368 units, assuming other variables remain constant. 

The positivei sign indicateis a dire ict reilationship be itweie in Marketing capability and Marketing 

Performance. 

Table 8. Results of Analysis of the Coefficient of Determination (R2) 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .601a .361 .340 276.850 

 

In the table above, the Adjusted R Square value of 0.340 is obtained, meaning that the 

Green innovation variables, Green Market Orientation, and marketing capability contribute to 

marketing performance by 34.00% while the remaining 66.00% is influenced by other variables 

not examined in this study. 

DISCUSSION  

 
The Effect of Green Innovation on Marketing Performance 

The first result of this study shows that respondents doubt whether MSMEs with green 

products have innovated packaging that can be reused or easily recycled, according to the lowest 

average value on indicator X1.6: “Our MSMEs innovate product packaging that can be reused or 

easily recycled”. This can occur due to the low innovation of product packaging that can be reused 

or easily recycled. The existence of these limitations causes innovation to not be utilized 

effectively. In addition, another factor is the inaccuracy in the application of innovation. The green 

innovations carried out have not been optimally adapted to market needs, so that the innovations 

carried out reduce marketing performance. The results of this study support the results of previous 

research conducted by Jiwa and Arnawa (2022), which states that Green innovation has no 

significant effect on the marketing performance of MSMEs. 

 

The Effect of Green Market Orientation on Marketing Performance 

Based on the results of hypothesis 2 Testing, it is proven that Green Market Orientation 

has a positive and significant influence on the marketing performance of MSME i Green products 

in Yogyakarta. This statement shows that MSMEs that practice Green Market Orientation can 

strongly improve marketing performance, and vice versa. This research proves that Green Market 

Orientation contributes significantly to improving the marketing performance of Green MSMEs.  

Base id on the reisults of deiscriptivei analysis, it can bei eixplaineid that Green Market 

Orientation in Green MSMEs has beie in we ill impleimeinteid, me ianing that MSMEs havei a strong 

Green Market Orientation. The main factor in Green Market Orientation that can e incouragei 

improveid Marketing Performance is that MSMEs always re ispond we ill to customeir fe ie idback 

re ilateid to asse issing the quality of Green products or se irviceis de iliveireid. This is due to the ability 

of Green Market Orientation to encourage MSMEs to adopt environmentally friendly practices, 

which attracts the attention of consumers who care about sustainability issues. Whe in MSMEs 

impleimeint a cleiar and consisteint Green markeit strateigy, consumeirs te ind to trust and support their 

products morei, which ultimateily improve is Marketing Performance. The results of this study 

support the results of previous research conducted by Li et al. (2018) and Fe ibriatmoko et al. (2023), 

which states that Green Market Orientation has a significant effect on the marketing performance 

of MSMEs. 
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The Effect of Marketing Capability on Marketing Performance 

Based on the results of hypothesis 3 Testing, it is proven that marketing capability has a 

positive and significant influence on the marketing performance of MSMEs greening products in 

Yogyakarta. This statement shows that MSMEs that have strong Marketing capabilitieis can 

improve marketing performance, and vice versa. This research proves that marketing capabilities 

make an important contribution to improving the marketing performance of Green MSMEi 

products. Based on descriptive analysis, the higheist rating on average was found in the ability to 

maintain good relationships with customers. This shows that Green MSMEs in DI Yogyakarta 

have an advantage in managing good relationships with customers, which is one of the main 

strengths of MSMEs in increasing market attractiveness. The results of this study support the 

results of previous research conducted by Asri and Nuvriasari (2024) and Farliana e it al. (2021), 

which state that marketing capabilities have a significant effect on marketing performance. 

CONCLUSION  

 This research was conducted to analyze the factors that affect marketing performance, so 

the following conclusions can be drawn: 

1. Green innovation has a significant negative effect on the marketing performance of green 

MSMEs in Yogyakarta. This shows that the higher the level of innovation actually causes 

marketing performance to fall. Green innovation can hurt the marketing performance of MSMEs 

if not managed properly. 

2.  Green Market Orientation has a positive i and significant effect  on the Marketing Performance 

of Green MSMEsi in Yogyakarta. This shows that MSMEs that practice Green Market Orientation 

can improve marketing performance, and vice versa. This research proves that Green Market 

Orientation contributes importantly to improving the marketing performance of Green MSMEs.  

3. Marketing capability has a positive and significant effect on the marketing performance of green 

MSMEs in Yogyakarta. This shows that MSMEs that have strong marketing capabilities can 

improve marketing performance, and vice versa. This research proves that marketing capabilities 

make an important contribution to improving the marketing performance of MSMEs. 

 

LIMITATION  

The limitation of this study is that the reise iarch samplei is only limiteid to 96 reisponde ints of 

Green MSMEs in Yogyakarta so it cannot bei ge ine iralizeid to de iscribei Marketing Performance in 

ge ineiral. Thus, further reise iarch neie ids to incre iasei the re iseiarch samplei by conside iring re ipreise intation 

in geiographical locations, eispeicially in Kulon Progo Re igeincy and Gunungkidul Reige incy. Thus it 

is reicommeinde id that futurei reise iarcheirs e ixpand the reise iarch samplei and pay atte intion to the 

proportion of busineiss scalei through the reipre ise intation of micro, small, and meidium-scalei 

busine isse is so that it will bei morei reipreise intativei. In addition, data colleiction meithods that only usei 

que istionnaireis have i limitations in reipre ise inting the actual beihavior of reisponde ints toward 

Marketing Performance. This allows for misunde irstandings beitwe iein re isponde ints and re isponde ints.  
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