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International Journal of Data and Network Science is an online international
journal for publishing high quality peer reviewed papers in the field of
theoretical and applied data science affairs. The primary objective of this
journal is to exchange ideas about processing big data, social network, etc.
Subject areas include, but are not limited to the following fields:

» Social media science

» Social media marketing

» Big data analysis

» Data mining tools and techniques

» Data envelopment analysis

» Network analysis

» Data processing

» Data visualization

» Architectures for massively parallel processing
» Cloud computing platforms

» Distributed file systems and databases
» Data capture and storage

» Data analysis and parameter tuning

» Search, sharing, and analytics

The primary aim of this publishing company is to perform fast and reliable
process for contributors. Once a paper is accepted, our staffs work hard to
provide online version of the papers as quickly as possible. All papers are
assigned valid DOI number once they appear online just to make sure that the
other people researchers cite them while no volume and numbers are still
assigned to the papers. We believe this could help the existing knowledge grow
faster; however, the actual publication of a paper with volume and number will
not exceed more than 4 months.

International Journal of Data and Network Science is an open access journal,
which provides instant access to the full text of research papers without any
need for a subscription to the journal where the papers are published.
Therefore, anyone has the opportunity to copy, use, redistribute,
transmit/display the work publicly and to distribute derivative works, in any
sort of digital form for any responsible purpose, subject to appropriate
attribution of authorship. Authors who publish their articles may also maintain
the copyright of their articles.

International Journal of Data and Network Science applies the Creative
Commons Attribution (CC BY) license to works we publish (read the human-
readable summary or the full license legal code). Under this license, authors
keep ownership of the copyright for their content, but permit anyone to
download, reuse, reprint, modify, distribute and/or copy the content as long as
the original authors and source are cited. No permission is needed from the
authors or the publishers. Appropriate attribution can be provided by simply
citing the original article (e.g., Orouji, M. (2017). Social media in Canada.
International Journal of Data and Network Science, 1(1), 1-4. DOI:
10.5267/.ijdns.2017.1.001). For any reuse or redistribution of a work, users
have to also make clear the license terms under which the work was published.
This broad license was developed to facilitate free access to, and unrestricted
reuse of, original works of all kinds. Applying this standard license to your
own work will ensure that it is freely and openly available in perpetuity.
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Abstract

This research aims to analyze sustainability challenges in the small and medium scale batik industry in
Indonesia, focusing on factors such as Sustainable Industrial Performance (SIP), Marketing Orientation
(MO), and Environmentally Friendly Marketing. As consumer awareness of environmental sustainability
increases, demand for environmentally friendly products such as batik also increases. By investigating
SIP, MO, and green marketing mix (GMM), this research seeks to explore sustainable development in the
batik industry. Data from 238 respondents in Pekalongan, Central Java Province, Indonesia, was analyzed
using the SEM-PLS method. These findings support six hypotheses that reveal the impact of Marketing
Orientation on various aspects of Sustainable Industrial Performance and the influence of the green
marketing mix on economic, environmental and social dimensions. However, four hypotheses were not
supported, especially regarding the relationship between Marketing Orientation and the environmentally
friendly marketing mix, as well as their combined influence on Sustainable Industrial Performance in
environmental, environmental and social aspects. These results have significant implications for the batik
industry. Understanding the influence of Marketing Orientation and the green marketing mix on
Sustainable Industrial Performance can inform strategic decisions for businesses in this sector.
Additionally, the findings highlight areas where intervention may be needed to improve sustainability
practices, such as increasing alignment between Marketing Orientation and green marketing strategies. By
overcoming these challenges, batik companies can better meet the growing demand for sustainable
products and contribute to the long-term sustainability of the batik industry.

Keywords: Sustainable Industry Performance, Marketing Orientation, Green Marketing, SMESs

1. Introduction

The contemporary business landscape is facing pressure to respond positively to environmental
challenges, driven by the increasing awareness of environmentally conscious consumers in light of
increasing environmental concerns (Sun et al., 2021). However, critics argue that advertising's lack of
credibility and reliability, particularly regarding environmental standards, reduces consumers' willingness
to engage in environmentally responsible consumption. Eco labels serve as a mark of certification or
endorsement that ensures the authenticity of eco-friendly claims, acting as a reminder to customers of the
environmental attributes of their products or services. These labeled products serve as educational tools
designed to help users understand the adverse environmental impacts associated with product
manufacture, consumption, and disposal (Atkinson & Rosenthal, 2014; Goger & Sevil, 2017). Businesses
that are able to adapt to developing market dynamics and anticipate changing conditions will gain a
competitive advantage (Ali et al., 2020). As a result, both academics and industry professionals are
increasingly focusing on improving market orientation capabilities (Arief et al., 2020); oerstl et al., 2020);
Murillo et al., 2021).

Despite the potential benefits, small and medium-sized enterprises (SMESs) in developing countries
face challenges in achieving sustainable operations due to the high costs associated with sustainability
practices, lack of skills and training, absence of standard metrics, and reluctance to adopt new technologies
(Schulze et al., 2022). SME performance may be disrupted due to incomplete implementation of
sustainable and innovative technological processes (Kumar & Ghodeswar, 2015). This study uses
marketing orientation and environmentally friendly marketing strategies to encourage sustainable



performance among SMEs, especially in the textile sector. The aim of this research is to analyze the extent
of the relationship between Marketing Orientation (MO) and Environmentally Friendly Marketing Mix
(GMM) in improving the sustainable performance of the textile sector in small and medium enterprises
(SMEs) in Central Java Province, Indonesia. . This study evaluates the main constructs of marketing
orientation (MO) and environmental marketing (GMM) in supporting sustainable performance in textile
industry SMEs in Central Java Province, Indonesia.

2. Literature Review and Hypotheses

Various previous studies have shown that companies with a market-oriented approach tend to
perform better when introducing new products under conditions of uncertainty. Previous research shows
that market uncertainty can strengthen the influence between Marketing Orientation (MO) and the success
of new product launches (Centobelli et al., 2019). MO refers to the degree to which a company prioritizes,
supports, and implements strategies in line with its marketing philosophy. According to this concept,
effective marketing is essential for businesses to achieve sustainable success by identifying and satisfying
customer needs more efficiently than their competitors (Taghvaee & Talebi, 2023). In addition, externally,
MO pays great attention to environmental factors, emphasizing business strategies that take into account
surrounding conditions (Kirca et al., 2005).

Green marketing emphasizes the ecological consequences of marketing activities and plays an
important role in addressing environmental problems (Lazer, 1969). Originally conceptualized by Pride
and Ferrell in 1993, environmental marketing encompasses organizational efforts to develop, promote,
and sell environmentally friendly products (Day & Wensley, 1988; Jeevandas et al., 2019). At the same
time, environmentally friendly management has a significant influence on ecosystem sustainability, with
stakeholder demands, resources, knowledge and product uniqueness being determining factors for its
success (Mekaniwati et al., 2023). When companies want to have significant market influence, especially
in the contemporary and future era, overcoming environmental obstacles becomes a necessity (Raharjo,
2019). Green marketing, similar to green marketing, underscores the ecological impact of marketing and
its important role in environmental mitigation ( Jones et al., 2008 ). Embracing environmentally friendly
innovation is an optimal way to increase profitability while maintaining economic competitiveness (Lazer,
1969). In addition, efforts to achieve business sustainability through environmentally friendly innovation
have been catalyzed by environmentally friendly marketing principles (Costantini et al., 2017; Foerstl et
al., 2020). Improving company performance is an important prerequisite for the effectiveness of marketing
capabilities, the creation of mutual customer value, and market orientation in forming marketing strategies
(Chen & Liu, 2018). The integration of three core interests, namely fair economic participation,
environmental preservation, and social responsibility, in the decision-making process is the foundation of
sustainable development (Purba et al., 2019). Accordingly, these following hypotheses are proposed in
this study:

H1: Implementing Market Orientation negatively impacts Sustainable Industry Performance (Economics).
H2: Market Orientation has a positive effect on Sustainable Industry Performance (Environment).

H3: Market Orientation positively influences Sustainable Industry Performance (Social).

H4: Market Orientation does not significantly affect the implementation of Green Marketing Mix.

H5: Implementing Green Marketing Mix positively influences Sustainable Industry Performance
(Economics).

H6: Implementing Green Marketing Mix has a beneficial impact on Sustainable Industry Performance
(Environment).

H7: Implementing Green Marketing Mix positively affects Sustainable Industry Performance (Social).
H8: The mediating effect of Implementing Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Economics) is not significant.

H9: The mediating effect of Implementing Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Environment) is not significant.

H10: The mediating effect of Implementing Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Social) is not significant.



3. Research Method

By amalgamating the issues, methodologies, frameworks, and models synthesized and refined in
the ongoing research, the author endeavors to yield outcomes in environmental-focused marketing as
formulated through the literature review in the preceding section (second section). This aids in delineating
avenues to enhance a company's competitive edge through environmentally oriented marketing strategies
that contribute to achieving sustainable development objectives, serving as the foundation for research
material. The subsequent section comprises results and evaluations, encompassing a comprehensive
discourse on the research findings. Prior to testing, ensuring the suggested theoretical framework's
integrity concerning validity and reliability is imperative. Employing a quantitative research design, this
study utilizes a questionnaire disseminated to 238 respondents from small and medium-sized enterprises
(SMEs) to gather data. Subsequently, the data undergoes examination through partial least squares
structural equation modeling. With three latent variables/dimensions and ten indicators, the research aims
to explore how the interplay between Marketing Orientation (MO) and Green Marketing Mix (GMM)
influences the long-term sustainability of the SME sector in Central Java Island, Indonesia. Quantitative
methods facilitate the resolution of specific issues tied to clearly defined occurrences. Data analysis is
conducted using Smart PLS version 4.9.5 software.

4. Results

Each item within every variable exhibits a positive loading value exceeding 0.50 and a p-value
below 0.05, indicating their capability to elucidate associated dimensions or variables. Items not
considered in the analysis due to their loading value falling below 0.05 are omitted from tables 1.2 and 3
in the appendix as they hold no significance.

Table 1. Path coefficient values, AVE and Cronbach’s Alpha

Path p- Average | Cronbach’s VIF
Construct Coefficient t- value | Variable Alpha Compqs_ite
value Extracted Reliability
(AVE)

Market Orientation - - - 0.57 0.63 0.80 -
Customer Orientation 0.75 18.06 | 0.000 0.69 0.55 0.82 -
Competitor -
Orientation 072 | 1% | 0000 | 060 0.35 0.75
Inter-function -
Coordination 080 | 1646 | gooo | O°1 0.68 0.80
Green Marketing Mix
Green Product 0.07 1.29 0.098 0.52 0.70 0.81 1.629
Green Price 0.31 1.98 0.024 0.81 0.92 0.94 9.129
Green Place 0.12 1.85 0.032 0.62 0.79 0.87 3.334
Green Promaotion 0.17 1.27 0.103 0.71 0.87 0.91 8.655
Green Process 0.19 2.29 0.011 0.65 0.86 0.90 3.027
Green People 0.19 1.75 0.040 0.76 0.89 0.93 5.335
Green Physical
Evidence 0.06 0.61 0.270 0.71 0.86 0.91 3.476
Sustainable Industry - - - -
Performance 0.54 0.79 0.85
(Economics)
Sustainable Industry - - - -
Performance 0.70 0.78 0.87
(Environment)
Sustainable Industry - - - -
Performance (Social) 0.61 0.78 0.86

Almost all dimensions consisting of the second order of each variable show path coefficient values
exceeding 0.50 and p values below 0.05, which indicates an effective explanation of the related latent



variables. In the case of the Environmentally Friendly Marketing Mix Implementation variable, three
indicator variables, namely Environmentally Friendly Products, Environmentally Friendly Promotion, and
Environmentally Friendly Physical Evidence, have p values above 0.05, thus making these variables
statistically insignificant.

The second-order dimensions as well as the primary latent variable all demonstrate AVE values
surpassing or nearing 0.50. This indicates that these dimensions or primary latent variables satisfy the
construct validity criteria. The majority of dimensions constituting the second-order and primary latent
variables exhibit Composite Reliability values exceeding 0.70. This indicates that these dimensions or
primary latent variables have fulfilled the construct reliability criteria. Lastly, the formative indicators of
the Implementing Green Marketing Mix variable all display VIF values below 10, signifying the absence
of multicollinearity among these indicators.

The findings of the endogenous latent variable analysis in Table 2 show that the Implementation
of Market Orientation and the Implementation of an Environmentally Friendly Marketing Mix show weak
predictive power. In addition, Sustainable Industrial Performance in the Economic, Environmental and
Social dimensions shows moderate to strong R2 values, which indicates that there is a significant
proportion of variance that can be explained by the model. Finally, the Q2 value for the Sustainable
Industrial Performance variable shows acceptable predictive relevance, implying the model's ability to
accurately predict sustainability outcomes. Even though the implementation of an environmentally
friendly marketing mix has a minimal impact on sustainable industrial performance in the economic sector,
it has a significant impact on the environmental and social dimensions as indicated by the fairly large f2
value.

Table 2. Coefficient of Determination (R2) and Predictive Relevance (Q2)

Endogenous Latent Variables | R? | Q?
Implementation of Market Orientation 0.00
Implementing Green Marketing Mix 0.00 | 0.01
Sustainable Industry Performance (Economics) 0.57 | 0.29
Sustainable Industry Performance (Environment) 0.53 | 0.36
Sustainable Industry Performance (Social) 0.76 | 0.46
Implementing Green Marketing Mix 0.00 | 0.01
Sustainable Industry Performance (Economics) 0.57 | 0.29
Implementation of Market Orientation 0.05
Implementing Green Marketing Mix 1.28
Sustainable Industry Performance (Environment) 0.53 | 0.36
Implementation of Market Orientation 0.05
Implementing Green Marketing Mix 1.05
Sustainable Industry Performance (Social) 0.76 | 0.46
Implementation of Market Orientation 0.18
Implementing Green Marketing Mix 2.96

The findings in Table 3 illustrate the relationship between Market Orientation and Sustainable
Industrial Performance in the economic, environmental and social dimensions. Market Orientation is
positively correlated with Environmental and Social Performance, indicating its influence in promoting
sustainability. However, this is negatively correlated with Economic Performance. Sustainable Industrial
Performance shows a strong positive correlation between its dimensions, indicating a cohesive relationship
between economic, environmental and social aspects. These results suggest that although Market
Orientation may have a positive impact on environmental and social sustainability, its impact on the
economic performance of the batik industry may not be as pronounced.



Table 3. Second Order Fornell-Lacker

Sustainable Sustainable .
_ _ _ Industry Industry Sustainable Industry

Variable Market Orientation Performance
Performance Performance (Social)
(Economics) (Environment)

Market

Orientation 0.578

Sustainable

Industry 10109 0.737

Performance

(Economics)

Sustainable

Industry 0.193 0.674 0.836

Performance

(Environment)

Sustainable

Industry 0.255 0.638 0.757 0.780

Performance

(Social)

The hypothesis testing revealed that the Implementation of Market Orientation influences
Sustainable Industry Performance (Economics) significantly (p-value = 0.00 < 0.05) (Table 4). Therefore,
the first hypothesis is accepted, indicating that implementing Market Orientation negatively impacts
Sustainable Industry Performance (Economics). The findings of this research are consistent with previous
research exploring the relationship between Market Orientation and Sustainable Industrial Performance.
Previous research has highlighted the importance of Market Orientation in driving organizational
performance, including its impact on economic, environmental and social dimensions. For example,
Udriyah et al. (2019) research emphasizes the positive influence of Market Orientation on company
performance, especially in terms of market responsiveness and competitiveness. Similarly, Tajeddini &
Ratten (2020) found that Market Orientation was associated with increased business performance and
customer satisfaction.

The Implementation of Market Orientation positively influences Sustainable Industry Performance
(Environment) significantly (p-value = 0.00 < 0.05). Hence, the second hypothesis is accepted,
demonstrating that Market Orientation has a positive effect on Sustainable Industry Performance
(Environment). Furthermore, the positive influence of Market Orientation on Sustainable Industrial
Performance (Environmental and Social) is in line with the principles of sustainable development and
corporate social responsibility (CSR). The Implementation of Market Orientation positively affects
Sustainable Industry Performance (Social) significantly (p-value = 0.00 < 0.05). Consequently, the third
hypothesis is accepted, highlighting the positive impact of Market Orientation on Sustainable Industry
Performance (Social). Previous research in the fields of sustainability and marketing has underscored the
role of Market Orientation in promoting environmentally and socially responsible business practices. For
example, Tjahjadi et al. (2020) highlight the importance of Market Orientation in driving environmentally
friendly product innovation and meeting consumer demand for environmentally friendly products.
Likewise, Alhakimi & Mahmoud (2020) found that Market Orientation had a positive effect on a
company's responsiveness to social issues.

The Implementation of Market Orientation does not significantly influence the implementation of
Green Marketing Mix (p-value = 0.27 > 0.05). Thus, the fourth hypothesis is rejected, suggesting no
significant effect of Market Orientation on the implementation of Green Marketing Mix. However, the
lack of significant influence of Market Orientation on the implementation of the Environmentally Friendly
Marketing Mix observed in this study is different from several previous studies. Research by Keszey
(2020) states a positive relationship between Market Orientation and the adoption of environmentally
friendly marketing practices. For example, Danso et al. (2019) found that Market Orientation had a



positive effect on a company's environmental marketing strategy. This difference may be caused by
contextual factors specific to the batik industry.

Table 4. Hypothesis testing results

. Standard Error .
Hypothesis B t-value p-value Conclusion
H1 | MO — SIP Eco -0.15 0.05 3.12 0.001 Accepted
H2 MO — SIP Env 0.15 0.05 3.33 0.000 Accepted
H3 | MO — SIP Soc 0.21 0.04 4,92 0.000 Accepted
H4 | MO — GMM 0.06 0.09 0.62 0.268 Rejected
H5 | GMM — SIP Eco 0.75 0.03 | 26.03 0.000 Accepted
H6 GMM — SIP Env 0.70 0.04 16.86 0.000 Accepted
H7 GMM — SIP Soc 0.84 0.02 35.48 0.000 Accepted
H8 | MO — GMM — SIP Eco 0.04 0.07 0.61 0.270 Rejected
H9 | MO — GMM — SIP Env 0.04 0.07 0.62 0.269 Rejected
H10 | MO — GMM — SIP Soc 0.05 0.08 0.62 0.269 Rejected

The Implementation of Green Marketing Mix significantly affects Sustainable Industry
Performance (Economics) (p-value = 0.00 < 0.05). Consequently, the fifth hypothesis is accepted,
indicating a positive influence of Implementing Green Marketing Mix on Sustainable Industry
Performance (Economics). Moreover, the Implementation of Green Marketing Mix significantly
influences Sustainable Industry Performance (Environment) (p-value = 0.03 < 0.05). Therefore, the sixth
hypothesis is accepted, illustrating a significant effect of Implementing Green Marketing Mix on
Sustainable Industry Performance (Environment). In addition, the Implementation of Green Marketing
Mix significantly influences Sustainable Industry Performance (Social) (p-value = 0.00 < 0.05). Thus, the
seventh hypothesis is accepted, indicating a positive effect between Implementing Green Marketing Mix
and Sustainable Industry Performance (Social). The findings regarding the significant influence of the
Implementation of an Environmentally Friendly Marketing Mix on Sustainable Industrial Performance
echo previous research in the field of sustainable marketing. A number of studies have highlighted the
positive impact of green marketing strategies on various dimensions of business performance. For
example, Liao et al. (2020) emphasize the economic, environment and social benefits of green marketing,
suggesting that green products can attract premium prices and increase brand loyalty. Similarly,
Gelderman et al. (2021) found that green marketing initiatives contributed to improved environmental
performance and customer perceptions.
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The mediating effect of Implementing Green Marketing Mix between Implementation of Market
Orientation and Sustainable Industry Performance (Economics) is not significant (p-value = 0.270 > 0.05).
Consequently, the eighth hypothesis is rejected, suggesting no significant mediation effect. The mediating
effect of Implementing Green Marketing Mix between Implementation of Market Orientation and
Sustainable Industry Performance (Environment) is not significant (p-value = 0.269 > 0.05). Hence, the
ninth hypothesis is rejected, indicating no significant mediation effect. The mediating effect of
Implementing Green Marketing Mix between Implementation of Market Orientation and Sustainable
Industry Performance (Social) is not significant (p-value = 0.269 > 0.05). Therefore, the tenth hypothesis
IS rejected, suggesting no significant mediation effect at an error level of 5%. Previous research has
demonstrated the potential mediating role of green marketing practices in the relationship between Market
Orientation and sustainability outcomes. Studies conducted by Abbas et al. (2019) and Papadas et al.
(2019) have highlighted the positive impact of green marketing initiatives on a variety of organizational
outcomes, including economic, environmental, and social performance. These findings indicate that
environmentally friendly marketing can act as a mediator between Market Orientation and Sustainable
Industrial Performance. However, the findings of this research indicate that the mediating effect of
Implementing an Environmentally Friendly Marketing Mix between Market Orientation and Sustainable
Industrial Performance (Economic, Environmental and Social) is not statistically significant in the context
of the batik industry. This is different from the research of Guo et al. (2020) which shows that there are
deviations from the expected mediating role of environmentally friendly marketing practices. This gap
underscores the importance of considering industry-specific factors and contextual nuances in
understanding the relationship between Market Orientation, Green Marketing Mix, and sustainability
outcomes.

5. Conclusion

This study concludes that there is a significant relationship between Market Orientation,
Environmentally Friendly Marketing Mix, and Sustainable Industrial Performance on economic,
environmental and social dimensions in the batik industry. Even though Market Orientation has a negative
impact on Economic Performance, Market Orientation has a positive impact on Environmental and Social
Performance. On the other hand, the Implementation of an Environmentally Friendly Marketing Mix has
a positive influence on all dimensions of Sustainable Industrial Performance, and highlights its role in
driving overall industrial sustainability.

Theoretically, this study underscores the importance of integrating environmental considerations into
marketing strategies and business operations to improve sustainability outcomes. This emphasizes the
need for the business world to adopt a holistic approach that combines Market Orientation and
Environmentally Friendly Marketing Mix strategies to achieve sustainable industrial performance.
Practically, these findings provide valuable insights for stakeholders in the batik industry, and guide
strategic decision-making processes. By aligning business practices with consumers' growing preferences
for environmentally friendly products, companies can improve their sustainability performance across
economic, environmental and social dimensions.

The limitation of this research is that it is limited to small and medium scale batik companies which
limits the generalizability of these findings. Future research could overcome these limitations by
expanding the scope of the study to cover a wider geographic area and a more diverse range of industry
players.
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Abstract

This research aims to analyze sustainability challenges in the small and medium scale batik industry in
Indonesia, focusing on factors such as Sustainable Industrial Performance (SIP), Marketing Orientation
(MQO), and Environmentally Friendly Marketing. As consumer awareness of environmental sustainability
increases, demand for environmentally friendly products such as batik also increases. By investigating
SIP, MO, and green marketing mix (GMM), this research seeks to explore sustainable development in the
batik industry. Data from 238 respondents in Pekalongan, Central Java Province, Indonesia, was analyzed
using the SEM-PLS method. These findings support six hypotheses that reveal the impact of Marketing
Orientation on various aspects of Sustainable Industrial Performance and the influence of the green
marketing mix on economic, environmental and social dimensions. However, four hypotheses were not
supported, especially regarding the relationship between Marketing Orientation and the environmentally
friendly marketing mix, as well as their combined influence on Sustainable Industrial Performance in
environmental, environmental and social aspects. These results have significant implications for the batik
industry. Understanding the influence of Marketing Orientation and the green marketing mix on
Sustainable Industrial Performance can inform strategic decisions for businesses in this sector.
Additionally, the findings highlight areas where intervention may be needed to improve sustainability
practices, such as increasing alignment between Marketing Orientation and green marketing strategies. By
overcoming these challenges, batik companies can better meet the growing demand for sustainable
products and contribute to the long-term sustainability of the batik industry.

Keywords: Sustainable Industry Performance, Marketing Orientation, Green Marketing, SMEs

1. Introduction

The contemporary business landscape is facing pressure to respond positively to environmental
challenges, driven by the increasing awareness of environmentally conscious consumers in light of
increasing environmental concerns (Sun et al., 2021). However, critics argue that advertising's lack of
credibility and reliability, particularly regarding environmental standards, reduces consumers' willingness
to engage in environmentally responsible consumption. Eco labels serve as a mark of certification or
endorsement that ensures the authenticity of eco-friendly claims, acting as a reminder to customers of the
environmental attributes of their products or services. These labeled products serve as educational tools
designed to help users understand the adverse environmental impacts associated with product
Banufacture, consumption, and disposal (Atkinson & Rosenthal, 2014; Gocer & Sevil, 2017). Busifsses
that are able to adapt to developing market dynamics and anticipate changing conditions will gain a
competitive advantage (Ali et al., 2020). As a result, both academics@ind industry professionals are
increasingly focusing on improving market orientation capabilities (Arief et al., 2020); oerstl et al., 2020);
Murillo et al., 2021).

Despite the potential benefits, small and medium-sized enterprises (SMEs) in developing countries
face challenges in achieving sustainable operations due to the high costs associated with sustainability
practices, lack of skills and training, absence of standard metrics, and reluctance to adopt new technologies
(Schulze et al., 2022). SME performance may be disrupted due to incomplete implementation of
sustainable and innovative technological processes (Kumar & Ghodeswar, 2015). This study uses
marketing orientation and environmentally friendly marketing strategies to encourage sustainable




performance among SMEs, especially in the textile sector. The aim of this research is to analyze the extent
of the relationship between Marketing Orientation (MO) and Environmentally Friendly Marketing Mix
(GMM) in improving the sustainable performance of the textile sector in small and medium enterprises
(SMEs) in Central Java Province, Indonesia. . This study evaluates the main constructs of marketing
orientation (MO) and environmental marketing (GMM) in supporting sustainable performance in textile
industry SMEs in Central Java Province, Indonesia.

2. Literature Review and Hypotheses

Various previous studies have shown that companies with a market-oriented approach tend to
perform better when introducing new products under conditions of uncertainty. Previous research shows
that market uncertainty can strengthen the influence between Marketing Orientation (MO) and the success
of new product launches (Centobelli et al., 2019). MO refers to the degree to which a company prioritizes,
supports, and implements strategies in lineg with its marketing philosophy. According to this concept,
effective marketing is essential for businesses to achieve sustainable success by identifying and satisfying
customer needs more efficiently than their competitors (Taghvaee & Talebi, 2023). In addition, externally,
MO pays great attention to environmental factors, emphasizing business strategies that take into account
surrounding conditions (Kirca et al., 2005).

Green marketing emphasizes the ecological consequences of marketing activities and lays an
important role in addressing environmental problems (Lazer, 1969). Originally conceptualized by Pride
and Ferrell in 1993, environmental marketing encompasses organizational efforts to develop, promote,
and sell environmentally friendly products (Day & Wensley, 1988; Jeevandas et al., 2019). At the same
time, environmentally friendly management has a significant influence on ecosystem sustainability, with
stakeholder demands, resources, knowledge and product uniqueness being determining factors for its
success (Mekaniwati et al., 2023). When companies want to have significant market influence, especially
in the contemporary and future era, overcoming environmental obstacles becomes a necessity (Raharjo,
2019). Green marketing, similar to green marketing, underscores the ecological impact of marketing and
its important role in environmental mitigation ( Jones et al., 2008 ). Embracing environmentally friendly
innovation is an optimal way to increase profitability while maintaining economic competitiveness (Lazer,
1969). In addition, efforts to achieve business sustainability through environmentally friendly innovation
have been catalyzed by environmentally friendly marketing principles (Costantini et al_, 2017; Foerstl et
al., 2020). Improving company performance is an important prerequisite for the effectiveness of marketing
capabilities, the creation of mutual customer value, and market crientation in forming marketing strategies
(Chen & Liu, 2018). The integration of three core interests, namely fair economic participation,
environmental preservation, and social responsibility, in the decision-making process is the foundation of
sustainable development (Purba et al., 2019). Accordingly, these following hypotheses are proposed in
this study:

[ 1: Implementing Market Orientation negatively impacts Sustainable Industry Performance (Economics).
H2: Market Orientation has a positive effect on Sustainable Industry Performance (Environment).

H3: Market Orientation positively influences Sustair@ble Industry Performance (Social).

H4: Market Orientation does not significantly affect the implementation of Green Marketing Mix.

H5: Implementing Green Marketing Mix positively influences Sustainable Industry Performance
(Eccfpmics).

H6: Implementing Green Marketing Mix has a beneficial impact on Sustainable Industry Performance
(Environment ).

H7: Impldgenting Green Marketing Mix positively affects Sustainable Industry Performance (Social).
H8: The mediating effect of Implementing Green Marketing Mix between Market Orientation and
Sustainabl) Industry Performance (Economics) is not significant.

HY: The mediating effect of Implementing Green Marketing Mix between Market Orientation and
Sustainabl@ndustry Performance ( Environment) is not significant.

HI10: The mediating effect of Implementing Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Social) is not significant.




3. Research Method

By amalgamating the issues, methodologies, frameworks, and models synthesized and refined in
the ongoing research, the author endeavors to yield outcomes in environmental-focused marketing as
formulated through the literature review in the preceding section (second section). This aids in delineating
avenues to enhance a company's competitive edge through environmentally oriented marketing strategies
that contribute to achieving sustainable development objectives, serving as the foundation for research
material. The subsequent section comprises results and evaluations, encompassing a comprehensive
discourse on the research findings. Prior to testing, ensuring the suggested theoretical framework's
integrity concerning validity and reliability is imperative. Employing a quantitative research design, this
study utilizes a questionnaire disseminated to 238 respondents from small and medium-sized enterprises
(SMEs) to gather data. Subsequently, the data undergoes examination through partial least squares
structural equation modeling. With three latent variables/dimensions and ten indicators, the research aims
to explore how the interplay between Marketing Orientation (MO) and Green Marketing Mix (GMM)
influences the long-term sustainability of the SME sector in Central Java Island, Indonesia. Quantitative
methods facilitate the resolution of specific issues tied to clearly defined occurrences. Data analysis is
conducted using Smart PLS version 4.9.5 software.

4. Results

Each item within every variable exhibits a positive loading value exceeding 0.50 and a p-value
below 0.05, indicating their capability to elucidate associated dimensions or variables. Items not
considered in the analysis due to their loading value falling below 0.05 are omitted from tables 1.2 and 3
in the appendix as they hold no significance.

Table 1. Path coefficient values, AVE and Cronbach’s Alpha

Path p- Average | Cronbach’s VIF
Construct Coeflicient t- value | Variable Alpha C(}I!lp(?ﬁ?le
value Extracted Reliability
(AVE)

Market Orientation - - - 0.57 0.63 0.80 -
Customer Orientation 075 18.06 0.000 0.69 0.55 0.82 -
Competitor -
Orientation 072 1645 0.000 060 0.35 0.75
Inter-function - -
Coori'na tion 080 1646 0.000 0.1 0.68 0.80
Green Marketing Mix
Green Product 007 1.29 0.098 0.52 0.70 0381 1629
(reen Price 031 198 0.024 0.81 092 0.94 9129
Green Place 012 1.85 0.032 0.62 0.79 087 3334
Green Promotion 0.17 1.27 0.103 0.71 0.87 091 8.655
Green Process 019 229 0.011 0.65 0.86 0.90 3027
Green People 0.19 1.75 0.040 0.76 0.89 093 5335
Green Physical
Evidence I 006 061 0.270 0.71 086 091 3476
Sustainable Industry - - - -
Performance 0.54 0.79 0.85
(Economics)
Sustainable Industry - - - -
Performance 0.70 0.78 0.87
(Environment)
Sustainable Industry - - - -
Performance (Social) 0.61 0.78 0.56

.
Almostall dimensions consisting of the second order of each variable show path coefficient values
exceeding 0.50 and p values below 0.05, which indicates an cffective explanation of the related latent




variables. In the case of the Environmentally Friendly Marketing Mix Implementation variable, three
indicator variables, namely Environmentally Friendly Products, Environmentally Friendly Promotion, and
Environmentally Friendly Physical Evidence, have p values above 003, thus making these variables
statistically insignificant.

The second-order dimensions as well as the primary latent variable all demonstrate AVE values
surpassing or nearing 0.50. This indicates that these dimensions offrimary latent variables satisty the
construct validity criteria. The majority of dimensions constituting the second-order and primary latent
variables exhibit Composite Reliability values exceeding 0.70. This indicates that these dimensions or
primary latent variables have fulfilled the construct reliability criteria. Lastly, the formative indicators of
the Implementing Green Marketing Mix variable all display VIF values below 10, signifying the absence
of multicollinearity among these indicators.

The findings of the endogenous latent variable analysis in Table 2 show that the Implementation
ot Market Orientation and the Implementation of an Environmentally Friendly Marketing Mix show weak
predictive power. In addition, Sustainzble Industrial Performance in the Economic, Environmental and
Social dimensions shows moderate to strong R2 values, which indicates that there is a significant
proportion of variance that can be explained by the maodel. Finally, the Q2 value for the Sustainable
Industrial Performance variable shows acceptable predictiv§jrelevance, implying the model's ability to
accurately predict sustainability outcomes. Even though the implementation of an environmentally
friendly marketing mix has a minimal impact on sustainable industrial performance in the economic sector,
it has a significant impact on the environmental and social dimensions as indicated by the fairly large f2
value.

2
gable 2. Coetficient of Determination (R2) and Predictive Relevance (Q2)
a Endogenous Latent Variables £ | R Q?
Implementation of Market Orientation 0.00
| Eprplementing Green Marketing Mix 0.00 | 001
Sustainable Industry Performance (Economics) 0.57 | 0.29
Sustainable Industry Performance (Environment) 0.53 | 036
Sustainable Industry Performance (Social) 0.76 | 046
Implementing Green Marketing Mix 0.00 | 001
| @ustainable Industry Performance (Economics) 0.57 | 0.29
Implementation of Market Orientation 005
Implementing Green Marketing Mix 128
| @stainable Industry Performance (Environment) 0.53 | 0.36
Implementation of Market Orientation 005
Implementing Green Marketing Mix 1.05
| Blustainable Industry Performance (Social) 0.76 | 046
Implementation of Market Orientation 0.18
Implementing Green Marketing Mix 296

The findings in Table 3 illustrate the relationship between Market Orientation and Sustainable
Industrial Performance in the economic, environmental and social dimensions. Market Orientation is
positively correlated with Environmental and Social Performance, indicating its influence in promoting
sustainability. However, this is negatively correlated with Economic Performance. Sustainable Industrial
Performance shows a strong positive correlation between its dimensions, irfficating a cohesive relationship
between economic, environmental and social aspects. These results suggest that although Market
Orientation may have a positive impact on environmental and social sustainability, its impact on the
economic performance of the batik industry may not be as pronounced.




Table 3. Sccﬂd Order Fornell-Lacker

Sustainable Sustainable L o
Industr Industr Sustainable Industry

Variable Market Orientation eusty ncustry Performance
Performance Performance Social)
(Economics) {Environment) (Soc1a

Markst 0578

n'lelllilll()l]

Sustainable

ndustry 0.109 0737

Performance

{Economics)

Sustainable

Industry 0.193 0674 0.836

Performance

{(Environment)

Sustainable

Industry 0255 0.638 0.757 0.780

Performance

(Social)

The hypothesis testing revealed that the Implementation of Market Orientation influences
Sustainable Industry Performance (Economics) significantly (p-value = 0.00 <0.05) (Table 4). Therefore,
the first hypothesis is accepted, indicating that implementing Market Orientation negatively impacts
Sustainable IndustiffPerformance (Economics). The findings of this rescarch are consistent with previous
research exploring the relationship between Market Orientation and Sustainable Industrial Performance.
Previous research has highlighted the importance of Market Orientation in driving organizational
performance, including its impact on economic, environmental and social dimensions. For example,
Udriyah et al. (2019) research emphasizes the positive influence of Market Orientation on company
performance, especially in terms of market responsiveness and competitiveness. Similarly, Tajeddini &
Ratten (2020) found that Market Orientation was associated with increased business performance and
customer satisfaction.

The Implementation of Market Orientation positively influences Sustainable Industry Performance
(Environment) signfflicantly (p-value = 0.00 < 0.05). Hence, the second hypothesis is accepted,
demonstrating that Market Orientation has a positive effect on Sustainable Industry Performance
(Environment). Furthermore, the positive influence of Market Orientation on Sustainable Industrial
Performance (Environmental and Social) is in line with the principles of sustainable development and
corporate social responsibility (CSR). The Implementation of Market Orientation positively affects
Sustainable Industry Performance (Social) significantly (p-value = 0.00 < 0.05). Consequently, the third
hypothesis is accepted, highlighting the positive impact of Market Orientation on Sustainable Industry
Performance (Social). Previous research in the fields of sustainability and marketing has underscored the
role of Market Orientation in promoting environmentally and socially responsible business practices. For
example, Tjahjadi et al. (2020) highlight the importance of Market Orientation in driving environmentally
friendly product innovation and meeting consumer demand for environmentally friendly products.
Likewise, Alhakimi & Mahmoud (2020) found that Market Orientation had a positive effect on a
company's responsiveness to social issues.

The Implementation of Market Orientation does not significantly influence the implementation of
Green Marfgpting Mix (p-value = 0.27 > 0.05). Thus, the fourth hypothesis is rejected, suggesting no
significant effect of Market Offentation on the implementation of Green Marketing Mix. However, the
lack of significant influence of Market Orientation on the implementation of the Environmentally Friendly
Marketing Mix observed in this study is different from several previous studies. Research by Keszey
(2020) states a positive relationship between Market Orientation and the adoption of environmentally
friendly marketing practices. For example, Danso et al. (2019) found that Market Orientation had a




positive effect on a company's environmental marketing strategy. This difference may be caused by
contextual factors specific to the batik industry.
Table 4. Hypothesis testing results

Hypothesis ] Statnidand Fror t-value p-value Conclusion
HI M) — SIP Eco -0.15 005 3.12 0.001 Accepted
H2 | MO — SIP Eny 0.15 005 333 0.000 Accepted
H3 MO — SIP Soc 0.21 0.04 492 0.000 Accepted
H4 | MO — GMM 0.06 0.09 0.62 0.268 Rejected
H5 | GMM — SIP Eco 0.75 003 2603 0.000 Accepted
H6 | GMM — SIP Eny 0.70 004 | 1686 0.000 |  Accepted
H7 | GMM — SIP Soc 0.84 002 | 3548 0000 | Accepted
HE MO — GMM — SIP Eco 0.04 007 06l 0270 Rejected
HY 0 — GMM — SIP Env 0.04 007 062 0260 Rejected
H10 | MO — GMM — SIP Scc 0.05 0.08 0.62 0.269 Rejected

The Implementation of Green Marketing Mix significantly affects Sustainable Industry
Performance (Economics) (p-value = 0.00 < 0.05). Consequently. the fifth hypothesis is accepted.
indicating a positive influence of ImEementing Green Marketing Mix on Sustainable Industry
Performance (Economics). Moreover, the Implementation of Green Marketing Mix significantly
influences Sustainable Industry Performance (Environment) (fffyalue = 0.03 < 0.05). Therefore, the sixth
hypothesis is accepted, illustrating a significant effect of Ifplementing Green Marketing Mix on
Sustainable Industry Performance (Environment). In addition, the Implementation of Green Marketing
Mix significantly influences Sustainable Industry Performance (Social) (p-value = 0.00 <0.05). Thus, the
seventh hypothesis is accepted, indicating a positive effect between Implementing Green Marketing Mix
and Sustainable Industry Performance (Social). The findings regarding the significant influence of the
Implementation of an Environmentally Friendly Marketing Mix on Sustainable Industrial Performance
echo previous research in the field of sustainable marketing. A number of studies have highlighted the
positive impact of green marketing strategies on various dimensions of business performance. For
example, Liao et al. (2020) emphasize the economic, environment and social benefits of green marketing,
suggesting that green products can attract premium prices and increase brand loyalty. Similarly,
Gelderman et al. (2021) found that green marketing initiatives contributed to improved environmental
performance and customer perceptions.

Figure 1. SEM PLS Result




The mediating effect of Implementing Green Marketing Mix between Implementation of Market
Orientation and Sustainable Industry Performance (Economics) is not significant (p-value = 0.2 > 0.05).
Consequently, the eighth hypothesis is rejected, suggesting no significant mediation effect. The mediating
effect of Implementing Green Marketing Mix between Implementation of Market Orientation and
Sustainable Industry Performance (Environment) is not significant (p-value = 0.269p> 0.05). Hence, the
ninth hypothesis is rejected, indicating no significant mediation effect. The mediating effect of
Implementing Green Marketing Mix between Implementation of Market Orientation and Sustainable
Industry Performance (Social) is not significant (p-value = 0.269 > 0.05). Therefore, the tenth hypothesis
is rejected, suggesting no significant mediation effect at an error level of 5%. Previous research has
demonstrated the potential mediating role of green marketing practices in the relationship between Market
Orientation and sustainability outcomes. Studies conducted by Abbas et al. (2019) and Papadas et al.
(2019) have highlighted the positive impact of green marketing initiatives on a variety of organizational
outcomes, including economic, environmental, and social performance. These findings indicate that
environmentally friendly marketing can act as a mediator between Market Orientation and Sustainable
Industrial Performance. However, the findings of this research indicate that the mediating effect of
Implementing an Environmentally Friendly Marketing Mix between Market Orientation and Sustainable
Industrial Performance (Economic, Environiggntal and Social) is not statistically significant in the context
of the batik industry. This is different from the research of Guo et al. (2020) which shows that there are
deviations from the expected mediating role of environmentally friendly marketing practices. This gap
underscores the importance of considering industry-specific factors and contextual nuances in
understanding the relationship between Market Orientation, Green Marketing Mix, and sustainability
outcomes.

5. Conclusion

This study concludes that there is a significant relationship between Market Orientation,
Environmentally Friendly Marketing Mix, and Sustainable Indusi@al Performance on economic,
environmental and social dimensions in the batik industry. Even though Market Orientation has a negative
impact on Economic Performanc@Market Orientation has a positive impact on Environmental and Social
Performance. On the other hand, the Implementation of an Environmentally Friendly Marketing Mix has
a positive influence on all dimensions of Sustainable Industrial Performance, and highlights its role in
driving overall industrial sustainability.

Theoretically, this study underscores the importance of integrating environmental considerations into
marketing strategies and business operations to improve sustainability outcomes. This emphasizes the
need for the business world to adopt a holistic approach that combines Market Orientation and
Environmentally Friendly Marketing Mix strategies to achieve sustainable industrial performance.
Practically, these findings provide valuable insights for stakeholders in the batik industry, and guide
strategic decision-making processes. By aligning business practices with consumers' growing preferences
for environmentally friendly products, companies can improve their sustainability performance across
economic, environmental and social dimensions.

The limitation of this research is that it is limited to small and medium scale batik companies which
limits the generalizability of these findings. Future research could overcome these limitations by
expanding the scope of the study to cover a wider geographic area and a more diverse range of industry
players.
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Abstract

This research aims to analyze sustainability challenges in the small and meditm-seatemedium-scale batik
industry in Indonesia, focusing on factors such as Sustainable Industrial Performance (SIP), Marketing
Orientation (MO), and Environmentally Friendly Marketing. As consumer awareness of environmental
sustainability increases, demand for environmentally friendly products such as batik also increases. By
investigating SIP, MO, and green marketing mix (GMM), this research seeks to explore sustainable
development in the batik industry. Data from 238 respondents in Pekalongan, Central Java Province,
Indonesia, was analyzed using the SEM-PLS method. These findings support six hypotheses that reveal
the impact of Marketing Orientation on various aspects of Sustainable Industrial Performance and the
influence of the green marketing mix on economic, environmental, and social dimensions. However, four
hypotheses were not supported, especially regarding the relationship between Marketing Orientation and
the environmentally friendly marketing mix, as well as their combined influence on Sustainable Industrial
Performance in environmental, environmental, and social aspects. These results have significant
implications for the batik industry. Understanding the influence-impact of Marketing Orientation and the
green marketing mix on Sustainable Industrial Performance can inform strategic decisions for businesses
in this sector. Additionally, the findings highlight areas where intervention may be needed to improve
sustainability practices, such as increasing alignment between Marketing Orientation and green marketing
strategies. By overcoming these challenges, batik companies can better meet the growing demand for
sustainable products and contribute to the long-term sustainability of the batik industry.

Keywords: Sustainable Industry Performance, Marketing Orientation, Green Marketing, SMEs

1. Introduction

The contemporary business landscape is facing pressure to respond positively to environmental
challenges, driven by the increasing awareness of environmentally conscious consumers in light of
increasing environmental concerns (Sun et al., 2021). However, critics argue that advertising's lack of
credibility and reliability, particularly regarding environmental standards, reduces consumers' willingness
to engage in environmentally responsible consumption. Eco—tabelsEco-labels serve as a mark of
certification or endorsement that ensures the authenticity of eco-friendly claims, acting as a reminder to
customers of the environmental attributes of their products or services. These labeled products serve as
educational tools designed to help users understand the adverse environmental impacts associated with
product manufacture, consumption, and disposal (Atkinson & Rosenthal, 2014; Gocer & Sevil, 2017).
Businesses that are able to adapt to developing market dynamics and anticipate changing conditions will
gain a competitive advantage (Ali et al., 2020). As a result, both academics and industry professionals are
increasingly focusing on improving market orientation capabilities (Arief et al., 2020); eerst-Oerstl et al.,
2020); Murillo et al., 2021).

Despite the potential benefits, small and medium-sized enterprises (SMESs) in developing countries
face challenges in achieving sustainable operations due to the high costs associated with sustainability
practices, lack of skills and training, absence of standard metrics, and reluctance to adopt new technologies
(Schulze et al., 2022). SME performance may be disrupted due to incomplete implementation of
sustainable and innovative technological processes (Kumar & Ghodeswar, 2015). This study uses
marketing orientation and environmentally friendly marketing strategies to encourage sustainable



performance among SMEs, especially in the textile sector. The aim of this research is to analyze the extent
of the relationship between Marketing Orientation (MO) and Environmentally Friendly Marketing Mix
(GMM) in improving the sustainable performance of the textile sector in small and medium enterprises
(SMEs) in Central Java Province, Indonesia—. This study evaluates the main constructs of marketing
orientation (MO) and environmental marketing (GMM) in supporting sustainable performance in textile
industry SMEs in Central Java Province, Indonesia.

2. Literature Review and Hypotheses

Various previous studies have shown that companies with a market-oriented approach tend to
perform better when introducing new products under conditions of uncertainty. Previous research shows
that market uncertainty can strengthen the influence between Marketing Orientation (MO) and the success
of new product launches (Centobelli et al., 2019). MO refers to the degree to which a company prioritizes,
supports, and implements strategies in line with its marketing philosophy. According to this concept,
effective marketing is essential for businesses to achieve sustainable success by identifying and satisfying
customer needs more efficiently than their competitors (Taghvaee & Talebi, 2023). In addition, externally,
MO pays great attention to environmental factors, emphasizing business strategies that take into account
surrounding conditions (Kirca et al., 2005).

Green marketing emphasizes the ecological consequences of marketing activities and plays an
important role in addressing environmental problems (Lazer, 1969). Originally conceptualized by Pride
and Ferrell in 1993, environmental marketing encompasses organizational efforts to develop, promote,
and sell environmentally friendly products (Day & Wensley, 1988; Jeevandas et al., 2019). At the same
time, environmentally friendly management has a significant influence on ecosystem sustainability, with
stakeholder demands, resources, knowledge, and product uniqueness being determining factors for its
success (Mekaniwati et al., 2023). When companies want to have significant market influence, especially
in the contemporary and future era, overcoming environmental obstacles becomes a necessity (Raharjo,
2019). Green marketing, similar to green marketing, underscores the ecological impact of marketing and
its important role in environmental mitigation ( Jones et al.,, 2008 ). Embracing envirenmentatly
friendhyenvironmentally-friendly innovation is an optimal way to increase profitability while maintaining
economic competitiveness (Lazer, 1969). In addition, efforts to achieve business sustainability through
environmentally friendly innovation have been catalyzed by environmentally friendly marketing
principles (Costantini et al., 2017; Foerstl et al., 2020). Improving company performance is an important
prerequisite for the effectiveness of marketing capabilities, the creation of mutual customer value, and
market orientation in forming marketing strategies (Chen & Liu, 2018). The integration of three core
interests, namely fair economic participation, environmental preservation, and social responsibility, in the
decision-making process is the foundation of sustainable development (Purba et al., 2019). Accordingly,
these-the following hypotheses are proposed in this study:

H1: Implementing Market Orientation negatively impacts Sustainable Industry Performance (Economics).
H2: Market Orientation has a positive effect on Sustainable Industry Performance (Environment).

H3: Market Orientation positively influences Sustainable Industry Performance (Social).

H4: Market Orientation does not significantly affect the implementation of Green Marketing Mix.

H5: Implementing a Green Marketing Mix positively influences Sustainable Industry Performance
(Economics).

H6: Implementing a Green Marketing Mix has a beneficial impact on Sustainable Industry Performance
(Environment).

H7: Implementing a Green Marketing Mix pesitively—affectsPositively Affects Sustainable Industry
Performance (Social).

H8: The mediating effect of Implementing a Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Economics) is not significant.

H9: The mediating effect of Implementing a Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Environment) is not significant.




H10: The mediating effect of Implementing a Green Marketing Mix between Market Orientation and
Sustainable Industry Performance (Social) is not significant.

3. Research Method

By amalgamating the issues, methodologies, frameworks, and models synthesized and refined in
the ongoing research, the author endeavors to yield outcomes in environmental-focused marketing as
formulated through the literature review in the preceding section (second section). This aids in delineating
avenues to enhance a company's competitive edge through environmentally oriented marketing strategies
that contribute to achieving sustainable development objectives, serving as the foundation for research
material. The subsequent section comprises results and evaluations, encompassing a comprehensive
discourse on the research findings. Prior to testing, ensuring the suggested theoretical framework's
integrity concerning validity and reliability is imperative. Employing a quantitative research design, this
study utilizes a questionnaire disseminated to 238 respondents from small and medium-sized enterprises
(SMEs) to gather data. Subsequently, the data undergoes examination through partial least squares
structural equation modeling. With three latent variables/dimensions and ten indicators, the research aims
to explore how the interplay between Marketing Orientation (MO) and Green Marketing Mix (GMM)
influences the long-term sustainability of the SME sector in Central Java Island, Indonesia. Quantitative
methods facilitate the resolution of specific issues tied to clearly defined occurrences. Data analysis is
conducted using Smart PLS version 4.9.5 software.

4. Results

Each item within every variable exhibits a positive loading value exceeding 0.50 and a p-value
below 0.05, indicating their capability to elucidate associated dimensions or variables. Items not
considered in the analysis due to their loading value falling below 0.05 are omitted from tables 1.2 and 3
in the appendix as they hold no significance.

Table 1. Path coefficient values, AVE and Cronbach’s Alpha

Path p- Average | Cronbach’s VIF
Construct Coefficient t- value | Variable Alpha Compqs_ite
value Extracted Reliability
(AVE)

Market Orientation - - - 0.57 0.63 0.80 -
Customer Orientation 0.75 18.06 | 0.000 0.69 0.55 0.82 -
Competitor -
Orientation 072 | 1% | 0000 | 060 0.35 0.75
Inter-function -
Coordination 080 | 1646 | gooo | O°1 0.68 0.80
Green Marketing Mix
Green Product 0.07 1.29 0.098 0.52 0.70 0.81 1.629
Green Price 0.31 1.98 0.024 0.81 0.92 0.94 9.129
Green Place 0.12 1.85 0.032 0.62 0.79 0.87 3.334
Green Promaotion 0.17 1.27 0.103 0.71 0.87 0.91 8.655
Green Process 0.19 2.29 0.011 0.65 0.86 0.90 3.027
Green People 0.19 1.75 0.040 0.76 0.89 0.93 5.335
Green Physical
Evidence 0.06 0.61 0.270 0.71 0.86 0.91 3.476
Sustainable Industry - - - -
Performance 0.54 0.79 0.85
(Economics)
Sustainable Industry - - - -
Performance 0.70 0.78 0.87
(Environment)
Sustainable Industry - - - -
Performance (Social) 0.61 0.78 0.86




Almost all dimensions consisting of the second order of each variable show path coefficient values
exceeding 0.50 and p values below 0.05, which indicates an effective explanation of the related latent
variables. In the case of the Environmentally Friendly Marketing Mix Implementation variable, three
indicator variables, namely Environmentally Friendly Products, Environmentally Friendly Promotion, and
Environmentally Friendly Physical Evidence; have p values above 0.05, thus making these variables
statistically insignificant.

The second-order dimensions-as-wel-as-the-primary-tatent-variable, as well as the primary latent
variable, all demonstrate AVE values surpassing or nearing 0.50. This indicates that these dimensions or
primary latent variables satisfy the construct validity criteria. The majority of dimensions constituting the
second-order and primary latent variables exhibit Composite Reliability values exceeding 0.70. This
indicates that these dimensions or primary latent variables have fulfilled the construct reliability criteria.
Lastly, the formative indicators of the Implementing Green Marketing Mix variable all display VIF values
below 10, signifying the absence of multicollinearity among these indicators.

The findings of the endogenous latent variable analysis in Table 2 show that the Implementation
of Market Orientation and the Implementation of an Environmentally Friendly Marketing Mix show weak
predictive power. In addition, Sustainable Industrial Performance in the Economic, Environmental and
Social dimensions shows moderate to strong R2 values, which indicates that there is a significant
proportion of variance that can be explained by the model. Finally, the Q2 value for the Sustainable
Industrial Performance variable shows acceptable predictive relevance, implying the model's ability te
aceuratelypredict-sustainabiity-outeomes outcomes to predict sustainability outcomes accurately. Even
though the implementation of an environmentally friendly marketing mix has a minimal impact on
sustainable industrial performance in the economic sector, it has a significant impact on the environmental
and social dimensions, as indicated by the fairly large f2 value.

Table 2. Coefficient of Determination (R2) and Predictive Relevance (Q2)

Endogenous Latent Variables | R? | @
Implementation of Market Orientation 0.00
Implementing Green Marketing Mix 0.00 | 0.01
Sustainable Industry Performance (Economics) 0.57 | 0.29
Sustainable Industry Performance (Environment) 0.53 | 0.36
Sustainable Industry Performance (Social) 0.76 | 0.46
Implementing Green Marketing Mix 0.00 | 0.01
Sustainable Industry Performance (Economics) 0.57 | 0.29
Implementation of Market Orientation 0.05
Implementing Green Marketing Mix 1.28
Sustainable Industry Performance (Environment) 0.53 | 0.36
Implementation of Market Orientation 0.05
Implementing Green Marketing Mix 1.05
Sustainable Industry Performance (Social) 0.76 | 0.46
Implementation of Market Orientation 0.18
Implementing Green Marketing Mix 2.96

The findings in Table 3 illustrate the relationship between Market Orientation and Sustainable
Industrial Performance in the economic, environmental, and social dimensions. Market Orientation is
positively correlated with Environmental and Social Performance, indicating its influence in promoting
sustainability. However, this is negatively correlated with Economic Performance. Sustainable Industrial
Performance shows a strong positive correlation between its dimensions, indicating a cohesive relationship
between economic, environmental, and social aspects. These results suggest that although Market
Orientation may have a positive impact on environmental and social sustainability, its impact on the
economic performance of the batik industry may not be as pronounced.



Table 3. Second Order Fornell-Lacker

Sustainable Sustainable .
_ _ _ Industry Industry Sustainable Industry

Variable Market Orientation Performance
Performance Performance (Social)
(Economics) (Environment)

Market

Orientation 0.578

Sustainable

Industry 10109 0.737

Performance

(Economics)

Sustainable

Industry 0.193 0.674 0.836

Performance

(Environment)

Sustainable

Industry 0.255 0.638 0.757 0.780

Performance

(Social)

The hypothesis testing revealed that the Implementation of Market Orientation influences
Sustainable Industry Performance (Economics) significantly (p-value = 0.00 < 0.05) (Table 4). Therefore,
the first hypothesis is accepted, indicating that implementing Market Orientation negatively impacts
Sustainable Industry Performance (Economics). The findings of this research are consistent with previous
research exploring the relationship between Market Orientation and Sustainable Industrial Performance.
Previous research has highlighted the importance of Market Orientation in driving organizational
performance, including its impact on economic, environmental, and social dimensions. For example,
Udriyah et al. (2019) research emphasizes the positive influence of Market Orientation on company
performance, especially in terms of market responsiveness and competitiveness. Similarly, Tajeddini &
and Ratten (2020) found that Market Orientation was associated with increased business performance and
customer satisfaction.

The Implementation of Market Orientation positively influences Sustainable Industry Performance
(Environment) significantly (p-value = 0.00 < 0.05). Hence, the second hypothesis is accepted,
demonstrating that Market Orientation has a positive effect on Sustainable Industry Performance
(Environment). Furthermore, the positive influence of Market Orientation on Sustainable Industrial
Performance (Environmental and Social) is in line with the principles of sustainable development and
corporate social responsibility (CSR). The Implementation of Market Orientation positively affects
Sustainable Industry Performance (Social) significantly (p-value = 0.00 < 0.05). Consequently, the third
hypothesis is accepted, highlighting the positive impact of Market Orientation on Sustainable Industry
Performance (Social). Previous research in the-fields-of-sustainability and marketing has underscored the
role of Market Orientation in promoting environmentally and socially responsible business practices. For
example, Tjahjadi et al. (2020) highlight the importance of Market Orientation in driving environmentally
friendly product innovation and meeting consumer demand for environmentally friendly products.
Likewise, Alhakimi &-and Mahmoud (2020) found that Market Orientation had a positive effect on a
company's responsiveness to social issues.

The Implementation of Market Orientation does not significantly influence the implementation of
Green Marketing Mix (p-value = 0.27 > 0.05). Thus, the fourth hypothesis is rejected, suggesting no
significant effect of Market Orientation on the implementation ef the Green Marketing Mix. However, the
lack of significant influence of Market Orientation on the implementation of the Environmentally Friendly
Marketing Mix observed in this study is different from several previous studies. Research by Keszey



(2020) states a positive relationship between Market Orientation and the—adeption—efadopting
environmentally friendly marketing practices. For example, Danso et al. (2019) found that Market
Orientation had a positive effect on a company's environmental marketing strategy. This difference may
be caused by contextual factors specific to the batik industry.

Table 4. Hypothesis testing results

. Standard Error .
Hypothesis B t-value p-value Conclusion
H1 | MO — SIP Eco -0.15 0.05 3.12 0.001 Accepted
H2 MO — SIP Env 0.15 0.05 3.33 0.000 Accepted
H3 | MO — SIP Soc 0.21 0.04 4,92 0.000 Accepted
H4 | MO —» GMM 0.06 0.09 0.62 0.268 Rejected
H5 | GMM — SIP Eco 0.75 0.03 | 26.03 0.000 Accepted
H6 GMM — SIP Env 0.70 0.04 16.86 0.000 Accepted
H7 GMM — SIP Soc 0.84 0.02 35.48 0.000 Accepted
H8 | MO — GMM — SIP Eco 0.04 0.07 0.61 0.270 Rejected
H9 | MO — GMM — SIP Env 0.04 0.07 0.62 0.269 Rejected
H10 | MO — GMM — SIP Soc 0.05 0.08 0.62 0.269 Rejected

The Implementation of a Green Marketing Mix significantly affects Sustainable Industry
Performance (Economics) (p-value = 0.00 < 0.05). Consequently, the fifth hypothesis is accepted,
indicating a positive influence of Implementing Green Marketing Mix on Sustainable Industry
Performance (Economics). Moreover, the Implementation of Green Marketing Mix significantly
influences Sustainable Industry Performance (Environment) (p-value = 0.03 < 0.05). Therefore, the sixth
hypothesis is accepted, illustrating a—signiticant—effect—oftmplementing—the significant effect of
Implementing a Green Marketing Mix on Sustainable Industry Performance (Environment). In addition,
the Implementation of a Green Marketing Mix significantly influences Sustainable Industry Performance
(Social) (p-value = 0.00 < 0.05). Thus, the seventh hypothesis is accepted, indicating a positive effect
between Implementing Green Marketing Mix and Sustainable Industry Performance (Social). The findings
regarding the significant influence of the Implementation of an Environmentally Friendly Marketing Mix
on Sustainable Industrial Performance echo previous research in the field of sustainable marketing. A
number of studies have highlighted the positive impact of green marketing strategies on various
dimensions of business performance. For example, Liao et al. (2020) emphasize the economic,
environment-environmental, and social benefits of green marketing, suggesting that green products can
attract premium prices and increase brand loyalty. Similarly, Gelderman et al. (2021) found that green
marketing initiatives contributed to improved environmental performance and customer perceptions.
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Figure 1. SEM PLS Result

The mediating effect of Implementing a Green Marketing Mix
between the Implementation of Market Orientation and Sustainable Industry Performance (Economics) is
not significant (p-value = 0.270 > 0.05). Consequently, the eighth hypothesis |s rejected suggesting no
significant mediation effect. The mediating effect of Implementing a Green
Marketing Mix between the Implementation of Market Orientation and Sustainable Industry Performance
(Environment) is not significant (p-value = 0.269 > 0.05). Hence, the ninth hypothesis is rejected,
indicating no significant mediation effect. The mediating effect of Implementing Green-Marketing-Mix
between-a Green Marketing Mix between the Implementation of Market Orientation and Sustainable
Industry Performance (Social) is not significant (p-value = 0.269 > 0.05). Therefore, the tenth hypothesis
IS rejected, suggesting no significant mediation effect at an error level of 5%. Previous research has
demonstrated the potential mediating role of green marketing practices in the relationship between Market
Orientation and sustainability outcomes. Studies conducted by Abbas et al. (2019) and Papadas et al.
(2019) have highlighted the positive impact of green marketing initiatives on a variety of organizational
outcomes, including economic, environmental, and social performance. These findings indicate that
environmentally friendly marketing can act as a mediator between Market Orientation and Sustainable
Industrial Performance. However, the findings of this research indicate that the mediating effect of
Implementing an Environmentally Friendly Marketing Mix between Market Orientation and Sustainable
Industrial Performance (Economic, Environmental and Social) is not statistically significant in the context
of the batik industry. This is different from the research of Guo et al. (2020), which shows that there are
deviations from the expected mediating role of environmentally friendly marketing practices. This gap
underscores the importance of considering industry-specific factors and contextual nuances in
understanding the relationship between Market Orientation, Green Marketing Mix, and sustainability
outcomes.

5. Conclusion

This study concludes that there is a significant relationship between Market Orientation,
Environmentally Friendly Marketing Mix, and Sustainable Industrial Performance on economic,
environmental and social dimensions in the batik industry. Even though Market Orientation has a negative
impact on Economic Performance, Market Orientation has a positive impact on Environmental and Social
Performance. On the other hand, the Implementation of an Environmentally Friendly Marketing Mix has



a positive influence on all dimensions of Sustainable Industrial Performance; and highlights its role in
driving overall industrial sustainability.

Theoretically, this study underscores the importance of integrating environmental considerations into
marketing strategies and business operations to improve sustainability outcomes. This emphasizes the
need for the business world to adopt a holistic approach that combines Market Orientation and
Environmentally Friendly Marketing Mix strategies to achieve sustainable industrial performance.
Practically, these findings provide valuable insights for stakeholders in the batik industry; and guide
strategic decision-making processes. By aligning business practices with consumers' growing preferences
for environmentally friendly products, companies can improve their sustainability performance across
economic, environmental, and social dimensions.

The limitation of this research is that it is limited to small and medium-seale-batik-companiesmedium-
scale batik companies, which limits the generalizability of these findings. Future research could overcome
these limitations by expanding the scope of the study to cover a wider geographic area and a more diverse
range of industry players.
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Abstract

This research aims to analyze the sustainability challenges in small and medium-scale
enterprises in Indonesia, focusing on marketing orientation, social media marketing, and three
domains of business performance, namely economic, social and environmental aspects. Data
from 238 respondents in Pekalongan, Central Java Province, Indonesia, were analyzed using
the SEM-PLS method. These findings support six hypotheses revealing the impact of
marketing orientation on various aspects of business performance
(economic/social/environmental) and the influence of social media marketing on economic,
environmental, and social dimensions. The results have significant implications for SMEs in
Indonesia. The findings highlight the need for improvement in sustainability practices, such as
increasing alignment between marketing orientation and social media marketing strategies.

Keywords: Marketing Orientation, Social Media Marketing, Economics, Business
Performance, MSMEs

1. Introduction

The contemporary business landscape is facing increasing pressure to positively
respond to environmental challenges. Awareness of environmental issues has significantly
risen among consumers, who are now more inclined to choose environmentally friendly
products and services. Research by Sun et al. (2021) highlights the importance of sustainable
responses from companies to environmental issues to meet the expectations of increasingly
environmentally conscious consumers. However, companies' efforts to market products as
sustainable and environmentally friendly are not always well-received by consumers. Critics
highlight a lack of credibility and reliability in advertising, especially when it comes to claims
about environmental standards.

Atkinson & Rosenthal (2014) and Goger & Sevil (2017) state that deficiencies in
communication about corporate environmental practices can reduce consumer trust and hinder
participation in environmentally responsible consumption. In facing the evolving dynamics of
the market, businesses must be able to adapt and anticipate changes to remain competitive. Ali
et al. (2020) emphasizes the importance of gaining a competitive advantage through strategic
adaptation responsive to the market. In response, both academics and industry practitioners are
increasingly focusing on improving market orientation capabilities. Research by Arief et al.
(2020), Qerstl et al. (2020), and Murillo et al. (2021) highlights the need to focus on developing
adaptive and responsive capabilities to changing market demands and preferences.

Although having significant potential benefits, small and medium-sized enterprises
(SMEs) in developing countries often face a number of challenges that limit their ability to
achieve sustainable operations. One major challenge is the high costs associated with
sustainability practices. Schulze et al. (2022) highlight the important role of costs as a major
barrier in SMEs' efforts to adopt sustainable practices. Additionally, a lack of skills and training
is also a serious issue faced by many SMEs. Business owners may lack the knowledge or skills
required to effectively implement sustainability practices. This can hinder their ability to
identify innovative opportunities in operations or to manage necessary changes. Lack of access
to training and educational resources can exacerbate this situation.



The absence of standard metrics for measuring sustainability also poses a challenge for
SMEs. Without clear frameworks and measurable criteria, SMEs may struggle to objectively
evaluate their sustainability performance. This can make it difficult to track progress, identify
areas where improvements are needed, or compare performance with competitors or industry
standards. Additionally, reluctance to adopt new technologies can also hinder SMEs' ability to
achieve sustainable operations. Although technology often can help improve efficiency and
reduce environmental impact, many SMEs may be hesitant to invest in new technology due to
concerns about costs, implementation complexity, or uncertainty about outcomes. This can lead
to a lag in the adoption of sustainable and innovative technology processes, as demonstrated
by Kumar & Ghodeswar's (2015) research.

This study utilizes market orientation and social media marketing strategies to drive
sustainable performance among SMEs, particularly in the textile sector. The objective of this
research is to analyze the extent to which the relationship between market orientation and social
media marketing enhances sustainable performance in the textile sector among small and
medium-sized enterprises (SMESs) in Central Java Province, Indonesia.

2. Literature Review

Market uncertainty can encompass various unpredictable external factors, such as
changes in customer preferences, shifts in industry trends, or unstable global economic
conditions. In such situations, companies with a market-oriented approach, actively prioritizing
understanding and responding to customer needs and preferences, tend to be better at
introducing new products (Centobelli et al., 2019). Market orientation is a strategic approach
where companies focus on deep understanding of customer needs and desires and strive to meet
them better than competitors. The importance of effective marketing is emphasized as a key to
achieving long-term business success. This includes identifying customer needs, understanding
the market well, and responding quickly to changes in the business environment (Taghvaee &
Talebi, 2023). In the context of new product launches, strong market orientation can help
companies reduce risks and increase success opportunities by ensuring that the introduced
products align with changing market needs. In addition to focusing on customers, market
orientation also considers external environmental factors. This includes considering factors
such as economic conditions, industry competition, and government regulations that may
influence a company's business strategy (Kirca et al., 2005).

Social media marketing emphasizes the ecological consequences of marketing
activities and plays a significant role in addressing environmental issues (Lazer, 1969). Social
media marketing involves organizational efforts to develop, promote, and sell environmentally
friendly products (Day & Wensley, 1988; Jeevandas et al., 2019). This has a significant impact
on ecosystem sustainability, with stakeholder demands, resources, knowledge, and product
uniqueness being determining factors of its success (Mekaniwati et al., 2023). Companies that
aim to have significant market influence, especially in contemporary and future eras, must
address environmental barriers (Raharjo, 2019). Social media marketing underscores the
ecological impact of marketing and its critical role in environmental mitigation (Jones et al.,
2008). Embracing innovation is an optimal way to increase profitability while maintaining
economic competitiveness (Lazer, 1969).

The principles of social media marketing have become catalysts for these efforts,
enabling companies to build stronger relationships with customers and the general public while
promoting sustainability values (Costantini et al., 2017; Foerstl et al., 2020). Improved
company performance is a crucial prerequisite in this context. The effectiveness of marketing
capabilities, co-creation of customer value, and market orientation all contribute to overall
company performance. Social media marketing allows companies to interact directly with
customers, gather feedback, and respond quickly to changes in market preferences and



demands (Chen & Liu, 2018). Integrating three core interests - fair economic participation,
environmental preservation, and social responsibility - in decision-making processes also
remains a primary focus in sustainable development (Purba et al., 2019). Thus, social media
marketing not only serves as a tool to promote products and services but also as a platform to
communicate a company's commitment to environmental and social sustainability.

Business Performance
(Economics)

Business Performance
(Environment)

Market Social Media
Orientation Marketing

Business Performance
(Social)

Figure 1. Conceptual Framework

H1. Market orientation has a positive and significant effect on business performance
(economic)

H2. Market orientation has a positive and significant effect on business performance
(environment)

H3. Market orientation has a positive and significant effect on business performance (social)
H4. Market orientation has a positive and significant effect on social media marketing

H5. Social media marketing has a positive and significant effect on business performance
(economic)

H6. Social media marketing has a positive and significant effect on business performance
(environment)

H7. Social media marketing has a positive and significant effect on business performance
(social)

H8. Social media marketing mediates the relationship between market orientation and business
performance (economic)

H9. Social media marketing mediates the relationship between market orientation and business
performance (environment)

H10. Social media marketing mediates the relationship between market orientation and
business performance (social)

3. Research Method

This research employs a quantitative method to collect and analyze data. Data are
gathered through the use of a Likert scale questionnaire ranging from 1 to 5 points, which is
used to interpret respondents’ answers. The sample size for this study consists of 238 Small and
Medium Enterprises (SMESs) in Central Java, Indonesia. The use of a quantitative research
design focuses on three latent variables or main dimensions: marketing orientation, social
media marketing, and business performance in three areas, namely economic, social, and
environmental. The aim of this research is to explore how the interaction between marketing
orientation and social media marketing influences the business performance of SMEs in
Central Java, Indonesia, particularly in economic, social, and environmental aspects. Data



collected from respondents are analyzed using Partial Least Squares Structural Equation
Modeling (PLS SEM), which is a statistical method useful for testing conceptual models
involving latent variables. Data analysis is conducted using Smart PLS software version 4.9.5.

4. Result
In construct analysis, each item in each variable shows a positive loading value
exceeding 0.50 and a p value below 0.05 which indicates its ability to explain the related
dimensions or variables. Items that were not considered in the analysis because their loading
values were below 0.05 were excluded from Tables 1, 2, and 3 because they did not have
significance.

Table 1. Path coefficient values, AVE and Cronbach's Alpha

Construct Cog)f?itcr;ent t-value | P-value | AVE CrOAI;BE;h s (I;glr?a%oilsil':; VIF
Market Orientation - - - 0.57 0.63 0.80 -
Customer Orientation 0.75 18.06 0.000 0.69 0.55 0.82 -
Competitor Orientation 0.72 16.45 0.000 0.60 0.35 0.75 -
Inter-function Coordination 0.80 16.46 0.000 0.51 0.68 0.80 -
Social Media Marketing - - - 0.58 0.71 0.83 -
Reach 0.07 1.29 0.098 0.52 0.70 0.81 1.629
Retention Rate 0.31 1.98 0.024 0.81 0.92 0.94 9.129
Brand Sentiment 0.12 1.85 0.032 0.62 0.79 0.87 3.334
User Participation 0.17 1.27 0.103 0.71 0.87 0.91 8.655
Level of Influence 0.19 2.29 0.011 0.65 0.86 0.90 3.027
Target Level 0.19 1.75 0.040 0.76 0.89 0.93 5.335
Level of Responsibility 0.06 0.61 0.270 0.71 0.86 0.91 3.476
Business Performance - - - -
(Economics) 0.54 0.79 0.85
Bu5|r_1ess Performance - - - 0.70 078 087 -
(Environment)
Bu5|_ness Performance - - - 061 078 086 -
(Social)

Almost all dimensions consisting of second-order variables show path coefficient
values exceeding 0.50 and p-values below 0.05, indicating effective explanation of related
latent variables. For the social media marketing variable, the three indicator variables, namely
reach, user participation, and level of responsiveness, have p-values above 0.05, making these
variables statistically insignificant. Second-order dimensions, as well as main latent variables,
all show AVE values exceeding or approaching 0.50. This indicates that these primary latent
dimensions or variables meet the criteria for construct validity. The majority of dimensions
composing second-order and primary latent variables show Composite Reliability values
exceeding 0.70. This indicates that these primary latent dimensions or variables meet the
criteria for construct reliability. Finally, all formative indicator variables of social media
marketing display VIF values below 10, indicating no multicollinearity among these indicators.
The findings of the analysis of endogenous latent variables in Table 2 indicate that the
application of market orientation and social media marketing shows weak predictive power.
Additionally, business performance in economic, environmental, and social dimensions shows
moderate to strong R? values, indicating that a significant proportion of variance can be
explained by the model. Lastly, the Q? values for business performancevariables indicate
acceptable predictive relevance, implying the model's ability to accurately predict
sustainability outcomes. Although social media marketing has minimal impact on business
performancein the economic domain, it has a significant impact on environmental and social
dimensions, as evidenced by relatively large f2 values.




Table 2. Coefficient of determination (R?) and Predictive Relevance (Q?)

Endogenous Latent Variables 2 R? Q?
Implementation of Market Orientation 0,00
Social Media Marketing 0,00 0,01
Business Performance (Economics) 0,57 0,29
Business Performance (Environment) 0,53 0,36
Business Performance (Social) 0,76 0,46
Social Media Marketing 0,00 0,01
Business Performance (Economics) 0,57 0,29
Implementation of Market Orientation 0,05
Social Media Marketing 1.28
Business Performance (Environment) 0,53 0,36
Implementation of Market Orientation 0,05
Social Media Marketing 1.05
Business Performance (Social) 0,76 0,46
Implementation of Market Orientation 0,18
Social Media Marketing 2.96

The findings in Table 3 depict the relationship between market orientation and business
performance in the economic, environmental, and social dimensions. Market orientation
correlates positively with environmental and social performance, indicating its influence in
promoting sustainability. However, it correlates negatively with economic performance.
Business performance shows a strong positive correlation among its dimensions, indicating a
cohesive relationship between economic, environmental, and social aspects. The results of this
study suggest that although market orientation has a positive impact on environmental and
social sustainability, its impact on the economic performance of the batik industry may not be
significant.

Table 3. Second Order Fornell-Lacker

Business Business Business
Variable Market Orientation Performance Performance Performance
(Economics) (Environment) (Social)
Market
Orientation 0.578
Business
Performance -0.109 0.737
(Economics)
Business
Performance 0.193 0.674 0.836
(Environment)
Business
Performance 0.255 0.638 0.757 0.780
(Social)

Hypothesis testing revealed that the implementation of market orientation significantly
affects business performance (economic) (p-value = 0.00 < 0.05) (Table 4). Therefore, the first
hypothesis is accepted, indicating that the implementation of market orientation positively
impacts business performance (economic). This research finding is consistent with Udriyah et
al. (2019), who explored the relationship between market orientation and business performance
, including its impact on economic, environmental, and social dimensions, especially in terms
of market responsiveness and competitiveness. Similarly, Tajeddini & Ratten (2020) found that
market orientation is associated with improved business performance and customer
satisfaction.



The implementation of market orientation significantly affects business performance
(environment) positively (p-value = 0.00 < 0.05). Thus, the second hypothesis is accepted,
indicating that market orientation positively influences business performance (environment).
Furthermore, the positive influence of market orientation on business performance
(environment) aligns with the principles of sustainable development and corporate social
responsibility (CSR). The implementation of market orientation significantly affects business
performance (social) positively (p-value = 0.00 < 0.05). As a result, the third hypothesis is
accepted, highlighting the positive impact of market orientation on business performance
(social). Tjahjadi et al. (2020) research in sustainability and marketing has underscored the role
of market orientation in promoting environmentally and socially responsible business
practices. Market orientation drives innovation in environmentally friendly products and meets
consumer demand for environmentally friendly products. Similarly, Alhakimi & Mahmoud
(2020) found that market orientation positively influences a company's responsiveness to social
issues.

The implementation of market orientation does not significantly affect the
implementation of social media marketing (p-value = 0.27 > 0.05). Thus, the fourth hypothesis
is rejected, stating that market orientation significantly affects social media marketing.
However, the lack of significant influence of market orientation on social media marketing
observed in this study differs from some previous research. Keszey (2020) stated a positive
relationship between market orientation and the implementation of social media marketing
practices. Additionally, Danso et al. (2019) found that market orientation positively influences
social media marketing strategy. This difference may be due to specific contextual factors in
the batik industry in Indonesia.

The implementation of social media marketing significantly affects business
performance (economic) (p-value = 0.00 < 0.05). Thus, the fifth hypothesis is accepted,
indicating a positive influence of social media marketing implementation on business
performance (economic). Additionally, social media marketing significantly affects business
performance (environment) (p-value = 0.03 < 0.05). Therefore, the sixth hypothesis is
accepted, illustrating the significant influence of social media marketing on business
performance (environment). Furthermore, social media marketing significantly affects
business performance (social) (p-value = 0.00 < 0.05). Thus, the seventh hypothesis is
accepted, indicating a positive influence of social media marketing on business performance
(social). Findings regarding the significant influence of social media marketing on business
performance echo Liao et al. (2020), who emphasize the economic, environmental, and social
benefits of social media marketing, indicating that environmentally friendly products can
attract premium prices and increase brand loyalty. Similarly, Gelderman et al. (2021) found
that social media marketing initiatives contribute to improving environmental performance and
customer perception.
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Figure 1. SEM PLS Result

Table 4. Hypothesis testing results

Hypothesis B Standard Error | t-value p-value Conclusion
H1 MO — SIP Eco -0.15 0.05 3.12 0.001 Accepted
H2 | MO — SIP Env 0.15 0.05 3.33 0.000 Accepted
H3 | MO — SIP Soc 0.21 0.04 4.92 0.000 Accepted
H4 MO — SM 0.06 0.09 0.62 0.268 Rejected
H5 SM — SIP Eco 0.75 0.03 26.03 0.000 Accepted
H6 SM — SIP Env 0.70 0.04 16.86 0.000 Accepted
H7 | SM — SIP Soc 0.84 0.02 | 3548 0.000 |  Accepted
H8 MO — SM — SIP Eco 0.04 0.07 0.61 0.270 Rejected
H9 MO — SM — SIP Env 0.04 0.07 0.62 0.269 Rejected
H10 | MO — SM — SIP Soc 0.05 0.08 0.62 0.269 Rejected

The mediating effect of social media marketing between the implementation of market
orientation and business performance (economic) is not significant (p-value = 0.270 > 0.05).
As a result, the eighth hypothesis is rejected, indicating no significant mediating effect. The
mediating effect of social media marketing between the implementation of market orientation
and business performance (environment) is not significant (p-value = 0.269 > 0.05). Therefore,
the ninth hypothesis is rejected, indicating no significant mediating effect. The mediating effect
of social media marketing between the implementation of market orientation and business
performance (social) is not significant (p-value = 0.269 > 0.05). Therefore, the tenth hypothesis
IS rejected, stating no significant mediating effect at the 5% error level. Previous research has
shown the potential role of social media marketing practices as a mediator in the relationship
between market orientation and sustainability outcomes. Studies conducted by Abbas et al.
(2019) and Papadas et al. (2019) highlight the positive impact of social media marketing
initiatives on various organizational outcomes, including economic, environmental, and social
performance. These findings suggest that social media marketing can serve as a mediator
between market orientation and business performance . However, the findings of this study
indicate that the mediating effect of social media marketing between market orientation and
business performance (economic, environmental, and social) is not statistically significant in
the context of the batik industry in Indonesia. This differs from the research by Guo et al.



(2020), which showed a deviation from the expected mediating role of social media marketing
practices. This gap underscores the importance of considering industry-specific factors and
contextual nuances in understanding the relationship between market orientation, social media
marketing, and sustainability outcomes.

5. Conclusion

This study concludes that there is a significant relationship between market orientation,
social media marketing, and business performance across economic, environmental, and social
dimensions in the batik industry in Indonesia. Although market orientation negatively impacts
economic performance, it positively influences environmental and social performance. On the
other hand, the implementation of social media marketing has a positive influence on all
dimensions of business performance, highlighting its role in driving industrial sustainability.
Theoretically, this research underscores the importance of integrating environmental
considerations into marketing strategies and business operations to enhance sustainability
outcomes. It emphasizes the need for businesses to adopt a holistic approach that combines
market orientation and social media marketing strategies to achieve business performance.
Practically, these findings provide valuable insights for stakeholders in the batik industry and
guide strategic decision-making processes. By aligning business practices with the increasing
consumer preferences for products, companies can enhance sustainability performance across
economic, environmental, and social dimensions. The limitation of this research is its focus on
small and medium-scale batik companies, which limits the generalizability of these findings.
Future research could address this limitation by expanding the scope of the study to include a
wider geographical area and more diverse industry players.
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Abstract

This research aims to analyze the sustainability challenges in small and medium-scale
enterprises in Indonesia, focusing on marketing orientation, social media marketing, and three
domains of business performance, namely economic, social and environmental aspects. Data
from 238 respondents in Pekalongan, Central Java Province, Indonesia, were analyzed using
the SEM-PLS method. These findings support six hypotheses revealing the impact of
marketing orientation on various aspects of business performance
(economic/social/environmental) and the influence of social media marketing on economic,
environmental, and social dimensions. The results have significant implications for SMEs in
Indonesia. The findings highlight the need for improvement in sustainability practices, such as
increasing alignment between marketing orientation and social media marketing strategies.

Keywords: Marketing Orientation, Social Media Marketing, Economics, Business
Performance, MSMEs

1. Introduction

The contemporary business landscape is facing increasing pressure to positively
respond to environmental challenges. Awareness of environmental issues has significantly
risen among consumers, who are now more inclined to choose environmentally friendly
products and services. Research by Sun et al. (2021) highlights the importance of sustainable
responses from companies to environmental issues to meet the expectations of increasingly
environmentally conscious consumers. However, companies' efforts to market products as
sustainable and environmentally friendly are not always well-received by consumers. Critics
highlight a lack of credibility and reliability in advertising, especially when it comes to claims
about environmental standards.

Atkinson & Rosenthal (2014) and Goger & Sevil (2017) state that deficiencies in
communication about corporate environmental practices can reduce consumer trust and hinder
participation in environmentally responsible consumption. In facing the evolving dynamics of
the market, businesses must be able to adapt and anticipate changes to remain competitive. Ali
et al. (2020) emphasizes the importance of gaining a competitive advantage through strategic
adaptation responsive to the market. In response, both academics and industry practitioners are
increasingly focusing on improving market orientation capabilities. Research by Arief et al.
(2020), Qerstl et al. (2020), and Murillo et al. (2021) highlights the need to focus on developing
adaptive and responsive capabilities to changing market demands and preferences.

Although having significant potential benefits, small and medium-sized enterprises
(SMEs) in developing countries often face a number of challenges that limit their ability to
achieve sustainable operations. One major challenge is the high costs associated with
sustainability practices. Schulze et al. (2022) highlight the important role of costs as a major
barrier in SMEs' efforts to adopt sustainable practices. Additionally, a lack of skills and training
is also a serious issue faced by many SMEs. Business owners may lack the knowledge or skills
required to effectively implement sustainability practices. This can hinder their ability to
identify innovative opportunities in operations or to manage necessary changes. Lack of access
to training and educational resources can exacerbate this situation.



The absence of standard metrics for measuring sustainability also poses a challenge for
SMEs. Without clear frameworks and measurable criteria, SMEs may struggle to objectively
evaluate their sustainability performance. This can make it difficult to track progress, identify
areas where improvements are needed, or compare performance with competitors or industry
standards. Additionally, reluctance to adopt new technologies can also hinder SMEs' ability to
achieve sustainable operations. Although technology often can help improve efficiency and
reduce environmental impact, many SMEs may be hesitant to invest in new technology due to
concerns about costs, implementation complexity, or uncertainty about outcomes. This can lead
to a lag in the adoption of sustainable and innovative technology processes, as demonstrated
by Kumar & Ghodeswar's (2015) research.

This study utilizes market orientation and social media marketing strategies to drive
sustainable performance among SMEs, particularly in the textile sector. The objective of this
research is to analyze the extent to which the relationship between market orientation and social
media marketing enhances sustainable performance in the textile sector among small and
medium-sized enterprises (SMESs) in Central Java Province, Indonesia.

2. Literature Review

Market uncertainty can encompass various unpredictable external factors, such as
changes in customer preferences, shifts in industry trends, or unstable global economic
conditions. In such situations, companies with a market-oriented approach, actively prioritizing
understanding and responding to customer needs and preferences, tend to be better at
introducing new products (Centobelli et al., 2019). Market orientation is a strategic approach
where companies focus on deep understanding of customer needs and desires and strive to meet
them better than competitors. The importance of effective marketing is emphasized as a key to
achieving long-term business success. This includes identifying customer needs, understanding
the market well, and responding quickly to changes in the business environment (Taghvaee &
Talebi, 2023). In the context of new product launches, strong market orientation can help
companies reduce risks and increase success opportunities by ensuring that the introduced
products align with changing market needs. In addition to focusing on customers, market
orientation also considers external environmental factors. This includes considering factors
such as economic conditions, industry competition, and government regulations that may
influence a company's business strategy (Kirca et al., 2005).

Social media marketing emphasizes the ecological consequences of marketing
activities and plays a significant role in addressing environmental issues (Lazer, 1969). Social
media marketing involves organizational efforts to develop, promote, and sell environmentally
friendly products (Day & Wensley, 1988; Jeevandas et al., 2019). This has a significant impact
on ecosystem sustainability, with stakeholder demands, resources, knowledge, and product
uniqueness being determining factors of its success (Mekaniwati et al., 2023). Companies that
aim to have significant market influence, especially in contemporary and future eras, must
address environmental barriers (Raharjo, 2019). Social media marketing underscores the
ecological impact of marketing and its critical role in environmental mitigation (Jones et al.,
2008). Embracing innovation is an optimal way to increase profitability while maintaining
economic competitiveness (Lazer, 1969).

The principles of social media marketing have become catalysts for these efforts,
enabling companies to build stronger relationships with customers and the general public while
promoting sustainability values (Costantini et al., 2017; Foerstl et al., 2020). Improved
company performance is a crucial prerequisite in this context. The effectiveness of marketing
capabilities, co-creation of customer value, and market orientation all contribute to overall
company performance. Social media marketing allows companies to interact directly with
customers, gather feedback, and respond quickly to changes in market preferences and



demands (Chen & Liu, 2018). Integrating three core interests - fair economic participation,
environmental preservation, and social responsibility - in decision-making processes also
remains a primary focus in sustainable development (Purba et al., 2019). Thus, social media
marketing not only serves as a tool to promote products and services but also as a platform to
communicate a company's commitment to environmental and social sustainability.

Business Performance
(Economics)

Business Performance
(Environment)

Market Social Media
Orientation Marketing

Business Performance
(Social)

Figure 1. Conceptual Framework

H1. Market orientation has a positive and significant effect on business performance
(economic)

H2. Market orientation has a positive and significant effect on business performance
(environment)

H3. Market orientation has a positive and significant effect on business performance (social)
H4. Market orientation has a positive and significant effect on social media marketing

H5. Social media marketing has a positive and significant effect on business performance
(economic)

H6. Social media marketing has a positive and significant effect on business performance
(environment)

H7. Social media marketing has a positive and significant effect on business performance
(social)

H8. Social media marketing mediates the relationship between market orientation and business
performance (economic)

H9. Social media marketing mediates the relationship between market orientation and business
performance (environment)

H10. Social media marketing mediates the relationship between market orientation and
business performance (social)

3. Research Method

This research employs a quantitative method to collect and analyze data. Data are
gathered through the use of a Likert scale questionnaire ranging from 1 to 5 points, which is
used to interpret respondents’ answers. The sample size for this study consists of 238 Small and
Medium Enterprises (SMESs) in Central Java, Indonesia. The use of a quantitative research
design focuses on three latent variables or main dimensions: marketing orientation, social
media marketing, and business performance in three areas, namely economic, social, and
environmental. The aim of this research is to explore how the interaction between marketing
orientation and social media marketing influences the business performance of SMEs in
Central Java, Indonesia, particularly in economic, social, and environmental aspects. Data



collected from respondents are analyzed using Partial Least Squares Structural Equation
Modeling (PLS SEM), which is a statistical method useful for testing conceptual models
involving latent variables. Data analysis is conducted using Smart PLS software version 4.9.5.

4. Result
In construct analysis, each item in each variable shows a positive loading value
exceeding 0.50 and a p value below 0.05 which indicates its ability to explain the related
dimensions or variables. Items that were not considered in the analysis because their loading
values were below 0.05 were excluded from Tables 1, 2, and 3 because they did not have
significance.

Table 1. Path coefficient values, AVE and Cronbach's Alpha

Construct Cog)f?itcr;ent t-value | P-value | AVE CrOAI;BE;h s (I;glr?a%oilsil':; VIF
Market Orientation - - - 0.57 0.63 0.80 -
Customer Orientation 0.75 18.06 0.000 0.69 0.55 0.82 -
Competitor Orientation 0.72 16.45 0.000 0.60 0.35 0.75 -
Inter-function Coordination 0.80 16.46 0.000 0.51 0.68 0.80 -
Social Media Marketing - - - 0.58 0.71 0.83 -
Reach 0.07 1.29 0.098 0.52 0.70 0.81 1.629
Retention Rate 0.31 1.98 0.024 0.81 0.92 0.94 9.129
Brand Sentiment 0.12 1.85 0.032 0.62 0.79 0.87 3.334
User Participation 0.17 1.27 0.103 0.71 0.87 0.91 8.655
Level of Influence 0.19 2.29 0.011 0.65 0.86 0.90 3.027
Target Level 0.19 1.75 0.040 0.76 0.89 0.93 5.335
Level of Responsibility 0.06 0.61 0.270 0.71 0.86 0.91 3.476
Business Performance - - - -
(Economics) 0.54 0.79 0.85
Bu5|r_1ess Performance - - - 0.70 078 087 -
(Environment)
Bu5|_ness Performance - - - 061 078 086 -
(Social)

Almost all dimensions consisting of second-order variables show path coefficient
values exceeding 0.50 and p-values below 0.05, indicating effective explanation of related
latent variables. For the social media marketing variable, the three indicator variables, namely
reach, user participation, and level of responsiveness, have p-values above 0.05, making these
variables statistically insignificant. Second-order dimensions, as well as main latent variables,
all show AVE values exceeding or approaching 0.50. This indicates that these primary latent
dimensions or variables meet the criteria for construct validity. The majority of dimensions
composing second-order and primary latent variables show Composite Reliability values
exceeding 0.70. This indicates that these primary latent dimensions or variables meet the
criteria for construct reliability. Finally, all formative indicator variables of social media
marketing display VIF values below 10, indicating no multicollinearity among these indicators.
The findings of the analysis of endogenous latent variables in Table 2 indicate that the
application of market orientation and social media marketing shows weak predictive power.
Additionally, business performance in economic, environmental, and social dimensions shows
moderate to strong R? values, indicating that a significant proportion of variance can be
explained by the model. Lastly, the Q? values for business performancevariables indicate
acceptable predictive relevance, implying the model's ability to accurately predict
sustainability outcomes. Although social media marketing has minimal impact on business
performancein the economic domain, it has a significant impact on environmental and social
dimensions, as evidenced by relatively large f2 values.




Table 2. Coefficient of determination (R?) and Predictive Relevance (Q?)

Endogenous Latent Variables 2 R? Q?
Implementation of Market Orientation 0,00
Social Media Marketing 0,00 0,01
Business Performance (Economics) 0,57 0,29
Business Performance (Environment) 0,53 0,36
Business Performance (Social) 0,76 0,46
Social Media Marketing 0,00 0,01
Business Performance (Economics) 0,57 0,29
Implementation of Market Orientation 0,05
Social Media Marketing 1.28
Business Performance (Environment) 0,53 0,36
Implementation of Market Orientation 0,05
Social Media Marketing 1.05
Business Performance (Social) 0,76 0,46
Implementation of Market Orientation 0,18
Social Media Marketing 2.96

The findings in Table 3 depict the relationship between market orientation and business
performance in the economic, environmental, and social dimensions. Market orientation
correlates positively with environmental and social performance, indicating its influence in
promoting sustainability. However, it correlates negatively with economic performance.
Business performance shows a strong positive correlation among its dimensions, indicating a
cohesive relationship between economic, environmental, and social aspects. The results of this
study suggest that although market orientation has a positive impact on environmental and
social sustainability, its impact on the economic performance of the batik industry may not be
significant.

Table 3. Second Order Fornell-Lacker

Business Business Business
Variable Market Orientation Performance Performance Performance
(Economics) (Environment) (Social)
Market
Orientation 0.578
Business
Performance -0.109 0.737
(Economics)
Business
Performance 0.193 0.674 0.836
(Environment)
Business
Performance 0.255 0.638 0.757 0.780
(Social)

Hypothesis testing revealed that the implementation of market orientation significantly
affects business performance (economic) (p-value = 0.00 < 0.05) (Table 4). Therefore, the first
hypothesis is accepted, indicating that the implementation of market orientation positively
impacts business performance (economic). This research finding is consistent with Udriyah et
al. (2019), who explored the relationship between market orientation and business performance
, including its impact on economic, environmental, and social dimensions, especially in terms
of market responsiveness and competitiveness. Similarly, Tajeddini & Ratten (2020) found that
market orientation is associated with improved business performance and customer
satisfaction.



The implementation of market orientation significantly affects business performance
(environment) positively (p-value = 0.00 < 0.05). Thus, the second hypothesis is accepted,
indicating that market orientation positively influences business performance (environment).
Furthermore, the positive influence of market orientation on business performance
(environment) aligns with the principles of sustainable development and corporate social
responsibility (CSR). The implementation of market orientation significantly affects business
performance (social) positively (p-value = 0.00 < 0.05). As a result, the third hypothesis is
accepted, highlighting the positive impact of market orientation on business performance
(social). Tjahjadi et al. (2020) research in sustainability and marketing has underscored the role
of market orientation in promoting environmentally and socially responsible business
practices. Market orientation drives innovation in environmentally friendly products and meets
consumer demand for environmentally friendly products. Similarly, Alhakimi & Mahmoud
(2020) found that market orientation positively influences a company's responsiveness to social
issues.

The implementation of market orientation does not significantly affect the
implementation of social media marketing (p-value = 0.27 > 0.05). Thus, the fourth hypothesis
is rejected, stating that market orientation significantly affects social media marketing.
However, the lack of significant influence of market orientation on social media marketing
observed in this study differs from some previous research. Keszey (2020) stated a positive
relationship between market orientation and the implementation of social media marketing
practices. Additionally, Danso et al. (2019) found that market orientation positively influences
social media marketing strategy. This difference may be due to specific contextual factors in
the batik industry in Indonesia.

The implementation of social media marketing significantly affects business
performance (economic) (p-value = 0.00 < 0.05). Thus, the fifth hypothesis is accepted,
indicating a positive influence of social media marketing implementation on business
performance (economic). Additionally, social media marketing significantly affects business
performance (environment) (p-value = 0.03 < 0.05). Therefore, the sixth hypothesis is
accepted, illustrating the significant influence of social media marketing on business
performance (environment). Furthermore, social media marketing significantly affects
business performance (social) (p-value = 0.00 < 0.05). Thus, the seventh hypothesis is
accepted, indicating a positive influence of social media marketing on business performance
(social). Findings regarding the significant influence of social media marketing on business
performance echo Liao et al. (2020), who emphasize the economic, environmental, and social
benefits of social media marketing, indicating that environmentally friendly products can
attract premium prices and increase brand loyalty. Similarly, Gelderman et al. (2021) found
that social media marketing initiatives contribute to improving environmental performance and
customer perception.
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Figure 1. SEM PLS Result
Table 4. Hypothesis testing results
Hypothesis B Standard Error | t-value p-value Conclusion
H1 | MO — SIP Eco -0.15 0.05 3.12 0.001 Accepted
H2 | MO — SIP Env 0.15 0.05 3.33 0.000 Accepted
H3 MO — SIP Soc 0.21 0.04 4.92 0.000 Accepted
H4 MO — SM 0.06 0.09 0.62 0.268 Rejected
H5 | SM — SIP Eco 0.75 0.03| 26.03 0.000 Accepted
H6 | SM — SIP Env 0.70 0.04 | 16.86 0.000 Accepted
H7 SM — SIP Soc 0.84 0.02 35.48 0.000 Accepted
H8 MO — SM — SIP Eco 0.04 0.07 0.61 0.270 Rejected
H9 MO — SM — SIP Env 0.04 0.07 0.62 0.269 Rejected
H10 | MO — SM — SIP Soc 0.05 0.08 0.62 0.269 Rejected

The mediating effect of social media marketing between the implementation of market
orientation and business performance (economic) is not significant (p-value = 0.270 > 0.05).
As a result, the eighth hypothesis is rejected, indicating no significant mediating effect. The
mediating effect of social media marketing between the implementation of market orientation
and business performance (environment) is not significant (p-value = 0.269 > 0.05). Therefore,
the ninth hypothesis is rejected, indicating no significant mediating effect. The mediating effect
of social media marketing between the implementation of market orientation and business
performance (social) is not significant (p-value = 0.269 > 0.05). Therefore, the tenth hypothesis
is rejected, stating no significant mediating effect at the 5% error level. Previous research has
shown the potential role of social media marketing practices as a mediator in the relationship
between market orientation and sustainability outcomes. Studies conducted by Abbas et al.
(2019) and Papadas et al. (2019) highlight the positive impact of social media marketing
initiatives on various organizational outcomes, including economic, environmental, and social
performance. These findings suggest that social media marketing can serve as a mediator
between market orientation and business performance . However, the findings of this study



indicate that the mediating effect of social media marketing between market orientation and
business performance (economic, environmental, and social) is not statistically significant in
the context of the batik industry in Indonesia. This differs from the research by Guo et al.
(2020), which showed a deviation from the expected mediating role of social media marketing
practices. This gap underscores the importance of considering industry-specific factors and
contextual nuances in understanding the relationship between market orientation, social media
marketing, and sustainability outcomes.

5. Conclusion

This study concludes that there is a significant relationship between market orientation,
social media marketing, and business performance across economic, environmental, and social
dimensions in the batik industry in Indonesia. Although market orientation negatively impacts
economic performance, it positively influences environmental and social performance. On the
other hand, the implementation of social media marketing has a positive influence on all
dimensions of business performance, highlighting its role in driving industrial sustainability.
Theoretically, this research underscores the importance of integrating environmental
considerations into marketing strategies and business operations to enhance sustainability
outcomes. It emphasizes the need for businesses to adopt a holistic approach that combines
market orientation and social media marketing strategies to achieve business performance.
Practically, these findings provide valuable insights for stakeholders in the batik industry and
guide strategic decision-making processes. By aligning business practices with the increasing
consumer preferences for products, companies can enhance sustainability performance across
economic, environmental, and social dimensions. The limitation of this research is its focus on
small and medium-scale batik companies, which limits the generalizability of these findings.
Future research could address this limitation by expanding the scope of the study to include a
wider geographical area and more diverse industry players.
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Abstract

This research aims to analyze the sustainability chalfghges in small and medium-scale
enterprises in Indonesia, focusing on marketing orientation, social media marketing, and three
domains of business performance, namely economic, social and environmental aspects. Data
trom 238 respondents in Pekalongan, Central Java Province, Indonesia, were analyzed using
the SEM-PLS method. These findings support six hypotheses revealing the impact of
marketing orientation on various aspects of  business performance
(economic/social/environmental) and the influence of social media marketing on economic,
environmental, and social dimensions. The results have significant implications for SMEs in
Indonesia. The findings highlight the need for improvement in sustainability practices, such as
increasing alignment between marketing orientation and social media marketing strategies.

Keywords: Marketing Orientation, Social Media Marketing, Economics, Business
Performance, MSMEs

1. Introduction

The contemporary business landscape is facing increasing pressure to positively
respond to environmental challenges. Awareness of environmental issues has significantly
risen among consumers, who are now more inclined to choose environmentally friendly
products and services. Research by Sun et al. (2021) highlights the importance of sustainable
responses from companies to environmental issues to meet the expectations of increasingly
environmentally conscious consumers. However, companies' efforts to market products as
sustainable and environmentally friendly are not always well-received by consumers. Critics
highlight a lack of credibility and reliability in advertising, especially when it comes to claims
about environmental standards.

Atkinson & Rosenthal (2014) and Goger & Sevil (2017) state that deficiencies in
communication about corporate environmental practices can reduce consumer trust and hinder
participation in environmentally responsible consumption. In facing the evolving dynamics of
the market, businesses must be able to adapt and anticipate changes to remain competitive. Ali
et al. (2020) emphasizes the importance of gaining a competitive advantage through strategic
adaptation responsive to the market. In response, both academics and industry practitioners are
increasingly focusing on improving market orientation capabilities. Research by Arief et al.
(2020), Oerstl et al. (2020), and Murillo et al. (2021) highlights the need to focus on developing
adaptive and responsive capabilities to changing market demands and preferences.

Although having significant potential benefits, small and medium-sized enterprises
(SMEs) in developing countries often face a number of challenges that limit their ability to
achieve sustainable operations. One major challenge is the high costs associated with
sustainability practices. Schulze et al. (2022) highlight the important role of costs as a major
barrier in SMEs' efforts to adopt sustainable practices. Additionally, a lack of skills and training
is also a serious issue faced by many SMEs. Business owners may lack the knowledge or skills
required to effectively implement sustainability practices. This can hinder their ability to
identify innovative opportunities in operations or to manage necessary changes. Lack of access
to training and educational resources can exacerbate this situation.




The absence of standard metrics for measuring sustainability also poses a challenge for
SMEs. Without clear frameworks and measurable criteria, SMEs may struggle to objectively
evaluate their sustainability performance. This can make it difficult to track progress, identify
areas where improvements are needed, or compare performance with competitors or industry
standards. Additionally, reluctance to adopt new technologies can also hinder SMEs' ability to
achieve sustainable operations. Although technology often can help improve efficiency and
reduce environmental impact, many SMEs may be hesitant to invest in new technology due to
concerns about costs, implementation complexity , or uncertainty about outcomes. This can lead
to a lag in the adoption of sustainable and innovative technology processes, as demonstrated
by Kumar & Ghodeswar's (2015) research.

This study utilizes market orientation and social media marketing strategies to drive
sustainable performance among SMEs, particularly in the textile sector. The objective of this
research is to analyze the extent to which the relationship between market orientation and social
media marketing enhances sustainable performance in the textile sector among small and
medium-sized enterprises (SMEs) in Central Java Province, Indonesia.

2, Literature Review

Market uncertainty can encompass various unpredictable external factors, such as
changes in customer preferences, shifts in industry trends, or unstable global economic
conditions. In such situations, companies with a market-oriented approach, actively prioritizing
understanding and responding to customer needs and preferences, tend to be better at
introducing new products (Centobelli et al., 2019). Market orientation is a strategic approach
where companies focus on deep understanding of customer needs and desires and strive to meet
them better than competitors. The importance of effective marketing is emphasized as a key to
achieving long-term business success. This includes identifying customer needs, understanding
the market well, and responding quickly to changes in the business environment (Taghvaee &
Talebi, 2023). In the context of new product launches, strong market orientation can help
companies reduce risks and increase success opportunities by ensuring that the introduced
products align with changing market needs. In addition to focusing on customers, market
orientation also considers external environmental factors. This includes considering factors
such as economic conditions, industry competition, and government regulations that may
influence a company's business strategy (Kirca et al., 2005).

Social media marketing emphasizes the ecological consequences of marketing
activities and plays a significant role in addressing environmental issues (Lazer, 1969). Social
media marketing involves organizational efforts to develop, promote, and sell environmentally
friendly products (Day & Wensley, 1988; Jeevandas et al.,2019). This has a significant impact
on ecosystem sustainability, with stakeholder demands. resources, knowledge. and product
uniqueness being determining factors of its success (Mekaniwati et al., 2023). Companies that
aim to have significant market influence, especially in contemporary and future eras, must
address environmental barriers (Raharjo, 2019). Social media marketing underscores the
ecological impact of marketing and its critical role in environmental mitigation (Jones et al.,
2008). Embracing innovation is an optimal way to increase profitability while maintaining
economic competitiveness (Lazer, 1969).

The principles of social media marketing have become catalysts for these efforts,
enabling companies to build stronger relationships with customers and the general public while
promoting sustainability values (Costantini et al., 2017; Foerstl et al., 2020). Improved
company performance is a crucial prerequisite in this context. The effectiveness of marketing
capabilities, co-creation of customer value, and market orientation all contribute o overall
company performance. Social media marketing allows companies to interact directly with
customers, gather feedback, and respond quickly to changes in market preferences and




demands (Chen & Liu, 2018). Integrating three core interests - fair economic participation,
environmental preservation, and social responsibility - in decision-making processes also
remains a primary focus in sustainable development (Purba et al., 2019). Thus, social media
marketing not only serves as a tool to promote products and services but also as a platform to
communicate a company's commitment to environmental and social sustainability.

~

Business Performance

(Economics)

vy
3\

Market Social Media Business Performance

Orientation Marketing (Environment)

J
~

Business Performance

(Social)

v

Figure 1. Conceptual Framework

H1. Market orientation has a positive and significant effect on business performance
(economic)

H2. Market orientation has a positive and significant effect on business performance
(environment)

H3. Market orientation has a positive and significant effect on business performance (social)
H4. Market orientation has a positive and significant effect on social media marketing

H5. Social media marketing has a positive and significant effect on business performance
(economic)

H6. Social media marketing has a positive and significant effect on business performance
(environment)

H7. Social media marketing has a positive and significant effect on business performance
(socfl)

HB. Social media marketing mediates the relationship between market orientation and business
performance (economic)

HO9. Social media marketing mediates the relationship between market orientation and business
perforffjance (environment)

H10. Social media marketing mediates the relationship between market orientation and
business performance (social)

3. Research Method

This research employs a quantitative method to collect and analyze data. Data are
gathered through the use of a Likert scale questionnaire ranging from 1 to 5 points, which is
used to interpret respondents' answers. The sample size for this study consists of 238 Small and
Medium Enterprises (SMEs) in Central Java, Indonesia. The use of a quantitative refprch
design focuses on three latent variables or main dimensions: marketing orientation, social
media marketing, and business performance in three areas, namely economiec, social, and
environmental. The aim of this research is to explore how the interaction between marketing
orientation and social media marketing influences the business performance of SMEs in
Central Java, Indonesia, particularly in economic, social, and environmental aspects. Data




collected from respondents are analyzed using Partial Least Squares Structural Equation
Modeling (PLS SEM), which is a statistical method useful for testing conceptual models
involving latent variables. Data analysis is conducted using Smart PLS software version 4.9.5.

4. Result
In construct analysis, each item in each variable shows a positive loading value
exceeding 0.50 and a p value below 0.05 which indicates its ability to explain the related
dimensions or variables. Items that were not considered in the analysis because their loading
values were below 0.05 were excluded from Tables 1, 2, and 3 because they did not have

significance.

Table 1. Path coefficient values, AVE and Cronbach's Alpha

Path Cronbach’s | Composite

Construct Coefficient | t¥alue | P-value | AVE ‘Alpha Re“apl::lsi oy | VI
Market Orientation B - B 0.57 0.63 0.80
Customer Orientation 0.75 18.06 0.000 0.69 0.55 0.82
Competitor Orientation 0.72 16.45 0.000 0.60 0.35 0.75
Inter-function Coordination 0.80 16.46 0.000 0.51 0.68 0.80
Social Media Marketing B B B 0.58 0.71 0.83 -
Reach 0.07 1.29 0.008 0.52 0.70 081 1.629
Retention Rare 0.31 1.98 0.024 0.81 092 0.94 9.129
Brand Sentiment 0.12 1.85 0.032 0.62 0.79 0.87 3.334
User Participation 0.17 1.27 0.103 0.71 0.87 091 8.655
Level of Influence 0.19 2.29 0.011 0.65 086 0.90 3.027
Target Level 0.19 1.75 0.040 0.76 0.89 0.93 5.335
Level of Responsibility 0.06 0.61 0.270 0.71 .86 091 3476
Busmess ‘Peri()rmamce B B B 0.54 079 085
{(Economics)
Business Performance - - -
R 0.70 0.78 087
{Environment)
Bumpess Performance B B B 0.61 078 086
(Social)

Almost all dimensions consisting of second-order variables show path coefficient
values exceeding 0.50 and p-values below 0.05, indicating effective explanation of related
latent variables. For the social media marketing variable, the three indicator variables, namely
reach, user participation, and level of responsiveness, have p-values above 0.05, making these
variables statistically insignificant. Second-order dimensions, as well as main latent variables,
all show AVE values exceeding or approaching 0.50. This indicates that these primary latent
dimensions @ variables meet the criteria for construct validity. The majority of dimensions
composing second-order and primary latent variables show Composite Reliability values
exceeding 0.70. This indicates that these primary latent dimensions or variables meet the
criteria for construct reliability. Finally, all formative indicator variables of social media
marketing display VIF values below 10, indicating no multicollinearity among these indicators.
The findings of the analysis of endogenous latent variables in Table 2 indicate that the
application of market orientation and social media marketing shows weak predictive power.
Additionally, business performance in economic, environmental, and social dimensions shows
moderate to strong R> values, indicating that a significant proportion of variance can be
explained by the model. Lastly, the Q> values for business performancevariables indicate
acceptable predictive relevance, implying the model's ability to accurately predict
sustainability outcomes. Although social media marketing has minimal impact on business
performancein the economic domain, it has a significant impact on environmental and social
dimensions, as evidenced by relatively large £ values.




Table 2. Coefficient of determination (R?) and Predictive Relevance (Q?)

Endogenous Latent Variables f R? Q?
Implementation of Market Orientation 000
Social Media Marketing 0,00 0.01
Business Performance (Economics) 0,57 0.29
Business Performance (Environment) 0,53 0.36
Business Performance (Social) 0,76 046
Social Media Marketing 0,00 0.01
Business Performance (Economics) 0,57 0,29
Implementation of Market Orientation 005
Social Media Marketing 128
Business Performance (Environment) 0,53 0.36
Implementation of Market Orientation 005
Social Media Marketing 105
Business Performance (Social) 0,76 046
Implementation of Market Orientation 018
Social Media Marketing 296

The findings in Table 3 depict the relationship between market orientation and business
performance in the economic, environmental, and social dimensions. Market orientation
correlates positively with environmental and social performance, indicating its influence in
promoting sustainability. However, it correlates negatively with economic performance.
Business performance shows a strong positive correlation among its dimensions, indicating a
cohesive relationship between economic, environmental, and social aspects. The results of this
study suggest that although market orientation has a positive impact on environmental and
social sustainability, its impact on the economic performance of the batik industry may not be
significant.

Table 3. Second Order Fornell-Lacker

Business Business Business
Variable Market Orientation Performance Performance Performance
(Economics) {Environment) (Social)
Market
Orientation 0578
Busincss
Performance -0.109 0737
(Economics)
Business
Performance 0.193 0.674 0.836
{Environment)
Business
Performance 0.255 0.638 0757 0.780
(Social)

Hypothesis testing revealed that the implementation of market orientation significantly
affects business performance (economic) (p-value =0.00 < 0.05) (Table 4). Therefore, the first
hypothesis is accepted, indicating that the implementation of market orientation positively
impacts business performance (economic). This research finding is consistent with Udriyah et
al. (2019), who explored the relationship between market orientation and business performance
,including its impact on economic, environmental, and social dimensions, especially in terms
of market responsiveness and competitiveness. Similarly, Tajeddini & Ratten (2020) found that
market orientation is associated with improved business performance and customer
satisfaction.




The implementation of market orientation significantly affects business performance
(environment) positively (p-value = 0.00 < 0.05). Thus, the second hypothesis is accepted,
indicating that market orientation positively influences business performance (environment).
Furthermore, the positive influence of market orientation on business performance
(environment) aligns with the principles of sustainable development and corporate social
responsibility (CSR). The implementation of market orientation significantly affects business
performance (social) positively (p-value = 000 < 0.05). As a result, the third hypothesis is
accepted, highlighting the positive impact of market orientation on business performance
(social). Tjahjadi et al. (2020) research in sustainability and marketing has underscored the role
of market orientation in promoting environmentally and socially responsible business
practices. Market orientation drives innovation in environmentally friendly products and meets
consumer demand for environmentally friendly products. Similarly, Alhakimi & Mahmoud
(2020) found that market orientation positively influences a company's responsiveness to social
issues.

The implementation of market orientation does not significantly affect the
implementation of social media marketing (p-value = 0.27 >0.05). Thus, the fourth hypothesis
is rejected, stating that market orientation significantly affects social media marketing.
However, the lack of significant influence of market orientation on social media marketing
observed in this study differs from some previous research. Keszey (2020) stated a positive
relationship between market orientation and the implementation of social media marketing
practices. Additionally, Danso et al. (2019) found that market orientation positively influences
social media marketing strategy. This difference may be due to specific contextual factors in
the batik industry in Indonesia.

The implementation of social media marketing significantly affects business
performance (economic) (p-value = 0.00 < 0.05). Thus, the fifth hypothesis is accepted,
indicating a positive influence of social media marketing implementation on business
performance (economic). Additionally, social media marketing significantly affects business
performance (environment) (p-value = 003 < 0.05). Therefore, the sixth hypothesis is
accepted, illustrating the significant influence of social media marketing on business
performance (environment). Furthermore, social media marketing significantly affects
business performance (social) (p-value = 0.00 < 0.05). Thus, the seventh hypothesis is
accepted, indicating a positive influence of social media marketing on business performance
(social). Findings regarding the significant influence of social media marketing on business
performance echo Liao et al. (2020), who emphasize the economic, environmental, and social
benefits of social media marketing, indicating that environmentally friendly products can
attract premium prices and increase brand loyalty. Similarly, Gelderman et al. (2021) found
that social media marketing initiatives contribute to improving environmental performance and
customer perception.
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Figure 1. SEM PLS Result
Table 4. Hypothesis testing results
Hypothesis p Standard Error | t-value | p-value Conclusion
HI MO — SIP Eco -0.15 0.05 3.12 0.001 Accepted
H2 | MO — SIP Env 0.15 0.05 333 0.000 Accepted
H3 MO — SIP Soc 0.21 0.04 492 0.000 Accepted
H4 | MO —SM 0.06 0.09 0.62 0.268 Rejected
HS SM — SIP Eco 0.75 0.03 26.03 0.000 Accepted
H6 | SM — SIP Env 0.70 0.04 16.86 0.000 Accepted
H7 | SM —SIP Soc 0.84 0.02| 3548 0.000 Accepted
HS MO — SM — SIP Eco 0.04 0.07 0.61 0.270 Rejected
HY MO — SM — SIP Env 0.04 0.07 0.62 0.269 Rejected
H10 | MO — SM — SIP Soc 0.05 0.08 062 0.260 Rejected

The mediating effect of social media marketing between the implementation of market
orientation and business performance (economic) is not significant (p-value = 0.270 > 0 &5).
As a result, the eighth hypothesis is rejected, indicating no significant me@iating effect. The
mediating effect of social media marketing between the implementation of market orientation
and business performance (environment) is not significant (p-value = 0.268)> 0.05). Therefore,
the ninth hypothesis is rejected, indicating no significant mediffling effect. The mediating effect
of social media marketing between the implementation of market orientation and business
performance (social) is not significant (p-value = (0.269 > (0.05). Therefore, the tenth hypothesis
is rejected, stating no significant mediating effect at the 5% error level. Previous rescarch has
shown the potential role of social media marketing practices as a mediator in the relationship
between market orientation and sustainability outcomes. Studies conducted by Abbas et al.
(2019) and Papadas et al. (2019) highlight the positive impact of social media marketing
initiatives on various organizational outcomes, including economic, environmental, and social
performance. These findings suggest that social media marketing can serve as a mediator
between market orientation and business performance . However, the findings of this study




indicate that the mediating effect of social media marketing between market orientation and
business performance (economic, environmental, and social) is not statistically significant in
the context of the batik industry in Indonesia. This@iffers from the research by Guo et al.
(2020). which showed a deviation from the expected mediating role of social media marketing
practices. This gap underscores the importance of considering industry-specific factors and
contextual nuances in understanding the relationship between market orientation, social media
marketing, and sustainability outcomes.

5. Conclusion

This study concludes that there is a significant relationship between market orientation,
social media marketing, and business performance across economic, environmental, and social
dimensions in the batik industry in Indonesia. Although market orientation negatively impacts
economic performance, it positively influences environmental and social performance. On the
other hand, the implementation of social media marketing has a positive influence on all
dimensions of business performance, highlighting its role in driving industrial sustainability.
Theoretically, this research underscores the importance of integrating environmental
considerations into marketing strategies and business operations to enhance sustainability
outcomes. It emphasizes the need for businesses to adopt a holistic approach that combines
market orientation and social media marketing strategies to achieve business performance.
Practically, these findings provide valuable insights for stakeholders in the batik industry and
guide strategic decision-making processes. By aligning business practices with the increasing
consumer preferences for products, companies can enhance sustainability performance across
economic, environmental, and social dimensions. The limitation of this research is its focus on
small and medium-scale batik companies, which limits the generalizability of these findings.
Future research could address this limitation by expanding the scope of the study to include a
wider geographical area and more diverse industry players.
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business performance, namely economic, social and environmental aspects. Data from 238 re-
spondents in Pekalongan, Central Java Province, Indonesia, were analyzed using the SEM-PLS
method. These findings support six hypotheses revealing the impact of marketing orientation on
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Economics sustainability practices, such as increasing alignment between marketing orientation and social
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1. Introduction

The contemporary business landscape is facing increasing pressure to positively respond to environmental challenges. Aware-
ness of environmental issues has significantly risen among consumers, who are now more inclined to choose environmentally
friendly products and services. Research by Sun et al. (2021) highlights the importance of sustainable responses from compa-
nies to environmental issues to meet the expectations of increasingly environmentally conscious consumers. However, com-
panies' efforts to market products as sustainable and environmentally friendly are not always well-received by consumers.
Critics highlight a lack of credibility and reliability in advertising, especially when it comes to claims about environmental
standards. Atkinson and Rosenthal (2014) and Goger and Sevil (2017) state that deficiencies in communication about corpo-
rate environmental practices can reduce consumer trust and hinder participation in environmentally responsible consumption.
In facing the evolving dynamics of the market, businesses must be able to adapt and anticipate changes to remain competitive.
Ali et al. (2020) emphasizes the importance of gaining a competitive advantage through strategic adaptation responsive to the
market. In response, both academics and industry practitioners are increasingly focusing on improving market orientation
capabilities. Research by Arief et al. (2020), Oerstl et al. (2020), and Murillo et al. (2021) highlights the need to focus on
developing adaptive and responsive capabilities to changing market demands and preferences. Although having significant
potential benefits, small and medium-sized enterprises (SMEs) in developing countries often face a number of challenges that
limit their ability to achieve sustainable operations. One major challenge is the high costs associated with sustainability prac-
tices. Schulze et al. (2022) highlight the important role of costs as a major barrier in SMEs' efforts to adopt sustainable prac-
tices. Additionally, a lack of skills and training is also a serious issue faced by many SMEs. Business owners may lack the
knowledge or skills required to effectively implement sustainability practices. This can hinder their ability to identify
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E-mail address amunawar.ibik@gmail.com (A. Munawar)

ISSN 2561-8156 (Online) - ISSN 2561-8148 (Print)
© 2024 by the authors; licensee Growing Science, Canada.
doi: 10.5267/j.ijdns.2024.5.020



2

innovative opportunities in operations or to manage necessary changes. Lack of access to training and educational resources
can exacerbate this situation. The absence of standard metrics for measuring sustainability also poses a challenge for SMEs.
Without clear frameworks and measurable criteria, SMEs may struggle to objectively evaluate their sustainability perfor-
mance. This can make it difficult to track progress, identify areas where improvements are needed, or compare performance
with competitors or industry standards. Additionally, reluctance to adopt new technologies can also hinder SMEs' ability to
achieve sustainable operations. Although technology often can help improve efficiency and reduce environmental impact,
many SMEs may be hesitant to invest in new technology due to concerns about costs, implementation complexity, or uncer-
tainty about outcomes. This can lead to a lag in the adoption of sustainable and innovative technology processes, as demon-
strated by Kumar & Ghodeswar's (2015) research.

This study utilizes market orientation and social media marketing strategies to drive sustainable performance among SMEs,
particularly in the textile sector. The objective of this research is to analyze the extent to which the relationship between
market orientation and social media marketing enhances sustainable performance in the textile sector among small and me-
dium-sized enterprises (SMEs) in Central Java Province, Indonesia.

2. Literature Review

Market uncertainty can encompass various unpredictable external factors, such as changes in customer preferences, shifts in
industry trends, or unstable global economic conditions. In such situations, companies with a market-oriented approach, ac-
tively prioritizing understanding and responding to customer needs and preferences, tend to be better at introducing new
products (Centobelli et al., 2019). Market orientation is a strategic approach where companies focus on deep understanding
of customer needs and desires and strive to meet them better than competitors. The importance of effective marketing is
emphasized as a key to achieving long-term business success. This includes identifying customer needs, understanding the
market well, and responding quickly to changes in the business environment (Taghvaee & Talebi, 2023). In the context of
new product launches, strong market orientation can help companies reduce risks and increase success opportunities by en-
suring that the introduced products align with changing market needs. In addition to focusing on customers, market orientation
also considers external environmental factors. This includes considering factors such as economic conditions, industry com-
petition, and government regulations that may influence a company's business strategy (Kirca et al., 2005).

Social media marketing emphasizes the ecological consequences of marketing activities and plays a significant role in ad-
dressing environmental issues (Lazer, 1969). Social media marketing involves organizational efforts to develop, promote, and
sell environmentally friendly products (Day & Wensley, 1988; Jeevandas et al., 2019). This has a significant impact on eco-
system sustainability, with stakeholder demands, resources, knowledge, and product uniqueness being determining factors of
its success (Mekaniwati et al., 2023). Companies that aim to have significant market influence, especially in contemporary
and future eras, must address environmental barriers (Raharjo, 2019). Social media marketing underscores the ecological
impact of marketing and its critical role in environmental mitigation (Jones et al., 2008). Embracing innovation is an optimal
way to increase profitability while maintaining economic competitiveness (Lazer, 1969). The principles of social media mar-
keting have become catalysts for these efforts, enabling companies to build stronger relationships with customers and the
general public while promoting sustainability values (Costantini et al., 2017; Foerstl et al., 2020). Improved company perfor-
mance is a crucial prerequisite in this context. The effectiveness of marketing capabilities, co-creation of customer value, and
market orientation all contribute to overall company performance. Social media marketing allows companies to interact di-
rectly with customers, gather feedback, and respond quickly to changes in market preferences and demands (Chen & Liu,
2018). Integrating three core interests - fair economic participation, environmental preservation, and social responsibility - in
decision-making processes also remains a primary focus in sustainable development (Purba et al., 2019). Thus, social media
marketing not only serves as a tool to promote products and services but also as a platform to communicate a company's
commitment to environmental and social sustainability.
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Fig. 1. Conceptual Framework
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Hi: Market orientation has a positive and significant effect on business performance (economic).

Hz: Market orientation has a positive and significant effect on business performance (environment).

Hs: Market orientation has a positive and significant effect on business performance (social).

Ha4: Market orientation has a positive and significant effect on social media marketing.

Hs: Social media marketing has a positive and significant effect on business performance (economic)

Hs: Social media marketing has a positive and significant effect on business performance (environment).

H7: Social media marketing has a positive and significant effect on business performance (social).

Hs: Social media marketing mediates the relationship between market orientation and business performance (economic).
Ho: Social media marketing mediates the relationship between market orientation and business performance (environment).
Huo: Social media marketing mediates the relationship between market orientation and business performance (social).

3. Research Method

This research employs a quantitative method to collect and analyze data. Data are gathered through the use of a Likert scale
questionnaire ranging from 1 to 5 points, which is used to interpret respondents' answers. The sample size for this study
consists of 238 Small and Medium Enterprises (SMEs) in Central Java, Indonesia. The use of a quantitative research design
focuses on three latent variables or main dimensions: marketing orientation, social media marketing, and business
performance in three areas, namely economic, social, and environmental. The aim of this research is to explore how the
interaction between marketing orientation and social media marketing influences the business performance of SMEs in Central
Java, Indonesia, particularly in economic, social, and environmental aspects. Data collected from respondents are analyzed
using Partial Least Squares Structural Equation Modeling (PLS SEM), which is a statistical method useful for testing
conceptual models involving latent variables. Data analysis is conducted using Smart PLS software version 4.9.5.

4. Result
In construct analysis, each item in each variable shows a positive loading value exceeding 0.50 and a p value below 0.05

which indicates its ability to explain the related dimensions or variables. Items that were not considered in the analysis because
their loading values were below 0.05 were excluded from Tables 1, 2, and 3 because they did not have significance.

Table 1
Path coefficient values, AVE and Cronbach's Alpha
Construct Coer}zi"ltcl;en " t-value P-value AVE Cr(:;[l;lz:;h’s CRglin:l l;::fllttye VIF

Market Orientation - - - 0.57 0.63 0.80 :
Customer Orientation 0.75 18.06 0.000 0.69 0.55 0.82 -
Competitor Orientation 0.72 16.45 0.000 0.60 0.35 0.75 -
Inter-function Coordination 0.80 16.46 0.000 0.51 0.68 0.80 -
Social Media Marketing - - - 0.58 0.71 0.83 -
Reach 0.07 1.29 0.098 0.52 0.70 0.81 1.629
Retention Rate 0.31 1.98 0.024 0.81 0.92 0.94 9.129
Brand Sentiment 0.12 1.85 0.032 0.62 0.79 0.87 3.334
User Participation 0.17 1.27 0.103 0.71 0.87 0.91 8.655
Level of Influence 0.19 2.29 0.011 0.65 0.86 0.90 3.027
Target Level 0.19 1.75 0.040 0.76 0.89 0.93 5.335
Level of Responsibility 0.06 0.61 0.270 0.71 0.86 091 3.476
Business Performance (Economics) - - - 0.54 0.79 0.85 -
Business Performance (Environment) - - - 0.70 0.78 0.87 -
Business Performance (Social) - - - 0.61 0.78 0.86 -

Almost all dimensions consisting of second-order variables show path coefficient values exceeding 0.50 and p-values below
0.05, indicating effective explanation of related latent variables. For the social media marketing variable, the three indicator
variables, namely reach, user participation, and level of responsiveness, have p-values above 0.05, making these variables
statistically insignificant. Second-order dimensions, as well as main latent variables, all show AVE values exceeding or
approaching 0.50. This indicates that these primary latent dimensions or variables meet the criteria for construct validity. The
majority of dimensions composing second-order and primary latent variables show Composite Reliability values exceeding
0.70. This indicates that these primary latent dimensions or variables meet the criteria for construct reliability. Finally, all
formative indicator variables of social media marketing display VIF values below 10, indicating no multicollinearity among
these indicators. The findings of the analysis of endogenous latent variables in Table 2 indicate that the application of market
orientation and social media marketing shows weak predictive power. Additionally, business performance in economic,
environmental, and social dimensions shows moderate to strong R? values, indicating that a significant proportion of variance
can be explained by the model. Lastly, the Q? values for business performancevariables indicate acceptable predictive
relevance, implying the model's ability to accurately predict sustainability outcomes. Although social media marketing has
minimal impact on business performancein the economic domain, it has a significant impact on environmental and social
dimensions, as evidenced by relatively large f* values.
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Table 2
Coefficient of determination (R?) and Predictive Relevance (Q?)
Endogenous Latent Variables )i R? Q?

Implementation of Market Orientation 0.00
Social Media Marketing 0.00 0.01
Business Performance (Economics) 0.57 0.29
Business Performance (Environment) 0.53 0.36
Business Performance (Social) 0.76 0.46
Social Media Marketing 0.00 0.01
Business Performance (Economics) 0.57 0.29
Implementation of Market Orientation 0.05
Social Media Marketing 1.28
Business Performance (Environment) 0.53 0.36
Implementation of Market Orientation 0.05
Social Media Marketing 1.05
Business Performance (Social) 0.76 0.46
Implementation of Market Orientation 0.18
Social Media Marketing 2.96

The findings in Table 3 depict the relationship between market orientation and business performance in the economic,
environmental, and social dimensions. Market orientation correlates positively with environmental and social performance,
indicating its influence in promoting sustainability. However, it correlates negatively with economic performance. Business
performance shows a strong positive correlation among its dimensions, indicating a cohesive relationship between economic,
environmental, and social aspects. The results of this study suggest that although market orientation has a positive impact on
environmental and social sustainability, its impact on the economic performance of the batik industry may not be significant.

Table 3
Second Order Fornell-Lacker
Mk Ot e i
Market Orientation 0.578
Business Performance (Economics) -0.109 0.737
Business Performance (Environment) 0.193 0.674 0.836
Business Performance (Social) 0.255 0.638 0.757 0.780

Hypothesis testing revealed that the implementation of market orientation significantly affects business performance
(economic) (p-value = 0.00 < 0.05) (Table 4). Therefore, the first hypothesis is accepted, indicating that the implementation
of market orientation positively impacts business performance (economic). This research finding is consistent with Udriyah
et al. (2019), who explored the relationship between market orientation and business performance, including its impact on
economic, environmental, and social dimensions, especially in terms of market responsiveness and competitiveness.
Similarly, Tajeddini and Ratten (2020) found that market orientation is associated with improved business performance and
customer satisfaction. The implementation of market orientation significantly affects business performance (environment)
positively (p-value = 0.00 < 0.05). Thus, the second hypothesis is accepted, indicating that market orientation positively
influences business performance (environment). Furthermore, the positive influence of market orientation on business
performance (environment) aligns with the principles of sustainable development and corporate social responsibility (CSR).
The implementation of market orientation significantly affects business performance (social) positively (p-value = 0.00 <
0.05). As a result, the third hypothesis is accepted, highlighting the positive impact of market orientation on business
performance (social). Tjahjadi et al. (2020) research in sustainability and marketing has underscored the role of market
orientation in promoting environmentally and socially responsible business practices. Market orientation drives innovation in
environmentally friendly products and meets consumer demand for environmentally friendly products. Similarly, Alhakimi
and Mahmoud (2020) found that market orientation positively influences a company's responsiveness to social issues. The
implementation of market orientation does not significantly affect the implementation of social media marketing (p-value =
0.27 > 0.05). Thus, the fourth hypothesis is rejected, stating that market orientation significantly affects social media
marketing. However, the lack of significant influence of market orientation on social media marketing observed in this study
differs from some previous research. Keszey (2020) stated a positive relationship between market orientation and the
implementation of social media marketing practices. Additionally, Danso et al. (2019) found that market orientation positively
influences social media marketing strategy. This difference may be due to specific contextual factors in the batik industry in
Indonesia.

The implementation of social media marketing significantly affects business performance (economic) (p-value = 0.00 < 0.05).
Thus, the fifth hypothesis is accepted, indicating a positive influence of social media marketing implementation on business
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performance (economic). Additionally, social media marketing significantly affects business performance (environment) (p-
value = 0.03 < 0.05). Therefore, the sixth hypothesis is accepted, illustrating the significant influence of social media
marketing on business performance (environment). Furthermore, social media marketing significantly affects business per-
formance (social) (p-value = 0.00 < 0.05). Thus, the seventh hypothesis is accepted, indicating a positive influence of social
media marketing on business performance (social). Findings regarding the significant influence of social media marketing on
business performance echo Liao et al. (2020), who emphasize the economic, environmental, and social benefits of social
media marketing, indicating that environmentally friendly products can attract premium prices and increase brand loyalty.
Similarly, Gelderman et al. (2021) found that social media marketing initiatives contribute to improving environmental per-
formance and customer perception.
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Table 4
Hypothesis testing results
Hypothesis B Standard Error t-value p-value Conclusion
Hl MO — SIP Eco -0.15 0.05 3.12 0.001 Accepted
H2 MO — SIP Env 0.15 0.05 3.33 0.000 Accepted
H3 MO — SIP Soc 0.21 0.04 4.92 0.000 Accepted
H4 MO — SM 0.06 0.09 0.62 0.268 Rejected
H5 SM — SIP Eco 0.75 0.03 26.03 0.000 Accepted
H6 SM — SIP Env 0.70 0.04 16.86 0.000 Accepted
H7 SM — SIP Soc 0.84 0.02 35.48 0.000 Accepted
HS8 MO — SM — SIP Eco 0.04 0.07 0.61 0.270 Rejected
H9 MO — SM — SIP Env 0.04 0.07 0.62 0.269 Rejected
H10 MO — SM — SIP Soc 0.05 0.08 0.62 0.269 Rejected

The mediating effect of social media marketing between the implementation of market orientation and business performance
(economic) is not significant (p-value = 0.270 > 0.05). As a result, the eighth hypothesis is rejected, indicating no significant
mediating effect. The mediating effect of social media marketing between the implementation of market orientation and busi-
ness performance (environment) is not significant (p-value = 0.269 > 0.05). Therefore, the ninth hypothesis is rejected,
indicating no significant mediating effect. The mediating effect of social media marketing between the implementation of
market orientation and business performance (social) is not significant (p-value = 0.269 > 0.05). Therefore, the tenth
hypothesis is rejected, stating no significant mediating effect at the 5% error level. Previous research has shown the potential
role of social media marketing practices as a mediator in the relationship between market orientation and sustainability
outcomes. Studies conducted by Abbas et al. (2019) and Papadas et al. (2019) highlight the positive impact of social media
marketing initiatives on various organizational outcomes, including economic, environmental, and social performance. These
findings suggest that social media marketing can serve as a mediator between market orientation and business performance .
However, the findings of this study indicate that the mediating effect of social media marketing between market orientation
and business performance (economic, environmental, and social) is not statistically significant in the context of the batik
industry in Indonesia. This differs from the research by Guo et al. (2020), which showed a deviation from the expected
mediating role of social media marketing practices. This gap underscores the importance of considering industry-specific
factors and contextual nuances in understanding the relationship between market orientation, social media marketing, and
sustainability outcomes.
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5. Conclusion

This study concludes that there is a significant relationship between market orientation, social media marketing, and business
performance across economic, environmental, and social dimensions in the batik industry in Indonesia. Although market
orientation negatively impacts economic performance, it positively influences environmental and social performance. On the
other hand, the implementation of social media marketing has a positive influence on all dimensions of business performance,
highlighting its role in driving industrial sustainability. Theoretically, this research underscores the importance of integrating
environmental considerations into marketing strategies and business operations to enhance sustainability outcomes. It empha-
sizes the need for businesses to adopt a holistic approach that combines market orientation and social media marketing strat-
egies to achieve business performance. Practically, these findings provide valuable insights for stakeholders in the batik in-
dustry and guide strategic decision-making processes. By aligning business practices with the increasing consumer prefer-
ences for products, companies can enhance sustainability performance across economic, environmental, and social dimen-
sions. The limitation of this research is its focus on small and medium-scale batik companies, which limits the generalizability
of these findings. Future research could address this limitation by expanding the scope of the study to include a wider geo-
graphical area and more diverse industry players.
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The mediating effect of social media marketing in the market
orientation and business performance relationship , Available on
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Abstract: This research aims to analyze the sustainability
challenges in small and medium-scale enterprises in Indonesia,
focusing on marketing orientation, social media marketing, and
three domains of business performance, namely economic, social
and environmental aspects. Data from 238 respondents in
Pekalongan, Central Java Province, Indonesia, were analyzed
using the SEM-PLS method. These findings support six
hypotheses revealing the impact of marketing orientation on
various aspects of business performance
(economic/social/environmental) and the influence of social
media marketing on economic, environmental, and social
dimensions. The results have significant implications for SMEs in
Indonesia. The findings highlight the need for improvement in
sustainability practices, such as increasing alignment between
marketing orientation and social media marketing strategies.
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Abstract: The aim of this study is to identify the impact of live
stream marketing on consumer trust. Data was collected using a
questionnaire developed based on prior works and administered
electronically to consumers who use live stream marketing before
making their purchasing decisions in Saudi Arabia. A total of 350
responses were used for data analysis purposes, which was carried
out via SmartPLS 4.0 software. The findings of the study
demonstrate a significant and positive impact of live stream
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marketing as conceptualized in terms of five dimensions
(information, attractiveness, entertainment, expert, and social
interaction) on consumer trust. In accordance with the research's
findings, researchers advise live stream marketers to learn
everything they can about the things they are selling because
doing so will enable customers to make well-informed choices.
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Mental health and long COVID status prediction among recovered
COVID-19 patients: A comparison of machine learning methods
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Abstract: The COVID-19 pandemic has led to different health
outcomes, including long COVID (LCo) and mental health (MH)
disorders, impacting millions globally. To enable early healthcare
diagnosis, including the prediction of MH conditions and LCo,
various research studies have utilized machine learning (ML)
techniques. However, there is still a gap in understanding the
mental health of recovered COVID-19 patients with long COVID
using ML techniques. This study aims to bridge this gap by
developing and evaluating ML models, including support vector
machine, multilayer perceptron (MLP), k-nearest neighbor,
gradient boosting, voting classifier, and extreme gradient
boosting, tailored for mental health and long COVID datasets
from recovered COVID-19 patients. Additionally, feature
selection methods, e.g., Recursive Feature Elimination (RFE) and
Extra Trees (ET), and optimized models with hyper-parameter
tuning will be employed. Our experiments utilize the dataset of
recovered COVID-19 patients. Among these ML models, the
MLP with ET-based features achieved the highest accuracy and
AUC scores in this dataset, with 1.00 and 097 =+ 0.02,
respectively. The research reveals the high prevalence and risk
factors of mental health disorders and long COVID from the
dataset. These findings will contribute to personalized healthcare
strategies for individuals navigating the complexities of post-
COVID-19 recovery, integrating machine learning insights into
mental health and long COVID support.

DOI: 10.5267/j.ijdns.2024.5.018
Keywords: Predictive Model, Machine Learning, Mental health,
Long COVID, COVID-19


http://creativecommons.org/licenses/by/4.0/
http://www.growingscience.com/ijds/online/ijdns_2024_100.pdf
http://www.growingscience.com/ijds/online/ijdns_2024_100.pdf

i

© 2010-2024 by the authors; licensee Growing
@ @ Science, Canada. This is an open access article
\ BY distributed under the terms and conditions of the

license. Creative Commons Attribution (CC-BY)

The effect of digital ERP implementation, supply chain integration
and supply chain flexibility on business performance , Available on
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Abstract:  Globalization entails manufacturing companies
improving their competitiveness to be superior to competitors.
This study investigates the role of ERP implementation in
improving business performance through supply chain integration,
external supply chain integration, and flexibility. The research
surveyed manufacturing companies that were implementing ERP
technology adequately. Data was collected from 99 manufacturing
companies in East Java that have implemented ERP. The study
used judgmental sampling with criteria for employees who have
worked for two years and permanent employees and have a role as
a critical user or end user of one of the ERP modules in the
company department. Data analysis used SmartPLS software
version 4.0. The results showed that ERP implementation
enhances internal supply chain integration by 0.708, external
supply chain integration by 0.491, and supply chain flexibility by
0.244. By responding quickly to interdepartmental needs and
integrating systems between functions, internal supply chain
integration affects external supply chain integration by 0.373,
supply chain flexibility by 0.249, and business performance by
0.196. External supply chain integration affects supply chain
flexibility by 0.445 and performance by 0.360. Moreover, supply
chain flexibility, described by the flexibility of employee working
hours as needed, on-time product delivery, and production
processes, impacted business performance by 0.378. The study
results provide practical contributions for corporate information
technology managers to invest in upgrading ERP software and
hardware to maintain integration with a single database in making
quick and appropriate decisions. A theoretical contribution to
increase competitiveness with supply chain strategy and
technology integration.
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The role of information technology (IT) performance in the
relationship between high-performance work systems and
competitive advantage , Available on May, 2024
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Abstract: Human resources that are of high quality create a
competitive advantage for companies, thus Human Resource
Management (HRM) and High-Performance Work Systems
(HPWS) that are good become key success factors that need to be
considered by every company. This study aims to investigate the
influence of Human Resource Management (HRM) and High-
Performance Work Systems (HPWS) on Information Technology
(IT) Performance and Competitive Advantage of a company. The
method used in this study is a quantitative approach with a
questionnaire as the data collection method. The research sample
consisted of 191 supervisors, managers, and executives of
manufacturing companies located in Medan, Indonesia. Data
analysis was conducted using SmartPLS 4.0 software. The results
showed that Human Resource Management significantly affects
IT Performance but does not directly affect Competitive
Advantage. Meanwhile, HPWS Capability does not affect IT
Performance but significantly affects Competitive Advantage. IT
Performance significantly affects Competitive Advantage. IT
Performance also mediates the relationship between Human
Resource Management and Competitive Advantage. However, it
is not significant in mediating the relationship between HPWS
Capability and Competitive Advantage. These findings underscore
that Human Resource Management (HRM) and High-
Performance Work Systems (HPWS) play pivotal roles in shaping
Information Technology (IT) performance and competitive
advantage within companies, thus impacting the overall success
and sustainability of companies.
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The influence of social media content marketing on consumer
engagement: A mediating of the role of consumer cognition
Available on May, 2024
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Abstract: This research investigates how social media content
marketing impacts customer engagement and it gives more weight
to consumer cognition as an intermediary means. According to the
study, digital communication has transformed significantly in our
modern era, from simple communicative and content-sharing
platforms to social media networks evolved into major marketing
platforms. Organizations now fundamentally bring about
transformations in their interaction with consumers depending on
how they choose to use these public forums. As well, this paper
begins to provide a comprehensive review of the social media
content marketing literature, with topics such as augmented
reality, credibility of content, user-generated content, and
customer perceptions. The paper has a survey sample of 350
managers from relevant organizations, selected to provide a broad
representative range across fields and industries. This study, under
the Technology Acceptance Model, aims to understand better,
how consumers accept and employ social media content
marketing. Research questions to be addressed in this forthcoming
paper include an investigation into how consumer belief serves to
mediate the relation between social media content marketing and
customer engagement Additionally, it aims to investigate the
extent to which consumer cognition intervenes in this link, and
whether consumers' beliefs moderate results of an interaction with
social media platform contents source (such as reading a blog or
watching a video). With this theoretical framework and the related
literature, the project aims to provide significant insights and
make a more successful marketing practice.
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Abstract: Regulators and recent academics are now paying
attention to digital marketing because it has become a complete
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marketing resource that might propel a firm toward success. As a
result, the current study explores the impact of several digital
advertising channels, including mobile, e-mail, and digital
retargeting, on customer purchasing behavior in the Information
Technology (IT) business in the UAE. The current research also
examines the moderating effects of marketing tactics at the
intersection of mobile advertising, digital retargeting, e-mail
marketing, and customer purchasing choices in the IT sector of
the UAE. To collect data for this study quantitatively,
questionnaires were employed to solicit information from
respondents, which was then analyzed using smart-PLS. The
findings showed that digital retargeting, mobile, and e-mail
marketing positively affect customer purchasing behavior in the
UAE's IT sector. The results also demonstrated that marketing
tactics drastically reduced the associations between mobile, e-
mail, and consumer purchasing decisions in the UAE's IT sector.
This study gave policymakers recommendations on better
focusing on digital advertising, which could boost the
organization's success.
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Abstract: In the ever-evolving landscape of supply chain
management, the quest for efficiency has become paramount. This
abstract explores a groundbreaking solution that combines the
power of permissioned blockchain technology with innovative
data reduction strategies to redefine how supply chains operate.
Traditional supply chain systems often grapple with data
overload, causing delays, inaccuracies, and operational
inefficiencies. However, this abstract presents a promising
approach that unleashes efficiency by harnessing the capabilities
of a permissioned blockchain. Through data reduction techniques
tailored to the needs of supply chain management, this approach
streamlines the flow of information while maintaining security
and trust among participants. This paper seeks into the technical
foundations of permissioned blockchains, highlighting their
suitability for supply applications where confidentiality and
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controlled access are imperative. Furthermore, it examines various
data reduction methodologies, emphasizing their role in
minimizing redundant data, optimizing communication, and
enabling real-time decision-making. The impact of this innovative
approach on supply chain stakeholders is profound. It reduces
data related bottlenecks, enhances transparencies, and fosters
collaboration among participants. Additionally, it provides a
scalable framework adaptable to diverse supply chain ecosystems.
As supply chain efficiency becomes increasingly important in our
interconnected world, this permissioned blockchain-driven data
reduction strategy offers a compelling vision for the future. It
promises to unlock a new era of streamlined operations, cost
savings, and improved customer satisfaction, ultimately shaping
the next generation of supply chain management.
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The effectiveness of cloud computing in developing critical thinking
skills among early childhood students . Available on May, 2024
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Abstract: The main objective of this research was to find out how
well cloud computing works for teaching kids in the early grades
to think critically. Participants in the study were a group of early
childhood students from schools in the Mafraq Governorate. The
duration of the trial was set at one month. Sixty students
participated in the study; thirty were randomly assigned to the
experimental group and thirty to the control group. Following the
intervention, the experimental group performed better than the
control group on tests measuring reasoning, interpretation,
analysis, and assessment skills. Both in the follow-up assessment
and in the time immediately after the intervention, the
experimental group and the control group did not vary from one
another in terms of critical thinking skill scores.
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Factor affecting internet information credibility: The moderating
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Abstract: This study provides an analytical view of the correlation
between several factors that influence the credibility of
information available through various sources on the Internet. The
most critical factors include information quality, source
credibility, argument strength, message credibility, and average
credibility. Additionally, the study explores the impact of gender
and years of experience as demographic variables on the nature
and size of these relationships. The study relied on a critical
review of previous related literature. In addition, it adopted an
analytical approach using a sample of 300 Internet users through a
questionnaire designed based on the study hypotheses. Most of
these relationships were found to be at an average level, except
for the relationship between source credibility and information
credibility. No statistical indicators were observed. Consequently,
the researchers acknowledge the need for caution when
generalizing these results to society. The study also found that the
gender of the recipient and the number of years of experience did
not necessarily play a mediating role in the relationship between
the tested factors and the credibility of information received via
the Internet.
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Abstract: The current study aims to determine the role of artificial
intelligence (AI) in developing the accounting system (AS) in
Jordanian Islamic banks. Currently, Islamic banks in Jordan are
included in the research population. Using a quantitative research
approach, 128 workers of Islamic banks in Jordan were chosen as
a sample for this study. The study used a survey questionnaire
instrument that was created based on past relevant literature and
studies to collect the required data. The results indicated that there
is an influence of Al (big data, intelligent agents, expert systems
and automation processes) on the development of the AS in
Jordanian Islamic banks. Accordingly, the study recommends that
to improve AS tasks and reduce associated costs, accountants and
accounting companies should always increase their understanding
of artificial intelligence.
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Assessing the accuracy of MT and Al tools in translating
humanities or social sciences Arabic research titles into English:
Evidence from Google Translate, Gemini, and ChatGPT , Available
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Abstract: Breakthroughs and advances in translation technology
by virtue of Al-powered MT tools and techniques contributed
significantly to providing near-perfect translation. This study aims
to evaluate the accuracy of three translation technologies (Google
Translate, Gemini, and ChatGPT) in translating multidisciplinary
Arabic research titles in the Humanities and Social Sciences into
English. A corpus of 163 titles of Arabic research articles from
various disciplines, including media studies, literature, linguistics,
education, and political science, was extracted from a Scopus-
indexed journal, namely Dirasat: Human and Social Sciences
Series. The research methodology in the present study lends itself
largely to Koponen’s (2010) translation error strategy framework.
Based on the data analysis, the findings showed that the renditions
provided by these programs were categorically marked with either
sense or syntax errors, which often rendered the translations
inaccurate. Many polysemous terms with multiple related senses
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were mistranslated. The results showed that the Gemini
translations contained the least errors. In contrast, the human
translations contained the least mistranslation and diction errors.
Google Translate and ChatGPT, on the other hand, contained the
highest number of equivalence-based errors. Unexpectedly, the
human translations contained the highest number of syntactic
errors, reflecting a lack of target language proficiency. The study's
conclusions and findings would be beneficial to translators,
students, and scholars who may consider translating their Arabic
study research titles and abstracts through the most commonly
used Al tools.

DOI: 10.5267/j.ijdns.2024.5.009
Keywords: Al translation, Machine translation, Research titles,
Interdisciplinary research, Accuracy, Evaluation

© 2010-2024 by the authors; licensee Growing
Science, Canada. This is an open access article
distributed under the terms and conditions of the
license. Creative Commons Attribution (CC-BY)
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Abstract: This research aims to analyze variable service quality on
e-government user satisfaction and analyze information quality
variables on e-government user satisfaction at the immigration
office. The research method used in this research is associative
quantitative research which aims to determine the relationship
between two or more variables. In this way, we can build a theory
that functions to predict and control a phenomenon. The
population in this study were all immigration office employees. In
this research, an analysis model is used, namely Partial Least
Square-Structural Equation Modeling (PLS-SEM). In this study,
the number of respondents was 876 immigration office employees
who used e-government. The sampling technique used in this
research is non probability sampling. In this research, the data
collection method used was the questionnaire method. The
instrument used to measure this research variable is a 7-point
Likert scale. Data processing in this research uses SmartPLS
software. The stages of data analysis in this research are the outer
model test which includes convergent validity, discriminant
validity and composite reliability as well as inner model analysis,
namely hypothesis testing. The results of this research are that
variable service quality has a positive and significant relationship
to e-government user satisfaction at the immigration office and
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the information quality variable has a positive and significant
relationship to e-government user satisfaction at the immigration
office.
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Perceived overload in social networking sites affect the users’
passive usage intention: A cognition-affect-conation approach
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(650K)

Abstract: Social Networking Sites (SNS) play an important role in
human psychological well-being. This research explores the
effects of perceived overload on the passive usage intention of
SNS among Malaysian users through SNS fatigue and anxiety by
employing a Cognition-Affect-Conation (C-A-C) model. Cross-
sectional survey research was carried out and the research
acquired responses from 383 SNS users. Data was analyzed
through PLS-SEM. The outcomes noted that perceived cognitive
overload, perceived information overload, SNS fatigue, and
anxiety are positive antecedents of SNS passive usage intention.
The research brings valuable insights into the formation of passive
usage intention of SNS and provides implications for service
providers and users.
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Beyond the swipe: Understanding the power of TikTok marketing-
interaction, entertainment, and trendiness in shaping purchase
intentions , Available on May, 2024
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Abstract: This study investigates the relationship between
interaction, entertainment, trendiness, brand engagement, and
purchase intention in the context of TikTok as a social media
platform. Using a quantitative research approach, online
questionnaires were distributed to 197 respondents who met
specific criteria, including active usage of TikTok and being under
45 years old. The data collection period spanned from March
2023 to May 2023. Data analysis was conducted using variance-
based structural equation modeling (PLS-SEM 4.0). The
independent variables in the study are interaction (X1),
entertainment (X2), and trendiness (X3), with brand engagement
(Z) serving as the mediator variable and purchase intention (Y) as
the dependent variable. The results revealed that interaction,
entertainment, and trendiness significantly positively affect
purchase intention, with brand engagement playing a moderating
role in this relationship. This study sheds light on the influence of
TikTok content attributes on consumers' purchase intention and
underscores the importance of brand engagement as a key factor
in shaping their purchasing decisions.
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innovation behavior on schools' performance during society 5.0 era
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Abstract: In this digital era, all human activities have moved
towards digital. The digital era has provided significant changes
in all aspects of life, one of which is the educational aspect.
Digital technology has opened up new education opportunities but
also presents challenges that must be faced. Almost all sectors,
including education in the industry 5.0 era, have digitized, namely
by utilizing sophisticated information technology. Era Society 5.0,
is an era that will make it easier for human life to interact and
transition to the digital era. Thus, the use of digital technology for
every aspect of life, especially the education sector, is very
necessary since it will reflect the level of competitiveness of a
country. This research aims to analyze the relationship between e-
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learning and performance, digital leadership and performance, and
the relationship between digital innovation and performance. This
type of research uses quantitative research methods. The
population in this research is all high school teachers who have
used e-learning platforms and have carried out digital innovation.
The sampling technique used in this research was a simple
random sampling technique and the total sample of respondents
from this research was 489 teachers. The type of data used in this
research is primary data and the data search tool used is an online
questionnaire using a Likert scale. The data analysis is to use
structural equation modelling. The results show that e-learning
had a positive and significant relationship with performance,
digital leadership had a positive and significant relationship with
performance and digital innovation had a positive and significant
relationship with performance.
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The impact of data recovery criteria, data backup schedule and
data backup prosses on the efficiency of data recovery management
in data centers , Available on April, 2024
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Abstract: A large-scale cloud data center must have a low failure
incidence rate and great service dependability and availability.
However, due to several issues, such as hardware and software
malfunctions that regularly cause task and job failure, large-scale
cloud data centers still have high failure rates. These mistakes can
have a substantial impact on cloud service dependability and need
a large resource allocation to recover from failures. Therefore, it is
important to have an efficient management of data recovery to
protect organizations data from loss. This paper aims to study
some factors that may improve the management of data recovery
by using quantitative research design as a methodology. The
results of hypothesis testing give strong evidence supporting the
positive and significant correlations between the proposed
hypotheses and the efficiency of data management recovery. This
study finds that the presence of a data center in an organization
demands the development of a solid plan for the most effective
usage of a software program to handle data recovery.
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The mediating role of effort expectation on digital banking
behavior intention in the Indonesian bank industry: An integration
of UGT-UTAUT?2 , Available on April, 2024
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(650K)

Abstract: Using the frameworks of the Theory of Use and
Gratification (UGT) and the Unified Theory of Acceptance and
Use of Technology (UTAUT?2), this study explores the factors that
influence individual behavior and behavioral goals in the adoption
of digital banking. Partial Least Square-Structural Equation
Modeling (PLS-SEM) is used in the analysis of research data
using the program SmartPLS 3.2.9 professional. There are 432
people in the research sample that filled out questionnaires. The
results show that behavioral intentions are strongly influenced by
the integration of UGT-UTAUT2 by 60.3%. Performance and
effort expectations are influenced by cognitive needs, effort
expectations are influenced by affective needs, and social
influence is impacted by social needs. Behavioral intentions for
the use of digital banking are shaped by a combination of factors
such as price value, hedonic motivation, habits, facilitating
conditions, and effort expectations. The relationship between
behavioral intentions, affective and cognitive needs is mediated
by effort expectations. In the context of using digital banking,
habits and behavioral intentions are important factors that
influence behavior; in contrast, cognitive needs, affective needs,
performance expectations, and social influence have no direct
effect on behavioral intentions.
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Evaluation of factors associated with the adoption of ICT in
education using machine learning , Available on April, 2024
Holgado-Apaza Luis Alberto, Aragon-Navarrete Ruth Nataly, Dioses-
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Abstract: Information and Communication Technologies (ICT)
affect all aspects of our daily lives. Using them is considered a
symbol of modernization and social advancement. The global
expansion and interconnection of ICT offers a significant
opportunity to promote the advancement of humanity, bridge the
digital gap and promote the growth of societies built on
knowledge. In this study, we analyzed and identified the most
influential factors in the adoption of ICT in education from the
data set called “Final Survey-Digital Inclusion Teachers” of the
Plurinational State of Bolivia, which consists of 871 instances and
189 columns. We performed feature selection by carefully
combining the results of three feature selection methods: filter
(chi-square, ANO-VA and mutual information), wrapper (RFE)
and intrinsic (Classification And Regression Trees, Random
Forest, Gradient Boosting and XGBoost). The results
demonstrated that a teacher's motivation for curricular planning
that includes ICT, teaching experience and the institutional
environment are key factors in the adoption of these technologies
in education. Furthermore, we identified that the Random Forest
algorithm is the most appropriate for analyzing and predicting the
adoption of ICT in education, we affirmed this after this algorithm
obtained the highest values in four of the six metrics evaluated: a
sensitivity of 77.7%, an F1 Score of 77.9%, a Cohen's Kappa
coefficient of 60.8% and a Jaccard Score of 64.3%. These results
suggest that Random Forest is the most effective algorithm to
analyze the factors related to the adoption of ICT in educational
environments.
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Abstract: In the digital era the research study discusses the role of
government policy, negative emotions and digital trust in cyber
violence, therefore this research adds to the literature and provides
references regarding the important role of government policy on
cyber violence is very limited. This research aims to investigate
the relationship between digital distrust and cyber violence, and
the relationship between government policy and cyber violence.
The research method used in this research is associative research.
Associative research is research that aims to determine the
relationship between the hubs of two or more variables. In this
way, we can build a theory that functions to predict and control a
phenomenon. The population in this study were all students who
had studied using e-learning or digital platforms. In this study, the
number of respondents was 543 high school students throughout
Indonesia. The sampling technique used in this research is
nonprobability sampling. In this research, the data collection
method used was the questionnaire method. The instrument used
to measure this research variable is a 5-point Likert scale. Data
processing in this research uses SmartPLS software. The stages of
data analysis in this research are the outer model test which
includes convergent validity, discriminant validity and composite
reliability as well as inner model analysis, namely hypothesis
testing. The results of this research are that digital distrust has a
positive and significant relationship to cyber violence, negative
emotions have a positive and significant relationship with cyber
violence, and government policy has a positive and significant
relationship with cyber violence. This research adds to the
literature and provides references regarding the important role of
government policy, digital distrust, and negative emotions in
cyber violence. Indonesia, the government needs to implement
and evaluate new regulations related to cybercrimes. The
government must establish new regulations to combat cybercrime.
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Abstract: The concept of the “Metaverse” is a three-dimensional
virtual world that relies on simulations of reality to represent real-
life experiences, and it can be classified as the next generation in
using the Internet. In this research, we will examine the factors
that may influence user acceptance of metaverse and the
relationships between these variables highlight how different
factors can be examined. The goal of understanding these factors
is to determine how Metaverse developers can improve this
technology to meet user expectations and enable users to better
interact with this technology. To achieve this goal, a sample of
312 students’ participants from different age groups was selected
to respond to an online Likert scale questionnaire ranging from)
strongly disagree equal) to (strongly agree equal 5). The study
found that perceived enjoyment significantly positively influences
technology metaverse application. Moreover, perceived curiosity
and perceived self-efficacy positively influence technology
application metaverse transitions. In addition, perceived ease of
use (PEOU) and perceived usefulness (PU) positively influence
the attitude toward using the Metaverse technology/application,
which means that all the previous factors have an overall positive
effect on the attitude toward using the Metaverse technology
application.
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Abstract: The increasing popularity of intelligence systems in
accounting and auditing domains has led to the interest towards
drivers of blockchain technology adoption. Consequently, this
empirical study inspected the antecedent constructs with direct
and indirect impact on blockchain technology adoption in the
accounting domain. Data were gathered from 346 accountants
employed in Information technology (IT) companies, through an
online survey. Structural equation modeling with Smart PLS 4
was employed for research model testing. Out of thirteen
proposed direct hypotheses, twelve were accepted. Mainly, the
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obtained empirical results confirmed effort expectancy impacting
blockchain technology adoption the most. Furthermore, the
obtained results also confirmed the mediation role of effort
expectancy and performance expectancy.
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Abstract: The research investigates the link between technology,
organization, and environment, and the uptake of artificial
intelligence among SMEs in Jordan. The objective is to get a
deeper understanding of the factors that promote or hinder
enterprises' use of artificial intelligence during the recruitment of
leaders. A total of 295 participants, who were owners or managers
in several SME sectors, manufacturing, including services,
construction, and agriculture, were selected via judgmental
sampling. Data collection was conducted utilizing a survey
instrument, and the collected data was processed employing Smart
PLS. The findings demonstrated a substantial correlation between
attitude toward artificial intelligence uptake and factors such as
relative advantage, complexity, top management commitment, and
organizational  preparedness.  Nevertheless, factors like
competitive pressure, external assistance, a favorable regulatory
environment, compatibility, and staff flexibility do not
significantly influence the attitude toward the uptake of artificial
intelligence. In summary, these findings provide valuable insights
for decision-making and resource distribution. They underscore
the significance of factors such as relative advantage, complexity,
top management commitment, and organizational readiness in
achieving goals in the field of artificial intelligence. Additionally,
they identify areas where efforts may not result in significant
effects. The practical ramifications and future study paths are
emphasized according to current technological needs.
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Abstract: The study aimed to evaluate how cloud technology
implementation would affect Jordanian industrial businesses'
financial statements' integrity across a range of variables
(financial condition, income, cash flow, owners' equity). The
investigation involved employees from financial and internal audit
departments, including various job titles. A random sample of 150
questionnaires was distributed among the study population, with a
96% response rate (145 retrieved). Respondents were scored using
a Likert five-point scale on the 44-paragraph questionnaire. To
accomplish its goals, the study used a descriptive-analytical
methodology and statistical techniques such as path analysis
(using AMOS) and simple linear regression analysis (using
SPSS). According to the study, the implementation of cloud
accounting has a statistically significant effect on the quality of
financial statements by Dimension (statement of financial
position, income statement, statement of cash flows, and list of
equity), according to the study. Applying cloud accounting has a
statistically significant effect on the internal control system, and
the internal control system has a statistically significant impact on
the accuracy of financial statements. Furthermore, -cloud
accounting has a statistically significant impact on the quality of
financial statements in Jordanian industrial companies through the
internal control system as an intermediate variable. The study
made several recommendations in light of the earlier findings, the
most significant of which are: determining the internal control
system's current state both before and after cloud accounting was
implemented; creating and executing a robust internal control
system compliant with international accounting standards; and
assessing the suitability of cloud accounting solutions through
thorough evaluations. The report also emphasized how crucial it is
to set up ongoing audit and internal control systems to evaluate
how well the internal control and cloud accounting systems are
working together.
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Innovative IoT security protocol: High-accuracy device
identification and resilience against credential compromise
(HADIRACC) , Available on April, 2024
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Abstract: The [oT ecosystem faces increasingly complex security
challenges due to the rapid growth of global IoT devices. Security
risks related to device identification and credential compromise
are on the rise, especially with the proliferation of IoT devices in
various aspects of life. This research highlights the need to
address these vulnerabilities through the development of robust
security protocols, aiming to create a more secure loT ecosystem
and enhance user trust in this technology. The objective of the
research is the development of an innovative IoT security
protocol; High-Accuracy Device Identification and Resilience
Against Credential Compromise (HADIRACC). This paper
contributes significantly to enhancing the security and reliability
of the IoT ecosystem. The research methods employed encompass
the development of security protocols, the development of a
proximity-based solution, and the classification of IoT devices
using data processing techniques and machine learning-based
classification. This study involves the collection and pre-
processing of datasets, training different classifiers using 70% of
the dataset, and testing the classifiers using the remaining 30%.
The proposed protocol can effectively enhance the security of IoT
devices by addressing various scenario-based attacks.
Furthermore, the results of the analysis of the five classifiers used
in this study indicate that Random Forest has the highest F1 score
accuracy, reaching 88.8%. This suggests that Random Forest, as a
classifier, can make the most accurate predictions compared to
other classifiers.
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Abstract: In recent years, E-Commerce has experienced a very
significant increase. E-commerce provides a broad overview of
technology, processes and practices that can be carried out
without using paper as a means of transactions. E-commerce has
had a big influence on the social and economic growth of today's
society. Business management's ability to manage financial
information is an important indicator in influencing Micro, Small
and Medium Enterprises’ (MSME's) business performance. Good
financial management behavior will result in good fund
management effectiveness. This research aims to analyze the
relationship between E-Commerce and the performance of
MSMEs and analyze the relationship between financial literacy
and its positive and significant relationship with the performance
of MSMEs. The research method uses a descriptive method with a
quantitative approach. The population in this research are MSMEs
managers who have comprehensive knowledge regarding the
operations and performance of MSMEs. In this study, researchers
used a simple random sampling technique with a sample size of
478 MSME managers. Data analysis in this research uses the
Partial Least Square (PLS) technique which is an alternative
method based on the variance of the variables used. The stages of
data analysis are validity testing, reliability testing and hypothesis
testing. The independent variables in this research are e-
commerce and financial literacy, while the dependent variable is
MSME performance. The results of this research show that e-
commerce has a positive and significant relationship with MSME
performance and financial literacy has a positive and significant
relationship to MSME performance. In addition, e-commerce has
a significant influence on the performance of MSMEs because the
presence of e-commerce is one of the marketing alternatives used
to reach more customers. MSMEs have the same opportunity to
use e-commerce as an alternative to maximize performance.
However, not all MSMEs have the capability to use and utilize e-
commerce optimally. This is because financial literacy is
knowledge in managing finances well. After all, knowing good
financial management will make it easier to make economic
decisions since the higher the level of financial literacy, the
MSME players can optimize performance.
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Abstract: This study explores the factors influencing personal
brand identity and their impact on successful personal branding. It
examines the positive influence of social media usage, self-
expression, professionalism, and self-disclosure on personal brand
identity, while also considering the inconsistent findings regarding
the role of self-efficacy. The study finds that social media usage,
self-expression, professionalism, and self-disclosure play crucial
roles in developing a strong personal brand identity, which is
essential for achieving successful personal branding. However,
the findings on self-efficacy's influence on personal brand identity
are inconsistent with previous research. This study contributes to
the understanding of personal brand identity and provides
valuable insights for individuals and organizations seeking to
develop and maintain strong personal brands.
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Abstract: Previously, studies reported inconclusive findings while
analyzing the influence of factors affecting online purchase
intention. Also, most studies were conducted in the context of
developed countries, limiting us to a specific context. Hence, for
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comprehensive understanding, this study aims at examining the
factors affecting the online purchase intention in the e-commerce
industry of Jordan. The survey was conducted to collect data from
university students in Jordan. Structural equation modeling was
employed to analyze the data. Findings show that attitude,
subjective norms, perceived behavioral control are positively
associated with online purchase intention. However, perceived
risks are negatively associated with online purchase intention.
Although all factors are significantly related to online purchase
intention, the attitude has a greater influence. This study adds
value to the theory of planned behavior and consumer behavior by
examining attitude, subjective norm, perceived behavioral control,
and perceived risks as important predictors of online purchase
intention. Besides, this study suggests that online retailers must
keep their commitments, promises, and customers’ interests in
mind while developing e-commerce strategies.
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Abstract: The current research aims to expose the value of
Instagram's features and content and investigate how cognitive
functions mediate the relationship between Instagram's content-
related elements (informative material, user-generated content,
augmented reality content, entertainment, trustworthiness,
sociability) and consumer affection and behavior. This study
employed a random sample strategy and gathered 292 responses.
The tool AMOS 22 (Analysis of a Moment Structure) examined
the data efficiently. Results show that all Instagram content
marketing elements affect cognitive engagement, where
augmented reality content has rated the highest effect, then user-
generated content, trustworthiness, informative material,
entertainment, and sociability, consequently. Then cognitive
engagement affects affection and behavior.

DOI: 10.5267/j.ijdns.2024.4.010


http://creativecommons.org/licenses/by/4.0/
http://www.growingscience.com/ijds/online/ijdns_2024_74.pdf
http://www.growingscience.com/ijds/online/ijdns_2024_74.pdf

B>

B>

Keywords: Instagram Content Marketing, Cognitive
Engagement, Affection, Behavior

© 2010-2024 by the authors; licensee Growing
Science, Canada. This is an open access article
distributed under the terms and conditions of the
license. Creative Commons Attribution (CC-BY)

Digital transformation in SMEs: Assessing the impact of big data
capabilities on project success, business continuity, and
sustainability , Available on April, 2024

Amani Abu Rumman, Mohammad A.K. Alsmairat, Rawan Alshawabkeh

and Lina Al-Abbadi == PDF (650K)

Abstract: During the innovation era and in the highly competitive
environment, big data capabilities (BDCs) play a pivotal role in
shaping competitive dynamics; the influence of these technologies
on small and medium-sized enterprises (SMEs) operating in the
retail sector is critically significant. This study is specifically
focused on the retail industry, with a particular emphasis on how
BDCs impact the project success, business continuity, and
sustainability of SMEs within this industry. Our theoretical model
was tested using a survey of 300 operations managers working in
SMEs in the retail sector in the Middle East. PLS-SEM was
conducted to analyze our collected data. Our results reveal that
BDCs enhance project success and promote sustainability
practices. The findings also reveal that BDCs have no impact on
business continuity. By shedding light on the nuanced impact of
BDCs on SME:s in the retail sector, this study contributes valuable
insights to the existing literature, offering a deeper understanding
of how these technological capabilities can drive success and
sustainability in a highly competitive market environment.
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Abstract: This research aims to investigate the role of internet
marketing, word-of-mouth and brand awareness on purchasing
decisions in online stores. The respondent sampling technique
used in this research is a non-probability sampling technique,
which uses a purposive sampling technique. The responses to this
research were from 468 online store consumers. Measurements of
“Internet Marketing”, “Word of Mouth Communication”, “Brand
Awareness” and “Purchasing Decisions” were carried out using a
seven-point Likert scale, ranging from strongly agree (1) to
strongly disagree (7). In this research, the data was analyzed using
the Partial Least Square (PLS) method with SmartPLS version 3.0
software. The stages of research data analysis are outer model
testing, namely unified validity and reliability, inner model testing
and hypothesis testing. Based on the results of data analysis, it is
concluded that internet marketing, word-of-mouth and brand
awareness had positive and significant effects on purchasing
decisions. Better internet marketing will improve consumer
purchasing decisions, brand awareness plays an important role in
consumer purchasing decisions, and consumers will carry out
word-of-mouth activities and tell other people about consumer
experiences after consuming products, electronic word of mouth
can help consumers in making buying decisions. Based on the
results of data analysis, the study provides managerial
implications as follows: online stores should evaluate the Internet
marketing strategy used by the company by looking for
information about what is currently trending among the public and
forming a special team to carry out Internet marketing strategies
to make them more attractive and creative and provide more
complete information regarding products are marketed so that
they attract consumers to make purchasing decisions.
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