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Abstract

The era of green global norms and business competitiveness encourage global companies to increase
marketing capability which has an impact on marketing performance. This research examines the
gaps in green global norms which are often considered to have consequences for investment in
innovation and has an impact on profitability. On the contrary, this pressure encourages companies
to remain survive while increasing their competitiveness. This research discusses green dynamic
marketing capability as a strategic resource for global companies to survive and continue to improve
their competitiveness. Using panel data regression with intervening variables, a study was employed
on the variables of organizational learning, green organizational identity, green innovation, green
marketing and marketing performance. 40 global companies were used as research samples. Data
taken from Refinitiv Eikon Thomson Reuters and Annual Report for the 2019-2023 period. The
research results show: (1) the mediating role of green marketing in values transformation of
organizational learning and green organizational identity ; (2) green innovation has been shown to
have no significant impact on marketing performance. The results clarify the framework of green
dynamic marketing capabilities as a process of value transformation of dynamic marketing
capabilities to improve marketing performance.

Keywords: organizational learning; green organizational identity; green innovation; green
marketing; marketing performance

1. Introduction

On September 25, 2015, the United Nations General Assembly adopted a resolution
“Transforming our world: the 2030 Agenda for Sustainable Development,” which contains an action
plan for the welfare of humanity and the planet in the form of collaborative cooperation, including
the affirmation of achieving 17 Sustainable Development Goals (SDGs) with 169 targets. One
important aspect of sustainable development, as mentioned in Goal 15, is attention to the
environment, namely protecting, renewing, and promoting the sustainable use of natural resources.
(Huan & Zhu, 2023 ; Pradhan et al., 2017 ; Sartore-Baldwin, 2022)

The emergence of this resolution has become a green global norm, resulting in the increasing
market awareness of environmentally friendly products (Bhujbal & Shafighi, 2022), as well as market
recognition for companies that have implemented environmentally oriented management policies.
(green orientation). The increasing market awareness and recognition exert pressure on global
companies. Businesses need to integrate green orientation triggered by these global green norms into
their strategies for improving marketing performance. (Nath & Siepong, 2022 ; Han et al., 2019).

In the Clean200 global company database, the dynamics of company’s rank changed from 2019
to 2024 are shown as business efforts to adapt to an increasingly competitive global environment
under the pressure of global green norms.

The global company ranking trends for the 20212024 period show a dynamic pattern. Some
companies appear to have experienced a decline in rankings, while others have consistently
maintained their positions. This dynamic reflects global companies’ efforts to respond to the
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challenge of implementing more integrated sustainable values to improve marketing performance
through strategic assets that can transform and create value.

This intense competition provides a picture of a dynamic environment where companies are
struggling to enhance their competitiveness, more importantly to generating values of recognition
and market acceptance to improve marketing performance (de Medeiros et al., 2022 ; Ma et al., 2022
; Lawson & Samson, 2001)

Within perspective of macromarketing, one of the schools of marketing thought (Mishra &
Mishra, 2023; Shaw & Jones, 2005), it is explained how companies expand the perspective of
marketing activities that have a macro impact. This view emphasizes that the macro perspective of
marketing activities is realized as a commitment to creating value performance for the company,
customers, and stakeholders through marketing activities. (Gopaldas, 2015 ; Mendoza-Silva, 2021 ;
Pan et al., 2021 ; Roh et al, 2022). This context explains how companies contribute to bringing about
social change, aligning with prevailing normative values, striving to gain confidence and acceptance
from their market, with the ultimate goal of improving marketing performance.

In the view of Dynamic Capability, marketing resources can be allocated to achieve competitive
advantage. Business requires the capability to integrate internal and external factors. This perspective
explains the optimization of corporate management strategies through the effectiveness of
integrating the management of internal and external factors. Internal factors include the company’s
organizational learning capacity to accumulate knowledge. Meanwhile, external factors include
market perception of the company’s reputation. The market’s perceptual acceptance of the
company’s reputation legitimizes the company’s existence, shapes its organizational identity, and
simultaneously enhances its marketing performance.

The author proposes the concept of green dynamic marketing capability, which is the
implementation of green marketing in the role of transforming and converting the value of green
dynamic marketing capabilities to enhance marketing performance.

The concept of green dynamic marketing capability is presented as a novelty in this research.
First, marketing performance is discussed using a framework that connects global green norms with
trends of competitiveness in a dynamic, rapidly changing, and unpredictable environment. Second,
marketing performance is viewed from the perspective of macro-marketing (Mittelstaedt et al., 2015;
DeQuero-Navarro et al., 2021 ; Dahlquist & Lehnert, 2023), integrated with dynamic marketing
capability (Yousaf, 2021 : Mostafiz et al., 2024 ; Khraim, 2024 ; Fang & Zou, 2009). Five main concepts
in green dynamic marketing capability are examined, namely: (1) Organizational learning; (2) Green
organizational identity; (3) Green innovation; (4) Green marketing; and (5) Marketing performance.

2. Theoretical View

2.1. Macromarketing

Macromarketing examines the marketing system, the impact of marketing and the marketing
system on society (Shaw et al., 2024 ; Haase, 2025). It places the role of the market as a support system
in society through a network of exchanges that maximizes the value generated through the sharing
of human resources. This view sees the structure of the marketing system as influencing people’s
daily lives.

2.2. Dynamic Marketing Capability

The definition of Dynamic Marketing Capability (DMC) is the result of the elaboration of the
concept of Dynamic Capabilities. According to Khraim (2024), DMC is a subset of Dynamic
Capabilities that focuses on customer value. DMC is also the result of efficiency and responsiveness
to the ever-changing market environment. The four components of DMC include: (1) Pro-active
market orientation; (2) Brand management capabilities; (3) New product development capabilities;
and (4) Customer relationship management capabilities. This context positions DMC as a marketing
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resource and capability that is able to absorb and use knowledge as a strategic asset. The emphasis
of cross-functional understanding in DMC is the ability to process knowledge assets.

2.3. Marketing Performance

According to Gao (2010) marketing performance can be explained using the concepts of
marketing effectiveness, efficiency and productivity. Effectiveness is measured through the
achievement of organizational goals (Uslay et al., 2009). Marketing effectiveness in this context is the
totality of marketing activities that help a company achieve its business goals. Meanwhile, marketing
performance which is associated with marketing efficiency is the achievement of business programs
through the management of marketing resources (marketing input) which are maximized to produce
marketing output (Gupta et al., 2021).

3. Hypotheses

3.1. Organizational Learning

Organizational learning is the process of acquiring new knowledge, including its interpretation
and application to improve organizational performance and the ability to adapt to changing
environments (Jenatabadi et al., 2023; Zhang et al., 2018 ; Aftab et al, 2023). The meaning of
organizational learning is explained using the assumption that companies accumulate knowledge
through efforts to adapt to the competitive environment (Chang, 2020). Knowledge can come from
other organizations where the entire company acquires valuable knowledge in large quantities. The
relevance of organizational learning is that organizations need to learn from other organizations as
external sources of knowledge in organizational efforts to obtain new knowledge.

In the context of innovation, absorptive capacity in organizational learning is needed to achieve
innovation performance (Huang et al., 2020; Jenatabadi et al., 2023; Song et al., 2021; Zhang et al.,
2018). Within green global norma and competitiveness, organizational learning can contribute
innovative capabilities by increasing awareness, creativity, use of knowledge, adoption of a culture
that supports innovation, adaptability, as well as organizational performance and competitive
advantage in the context of environmental sustainability. Thus, organizational learning influences
green innovation.

Hi: There is a positive and significant impact of organizational learning on green innovation

3.2. Green Organizational Identity

Green organizational identity is defined as a collective interpretation of environmental
protection and management to give meaning to every behavior. Green organizational identity has an
important role in interpretive schemes related to environmental issues (Song & Yu, 2018).

Collective perceptions in green organizational identity form an organizational climate which is
explained as a concept of employee perception through giving different values to each individual.
Organizational climate influences employee productivity, motivation and behavior (Nwangwu et al.,
2021).

An organization’s ability to adapt in a changing environment is shaped by a situation where the
organization consistently responds to market dynamics. Capabilities are formed through every new
problem that arises and is followed up by solving the problem by allocating strategic resources (Song
& Yu, 2018). The dynamics of market that are increasingly aware of the environment, as well as the
ability of organizations to adapt to environmentally friendly regulations, reshape organizational
identity. The formation of organizational identity becomes a continuous process, a manifestation of
the organization’s dynamic capabilities (Nwangwu et al., 2021). The green organizational concept
contains a number of values, beliefs and practices that are lived and implemented holistically with a
foundation of understanding that favors minimizing negative impacts on the environment (Anik &
Sulistyo, 2021; Kumar Kar & Harichandan, 2022; Nath & Siepong, 2022; Song & Yu, 2018; Zheng et
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al., 2022). Green organizational identity is strengthened and empowered by the ability to carry out
innovation based on environmental support (green innovation).

An increasingly strong green organizational identity shows a green-oriented commitment in
practical application, becoming a practice at both the organizational and individual levels through
innovative efforts. Thus, green organizational identity influences green innovation.

Ho: There is a positive and significant impact of green organizational identity on green innovation.

3.3. Green Innovation

Green innovation refers to managerial or process innovations embedded in organizational
routines—proactive, firm-initiated, and not mandated by statute—that express an enduring
commitment to environmental improvement (Anik & Sulistyo, 2021; Bhatti et al., 2023; Kumar Kar &
Harichandan, 2022; Nath & Siepong, 2022; Salim et al., 2019; Song & Yu, 2018; Zheng et al., 2022). The
innovation process at the practical level includes: (1) Formulating and implementing a number of
environmentally friendly policies; (2) Maximizing internal assessment facilities; (3) Establishing
clearer environmentally friendly performance goals; (4) Openness to information related to the
company’s environmentally friendly performance; (5) Conducting internal and external
environmental audits; and (6) Developing human resource empowerment programs through training
and compensation.

As a strategic orientation, green innovation consolidates these practices into capabilities that
open new market opportunities and strengthen competitive positioning through the firm’s green
marketing activities. Accordingly, green innovation should enhance both green marketing and
overall marketing performance.

Hs: Green innovation has a positive and significant effect on green marketing.
Ha: Green innovation has a positive and significant effect on marketing performance.

3.4. Green Marketing

Green marketing is defined as a holistic management process to identify, anticipate and satisfy
the interests of customers and society in a profitable and sustainable manner. Green marketing
integrates personal, economic, and social considerations to promote resource conservation,
environmental protection, and ecological development (Liu et al., 2023).

The strategic perspective on measuring the success of green marketing is explained as a holistic
management capability in production, promotion, distribution and environmentally oriented value
creation (Bashar et al., 2023). Green marketing is the embodiment of the social marketing concept
which considers four important things in making marketing decisions, including: (1) Consumer
desires; (2) Consumer interest; (3) Company compliance requirements; and (4) Social welfare. There
are indications that the market is increasingly paying attention to environmental issues, linking them
to the products purchased, which is referred to as the phenomenon of consumer environmental
consciousness. Therefore, green marketing connects the implications of consumer environmental
awareness with the product (product’s environmental implications), and the company’s
responsiveness to changes in market attitudes as well as understanding the potential of green
marketing not just about altruistic actions but profit orientation (Nath & Siepong, 2022; Wang et al.,
2022).

The American Marketing Association (AMA) (Azadnia et al., 2021) defines green marketing as
the development and marketing of products that are environmentally friendly, or designed to
minimize negative impacts on the physical environment, or aim to improve quality. This definition
also includes all efforts to produce, promote, package and develop products to be more sensitive and
responsive as a form of ecological concern. Green marketing is related to the promotion of
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consumption and implementation of sustainable production by relevant stakeholders, including
government, business organizations and consumers.

Green marketing plays a role in transforming the value of green innovation to improve
marketing performance. Thus, green marketing performs the mediatininfluences marketing
performance.

Hs: There is a positive and significant impact of green marketing on marketing performance

3.5. The influence of Green Innovation on Marketing Performance Through the Mediating Role of Green
Marketing

Green innovation is related to the implementation of environmentally friendly technologies in
production processes (Singh et al., 2020). The role of this technology is demonstrated through the
ability of businesses to produce goods and services that minimize negative impacts on the
environment. Technology in green innovation also contributes to cost reduction, increasing business
competitiveness in a dynamic market environment (Song & Yu, 2018 ; Singh et al. 2020 ; Su et al., 2022
; Takalo et al.,, 2021). Externally, green innovation can shape a corporate image. Wicki & Hansen
(2019) and Zameer & Yasmeen (2022) studied the green purchase intention model. The model shows
how green innovation shapes green purchasing intention through the mediating role of: (1)
Perception of newness; (2) Perception of usefulness; and (3) Green perception. The customer’s
perception of value is the output of a series of value creation processes in applying the marketing
concept. In Sarfraz et al. (2023) it is explained about the influence of innovation on marketing which
has an impact on performance. Marketing has a role in developing innovation towards the creation
of new products that have market value.

Green marketing transforms green innovation to be able to improve market performance,
namely consumer-oriented green marketing. Thus, there is a role for green marketing in the influence
of green innovation on marketing performance.

Hs: There is a mediating role of green marketing in the impact of green innovation on marketing
performance

4. Methods

The research was conducted on global companies that have implemented green marketing
strategies as demonstrated by the reputation they have achieved and are recognized globally for their
efforts to become leaders in clean energy initiatives and awareness of climate change. The assessment
of these environmentally friendly oriented efforts is carried out by reputable rating agencies using
the following criteria: (1) The company’s ability to conserve clean energy sources; (2) The company’s
ability to obtain income from the use of clean energy such as renewable energy, energy efficiency,
electric vehicles, and low-carbon technology; and (3) Company participation in various activities that
have environmental and social impacts. In this research, the criteria used by the global Clean200
rating agency are used as the main reference to obtain the names of companies at the global level.

This research uses a quantitative approach with a global company organizational analysis unit.
The systematic study conducted focused on testing the hypothesis of the strength of the relationship
between the research variables, respectively: (1) Organizational learning; (2) Green organizational
identity; (3) Green innovation; (4) Green marketing; and (5) Marketing performance. The detailed
research model is presented in Figure 1 below:

The indicators for each variable can be detailed as follows: (1) Marketing performance (Huang
et al.,, 2023 ; Han et al., 2019 ; Roh et al., 2022) is taken from the indicators: Return on Marketing
Investment (ROMI), sales ratio, revenue growth, market share, and ability to use renewable energy
(renewable energy use). The use of renewable energy in the production or operational process
becomes an added value to marketing performance that differentiates the brand from competitors,
creates a brand image that cares about the environment so that it is increasingly appreciated by a
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market that is increasingly aware of the environment; (2) Green marketing (Nath & Siepong, 2022 ;
Hasan & Ali, 2015 ; Garcia-Salirrosas & Rondon-Eusebio, 2022 ; Gao et al., 2022 ; Franco et al., 2022 ;
Ismail et al., 2023) is taken from indicators of the ability to produce environmentally friendly products
that can be accepted by the market (product environmental responsible use), and the ability to
manage an environmentally friendly value chain that guarantees the effectiveness of the formation
of a green marketing network (environmental supply chain management) ; (3) Green innovation
(Huang et al., 2020 ; El-Kassar et al., 2019 ; Song & Yu, 2018 ; Sheikhi et al., 2021 ; Yin & Li, 2022 ;
Eiadat et al., 2008) is taken from the company’s expertise indicator expressing innovative ideas in the
form of products that are able to minimize negative impacts on the environment (environmental
products), and the company’s innovative ideas in environmentally friendly product packaging (eco-
design product) ; (4) Organizational learning (Joshi & Dhar, 2020 ; de Medeiros et al., 2022 ; Muisyo
et al., 2022 ; Tajpour et al., 2022) is taken from indicators of the ability to manage knowledge assets
originating from human resources, including training programs oriented towards instilling
environmentally friendly values (environment management training), managing human resources
according to their expertise (environment management team), human resource development policy
strategies (training and development policy), and managing human resource capacity that can
contribute to the company’s progress (employee resource group) ; (5) Green organizational identity
(Runco, 2015 ; Singh et al.,, 2020 ; Xing et al.,, 2019) is taken from indicators of efforts to use
environmentally friendly production materials (environmental materials sourcing), and investment
initiatives that have a positive impact on the environment (environmental investments initiatives).

Organizational Learning Ha
H1
(ou)
H6 i l
Y ¥
Green Innovation ’ Green Marketing " Marketing Performance
(D) H3 (GM) Hs (MP)
Green Organizational Identity H2
(Gol)
_ .
: direct effect
————— —>

. indirect effect

Figure 1. Research model.

The population of this research is global companies that have implemented green marketing
strategies as demonstrated by the reputation they have achieved and are recognized globally for their
efforts to become leaders in clean energy initiatives and awareness of climate change as per the
criteria used by the global Clean200 rating agency. The assessment of these environmentally friendly
oriented efforts is carried out by reputable rating agencies using the following criteria: (1) The
company’s ability to conserve clean energy sources; (2) The company’s ability to obtain income from
the use of clean energy such as renewable energy, energy efficiency, electric vehicles, and low-carbon
technology; (3) Company participation in various activities that have an environmental and social
impact; and (4) The company is included in the Refinitiv Eikon Thomson Reuters database, and has
data (accessible) on indicators in the research variables for the period 2019 to 2023. Using these
criteria, 200 companies were obtained.

The sampling technique used was purposive sampling. The selection of sample companies is
based on the following criteria: (1) Companies that are superior, have rankings or awards in their
respective sectors; (2) The company is able to take a central role in becoming a global model and
inspiration for other companies, has the same initiative and commitment in efforts to participate,
adapt, contribute to environmental sustainability values that have an impact on marketing
performance; and (3) As companies that dominate global or national stock markets, they are expected
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to be able to bring about change towards creating a conducive business environment, strengthening
character and sustainable market behavior.

By using these criteria, a research sample of 40 companies can be obtained as detailed in the
following Table 2:

Table 1. Samples.

No. Sector Company Country of Origin
1. Materials (4) 1. Shin-Etsu Chemical Japan
2. LG Chem Ltd. South Korea
3. Cascade Canada
4. Indorama Ventures PCL Thailand
2. Utilities (2) 1. Iberdrola SA Spain
2. Enerjisa Enerji AS Turkey
3. Financials (5) 1. Agricultural Bank of China Ltd China
2. Bank of China Ltd China
3. BPN Paribas SA Perancis
4. PT BRI Tbk Indonesia
5. PT Bank Mandiri Tbk Indonesia
4. Consumer 1. Tesla Inc United States
Discretionary (3) 2. Swatch Group Switzerland
3. Tianneng Power International
Ltd Cayman Island
5. Information 1. Apple Inc United States
Technology (6) 2. TSMC Taiwan
3. Lenovo Hong Kong
4. Cisco Systems Inc United States
5. Intel Corp United States
6. Longi Green Energy
Technology Co Ltd China
6. Communication 1. Alphabet United States
Services (8) 2. Deutshce Telekom AG Germany
3. Verizon Communications Inc  United States
4. SoftBank Corp Japan
5. KDDI Corp Japan
6. BT Group PLC United Kingdom
7. SK Telecom Co Ltd South Korea
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8. Advanced Info Service PCL Thailand
7.
Industrials (7) 1. Contemporary Amperex
Technology Co Ltd China
2. Schneider Electric SE France
3. Siemens AG Germany
4. Kone Oyj Finlandia
5. Vestas Wind Systems A/S Denmark
6. Alstom SA France
7. First Group PLC United Kingdom
8.
Health care (2) 1. Pfizer Inc United States
2. Bristol-Myers United States
9.
Consumer staples (1) Unilever PLC United Kingdom
10. Real estate (2) 1. City Development Singapore  Singapore
2. Equinix United States

Source: Clean200.

Table 2. Fixed Effect Model (FEM).

Dependen variabel = GI

R? AdjR> OL GOI T Value Prob T Value Prob  F Value Prob
(OL) (GOD)

0.9832 0.9788 0.4681 0.2642 7.5142 0.0000 3.5004  0.0006 223.1061  0.0000

Source: Eviews 11.

The data analysis carried out was panel data path analysis. In this analysis technique, an analysis
of the cause and effect relationships that occur in multiple regression is employed where the influence
of the independent variable on the dependent variable is not only direct (direct effect) but also
indirect (indirect effect). Panel data regression in this research provides three alternative models,
respectively: (1) Common Effect Model (CEM); (2) Fixed Effect Model (FEM); and (3) Random Effect
Model (REM). The Ordinary Least Squares (OLS) approach estimation technique is used for the
Common Effect Model (CEM) and Fixed Effect Model (FEM), while the Generalized Least Squares
(GLS) approach is used for the Random Effect Model.

Next, to ensure the suitability of the CEM, FEM and REM models, the following steps are carried
out: (1) Chow test is employed to select the CEM or FEM model; (2) The Hausman test is employed
to select the FEM or REM model; and (3) The Lagrange Multiplier (LM) test is employed to select the
CEM or REM model.

A classical assumption test was employed with the following conditions: (1) If the Common
Effect Model (CEM) is selected, then the classical assumption tests required are the Residual
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Normality Test, Multicollinearity Test, Heteroscedasticity Test, Autocorrelation Test, Cross-Sectional
Dependence Test and Linearity Test; (2) If the Fixed Effect Model (FEM) is selected, then the classical
assumption tests required are the Multicollinearity Test, Heteroscedasticity Test, Autocorrelation
Test, Cross-Sectional Dependence Test, and Residual Normality Test; and (3) If the Random Effect
Model (REM) is selected, then the classical assumption tests required are Residual Normality Test,
Multicollinearity Test, Heteroscedasticity Test, Autocorrelation Test, Cross-Sectional Dependence
Test, REM Consistency Test (Hausman Test).

5. Results and Discussion

This research model identifies variables that influence marketing performance (Y) through
structural relationships consisting of four sub-structural models. The main independent variables in
this model are Organizational Learning (OL) and Green Organizational Identity (GOI), which play a
role in forming Green Innovation (GI) as the first mediating variable.

Green Innovation (GI) plays a mediating role in the influence of Organizational Learning (OL)
and Green Organizational Identity (GOI) on Green Marketing (GM). In this research model, Green
Innovation (GI) is the first mediating variable. Furthermore, Green Marketing (GM) plays a second
mediating variable, transforming Green Innovation (GI) and thus contributing to improve Marketing
Performance (MP).

This relationship suggests that to improve marketing performance in the context of
sustainability, companies need to strengthen their organizational learning and green identity, which
will drive innovation and more effective green marketing strategies.

In Sub-structural Model-1, Sub-structural Model-2, and Sub-Structural Model-3, the suitability
test of the panel data regression model was employed. Sub-structural Model-4 is a model for testing
the hypothesis of the mediating role of green marketing in the influence of green innovation on
marketing performance.

5.1. Sub-Structural Model-1

The following model (Figure 2) examines the impact of Organizational Learning (OL) and Green
Organizational Identity (GOI) on Green Innovation (GI).

Organizational Learning
oy

Green Innovation [-p—* Green Marketing [+ Marketing Performance
(G1) (GM) (MP)

Green Organizational Identity
(Gol)

Figure 2. Sub-structural Model-1.

Sub-structural model-1 regression analysis was employed to see the contribution of the model
in explaining the influence of Organizational Learning (OL) and Green Organizational Identity (GOI)
on Green Innovation (GI). The R? value, adjusted R? and the level of significance of the F value are
shown in the following Table 3:

From Table 3 it is shown that the R? value is 0.98 and the adjusted R? is 0.98 which is close to
1.00. The model’s contribution to predicting the influence of Organizational Learning (OL) and Green
Organizational Identity (GOI) on Green Innovation (GI) is 98%. Likewise, the probability that the F
value (223.1061) is known to be 0.00 is smaller than 0.05. This indicates the model is appropriate.

The direction of the T value of the Organizational Learning variable (OL) is positive at 0.47. The
probability that the T value for the Organizational Learning variable (OL) is 0.00 is smaller than 0.05.
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Thus hypothesis-1 (H1) is accepted. There is a positive and significant influence of Organizational
Learning (OL) on Green Innovation (GI).

Table 3. Random Effect Model (FEM).

Dependent variabel = GM

R?> AdjR*> GI GI T Value Prob F Value Prob
(GI) (GI)

0.6728 0.6711 0.7883 20.1301 0.0000 407.1414 0.0000

Source: Eviews 11.

Through this equation it is also known that the direction of the T value of Green Organizational
Identity (GQOI) is positive at 0.26. The probability that the T value of Green Organizational Identity
(GOI) is 0.00 is smaller than 0.05. Thus hypothesis-2 (H2) is accepted. There is a positive and
significant influence of Green Organizational Identity (GOI) on Green Innovation (GI).

5.2. Sub-Structural Model-2

In this model, the influence of Green Innovation (GI) on Green Marketing (GM) is studied as in
the following Figure 3:

Organizational Learning
(o)

F';'T"""""""' i

1
Green Innovation ! Green Marketing -1 ’ Marketing Performance
(6 3 UL (MP)

Green Organizational Identity
(GoI)

Figure 3. Sub-structural Model-2.

Regression analysis was employed to see the contribution of the model in explaining the
influence of Green Innovation (GI) on Green Marketing (GM). The magnitude of the R? value,
adjusted R? and the level of significance of the F value are shown in Table 4 Random Effect Model
(REM) sub-structural model-2 below:

From Table 4 it is shown that the R? value is 0.67 and the adjusted R? is 0.67. The model’s
contribution to predicting the influence of Green Innovation (GI) on Green Marketing (GM) is 67%.
Likewise, the probability that the F value is known to be 0.00 is smaller than 0.05. This indicates that
the model is appropriate.

Table 4. Random Effect Model (REM).

Dependent variable = MP

R2  AdjR? GI GM T Value Prob T Value Prob F Value Prob
(GI) (GM)

© 2025 by the author(s). Distributed under a Creative Commons CC BY license.

d0i:10.20944/preprints202512.1322.v1


https://doi.org/10.20944/preprints202512.1322.v1
http://creativecommons.org/licenses/by/4.0/

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 16 December 2025 d0i:10.20944/preprints202512.1322.v1

11 of 23

0.3787 0.3723 -0.5471 1.7165 -2.7166 0.0072 7.6843 0.0000 59.1420 0.0000

Source: Eviews 11.

From the regression model equation, it is known that the direction of the T value of the Green
Innovation (GI) variable is positive at 0.79. The probability that the T value for the Green Innovation
(GI) variable is 0.00 is smaller than 0.05. Thus hypothesis-3 (Hs) is accepted. There is a positive and
significant influence of Green Innovation (GI) on Green Marketing (GM).

5.2. Sub-Structural Model-3

In this model, the influence of green innovation and green marketing on marketing performance
is tested as per the following Sub-structural Model-3 (Figure 4):

Organizational Learning
(oL)

Green Innovation ’| Green Marketing Marketing Performance
(GI) (GMm) (MP)

|

| I

‘

v 3 I
|
|
|
|

Green Organizational Identity
(o)

Figure 4. Sub-structural Model-3.

Regression analysis was employed to see the contribution of the model in explaining the
influence of Green Innovation (GI) and Green Marketing (GM) on Marketing Performance (MP). The
R? value, adjusted R? and the level of significance of the F value are shown in Table 5 Random Effect
Model (REM) sub-structural model-3 below:

From Table 5 it is shown that the R? value is 0.37 and the adjusted R? is 0.37. The model’s
contribution to predicting the influence of Green Innovation (GI) on Green Marketing (GM) is 37%.
Likewise, the probability that the F value (59.142) is known to be 0.00 is smaller than 0.05. This
indicates that the model is appropriate.

From regression model equation it is known that the direction of the T value of the Green
Innovation (GI) variable is negative at -2.7166. The probability that the T value of the Green
Innovation (GI) variable is 0.0072 (rounded to 0.01) is smaller than 0.05. Thus hypothesis-4 (Hs) is
rejected. There is a negative and significant influence of Green Innovation (GI) on Marketing
Performance (MP).

Through this equation it is also known that the direction of the T value of the Green Marketing
(GM) variable is positive at 7.6843 with the probability 0.00 (< 0.05). Thus hypothesis-5 (Hs) is
accepted. There is a positive and significant influence of Green Marketing (GM) on Marketing
Performance (MP).

5.3. Sub-Structural Model-4

In this model, the mediating role of green marketing in the influence of green innovation on
marketing performance is tested (Figure 5).

In this model, the mediating role of green marketing in the influence of green innovation on
marketing performance is measured using the Sobel Test. The Sobel test is used to test the significance
of mediation effects with the following formula:
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7= a-b
V (b%52) +(a?: S})

Where,

a = regression coefficient from the independent variable to the mediator variable
b = regression coefficient from the mediator variable to the dependent variable
Sa = standard error of coefficient a

Sb = standard error of coefficient b

By using this formula, the Z value is calculated using the following regression coefficient values:
(1)a=0.79; (2) b=1.75; (3) SEa=0.04 ; (4) SEb = 0.30 as follows:

a-b
V(b?:S2) +(a? - 57)

7= (0.79 x 1.75)
v (1.75% x 0.042) + (0.79% x 0.302)

Z=' 1.3825 = _1.3325_ — 5‘59
V0.0049 +0.0562 02472

Furthermore, the Z-calculated value is 5.59 compared to the normal distribution critical value of
1.96 at a significance level of 0.05. The results show the Z-calculated value of 5.59 is greater than the
Z-table value of 1.96. Thus the solution for the hypothesis test (Hs) can be presented as follows:

From the Sobel Test calculation of the mediating role of Green Marketing (GM), a Z value of 5.59
is obtained, which is greater than the Z table value of 1.96. There is a mediating role of Green
Marketing in the influence of Green Innovation on Marketing Performance.

Organizational Learning r ________________________________ I
(oL) T :

! ‘ H6 [

1 - ‘ 1 1

1| Green Innovation 7 Green Marketing ’ Marketing Performance ||

! (Gl) (6M) (MP) I

| - 1

! 1

l— ------------------------------- -

Green Organizational Identity
(GOI)

Figure 5. Sub-structural Model-4.

5.4. Discussion

The results of hypothesis testing show that all hypotheses proposed in this study are accepted,
except H4, with a significance level of less than 0.05 (Hy, Hz, Hs, Hs, and Hs). In Hi, Hz, Hs, Hs, and He
the resulting path coefficient value is positive, which indicates the relationship between variables is
positive. Meanwhile, in Hy, it is known that the path coefficient is negative, which indicates negative
relationship between the variables (Figure 6).
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(H1=0,3237/0,00< 0,05 ; accepted) [ (H6 = 5,59 > 1,96/accepted)
Green Innovation J Green Marketing | Marketing Performance
(Gl) (GM) (MP)
(H2 =0,3699/0,00 < 0,05 ; accepted) (13 - 0,7883/0,00 < 0,05 ; accepted) (H5 = 1,7469/0,00 < 0,05 ; accepted)
Green Organizational Identity
(Gol)

Figure 6. Research model (integrated).

The era of global green norms and competitive environmental demands has forced companies
to implement business management strategies that are not only profit-oriented but also adopt new
values where market awareness of the environment (green awareness) is increasingly growing. The
research results show that global companies are trying to increase their business capacity by
allocating learning resources (organizational learning), shown by an increase of 8.66% in the 2022-
2023 period, and the reputation that has been built through green organizational identity, shown by
an increase of 8.64% in the same year period. Companies that are able to allocate learning resources
and improve their reputation regarding environmentally friendly practices in building their
organizational identity tend to be able to develop their innovative capacity (green innovation).

The regression equation in Sub-structural Model-1 shows that every additional 1 unit of
organizational learning is able to contribute to an additional increase of 0.4682 (47%) in green
innovation, and each additional unit of green organizational identity is able to contribute to an
additional increase of 0.2643 (26%) in green innovation. The constant value is known to be 0.0934. In
the event that the organizational learning variable and the green organizational identity variable
remain constant or do not change, the green innovation variable increases by 0.0934 (9.3%). The
model contribution is obtained through an adjusted R? value of 0.9788. Thus, the model contribution
explaining the influence of organizational learning and green organizational identity is 97.88%. These
findings are supported by Zhang et al. (2018), Wicki & Hansen (2019), Organizational learning
involves the sharing of knowledge, contributing to a company’s increased adaptability and
continuous improvement. Establishing a system where knowledge can be shared can create a
synergistic and positive impact on green innovation (Li et al., 2022). The findings of this study were
also confirmed by Chen & Chang (2013), Song & Yu (2018) and Pan et al. (2021).

which emphasizes green organizational identity as good practices in sharing knowledge and
developing openness capacities which are strategic assets for the company. These assets enable
companies to implement green innovations effectively.

Companies from America (Alphabet Inc, Equinix Inc, Cisco Systems Inc, Tesla Inc), China
(LONGI Green Energy Technology Co Ltd, Bank of China Ltd, Agricultural Bank of China Ltd) and
Europe (Vestas Wind Systems A/S/Denmark, BNP Paribas SA/France) excel in organizational
learning resource allocation and green organizational identity. In the ranking of the top 10 companies
seeking to increase organizational learning capacity, there is also Indonesia, represented by PT Bank
Rakyat Indonesia (BRI) Tbk and PT Bank Mandiri Tbk (Table 4.3). This indicates the availability of
supporting infrastructure in these countries for businesses to develop their organizational learning
resource capacity and green organizational identity to enhance innovative capabilities resulting in
improved marketing performance. Data from the 2019-2023 Annual Report of PT Bank Rakyat
Indonesia (BRI) Tbk states that Government regulations that have an impact on the development of
green innovation assets include Financial Services Authority (OJK) Regulation Number
51/POJK.03/2017 concerning Sustainable Finance, Presidential Regulation Number 59/2017
concerning Sustainable Development Goals (SDG), and the Indonesian Sustainable Finance
Roadmap.
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The dominant sectors in organizational learning are primarily the communication services
sector, information technology, finance, health care, real estate and industrial.. In these sectors,
companies invest in technology for service effectiveness, especially in the communication services,
information technology, finance, health and housing sectors, as well as production process efficiency
in the industrial sector. This finding is accepted by the theoretical framework of dynamic capabilities
and dynamic marketing capabilities (Joshi & Dhar, 2020 ; de Medeiros et al., 2022 ; Muisyo et al., 2022
; Tajpour et al.,, 2022) which emphasizes the ability of businesses to allocate their organizational
learning resources through technology investments in responding to a rapidly changing
environment. The application of technology not only contributes to service effectiveness which
impacts organizational identity but also the company’s innovation capabilities. Alphabet Inc and
Equinix Inc Annual Report data for the 2019-2023 period shows an increase in technology
infrastructure investment costs of 37.45% (Alphabet Inc) and 52.38% (Equinix Inc). The research
results show that Alphabet Inc and Equinix Inc are ranked in the top 10 companies that are able to
increase the percentage score on organizational learning assets (Alphabet Inc = 14.24% ; Equinix Inc
= 12.47%), green organizational identity (Alphabet Inc = 16.28% ; Equinix Inc = 19.19%) and green
innovation (Alphabet Inc = 11.41% ; Equinix Inc = 14.03).

In testing hypothesis-3 (Sub-structural Model-2) we found a positive and significant influence of
green innovation on green marketing with a path coefficient value of 0.7884 and a T value of 20.1302
which was significant at a significance level of 0.00, smaller than 0.05. Every 1 unit in the green
innovation variable contributes 0.7883 (78.83%) units of the green marketing variable with a constant
value of 0.2695. This constant value indicates an addition of 0.2695 (26.95%) to the green marketing
variable when the green innovation variable is in a constant state or does not change. The model
contribution is known from the adjusted R2 value of 0.6711. The model can be used to predict the
influence of green innovation on green marketing by 67.11%.

Global companies from America dominate the ranking of the top 10 companies capable of
increasing green innovation and green marketing scores, namely Pfizer Inc (21.48% ; 13.36%), Bristol-
Myers Squibb Co (21.38% ; 13.51%), Equinix Inc (14.03% ; 16.24%), Alphabet Inc (11.41% ; 14.54%).
Information from the company’s Annual Report mentions investments in green innovation that have
an impact on green marketing, for example Pfizer Inc which implements sustainable manufacturing
processes, reduced carbon emissions, and environmentally friendly packages in its pharmaceutical
products. Pfizer also invested in the Net Zero Standard commitment initiative to meet the carbon-
free target before 2040. The company also issued a 10-year sustainable bond worth US$ 1.25 billion
for the development of the bio-pharmaceutical industry, of which US$ 946 million was allocated for
green design and construction of new facilities. Data from the annual report also mentions the role
of the local government (United States) by issuing a number of policies, for example the Inflation
Reduction Act (IRA) and the Environmental Protection Agency (EPA) which provide incentives for
clean energy projects. These policies have also proven to be very effective in contributing to
companies’ green innovation efforts (Begum et al., 2022 ; Chien & Tsai, 2012 ; Fang & Zou, 2009).
Meanwhile, Bristol-Myers Squibb Co invests in green innovation by implementing policies for
achieving renewable energy, reducing emissions, managing waste and using sustainability-oriented
Artificial Intelligence (AI).

Next, in Sub-structural Model-3, the direct influence of green innovation on marketing
performance (Hypothesis-4) and green marketing on marketing performance (Hypothesis-5) is
tested. The results show a significant influence of green innovation and green marketing on
marketing performance. The adjusted R? value is 0.3724. The model’s contribution to explaining the
influence of green innovation and green marketing on marketing performance is 37.24%. The
regression equation model has a constant value of 0.1969. There is a contribution to marketing
performance of 0.1969 (19.69%) when the green innovation and green marketing variables remain
constant and do not change.

Hypothesis-4 test results show that every additional 1 green innovation variable causes a
decrease of 0.5471 (54.71%). The path coefficient value is -0.5471 and the T value is -2.7166 with a
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significance value of 0.01 which is smaller than 0.05. Green innovation has a negative and significant
effect on marketing performance. Thus Hypothesis-4 is rejected. Meanwhile, the Hypothesis-5 test
shows that every additional 1 unit of green marketing variable makes an additional contribution to
marketing performance of 1.7166. The path coefficient value is 1.7166 and the T value is 7.6843 at a
significance level of 0.00, which is smaller than 0.05. Therefore Hypothesis-5 is accepted. Green
marketing has a positive and significant effect on marketing performance.

The counterproductive influence of green innovation on marketing performance (path
coefficient value -0.5471 and T value -2.7166 significant at the 0.00 significance level is smaller than
0.05) strengthens the results of previous research. Research conducted by (Amendolagine et al., 2021;
Borah et al.,, 2021; Huang et al., 2020; Mellett et al.,, 2018; Sheikhi et al., 2021)stated that green
innovation is indeed able to improve company performance but requires high investment costs.
Green innovation investments cannot always provide positive returns that affect marketing
performance. Borah et al. (2023)added that green innovation investments may not be able to meet
market expectations, and are instead seen as symbolic actions or greenwashing, where companies are
inconsistent in implementing environmentally friendly oriented policies which has an impact on
decreasing marketing performance.

The research results show that Pfizer Inc, which was ranked 1st out of the 10 largest companies,
was able to increase its green innovation score by 21.48%, but fell to 5th place with an increase in
marketing performance score of 12.89%. Equinix Inc, which was previously ranked 3rd for increasing
green innovation score (14.03%), fell to 6th place for increasing marketing performance score
(11.71%). Likewise, Alphabet Inc fell from 5th place for the increase in green innovation score
(11.41%) to 8th place for the increase in marketing performance score (9.61%).

In testing Hypothesis-6, the mediating role of green marketing variables in the influence of green
innovation on marketing performance was calculated. The Z value on the Sobel Test is 5.59 which is
greater than the Z table value of 1.96. Thus Hypothesis-6 is accepted. There is a mediating role of
green marketing variables in the influence of green innovation on marketing performance. The results
of the Hypothesis-6 test which confirms the mediating role of green marketing complement the
results of the Hypothesis-4 test (negative and significant influence of green innovation on marketing
performance). The direct influence of counterproductive green innovation on marketing performance
emphasizes the important role of mediating variables. Green innovation cannot simply be
contributed directly to marketing performance. Green innovation needs to be transformed through
the mediating role of green marketing so that it can contribute to improving marketing performance.

The research results show the ranking of the top 10 global companies that have succeeded in
increasing their green innovation, green marketing and highest marketing performance scores.
Several companies are consistently included in these rankings. Companies that are able to increase
the percentage of green innovation and green marketing scores tend to have the ability to increase
the percentage of marketing performance scores, including Pfizer Inc (21.48 ; 13.36 ; 12.89), Equinix
Inc (14.03 ; 16.24 ; 11.71), and Alphabet Inc (11.41 ; 14.54 ; 9.61).

Pfizer Inc is transforming innovation values in green marketing to improve marketing
performance by investing in sustainability initiatives (US$ 345 million), digital transformation (US$
3 billion), and public awareness campaigns (US$ 1.1 billion) (Pfizer Ltd Annual Report 2023). In 2022,
Equinix Inc will invest in innovation and digital transformation by acquiring MainOne, a data
provider company in West Africa, for US$ 278.4 million, as well as expanding in Latin America, Asia-
Pacific, Europe and Malaysia. In the same year marketing and sales investment amounted to US$ 45.3
million (an increase of 6%). This has an impact on increasing the company’s revenue from US$ 7.26
billion in 2022 to US$ 8.18 billion in 2023. The increase in sustainable marketing performance is also
marked by the success of achieving the 96% renewable energy target (renewable energy coverage)
for six consecutive years (Equinix Inc. Annual Report 2022 to 2023). Alphabet Inc invests in Artificial
Intelligence (Al), cloud computing and machine learning amounting to an average of 14% - 15% of
company revenue. In addition, sustainability initiatives were successfully realized with a successful
reduction in emissions of 24%. In 2023, Alphabet Inc. succeeded in increasing the company’s revenue
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from Google Cloud from US$ 13 billion (in 2020) to US$ 33 billion (in 2023) (Alphabet Inc. Annual
Report 2018 to 2023).

6. Conclusion

This research proposes the idea of dynamic green marketing capabilities in the context of global
companies facing the era of global green norms and the demands of an increasingly fierce competitive
environment. Green dynamic marketing capability is defined as the ability of a business to turn
challenges into opportunities through strategic management of green marketing resources in the
function of transforming green innovation values which have an impact on improving marketing
performance.

The research results show positive and significant path coefficient values for: (1) The Effect of
Organizational Learning on Green Innovation (Hi accepted); (2) The influence of Green
Organizational Identity on Green Innovation (H:z accepted); (3) Green Innovation towards Green
Marketing (Hs accepted); and (4) Green Marketing on Marketing Performance (H5 accepted). Green
Innovation has a negative and significant effect on Marketing Performance (Hs is rejected).
Meanwhile, the Sobel Test results show the mediating role of Green Marketing in the influence of
Green Innovation on Marketing Performance (Hs is accepted).

Companies have the ability to allocate organizational learning resources, both intensive use of
current knowledge (exploitative learning) and exploratory efforts to create new knowledge
(explorative learning). This organizational learning resource allocation capability is at a level that has
a positive and significant influence on green innovation. The green organizational identity that is
formed through the company’s efforts to build a reputation for its environmental performance can
also be realized in green innovation. Next, the company allocates green marketing resources, namely
the ability to transform the value of green innovation which has an impact on improving marketing
performance. This mediating role is also emphasized by the direct, counterproductive influence of
green innovation on marketing performance (Hs is rejected). The intensity of green innovative efforts
actually has the potential to reduce marketing performance, and therefore the mediating role of green
marketing is needed. The negative and significant influence of green innovation on marketing
performance (rejection of Hs) and the mediating role of green marketing in the influence of green
innovation on marketing performance (acceptance of Hs) indicate that companies must pay attention
to green innovation that has market value. Creation of market value in green innovation that is able
to improve marketing performance includes: (1) Creation of value that strengthens product
reputation; (2) Creation of value that strengthens product benefits; (3) Value creation that strengthens
market knowledge; and (4) Creation of value that strengthens the network (value chain).

By using a macromarketing perspective, resource-based theory, dynamic capability and
dynamic marketing capability, it can be explained how companies try to improve their
competitiveness in the era of green global norms in allocating limited resources. Green-oriented
practices are no longer imperative ie. businesses are required to adapt to applicable green norms ;
but have strategic value. The essence of business to survive is no longer just to respond the challenges
but to make out-of-the-box projection through the transformation of challenges into opportunities.
This transformative capability is based on the orientation that the company should have holistic
vision, becoming an integral part both economically, socially and ecologically.

7. Limitation and Implication

7.1. Limitation

This research only examines global companies that have relatively adequate infrastructure to
respond to the challenges of global green norms and the competitive environment, and mainly come
from developed countries. Future research can be carried out by taking more samples including
global companies from emerging economies.
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7.2. Implication

Global companies have a role in developing dynamic green marketing capabilities. One form of
implementation is business efforts to adapt to green global norms. In this context, increasing business
competitiveness is carried out through strategic resource management of organizational learning and
green organizational identity which is able to drive innovativeness where green marketing plays a
role in the value transformation process which has an impact on marketing performance.
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