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ARTICLE INFO ABSTRACT

Research Aims: The business performance of a company is affected by
multiple elements, such as organizational culture, intellectual capital, and
ISSN: 2723-1097 marketing strategy. This study examines the green indicators of
organizational culture, intellectual capital, and marketing, which
contribute to enhancing competitive advantage and performance in
culinary SMEs at a period of economic hardship. This study aims to
enhance comprehension of the impact of green variables on business
performance and to discover effective strategic indicators that enhance the
competitiveness and appeal of culinary SMEs in Yogyakarta.
Design/methodology/approach: This research utilized a quantitative
methodology with an associative issue formulation. The investigation
utilized explanatory methodology. The sample comprised 250
respondents, all of whom were owners or managers of culinary SMEs in
the Special Region of Yogyakarta. Data collection was executed by a face-
to-face questionnaire. Data analysis was conducted utilizing Structural
Equation Modeling (SEM) through AMOS.
Research Findings: The research findings indicate that green
organizational culture, green intellectual capital, and green marketing
tactics positively and significantly impact competitive advantage and
corporate performance. Moreover, competitive advantage acts as a
mediator, connecting the impact of these green variables on the
performance of culinary SMEs in Yogyakarta.
Theoretical Contribution/Originality: This study contributes theoretically
by illustrating the significance of incorporating green organizational
culture, green intellectual capital, and green marketing tactics to enhance
competitive advantage and corporate performance. The results
additionally present new evidence that competitive advantage serves as a
crucial mediating variable in this connection.

Keywords: Green Organizational Culture; Green Intellectual Capital;
Green Marketing; Competitive Advantage; Business Performance

Journal of Business and Management Review Vol. No. 202 Page 001(type by editor)
DOI:
*Corresponding Author

Z'l—.l turnﬁmﬂ agglé%$§8%])lsg9££g$pondent author @mail.com Submission ID  trn:oid:::1:3630880079



Z"-.I turnltln Page 7 of 28 - Integrity Submission Submission ID  trn:oid:::1:3630880079

/_y Journal of Business And Management Review

homepage : https://profesionalmudacendekia.com/index.php/jbmr

Introduction

Small and Medium Enterprises (SMEs) have long been recognized as key drivers
of the national economy in Indonesia. In the Special Region of Yogyakarta (DIY)
Province, the contribution of SMEs is increasingly significant, with the number of
business units reaching more than 327,000 by 2024, of which 12,625 are engaged in the
culinary sector ((Dinas Lingkungan Hidup DIY, 2024). While this development
demonstrates significant economic potential, the high number of business actors also
gives rise to intense competition. This situation requires SMEs to focus not only on
achieving optimal business performance but also on creating strategic differentiation
to remain relevant and superior in an increasingly competitive market. Over time,
economic and human activities have had negative impacts on the environment in
various forms, such as climate change, air pollution, and the threat of extinction of
flora and fauna (Chekima et al., 2016; Natakoesoemah & Adiarsi, 2020). This has
prompted various parties to seek strategic solutions to create a more sustainable life,
including in the food industry. The culinary sector itself is one of the largest
contributors to waste, both organic and inorganic. According to a report from the
Yogyakarta Environmental Agency, the average daily waste production in Yogyakarta
reaches 2,000 tons, with 60% of this being food scraps and 17% being plastic waste,
mostly originating from culinary SMEs. This context places culinary SMEs in a crucial
position: they must address the dual challenge of maintaining business performance
while sustainably managing environmental impacts.

In the era of globalization and increasingly visible climate change, business
performance has become a strategic issue for culinary SMEs. Business performance is
not only an indicator of efficiency but also a guideline for achieving business
excellence and sustainability (Na-Nan, 2016). Improving business performance is
closely related to the ability of SMEs to create a competitive advantage, namely a set
of characteristics that differentiate an organization from competitors and position it in
a unique position in the market (Udriyah et al., 2019). Competitive advantage can take
the form of superior products, processes, resources, or marketing strategies, which
ultimately have a positive impact on business performance (Sari & Nuvriasari, 2023).
However, many culinary SMEs are still not optimally implementing competitive
strategies due to limited intellectual capital, weak organizational culture, and
inadequate marketing orientation. However, in many countries, corporate
environmental management has become a priority through environmental protection
regulations. Therefore, implementing a green organizational culture is crucial because
pro-environmental organizational values, norms, and practices can improve business
sustainability and performance (Chandra et al, 2021). Furthermore, effective
management of green intellectual capital, including knowledge, skills, and intangible
assets that support green innovation, can strengthen a company's competitiveness and
performance (Chen & Ku, 2021; Sustrastanti & Rachmawati, 2023; Putri & Murtanto,
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2023; Kinanti & Murwaningsari, 2024; Golo & Astuti, 2023 ; Huang & Benyoucef, 2017;
Xu, 2020). On the other hand, green marketing strategies are also believed to be able
to improve business performance through product design, packaging, labeling, and
promotional strategies that emphasize environmental awareness (Osiako et al., 2022;
Nandika et al., 2023; Nozari et al., 2021; Rodrigues & Franco, 2023).

Several previous studies, such as those conducted by Aris Indriyanti, (2022), have
demonstrated the role of green organizational culture and green marketing in
improving SME performance. A notable research gap that remains largely
unexamined is the role of green intellectual capital in enhancing corporate
performance and the function of competitive advantage as a mediating component in
this dynamic. Most prior research have only partially analyzed these variables, so
failing to present a comprehensive understanding of the relationship between green
strategy and the success of culinary SMEs. This study illustrates the innovation of
amalgamating green organizational culture, green intellectual capital, and green
marketing into a unified conceptual framework that incorporates competitive
advantage as a mediating variable. This model offers a novel perspective on
elucidating how green initiatives might enhance the performance of culinary SMEs.
Furthermore, the urgency of this research lies in the need for culinary SMEs in
Yogyakarta to adapt to increasingly environmentally conscious consumer demands
while facing intense market competition. Given limited resources and unique local
characteristics, culinary SMEs need to adopt business strategies that are not only
competitive but also oriented towards long-term sustainability. This study seeks to
empirically investigate the impact of green organizational culture, green intellectual
capital, and green marketing on the commercial performance of culinary SMEs in
Yogyakarta, with competitive advantage serving as a mediating variable. The findings
are anticipated to yield theoretical advancements in sustainable company strategy and
furnish practical guidance for SMEs in devising adaptive, inventive, and competitively
robust strategies.

Literature Review

Green Organization Culture

Green organizational culture (GOC) refers to a collection of values, norms, and
practices that prioritize environmental sustainability within an organization's strategy,
operations, and daily activities.. In the literature, GOC is reflected in mission
statements, routines, and employee expectations that consistently shape members'
thinking and actions toward environmental goals. This includes the explicit
integration of green initiatives into both official organizational statements and daily
operational practices (Imran et al., 2021; Aggarwal & Agarwala, 2023; Al-Swidi et al.,
2021). This concept asserts that pro-environmental behavior is not a coincidental
phenomenon but is institutionalized through a culture that values and normalizes
sustainable actions. Furthermore, GOC is closely linked to organizational governance
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and leadership attention to environmental issues (Sanchez-Garcia et al., 2024). Overall,
GOC is seen as a driver of environmental performance at the macro level through
shaping the beliefs, motivations, and behaviors of organizational members (Aggarwal
& Agarwala, 2023; Juo & Wang, 2022).

Green Intellectual Capital

Green intellectual capital refers to a strategically designed set of organizational
assets that integrate knowledge and intangible capabilities to support environmentally
friendly practices and drive green innovation. The literature consistently categorizes
GIC into three interrelated components: green human capital, green structural capital,
and green relational capital. This framework encompasses dimensions of knowledge,
internal routines and processes, and external relationships, which collectively enable
firms to mobilize green resources to improve environmental performance and achieve
sustainability goals (Wang & Juo, 2021; Xi et al., 2023; Shehzad et al., 2023;Liu, 2021).
Thus, green intellectual capital serves as a knowledge-based engine that enables
organizations to translate environmental aspirations into tangible outcomes such as
improved environmental performance, sustained green innovation, and enhanced
long-term competitiveness (Wang & Juo, 2021; Liu, 2021).

Green Marketing

Green marketing is a strategy that incorporates environmental sustainability
elements into the marketing mix, encompassing product design, packaging,
promotion, and brand communications. This approach not only creates a positive
image among consumers but also positions the company as a supporter of responsible
consumption. Previous research has shown that green marketing, expressed through
tangible offerings, such as environmentally friendly products and packaging, and
consistent communication through CSR disclosures and environmental claims, has
been shown to influence buyer attitudes and behavior across various sectors (Ramirez
et al., 2020; Jamal et al., 2023; Witek, 2020;Nadanyiova et al., 2020). Furthermore, this
integration helps companies align sustainability goals with competitive business
performance, as evidenced by the use of scales and diagnostic instruments to assess
consumer perceptions of a company's green orientation and its strategic implications
(E. Ramirez et al., 2024; Nguyen et al., 2022).

Competitive Advantage

Competitive advantage refers to a company's capacity to provide distinctive
value that is challenging for rivals to replicate. In recent research, the sources of this
value are often explained through several interrelated key dimensions: product
differentiation, process efficiency, technological capabilities or innovation, and
customer proximity. Product differentiation is typically associated with innovations in
design and marketing strategy, enabling companies to stand out in a competitive
marketplace (Sukaatmadja et al., 2021; Ogundare & van der Merwe, 2024; Jeong &

95 | Page

Article's contents are provided on a Attribution-Non Commercial 4.0 Creative
‘@ @ @ \ commons license. To see the complete license contents, please visit

http:/ /creativecommons.org/licenses/by-nc/4.0/

Z"—.I turnltln Page 9 of 28 - Integrity Submission Submission ID  trn:oid:::1:3630880079


http://creativecommons.org/licenses/by-nc/4.0/

z"-.l turnltln Page 10 of 28 - Integrity Submission Submission ID  trn:oid:::1:3630880079

Chung, 2023). Meanwhile, process efficiency stems from well-coordinated operations
management, which reduces waste, accelerates production times, and increases
reliability, thus strengthening a company's competitiveness (Huldt Navarro & Haag,
2024; Singagerda et al., 2024). Technological innovation is also a key driver through a
company's ability to absorb knowledge, utilize digital integration, and create new
innovations to maintain its competitive edge in a dynamic business environment
(Flores et al., 2022 ; Senivongse & Bennet, 2024). Furthermore, customer engagement
built through effective customer relationship management (CRM) and ongoing
interactions has been shown to strengthen loyalty and enhance market insights,
ultimately supporting superior performance and a company's competitive position
(Otache, 2024); (Omidvar & Palazzo, 2023).

Business Performance

Business performance is today recognized as a multidimensional notion that
evaluates not only financial profitability but also the attainment of a company's
strategic objectives across economic, social, and environmental aspects, referred to as
the triple bottom line. Recent research, in both SMEs and large corporations, shows
that sustainability-oriented factors such as eco-innovation, environmental
collaboration, corporate social responsibility (CSR), and green capabilities can both
strengthen and mediate business performance. This confirms that company
performance is increasingly determined by non-financial achievements and
sustainability aspects, in addition to purely financial results (Achmad et al., 2023;
Tiirkes et al., 2024; Park et al., 2022). For example, environmental practices have been
shown to influence financial, social, and environmental performance, while CSR has
been found to play a mediating role between innovation and performance,
highlighting the importance of sustainability initiatives (Becerra-Vicario et al., 2023;
Ttrkes et al., 2024). This pattern is increasingly relevant for SMEs, where performance
measurement systems are expected to be able to capture broader value creation than
just financial indicators (Saunila et al., 2024; Ttirkes et al., 2024).

Green Organization Culture, Green Intellectual Capital and Green Marketing on
Business Performance

Green organizational culture (GOC) is an essential factor that influences a
company's reaction to environmental concerns while concurrently enhancing business
success. GOC functions not only as an organizational attribute but also as a strategic
capability that embeds environmental awareness in daily activities and decision-
making, thus proving to enhance green innovation, environmental performance, and
sustainable governance(Imran et al., 2021; Aggarwal & Agarwala, 2023). Conversely,
green intellectual capital (GIC), which includes green human, structural, and relational
capital, is regarded as an intangible asset that can generate sustainable competitive
advantage. Various cross-sector studies have shown that investments in green
knowledge, systems, and relationships positively impact financial performance,
organizational sustainability, and environmental awareness, both directly and
through green innovation (Shah et al., 2021; Marco-Lajara et al., 2023). Furthermore,
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green marketing (GM) is a strategy that links environmentally friendly practices to
business performance through green products, energy efficiency, sustainable supply
chains, and green brand communications. GM has been shown to increase
profitability, customer satisfaction, loyalty, and positive image, although its effects
vary depending on cultural and regulatory factors (Lima et al., 2024; Zhang & Berhe,
2022). Overall, the literature confirms that GOC, GIC, and GM complement each other
in shaping value, capabilities, and market strategy. When integrated, they can create a
competitive advantage and improve business performance financially, operationally,
and sustainably.

Competitive Advantage as a Mediator of Green Organizational Culture, Green
Intellectual Capital and Green Marketing on Business Performance

Previous research indicates that green organizational culture (GOC) is
positively related to competitive advantage (CA) because sustainability values
embedded in organizational culture encourage environmentally friendly behavior,
green innovation, and efficient management practices, making GOC an important
foundation for superior performance (Malik et al., 2020; Aggarwal & Agarwala, 2023;
Pham et al.,, 2025). Furthermore, green intellectual capital (GIC), encompassing
human, structural, and relational capital, provides knowledge, systems, and networks
that support innovation, brand image, and sustainable practices, with cross-sector
evidence confirming its role in enhancing competitiveness and performance both
directly and through green innovation and brand reputation (Martinez-Falco et al.,
2025; Atalla et al., 2024). On the other hand, green marketing (GM) also strengthens
CA through environmentally friendly products, green promotions, and sustainable
supply chains, which increase cost efficiency, consumer loyalty, and trust in green
brands, although its effects may vary depending on cultural and regulatory contexts
(Lima et al., 2024; (Zhang & Berhe, 2022; L. Liu et al., 2023). Overall, the literature
confirms that GOC, GIC, and GM complement each other, with CA serving as the key
link that translates green values, capabilities, and strategies into improved financial,
operational, and environmental business performance.

This analysis permits a general description of the research model as follows
(Figure 1):
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H1

GREEN ORGANIZATION CULTURE 1

COMPETITIVE ADVANTAGE J

H2

H3
H7
GREEN INTELLECTUAL CAPITAL

HS

‘ GREEN MARKETING J 1o L BUSINESS PERFORMANCE ]
Figure 1. Research Model

Research Hypothesis:

H1: Green Organizational Culture has a positive and significant effect on Competitive
Advantage

H2: Green Organizational Culture has a positive and significant effect on Business
Performance

H3: Green Intellectual Capital has a positive and significant effect on Competitive
Advantage

H4: Green Intellectual Capital has a positive and significant effect on Business
Performance

H5: Green Marketing has a positive and significant effect on Competitive Advantage

H6: Green Marketing has a positive and significant effect on Competitive Advantage

H7: Competitive Advantage has a positive and significant effect on Business
Performance

Method

This study employs a quantitative research strategy including an associative
problem formulation. The research conducted is explanatory, aimed at testing the
relationship between hypothesized variables and elucidating the connections between
two or more phenomena or variables (Leedy & JE, 2018). This study involved 250
participants, comprising owners and managers of culinary MSMEs in the Special
Region of Yogyakarta Province. The researcher administered a face-to-face
questionnaire for data collection.
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This study encompassed three categories of variables: independent variables,
mediating variables, and dependent variables. The independent factors included
green organizational culture, green intellectual capital, and green marketing; the
mediating variable was competitive advantage; and the dependent variable was
company performance. All characteristics were assessed on a Likert scale from 1 to 5,
indicating levels of agreement from "strongly disagree" to "strongly agree." Data
analysis was performed utilizing the Structural Equation Modeling (SEM) technique
with AMOS software.

The green organizational culture variable was measured through indicators
that included an understanding of the importance of environmental conservation, the
existence of clear policies to promote environmental awareness, prioritizing
environmental conservation, making environmental conservation a core value, the
link between environmental goals and business objectives, and efforts to minimize
environmental impacts in processes and product development(C.-H. Wang, 2019).
Furthermore, the green intellectual capital variable included participation in
environmentally friendly production activities and environmental awareness,
adequate capabilities related to environmental issues, the creation of quality and
environmentally friendly products and services, teamwork in achieving
environmental awareness, and full support for environmentals awareness activities
(Yusoff et al., 2019). The green marketing variable is measured through increasing
turnover and profits by utilizing environmental aspects in marketing, making the
environment the main basis of marketing strategies, maximizing the use of natural
products, saving energy and materials, using recyclable packaging, and implementing
safety measures(Zhang & Berhe, 2022). The mediating variable, competitive
advantage, is assessed based on superior product and service quality compared to
competitors, strength in research and development (R&D), better managerial
competence, higher business profitability, a more positive corporate image, and
competitive advantages that are difficult for competitors to imitate, as well as the
ability to innovate (Qiu et al., 2020). The dependent variable, business performance, is
assessed through consistent sales growth, satisfactory profit levels, effective market
share management, overall business efficacy, customer satisfaction, customer
retention, and the capacity to attract new customers. (Nuvriasari et al., 2020).

Result and Discussion

Respondent Profile Description

A descriptive analysis of 250 respondents from culinary MSMEs in Yogyakarta
showed that the majority of respondents were managers or administrators (87.6%),
while only 12.4% were business owners. In terms of business experience, the majority
of MSMEs had been operating for more than five years: 27.2% for 6-10 years, 40% for
11-15 years, 14.4% for 1-5 years, and 18.4% for more than 15 years. In terms of
workforce, 44.4% of MSMEs managed 5-10 employees, 38.8% employed 1-4 people,
and 16.8% more than 10 people. In terms of assets, 86.4% of businesses had assets of
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IDR 50 million-IDR 500 million, while 13.6% reported assets of more than IDR 500
million. Meanwhile, in terms of annual turnover, 63.6% earned between Rp100 million
and Rp500 million, while 36.4% reported revenues above Rp500 million. Overall, these
characteristics confirm that culinary MSMEs in Yogyakarta are dominated by
businesses with extensive experience, limited assets and resources, yet still possess
significant growth opportunities.

Validity and Reliability Test

Validity Test

The outcomes of the validity assessment utilizing AMOS software are presented in the

table below.

Table 6. Validity Test Results

Variable Indicator Loading Limit Description
Factor
Green Organization GOC1 0.800 Valid
Culture GOC2 0.764 Valid
GOC3 0.747 >05 Valid
GOC4 0.719 ' Valid
GOC5 0.765 Valid
GOC6 0.727 Valid
Green Intellectual GIC1 0.909 Valid
Capital GIC2 0.841 Valid
GIC3 0.591 >0.5 Valid
GIC4 0.944 Valid
GIC5 0.925 Valid
Green Marketing GM1 0.878 Valid
GM2 0.800 Valid
GM3 0.828 >0.5 Valid
GM4 0.787 Valid
GM5 0.833 Valid
Competitive CAl 0.901 Valid
Advantage CA2 0.910 Valid
CA3 0.863 > 0.5 Valid
CA4 0.857 ' Valid
CA5 0.889 Valid
CA6 0.869 Valid
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Variable Indicator Loading Limit Description
Factor

CA7 0.840 Valid

Business Performance | BP1 0.854 Valid
BP2 0.762 Valid
BP3 0.843 > 05 Valid
BP4 0.739 ’ Valid
BP5 0.769 Valid
BP6 0.787 Valid
BP7 0.806 Valid

According to Table 6, the validity test findings including 250 respondents and
30 questionnaire items indicate that all items possess factor loading values over 0.50.
Consequently, all items in the questionnaire instrument satisfy the validity criteria.

Reliability Test

To test reliability, use the following formula:
(Z Factor Loading )2

Construct Reliability =

Y. Factor Loading®

(Z Factor Loading )2 + Z Measurement Error

Variance Extracted =

Y. Factor Loading” + Z Measurement Error

Measurement Error = 1— Factor Loading*

Table 7. Reliability Test Results

Variable CR Limit AVE Limit | Description

Green Organizational

Culture il 569 Reliable
Green Intellectual

Capital 0928 1 o7 | 0726 >05 | Reliable
Green Marketing 0.915 0.682 Reliable
Competitive Advantage 0.958 0.767 Reliable
Business Performance 0.923 0.632 Reliable

Reliability testing indicated that all five research variables exhibited CR values
exceeding 0.7 and VE values surpassing 0.5. Consequent to these findings, all research
tools may be deemed reliable and appropriate for application in this study.

SEM Analysis

This work employed Structural Equation Modeling (SEM) for data analysis, utilizing
the AMOS tool, and followed the SEM procedures outlined by Ghozali Imam (2017).
The research model was constructed using an analytical framework that includes three
exogenous variables: Green Organization Culture, Green Intellectual Capital, and
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Green Marketing, alongside two endogenous variables: Competitive Advantage and
Business Performance. The conceptual model illustrated in the flowchart was
subsequently represented as a structural equation (Figure 2).
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Figure 2. Structural Equation

The structural equation analysis yielded a chi-square value of 558.048, a
probability of 0.000, an RMSEA of 0.041, a GFI of 0.873, an AGFI of 0.850, a CMIN/DF
of 1.413, a TLI of 0.970, and a CFI of 0.973. Figure 2 illustrates a robust correlation
between variables, represented by a linear trajectory.

The matrices utilized in this analysis are covariance and correlation. The
employed model estimation technique is Maximum Likelihood (ML). This maximum
likelihood estimate approach adheres to the following assumptions:

a. Sample and Data Normality Test
This study utilized 250 respondents, above the minimum threshold typically
mandated for SEM analysis. Kline (2016) and Hair et al. (2019) assert that SEM analysis
necessitates a minimum of 200 samples or a ratio of 5 to 10 observations per estimated
parameter. Consequently, the sample size is deemed sufficient. Normality tests for
data were conducted utilizing skewness and kurtosis values, and the critical ratio (CR)
was computed using the AMOS software.

Table 8. Normality Test Results
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Variable
BP7
BP6
BPS
BP4
BP3
BP2
BP1
CA7
CAG6
CAS
CA4
CA3
CA2
CA1l
GM5
GM4
GM3
GM2
GM1
GIC3
GIC4
GIC3
GIC2
GIC1
GOC6
GOCs5
GOC4
GOC3
GOC2
GOC1
Multivariate

mn  max

2.000
2.000
2.000
2.000
2.000
2.000
2.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
2.000
2.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
1.000
2.000
2.000
2.000
2.000
2.000
2.000

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

skew
112

183
188
344

-.688

=773

135

-.137

-.381
-224

-.283

066

-.075

017

-.027

082

cr.
726
2137
1.716
739
1.182
1.212
2222
-4.440
-4.532
-4.537
-3.833
-4.848
-4.284
-4.991
871
-.886
-418
223
545
-1.041
-1.739
-.610
-2.459
-1.446
-1.828
429
-481
112
-.173

529

kurtosis
-675
-.142
-283
-617
-3522
-468
-.181
402
308
080
-063
202
065
353
-430
-476
-208
-547
-513
-289
-217
-737
-250
-302
-177
-382
-286
-333
-368
-368
-10451

cr.
-2.177
-460
-915
-1.990
-1.683
-1.509
-586
1296
996
257
-202
943
209
1.139
-1389
-1.537
-671
-1.765
-1.655
-933
-.700
-2380
-.806
-975
-573
-1231
-922
-1.081
-1.189
-1.188
-1.886
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At a significance level of 0.01, the critical value is established as +2.58. Ghozali
Imam, 2017. The outcomes of the multivariate normality test presented in Table 8
demonstrate that the data satisfies the normality assumption, as the value of -1.886
resides within the critical value range.

a. Outlier Identification

follows:
Function Arguments

CHIINV

Probability | 0.001

Deg_freedom 30

Multivariate outlier detection was conducted
using the Mahalanobis Distance results in AMOS, with a significance threshold of p <
0.001. Distance computations were executed utilizing the Chi-Square (X?) distribution,
with degrees of freedom corresponding to the quantity of measured variables. This
study included 30 questionnaire items; hence, probability calculations and variable
counts were conducted using the Excel application, with the results presented as

4

[2]

0.001
30

59.7030643

This function is available for compatibility with Excel 2007 and earlier.
Returns the inverse of the right-tailed probability of the chi-squared distribution.

Deg_freedom is the number of degrees of freedom, a number between 1 and
10410, excluding 10~ 10.

Formula result = 59.7030643

Help on this function

Cancel

Figure 2. Mahalanobis Distance Limit Value
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Data processing using AMOS revealed no values beyond 73.40. Consequently,
it may be inferred that the dataset is devoid of outliers.

b. Identification of Structural Models

The identification phase is conducted by examining the degree of freedom (df) value
of the calculated model.

Table 9. Structural Model Identification

Number of distinct sample moments: 465
Number of distinct parameters to be estimated: 70
Degrees of freedom (465 - 70). 395

The AMOS report yielded a modal value of 395. This conclusion verifies that the model

falls into the over-identified category, characterized by a positive degree of freedom
(df) value.

c. Assessing the Goodness of Fit Criteria
The outcomes of the fit are presented in the subsequent data:

Table 10. Assessing Goodness of Fit

The goodness of the fit Cut-off value Result Evaluation
index Model
Chi-square < 487,583 558,048 Marginal
(df=395)
Significant Probability > (.05 0,000 Marginal
RMSEA <0.08 0,041 Fit
GFI =>0.90 0,873 Marginal
AGFI =0.90 0,891 Marginal
CMIN/DF <20 1,413 Fit
TLI >0.90 0,970 Fit
CFI >0.90 0,973 Fit

The SEM results utilizing AMOS indicated a Chi-Square value of 558.048 (df =
395; p = 0.000). The model is deemed marginal due to its substantial deviation from
the data, a discrepancy potentially affected by the Chi-Square test's sensitivity to
sample size. Consequently, a different measure is more suitable for evaluating model
fit. An RMSEA value of 0.041 signifies an excellent model fit. The GFI is 0.873 and the
AGFI is 0.891, both classified in the marginal category. The CMIN/DF index was
documented as 1.413, adhering to the acceptable requirements (<2). Simultaneously,
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the TLI (0.970) and CFI (0.973) demonstrated exceptional outcomes, as they surpassed
the threshold of >0.90. In summary, while the Chi-Square suggests importance, most
model fit indicators—particularly the RMSEA, CMIN/DF, TLI, and CFI—have
satisfied or surpassed the threshold conditions. Consequently, it may be inferred that
the tested structural model has a high degree of adequacy.

Hypothesis Testing
Hypothesis testing is used to address research inquiries and examine the interrelations

within the structural model. This study employs standardized regression weights,
which denote the size of the coefficients of impact among variables, as illustrated

below:
Table 11. Hypothesis Testing Results
No. Hipotesis Estimate | S.E. | C.R. P Result
H1 | Green Organization
Culture — Competitive 0.281 | 0.098 | 2.882 | 0.004 | Significant
Advantage
H2 | Green Organizational Significant
Culture — Business 0.232 0.072 | 3.217 | 0.001
Performance

H3 | Green Intelllt?ctual Capital 0.231 0.067 | 3451 | 0.000 Significant
— Competitive Advantage

H4 | Green Intellectual Significant
Capital— Business 0.223 0.050 | 4.461 | 0.000
Performance

H> | Green Marketing— 0215 | 0084 | 2550 | 0011 | Cignificant
Competitive Advantage

Ho | Green Marketing— 0170 | 0.062| 2740 | 0.006 | SiBNificance
Business Performance

H7 | Competitive Advantage — Significance

0.104 0.049 | 2113 | 0.035

Business Performance

The Influence of Green Organization Culture on Competitive Advantage

The hypothesis test validated that a green organizational culture exerts a
favorable and significant impact on competitive advantage. This is evidenced by a CR
value of 2.882, beyond the crucial limit of 1.96, and a p-value of 0.004, which is below
the 0.05 barrier. The results validate and affirm the first hypothesis. The results of this
study align with prior studies demonstrating that a robust green corporate culture
significantly enhances competitiveness (Juo & Wang, 2022; Martinez-Falc et al, 2025;
Rehman et al., 2023; Adusei et al.,, 2024; Aggarwal & Agarwala, 2023; Guedes &
Rezende, 2024). A robust corporate culture emphasizing environmental sustainability
enhances the competitive edge of culinary SMEs. This culture include the
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establishment of stringent environmental policies, a collective consciousness
regarding sustainability, and the integration of commercial objectives with
environmental goals. This combination promotes the development of high-quality
products with eco-friendly attributes that are challenging for competitors to replicate.

The Influence of Green Organization Culture on Business Performance

The hypothesis test results indicate that green corporate culture positively and
significantly influences business performance. This is evidenced by a CR value of
3.217, exceeding 1.96, and a p-value of 0.001, which is below 0.05. Consequently, the
second hypothesis is affirmed. This finding aligns with prior research indicating that
a robust green organizational culture enhances business performance (Imran et al.,
2021; Aggarwal & Agarwala, 2023; Al-Swidi et al., 2021; Khan & Terason, 2022; Anser
et al., 2024). The findings suggest that an environmentally conscious organizational
culture enhances competitiveness and directly boosts business performance by
fostering customer happiness, market loyalty, and a favorable image, hence facilitating
revenue development and profitability.

The Influence of Green Intellectual Capital on Competitive Advantage

Hypothesis testing demonstrates that green intellectual capital positively and
significantly influences competitive advantage. Empirical evidence is indicated by a
C.R. value of 3.451, surpassing the threshold of 1.96, and a p-value of 0.000, which is
below 0.05. Consequently, the third hypothesis is validated and acknowledged. The
findings align with prior studies that affirm the significant importance of elevated
green intellectual capital in enhancing competitive advantage (Atalla et al., 2024;
Hermawan et al., 2024 ;Turi et al., 2023 ; W. Wang et al., 2023). Green intellectual
capital, encompassing employee knowledge, skills, and creativity in the development
of environmentally sustainable products or services, constitutes a vital intellectual
asset that enhances competitive advantage. Small and medium-sized enterprises
(SMEs) with a creative workforce dedicated to environmental sustainability can
achieve product differentiation and enhance their research and development (R&D)
capabilities.

The Influence of Green Intellectual Capital on Business Performance

The hypothesis testing results demonstrate that green intellectual capital exerts
a favorable and significant impact on corporate performance. Empirical proof is
demonstrated by a C.R. value of 4.461 (>1.96) and a p-value of 0.000 (<0.05).
Consequently, the fourth hypothesis is affirmed. The study's findings corroborate
prior research indicating that elevated levels of green intellectual capital significantly
contribute to the enhancement of business performance (Anser et al., 2024;
Chawewong & Naipinit, 2023; Van Vo & Nguyen, 2023; Kumar et al.,, 2025). The
possession of robust green intellectual capital allows SMEs to uphold product quality,
foster innovation, and enhance customer awareness of eco-friendly products. Thus,
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this affects enhanced client happiness, sales expansion, and revenue consistency,
which ultimately fortify corporate performance.

The Influence of Green Marketing on Competitive Advantage

The hypothesis testing results demonstrate that green marketing exerts a
favorable and significant impact on competitive advantage. Empirical evidence is
indicated by a CR value of 2.550 (>1.96) and a p-value of 0.011 (<0.05). Consequently,
the fifth hypothesis is affirmed. This research corroborates prior empirical findings
indicating that effective solid green marketing implementation substantially enhances
competitive advantage (He et al., 2023; Malik et al., 2020; Wang & Juo, 2021). The
application of environmentally conscious marketing techniques, such as the use of
environmentally friendly packaging, energy efficiency, and the use of natural
materials, can generate a positive image for SMEs and become a source of competitive
advantage. This distinctiveness gives a unique added value that is tough for
competitors to reproduce.

The Influence of Green Marketing on Business Performance

The hypothesis test results indicate that green marketing positively and
significantly influences business performance. The CR value of 2.740, exceeding 1.96,
and the p-value of 0.006, falling below 0.05, substantiate this claim. Consequently, the
sixth hypothesis is affirmed. The results of this study align with prior research
indicating that robust green marketing implementation enhances business
performance (Nguyen et al., 2025; Ramirez et al., 2024; Khan et al., 2022; Tuan Tran et
al., 2025; Al-Ahmed et al., 2025). Green marketing enhances competitive advantage,
fosters customer loyalty, broadens market reach, and stimulates sales growth. Thus,
its impact is directly manifested in the operational performance of culinary SMEs.

The Influence of Competitive Advantage on Business Performance

Hypothesis testing validated that competitive advantage positively and
significantly influences business performance. The CR value of 2.113 above the
essential threshold of 1.96, and the p-value of 0.035 is below 0.05. Consequently, the
seventh hypothesis is validated and acknowledged. This finding aligns with prior
studies indicating that a robust competitive advantage significantly enhances
corporate performance (Lichtenthaler, 2022; Suandi et al., 2023; Pakpahan et al., 2023;
Tuan Tran et al., 2025; (Waktola et al., 2024; Otache, 2024). Competitive advantage,
manifested in product quality, a strong reputation, and research and development
capabilities, has demonstrated the ability to enhance corporate performance. Highly
competitive SMEs exhibit more resilience in competition, sustain profitability, and
enhance customer satisfaction levels.

Conclusion
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The analysis of the research findings indicates that enhanced implementation
of green organizational culture, green intellectual capital, and green marketing in
culinary SMEs in Yogyakarta correlates with an increase in competitive advantage and
business performance. Culinary entrepreneurs can engage in diverse activities,
including fostering organizational cultural values that prioritize environmental
stewardship, enhancing human resource capabilities to develop eco-friendly products,
utilizing natural raw materials, employing recyclable packaging, and conveying
environmental commitments through marketing strategies. These techniques have
demonstrated the capacity to establish distinctiveness that is challenging for
competitors to replicate, enhance market share, bolster consumer loyalty, and
stimulate sales growth and business profitability.

This study's results reveal that competitive advantage significantly mediates
the impact of green culture, green intellectual capital, and green marketing tactics on
firm performance. Culinary SMEs possessing competitive advantages, like superior
product quality, a favorable reputation, and innovative capabilities, are more adept at
competing in a competitive industry. Culinary SMEs in Yogyakarta must cultivate a
pro-environmental organizational culture, enhance green intellectual capacity, and
regularly implement green marketing to bolster their competitiveness and commercial
performance. Moreover, the results of this study offer practical insight that
sustainability is not merely a moral imperative but also a business strategy capable of
creating additional value. Culinary SMEs might employ green solutions to uphold
environmental sustainability while enhancing their competitive standing in a
progressively challenging industry.

The findings of this study can assist culinary SMEs in incorporating sustainable
practices into their operations, including the utilization of eco-friendly packaging, the
selection of natural ingredients, and environmentally-focused marketing
communications. Investment in green intellectual capital via training and human
resource capacity development can enhance product quality, operational efficiency,
and foster a favorable image among consumers. Moreover, the adoption of green
marketing can enhance market share and bolster client loyalty. These results furnish
local governments and SME groups with a foundation for designing support programs
that encompass training, incentives, and environmental certification to promote more
consistent sustainable practices. Consequently, green techniques enhance
environmental conservation while simultaneously bolstering the competitiveness and
operational efficacy of culinary SMEs in Yogyakarta.

This study possesses limitations. The study's scope was limited to culinary
SME:s in Yogyakarta, hence the findings cannot be applied to other sectors or regions.
Secondly, this study employed a cross-sectional methodology, therefore the link
between variables was assessed solely at one specific moment in time. This study
exclusively examined competitive advantage as a mediating variable, neglecting other
characteristics, such as innovation capabilities or customer involvement, which may
also affect the examined correlations. Consequently, subsequent study may be
broadened to encompass various sectors and areas, employing a longitudinal
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methodology and incorporating additional mediating and moderating variables to
yield a more thorough understanding.
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