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ABSTRACT

This doctoral thesis aims to contribute to a body of knowledge by offering some insightful
strategic implications and implementations of ‘Green Marketing Capabilities’ (GMC). In
particular, it suggests three distinctive GMC-strategic types and their strategic behaviours
as well as strategic-GMC fit models. Additionally, the impact of GMC-structures that lead
companies to obtaining green competitive advantage (GCA) and performance effectiveness
are evident. This study employs a quantitative approach with a postal-mail survey. The
sample frame is based upon a broad spectrum of business types across industries of
Thailand. The total numbers of 120 samples were analysed throughout the study. Meanwhile
the unit of analysis is concerned with companies’ managers from a wide-range positions

e.g. CEO, marketing manager, environmental manager and operational manager.

The entire research consists of three sub-studies which follows through several consecutive
steps and analytical frameworks. The first study postulates the concept of GMC and defines
the operationalization of GMC-structures based on an integrative analytical approach
concerning both theoretical literature and classification scheme, and then evaluates three
different GMC-strategic types based on an empirical classification/taxonomy. The second
study further explores GMC strategic-behaviour-fit model by utilising a configuration
approach. The third study adopts three analysis techniques i.e. a configuration, a mediating
effect and a causal influence. Given these integrated approaches, this study attempts to
demonstrate and validate the viability of GMC in terms of: strategic-GMC fit models, and
the salient role of GMC-structures that embodies companies’ operational marketing in
creating a green-based competitive advantage as well as strengthening performance

effectiveness.

Collectively, the whole study reveals substantial findings which can confer on the

implications of GMC by manifold empirical investigations. It also adds some significant

\"



suggestions to both academic and managerial practices. Academically, it builds on the
insight into an integrative analytical approach for the development of multi-faceted GMC
model in order to explain the structures and the strategic types. Moreover, it offers up a best
practice framework or a guiding model for practitioners to better understand a meaningful
GMC strategic mind-map, in which could facilitate decision making process toward
selecting and implementing the right strategy in achieving a greater performance outcome

for companies.
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CHAPTER 1 INTRODUCTION

1.1 Overview of the Chapter

The aim of this chapter is to firstly lay out some of the background work of this study by
introducing green marketing (section 1.2). Next, this chapter moves towards the proposition
of the conceptual model of green marketing capabilities (thereafter, GMC) and its principles
(section 1.3). After that, it sets out the research aims and specific research objectives of the
entire study (section 1.4). It also briefly outlines the research design and methodological
bases that are used for data collection and the analysis part (section 1.5). Moreover, it
presents the expected contributions and key research findings of the whole study (section
1.6). In this particular section, it also discusses the research outputs including the conceptual
definition of GMC (section 1.6.1), and on the basis of the classification schemes of GMC
(section 1.6.2), it then discusses the four components of the GMC-structures (section
1.6.2.1) and the three types of GMC-strategies (section 1.6.2.2). Lastly, it offers up the

structure of this thesis (section 1.7).

1.2 Introduction (Background of Green Marketing)

Global ecological crises, ever increasing concerns on a deteriorating environment and social
responsibility have triggered marketers and companies to rethink their policies, strategies
and marketing activities (e.g. Fraj et al, 2013; Kotler, 2011; Pujari et a/, 2003; Crane, 1998;
Menon and Menon, 1997). Meanwhile, the assumption that there are limited natural
resources and costly-environmental damage have signified the need for changes in
marketing practices. These changes must be incorporated into a consumer awareness based
environmental agenda and strive towards achieving growth in a sustainable way (Kotler,
2011). The need for change has come to light because of academic research efforts in

identifying issues with environmental awareness, ‘green marketing’ which is synonymous

1



with “Ecological Marketing” (Fisk, 1973, Hennison, 1976); “Greener/Green marketing”
(Charter, 1992, Ottman and Herbert, 1993, Peattic and Charter, 1994); “Environmental
Marketing” (Coddington, 1993), “Enviropreneurial Marketing” (Menon and Menon, 1997)
and “Sustainable Marketing” (Van Dam and Apeldoorn, 1996, Fuller, 1999) has been
widely studied and evidenced for more than forty years in the fields of marketing and

strategic management.

‘Green marketing’ can also be viewed as a corporation’s effort towards environmental-
friendliness, in other words, an ambition to achieve the reduction of environmental impact
and footprints (Kotler, 2011). Some corporations have come to the forefront of sustainability
with their exemplary efforts in achieving eco-friendly marketing endeavours. An example
being Unilever’s senior management, who have firmly supported sustainability in their
business by investing heavily in green technology, with an aim to reduce environmental
impact and footprints, as well as to promote an attitude of responsible consumption (Kotler,
2011). Other companies with a product awareness and green approach strategies are BMW
and Xerox, both of which have promoted recycling material within their operations and
production (Kotler, 2011, Engardio et al., 2007). In addition, DuPont has focused on
producing sustainable materials to serve their market with an aim of reducing environmental

pollution (Hart, 1995, Kotler, 2011).

The broad concept of ‘green marketing’ has also been used as a means by which companies
attempt to assimilate environmental dimensions into a wide range of business contexts to
attain an environmental friendly reputation and competitive advantage (Leonidou et al,
2013). Moreover, numerous researchers (e.g. Chen and Tung, 2014; Fraj et a/, 2013, Chan
et al,2012; Han et al, 2010 and Kim and Han 2010; Pujari et al, 2003) have built upon the
potential of ‘green marketing’ by merging various management contexts such as marketing

strategy, operational management, supply chain management, consumer purchasing



behaviour and hotel management. These studies highlight the usefulness of ‘green
marketing’ in ways that show businesses the gains to be made from adopting an
environmental friendly management structure. They not only point the way for long term
investment to achieve a niche market that has great potential to increase sales and
profitability (by attracting and growing an eco-friendly customer base) but also emphasise
the idea of green or environmentally-oriented principles to safeguard companies’ efforts in
complying with their aims towards social responsibility and ecological preservation (Menon

and Menon, 1997; Baker and Sinkula, 2005).

In this study, attention is drawn to the environmental imperative and the need to pursue
some changes in marketing practices (Kotler, 2011). The manifestation of ‘green marketing’
can be seen as being concerned with thinking about the relationship between humans and
society with the physical ecology involving critical activities that align economic
advancement with environmental improvement (Varey, 2011). This argument on
relationship would be best tested by an investigation into whether or not companies and
their marketing practices are in line with environmentally-friendly principles. This is done
to help enhance their green marketing capabilities and improve performance effectiveness,
whilst minimising such negative impacts on the natural environment. Companies’ strategies
and their marketing practices, e.g. product development, communication and distribution
(Kotler, 2011) are brought into consideration to evaluate the role of ‘green marketing’ within
organisations’ capabilities in order to address some changes towards a holistic ‘green
marketing capability’ (GMC). Based on the above inquiry, the ability and the capabilities
of companies’ to truly achieve and capture the essence of ‘green marketing’ is still
debatable. The transformation is both difficult and complex, many companies are cautious
when entering new market ideas and concepts of business. The transformation and

implementation difficulties could overwhelm a company’s initial ambition to do so.



Bearing this in mind, this study attempts to find out the features of green marketing and how
practices and implementations of green marketing strategies and a company’s marketing
resources and capabilities could be effectively integrated. An evaluation of green marketing
on the basis of a strategic approach e.g. green design/new product development, green
communication and distribution (e.g. Kotler, 2011; Pujari, 2006; Pujari et a/ 2003; Polonsky
and Rosenberger, 2001; Fraj et al, 2013a and 2013b) are critical to companies’ endeavours
for change towards growth in a more sustainable way. Moreover, it aims to explore what
directional strategies (strategic implications) could help companies’ evaluate their
operationalization of green marketing capabilities for the improvement of business
competitive position and performance at the same time reducing a negative impact on the

natural environment.

1.3 Towards Green Marketing Capabilities (GMC)

As discussed in the previous section, ‘green marketing’ has been widely studied in the fields
of strategic management and marketing. The published literature on the subject (e.g. Fraj et
al, 2013 and 2011; Fraj-Andres, et a/ 2009) suggests a link between green marketing
strategies, the theory of resource-based view (RBV) and environmental orientation of
companies that positively influence an organisation’s performance. While other studies (i.e.
Kotler, 2011; Leonidou et al, 2013) in the field of marketing indicate that, on the one hand
green marketing programs are tied to eco-friendly perspectives involving the role of
marketing practices (4Ps of marketing mix — product, price, place and promotion that overtly
engaged in environmentally-oriented issues), on the other hand, these marketing practices
are designed to attain a company’s strategic and financial goals in ways that reduce a
negative impact on the natural environment. What is also evident is that the implementation
of green marketing strategies and practices potentially influence companies’ market/product

and economic performance (e.g. Leonidou ef al, 2013a; Leonidou et al, 2013Db).



Several studies (e.g. Morgan et al, 2012; Morgan et al, 2009; Vorhies et al, 2009) reveal
that marketing capabilities can have a positive impact on cash flow and product/market
performance. The organisation’s specific capabilities and resources also have a potential
effect on the implementation of green marketing strategies as well as product/market
performance (Leonidou et al, 2013b). In addition, past studies (e.g. Leonidou ef a/ 2013a;
Morgan, 2012) not only highlight how an organisation’s capabilities can be fundamental to
their marketing capabilities, but they also reveal the impact of resources and capabilities on
an organisation’s performance. Given the evidence from the above studies, they also suggest
that an organisation’s resources and capabilities are considered to be a cornerstone of the
development of companies’ resource-based capabilities incorporated with the role of
marketing. In this respect, the emergence of marketing-based resources capabilities is

concerned with the RBV of organisations (Morgan, 2012).

To date, however, there have been few attempts on the part of scholars to bridge some major
theories across the strategic management and marketing literature, and by doing so to
integrate the role of green marketing practices with theory about an organisation’s resources
and capabilities. Moreover, very few studies have attempted to explore the interface between
green marketing practices and organisations’ resources and capabilities, and how green
marketing capabilities could be shaped within an organisation’s strategies as constituents of

strategic implications to advancing business competitiveness and success.

Given the lack of general consensus in existing knowledge toward conceptualising ‘green
marketing capability’ and its theoretical linkage, the present study endeavours to fill some
research gaps. Against this background, this thesis not only spans the literature boundaries
across major theories in marketing and management i.e. the RBV and organisation’s
marketing capabilities (Morgan, 2012), strategic marketing (Varadarajan, 2010) for a

foundation of GMC but also evaluates an integrative analytical approach to assessing a



multi-dimensional GMC model and its implications. This particular approach is done by
utilising a combination of classificatory methods together with a configuration approach
which enables the author to capture and understand a holistic framework of GMC and its

implementations.

Specifically, the ‘wholeness’ of GMC is a representation of a company’s green marketing
resources and capabilities on the basis of both architectural and specialized marketing
capabilities (Morgan, 2012) which emphasises the implementation of strategic and tactical
marketing at a functional/operational level (Varadarajan, 2010; Kotler, 2011). In addition,
the development of GMC involves an incorporation of the role of green marketing (in terms
of strategies and tactics/practices) combining it with capabilities through multi-tasking
functions of individuals, groups, organisational systems, structures and skills that develop
over time into the transformation of a critical source of competitive advantage and superior
performance (Morgan, 2012, Teece et al, 1997, Barney, 1991). More discussion of the

theoretical foundations of GMC can be found in chapter 2, section 2.3.

This study also extends the scope of the research framework in connection with an
organisation’s strategy, natural-environmental orientation and performance in order to
assess some multi-dimensional models (operationalization) of GMC. With this framework,
it would allow the author to gain an in-depth knowledge of what could be derived from
GMC-strategic implications for the enhancement of companies’ competitive advantage and
performance. Next, more details of the research’s aims, objectives and frameworks of the

entire study are discussed in the following section.

1.4 Research Aims and Objectives

Having introduced theoretical background and the conceptual model of GMC in the
previous sections, this section continues to discuss the research aims and objectives of the

entire thesis. The overall aims of the present study are three-fold concerning three sub-
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studies. These sub-studies are linked with one another on the basis of three main consecutive
steps for analytical purposes, including (a) theoretical review, (b) the classification scheme
(consisting of theoretical and empirical classifications) and (c) the configuration approach.

(See figure 1.1: an overview of the entire study — the relationship between all sub-studies)

As stated, to fully capture the insights into the concept of GMC and its operationalization,
the three sub-studies 1, 2 and 3 are inter-connected by the flow of research objectives and
research frameworks. The first study aims to depict a conceptually-derived model of GMC
and the principles (based on an integrative analytical approach) in order to understand a
holistic framework of GMC (a representation of overall strategic green marketing
capabilities at an operational level), the classification of GMC-structures and strategic types
(Study-1: RO#1 and 2). The second study aims to demonstrate how well organisations
realise the pertinence and the effective implementation of GMC-structures and suggest what
characteristics (GMC-strategic types) create strategic implication (in terms of strategic
behaviour) on the basis of a configuration approach (Study-2: RO#3). The third study aims
to test whether or not the operationalization of GMC-structures leads to achieving a green-
based competitive position by approaching alternative GMC-strategic types on the basis of
the configuration approach (Study-3: RO#4). In addition, this particular study also examines
whether or not the role of green competitive advantage or GCA and the GMC-structures

work on influencing organisations’ performance outcomes (Study-3: RO#5 and 6).



Figure 1.1 Overview of the Entire Study (the Relationship between Sub-Studies)
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To be more specific, the main aim of Study-1 is to postulate a conceptual model of GMC
based on an integrative analytical approach in order to gain in-depth insights into multi-

faceted GMC frameworks. This study has two main research questions which are:

e RQI1: What is a conceptual definition of GMC and what are its principles?
e RQ2: On the basis of a classificatory scheme, what characteristics of companies can

be categorised by their GMC-strategic types and performance differentials?



As discussed earlier in section 1.3, little is known about what a conceptual model of GMC
would look like. To achieve the research aim, this study is designed to evaluate a multi-
dimensional model of GMC by utilising an integrative analytical approach (including a
classificatory scheme and a configuration approach). This is also done by a procedure of
reviewing a broad range of domains including strategic marketing and green marketing
practices (e.g. Varadarajan, 2010; Fraj et al, 2013, Leonidou et al, 2013) and the marketing
resources and capabilities (consisting of architectural and specialized marketing
capabilities) (Morgan, 2012). In addition, given that the concept of GMC is relatively new
in the field of marketing, the author further build on a GMC model and identify it into
different categories in order to understand its structures (based on a conceptual classification
scheme) and strategic types (by assessing an empirical taxonomy). Specifically, the
classifications of GMC in terms of structures and strategies are designed to gain in-depth
insights into what are the qualities of GMC (GMC-structures), and what are the
characteristics of companies that approach different GMC strategies (GMC-strategic types
which are implemented by companies). With this purpose in mind, this thesis argues that
the expected outcomes could contribute to a better understanding of the GMC-structures
comprising of four components and GMC-strategic types consisting of three typologies of
companies. The presentation of Study-1 is partly discussed in chapter 2 (literature review of
the theoretical foundation of GMC; and fully discussed in chapter 4: section 4.2 and 4.3

(developing classification schemes of GMC).

Next, study-2 builds on the outcomes from study-1. It seeks to explain how GMC could be
shaped within organisations’ strategies and behaviour that match with performance.
Particularly, the main aim of study-2 is to explore what are companies’ strategic behaviours
that fit with performance when they hold distinctive positions and approach by different

GMC-strategic types. This part of the thesis deals with the following research question:



e RQ3: On the basis of various companies’ GMC-strategic types (that have been
derived from RQ2 of study-1), how does the confluence of multiple variables i.e.
alternative GMC-strategic types, the higher level corporate postures and behaviours

align with performance?

This particular study is designed to examine the association of various factors i.e. alternative
GMC-strategic types, corporate strategic postures (thereafter, CSP) (based on an
organisation-level posture), perceived-green behaviour (thereafter, PGB) (based on a
company’s perceived behavioural intentions towards the development of GMC-structures),
and the overall performance by performing a configuration model. With this purpose in
mind, the expected outcomes will contribute to an in-depth insight into a strategic-
behaviour-fit model (a depiction of an interaction between organisational level posture,
behaviour and performance by alternative GMC-strategic types). The presentation of this
study can be found in chapter 5: research framework and hypothesis, and chapter 6: analysis

and results.

Lastly, the main aims of study-3 are to further investigate the influences of both GMC-
strategic types and the GMC-structures that are derived from study-1. This study firstly
(part-1) performs a configuration model to assess strategic-GMC-fit among different types
of companies who possess their strengths based on different components of the GMC-
structures to gaining a source of competitive advantage. It also expands the investigations
on the mediating effect of GCA on the link between an overall operationalization of GMC-
structures and performance (as presented in part-2), and examines the direct influence of the
four components of GMC-structures on performance (as presented in part-3). In particular,

study-3 deals with three research questions which are:

e RQ4: What is the association between alternative GMC-strategic types and the

GMC-structures in achieving competitive advantage?
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e RQS5: What is the impact of green-based competitive advantage on the relationship
between GMC-structures and performance?

o RQ6: How do the GMC-structures directly influence companies’ performance?

As stated earlier, the final study of the present thesis is designed to examine three different
research models in order to explain: (a) how different companies’ GMC-strategic types
match with the GMC-structures for the achievement of a green-based competitive
advantage; (b) how does the green-based competitive advantage leads to superior
performance based on the development of GMC-structures; and (c) how the four
components of GMC-structures directly constitute performance outcomes. With multiple
purposes in mind, the expected outcomes will contribute to a better understanding of the
strategic implications in terms of strategic-GMC-fit model to advancing business
competitiveness and greater performance, as well as the salient role of the GMC-structures.
The presentation of study-3 can be found in chapter 5: research frameworks and hypothesis

and chapter 6: analysis and results.
To be more specific, the research objectives (RO) of the entire study are offered below.

o RO#I(study-1): to propose a conceptually-derived model of ‘Green Marketing
Capabilities’ (GMC) and to identify its structures (Chapter 2 and 4)

e RO#2(study-1): to determine companies who are approaching different GMC-
structures (or who are at different stages of GMC) to better understand and explain
their GMC-strategic types and performance differentials (Chapter 4)

o RO#3(study-2): to investigate the confluence of corporate strategic postures (CSP),
perceived-green behaviour (PGB) and performance with alternative GMC-strategic
types in order to explain a strategic-behaviour-fit model (Chapter 5 and 6)

e RO#4(study-3, part-1): to assess the confluence of the operationalization of two
main GMC-structures and green competitive advantage (GCA) with alternative
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GMC-strategic types in order to explain a strategic-GMC-fit model (Chapter 5 and
6)

o RO#5(study-3, part-2): to examine the role of GCA as a mediating factor and its
effect on an overall operationalization of GMC-structures and performance
relationship (Chapter 5 and 6); and

o RO#6(study-3, part-3): to test the causal influence that the four components of

GMC-structures have on companies’ performance. (Chapter 5 and 6)

In summary, to fully understand the multi-faceted GMC model this thesis employs a variety
of methodological approaches in order to depict the essence of GMC through a three-fold
study. The expected findings will demonstrate the ‘wholeness’ of GMC in terms of GMC-
structures, GMC-strategic types based on both classification schemes (i.e. conceptual
classification and empirical taxonomy) (study-1), and the strategic implications in terms of
strategic-behaviour-fit (study-2) and strategic-GMC-fit (study-3). Particularly, both study-
2 and study-3 (part-1) give rise to research outputs in the form of strategic implications by
utilising a configuration model. Moreover, an examination on the mediating effect of GCA
and an assessment of the direct influence of GMC-structures on performance (as presented
in part-2 and 3 of study-3) are to evaluate the potency of GMC model in which could

enhance companies’ competitive advantageous position and superior performance.

Next, the author provides table 1.1 which contains a summary of the research questions,

objectives and the expected research outcomes of the entire study as below.
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Table 1.1 Summary of the Research Questions, Research Objectives and

Expected Research Outputs of the Entire Study

structures have on
companies’ performance.

Research Questions Research Objectives Research Study
Outputs (Chapter)
RQ1. What is the ROL1. To postulate a A conceptual Study-1
conceptual definition of conceptually-derived ‘Green model of GMC | (chapters
GMC and what are its Marketing Capabilities’ model and the GMC- 2 and 4)
principles? (GMC) and classity its structures
structures.
RQ2. On the basis of the RO2. To empirically identify GMC-Strategic | Study-1
classification of GMC- companies who are approaching Types (chapter
structures (from RQ1), different GMC-structures (or 4)
what characteristics of who are at different stages of
companies can be GMC) to better understand and
categorised by their GMC- | explain their GMC-strategic
strategic types and types and performance
performance differentials? | differentials.
RQ3. On the basis of RO3. To empirically Strategic- | Study-2
i ; : : Behaviour-Fit | (chapters
classifications of GMC- investigate the confluence of 5 & 6)
strategic types (from RQ2), | corporate strategic postures
how does the confluence of | (CSP), perceived-green
various GMC-strategic behaviour (PGB) and
types, corporate strategic performance with alternative
posture and perceived- GMC-strategic types in order to
green behaviour align with | explain a strategic-behaviour-
performance? fit model
RQ4. What is the RO4. To empirically assess the Strategic- Study-3
association between confluence of the GMC-Fit (chapters
alternative GMC-strategic operationalization of two main 5&6)
types and GMC-structures | GMC-structures and green
in achieving competitive competitive advantage (GCA)
advantage? with alternative GMC-strategic
types in order to explain a
strategic-GMC-fit model.
RQ5. What is the impact of | ROS. To empirically assess Studv-3
. . y
GCA on the relationship the role of GCA as a (chapters
between GMC:StrucmreS mediating factor and its 58 6)
and companies effect on an overall
performance? operationalization of GMC-
structures and performance
relationship.
RQ6. How do the GMC- RO6. To empirically examine Study-3
structures directly influence the causal influence that the (chapters
companies’ performance four components of GMC- 5&6)

Source: Author
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1.5 Research Design and Methodological Bases

Having discussed the research questions and specific research objectives in the previous
section, this section aims to briefly explain the research design and the methodological bases
that are adopted for the thesis. Based on the multiple research objectives, the author
endeavours to capture the breadth and depth of GMC. Bearing this in mind, this thesis adopts
an integrative analytical approach consisting of a variety of methodological approaches i.e.
classification schemes (both theoretical and empirical classifications), a configuration
approach, a mediating effect and a causal influence for data analysis. To achieve the above
purposes, specifically this study employs a quantitative research design using a cross-
sectional study in combination with a mail-survey approach (see section 3.3, data collection
in chapter 3 for more details). In addition, the groundwork of the main methodological bases
i.e. classification schemes, clustering analysis and configuration model which are adopted
into data analysis for the whole study are discussed in section 3.4 (methodological bases in

chapter 3).

In light of the classification schemes, both conceptual and empirical classifications lead to
the research outputs in terms of GMC-structures and GMC-strategic types. Both
classification approaches are widely utilised in the fields of strategy research and
organisation’s study in order to gain better understanding of different strategic choices and
the consequences (Hambrick, 1984). Meanwhile, the empirical classification deals with a
taxonomic inquiry and clustering analysis. Specifically, a cluster analysis is a useful
multivariate technique designed to help group objects based on the characteristics they
possess (Hair et al, 2006, p. 508). In other words, it classifies observed data into meaningful
taxonomies, groups or clusters as the finding groups in data (Halkidi, 2001). Hence, it is

consistent with the configurative theory (Homburg et al, 2008).

14



Furthermore, a taxonomic approach (an empirical classification) has been widely used in
multi-disciplinary research e.g. quality management systems (Yeung et al., 2003), strategic
market segmentation (Sausen et al., 2005), supply chain management (Christopher et al.,
2006, Shang et al., 2010), and sales and marketing interface (Homburg et al., 2008). Based
on a broad area of strategy and organisation studies, a configuration theory creates synergy
to establishing a fir among internal characteristics with the external contexts (Mintzberg,
1989). This approach also assists the researcher in investigating and understanding various
characteristics of samples and performance differentials. More discussions of research

design and methodological bases can be found in chapter 3.

1.6 Expected Contributions and Major Findings

This section provides a summary of expected research contributions and major findings of
the entire study. Given the research purposes, this thesis attempts to contribute to a body of
knowledge by explaining a conceptual model of GMC and how it can be operationalized. It
also expands in-depth insights into a multi-faceted GMC model through various empirical
analyses (on the basis of three sub-studies). The research outcomes are substantially derived
from multiple analytical techniques i.e. the classification schemes (based on a conceptual
classification and a taxonomic inquiry) along with a clustering analysis, and a configuration
approach. With these analysis methods, the expected contributions and major findings are

briefly discussed below.

1.6.1 The Conceptual Definition of Green Marketing Capabilities (GMC)

Building on a review of the pertinent theoretical literature, this study proposes a concept of

GMC and defines it as:
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“An integrative process which incorporates both the strategic marketing at an
operational level (evolved from the basis of an organisation’s marketing system) and
the marketing capabilities, knowledge-based resources, skills and practices (fully
embedded in green or environmentally-friendly aspects)” (Author).

To be more specific, the conceptually-derived model of GMC and its principles are anchored
to the resource-based view (RBV), the marketing resources and capabilities literature
(Morgan, 2012) and strategic marketing literature (Varadarajan, 2010). In addition, the
concept of GMC builds on an integrative marketing process at an operational/functional
level (strategic and tactical marketing) that is embedded in both the architectural and
specialized marketing capabilities of companies. More details of the conceptualisation of

GMC are discussed in chapter 2: section 2.3.

1.6.2 The Classification Schemes of GMC

1.6.2.1 Four Components of GMC-Structures (Based on a Theoretical Classification)

Based on a conceptual model of GMC and its principles, the categorisation of GMC-
structures is derived from an examination of theoretical classification. The classification
schemes of GMC represent a multi-level of tactical and strategic marketing implications in
order to capture a holistic green marketing capability. In light of the classification approach
(based on a theoretical review), four components of GMC-structures are considered to be
the cornerstones to the operationalization of GMC. The four different features of GMC-
structures also represent companies’ overall green marketing capability, obtained through
an exhaustive configuration of marketing knowledge-based resources and capabilities on

the basis of both architectural and specialized marketing functions (Morgan, 2012).

As stated earlier, this study attempts to posit the four components of GMC-structures by
highlighting the development of various green marketing procedures grounded in
companies’ marketing knowledge-based resources and capabilities (Morgan, 2012). These

are the architectural marketing capabilities seen as ‘basic GMC-structures’ (including pre-
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GMC and info-driven GMC), and specialized marketing capabilities viewed as ‘advanced
GMC-structures’ (including product-driven GMC and synergistic GMC). More details can
be found in sections 4.2.1 and 4.2.2, chapter 4: (study-1) developing classification schemes

of GMC-structures.

1.6.2.2 Three GMC-Strategic Types (Based on an Empirical Classification)

Based on the classification of GMC-structures which are derived from a theoretical
classification approach, GMC-strategic types are further identified on the basis of empirical
taxonomy using a clustering analysis. In light of the empirical classification or a taxonomic
inquiry, GMC can be divided into three different groups of strategies which are derived
from companies’ distinctive characteristics and performance. With this process, the
clustering analysis is utilised to group companies into three types by their approaches
towards different GMC-strategies. Moreover, this study follows through an interpretation
of clusters by comparing the three groups with the conceptual definitions of organization’s
typologies of Miles and Snow (1978) (i.e. prospector, analyzer, and defender) in order to
get a broader view of literature in the domain. Owing to the robust literature concerning
strategy and organisation’s research, the conceptual definitions of Miles and Snow (1978)’s
typologies are widely adopted into the studies in the fields of strategic management and
marketing (e.g. Song et al, 2007; Homburg et al 2008). Specifically, in this study the three
GMC-strategic types are meaningfully ascribed in terms of GMC-prospector, GMC-
analyzer and GMC-defender. More details of three GMC-strategic types and characteristics
are discussed in section 4.3.3, chapter 4: developing classification schemes of GMC-

structures and GMC-strategic types.

1.7 The Thesis Structure

This section aims to summarise the organisation of this thesis. This thesis is comprised of

eight chapters. The thesis structure is described below.
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Chapter One provides an introduction of the whole thesis. It begins with the background
of green marketing and moves towards the conceptual model of green marketing capabilities
(GMQ). It then briefly discusses the research aims and objectives of the entire study
consisting of three sub-studies. It also explains research design and methodological bases
that are adopted for the data analysis purpose. Lastly, it summarises some major research

contributions and findings as well as the structure of the thesis.

Chapter Two firstly proposes positioning of the thesis. Secondly, it discusses the
foundation of GMC on the basis of a theoretical linkage involving marketing knowledge-
based resources and capabilities on the basis of resource-based view (RBV) as well as
strategic marketing. Next, it offers up a primary conceptual framework of the entire study.
It also reviews the most relevant literature in order to develop theoretical background
comprising the key concepts that provide the basis for the strategy research, the natural
environmental orientation (an application of theory of planned behavior —TPB), the
organisation’s performance and competitive environment. With this literature review, the
definitions of key concepts including corporate strategic postures (CSP), perceived-green
behaviours (PGB), green competitive advantage (GCA), overall company’s performance
and competitive rivalry are addressed. Finally, this chapter concludes by summarising the

main research gaps and propositions of the present thesis.

Chapter Three demonstrates research design and methodological bases that are adopted in
this thesis. It begins by describing the epistemology in social science. Next, it depicts how
this entire research is processed by employing a quantitative research design with a mail-
survey approach. It then clarifies data collection process and explains three main
methodological bases that are used for the data analysis purpose including a taxonomic

approach with clustering analysis and a configuration theory.
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Chapter Four evaluates the classifications of GMC in terms of its structures and strategic
types. This particular chapter represents and reports an empirical data of study-1. The main
aim is to identify the classification schemes of GMC-structures on the basis of a theoretical
classificatory approach and the GMC-strategic types by performing an empirical taxonomy
with clustering analysis. After that, the author articulates some insights into an application
of the classification schemes of GMC-structures and GMC-strategic types to Hambrick

(1984)’s taxonomy building of an organisation.

Chapter Five reports empirical data of both studies 2 and 3. It firstly provides the research
frameworks of both studies and then formulates series of research hypotheses. Particularly,
study-2 posits three research hypotheses (H1 to H3) and aims to investigate the
configuration model of fit among various GMC-strategic types, corporate strategic postures
(CSP), perceived-green behaviour (PGB) and performance. Study-3 postulates five research
hypotheses (H4 to H8) and aims to examine three different aspects which are (1) the
moderating effect of GMC-strategic types have on the relationship between an
operationalization of two main GMC-structures and GCA (part-1: H4 — H6), (2) the
mediating effect of GCA have on the link between an overall operationalization of GMC-
structures and performance (part-2: H7), and (3) the direct influence of the four components

of GMC-structures on performance (part-3: H8) respectively.

Chapter Six starts by discussing some general data issues concerning a quantitative data
analysis such as CMV, non-responses bias, check of normality and outliers. Next, it
evaluates the measurement models of all adopted constructs of the entire study and presents
a process of measurement purification. Furthermore, it provides data analysis and reports

on the hypothesis testing and the results of both studies 2 and 3.

Chapter Seven mainly presents and discusses key research findings that are derived from

all sub-studies (1, 2 and 3). Moreover, it highlights research contributions to academic
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purpose. On the basis of an interpretation of findings it also offers some research
implications which can be advised for managerial practices based on the operationalization
of GMC-structures and the strategic implications of GMC (i.e. strategic-behaviour-fit,

strategic-GMC-fit)

Chapter Eight highlights the concluding remarks of all sub-studies (1, 2 and 3). It not only
summarises the whole study but also states the main propositions that emanate from the
research. It also clarifies some limitations that the present study has overcome. Finally, it

suggests the directions for future research.

Next, chapter 2 will discuss the foundation of GMC, present literature review of the main
theories used as background of the entire study and define the adopted key constructs and

their relationships based on the proposed conceptual framework.
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CHAPTER 2 LITERATURE REVIEW

2.1 Overview of the Chapter

The main objective of this chapter is to outline the literature review of the entire study.
Firstly, this chapter provides an overview of the literature review and the positioning of the
thesis (section 2.2). Next, it identifies some theoretical relationships in order to posit the
concept of green marketing capabilities (GMC) (section 2.3). In this particular section, it
articulates the major theories used as the literature bases i.e. strategic marketing and the link
to GMC (section 2.3.1), the resource-based view (RBV) and the relationship with marketing
resources and capabilities (section 2.3.2). On the basis of a combined analytical approach
(including theoretical literature and a classification approach), this study proposes a
conceptual model of GMC and its principles (section 2.4 and 2.4.1). Specifically, this
section validates and enhances an integrative analytical approach that incorporates a review
of relevant past studies into a conceptual classification scheme for the development of GMC,

which partly corresponds to research question #1 (research objective 1) of this thesis.

Following on from that, the author reviews more literature in relation to strategy research
and strategic orientation (section 2.5 and 2.5.1) to define corporate strategic posture (CSP)
(section 2.5.2). Subsequently, the natural-environmental orientation, with an application of
the theory of planned behaviour (TPB) (section 2.6, 2.6.1 and 2.6.2) and the definition of
perceived-green behaviour (PGB) (section 2.6.3) are discussed. Moreover, the review of
literature on an organisation’s performance (section 2.7) in order to define the concepts of
green-competitive advantage (GCA) (section 2.7.1) and overall performance (section 2.7.2)
are followed. After that, the review of literature on a competitive environment (section 2.8)
in order to define the concept of competitive rivalry (section 2.8.1) are also discussed.

Lastly, the chapter is summarised (section 2.9).
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2.2 Qutline of Literature Review and Positioning of the Thesis

This section aims to outline the literature review undertaken and position this thesis within
that context. First of all, the author uses a flowchart to present a literature review for the
present thesis, starting with: the theoretical foundations of GMC, the review of related
literature in order to address key concepts and the focus of the empirical study on the basis

of a proposed conceptual framework. (See below, figure 2.1)

The primary aim of this thesis is to explain a conceptual model of GMC and its implications.
With this purpose in mind, the author incorporates the environmental aspects which are
assimilated into marketing strategies and practices for the enhancement of green marketing
capabilities (GMC) of companies. In other words, this study positions itself by highlighting
the theme of green or eco-friendly marketing that has embedded environmentally-oriented
issues into marketing strategies and practices (e.g. Peattie and Charter, 1994; Fraj et al,
2013; Leonidou et al, 2013). As it is believed that GMC in turn could improve companies’
environmental responsiveness and commitment towards reducing a negative impact on the
environment. At the same time, it could strengthen their competitive position and
performance in the market place (Banerjee et a/, 2003; Baker and Sinkula, 2005; Kotler,

2011).

As stated earlier, this study lays out some of the theoretical literature in relation to strategic
marketing (Varadarajan, 2010), the RBV and marketing resources and capabilities (Morgan,
2012) to conceptualize GMC. Specifically, GMC stems from an idea that aims to link all
aspects of environmentally-friendliness with marketing strategies and practices (which
encompasses companies’ RBV through marketing resources and capabilities) as a

foundation. More details of the theoretical foundation of GMC are discussed in section 2.3.

Next, the author outlines the literature review, key concepts and the focus of empirical study
as seen in figure 2.1 below.
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Figure 2.1 Qutline of Literature Review, Key Concepts and the Focus of
Empirical Study
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On the basis of the literature review (figure 2.1) set out above, this study aims to examine
the link between multiple theories across disciplines in the field of management i.e.
‘strategic marketing’, ‘resource-based view — RBV’ and ‘marketing resources and
capabilities’ in order to establish a theoretical literature for the foundation of GMC. In
addition, the related literature pertaining to a natural-environmental orientation with an
application of a theory of planned behaviour (TPB), the strategy research, strategic
orientation and organisation’s performance are also reviewed. Subsequently reviewed is the
theoretical background for the key concepts (i.e. perceived-green behaviour — PGB,
corporate strategic posture — CSP, green competitive advantage — GCA, competitive

environment and overall performance).

Building on the insights from this literature review, the inter-relationship between key
concepts i.e. GMC, PGB, CSP, and performance are grouped and outlined as the primary
elements of the conceptual framework and the focus of the empirical study. Having
discussed the research objectives in detail in the previous chapter, the proposed conceptual
framework represents a foundation for the empirical study and for subsequent research
models which will be discussed in later chapters (chapters 4 to 6). Bearing this in mind, the
author offers a number of interconnected research models that stem from the proposed
conceptual framework and correspond to various research questions as well as objectives to
examine three empirical sub-studies:1, 2 and 3 respectively. After reviewing pertinent
literature, the relationships between concepts and propositions of the study are addressed in
order to fill some knowledge gaps. Consequently, the author presents an overview of key

literature, research gaps and propositions of the entire study (see table 2.1, below).

Subsequent sections will present and discuss in further detail the literature and the research
gaps of each proposition proposed in the study. This is started with the theoretical

foundation for GMC (section 2.3), which is based on strategic marketing and the link to
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GMC (section 2.3.1), the RBV and the link to marketing resources and capabilities (section
2.3.2). Following on from that, the conceptual model of GMC is defined (section 2.4, and

2.4.1),
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Table 2.1 Summary of Key Literature, Research Gaps and Propositions of the

Entire Study

Key Literature Research Gaps Propositions Study
(chapter)
e Strategic = To date, scarce studies |» The conceptual model Sub-
marketing has assessed the link of GMC and its study-1
e Resource- between strategic principles (chapter 2;
based View marketing, RBV and » The operationalization | section 2.3
(RBV) marketing resource and of GMC (including to24, &
e The Marketing capabilities to two main GMC- chapter 4;
resources and conceptualising GMC structures and four section
capabilities and its principles. components based on 4.2)
an integrative
analytical approach)
e Strategic = Studies to date have » To posit a notion of Sub-
Orientation not yet discovered corporate strategic study-2
what are corporate postures — CSP (chapters
strategic postures 5&6)
based on an alignment
of corporate level
strategy and its
perceived attribute
(that is shaped within
an organisation).
e Natural- = Studies to date have » To posit a notion of
Environmental not yet discovered perceived-green
Orientation what companies’ behaviour — PGB
with an perceived-behavioural
application of intention is based on an
TPB application of TPB
e Organisation’s |* Very few studies have |»> To posit a notion of Sub-
performance addressed a green- green competitive study-3
e Competitive based competitive advantage — GCA (chapters
advantage advantage perceived by 5&6)
companies who are
undertaking green
marketing activities.

Source: Author

26




2.3 Theoretical Foundations of Green Marketing Capabilities (GMC)

Having introduced earlier in chapter 1: towards the proposition of GMC (section 1.3), this
section aims to clarify the theoretical foundation of GMC. In this study, the author looks for
a theoretical approach which spans the literature boundaries across marketing and strategic
management studies. Bearing this in mind, attention is drawn to the theoretical literature
which is grounded in strategic marketing and organisation’s resources and capabilities
literature (which is based on the RBV theory). Specifically, the GMC emerges from a
theoretical relationship between strategic marketing theories and marketing resources and
capabilities (a ramification of organisation’s resources and capabilities within the RBV

theory) (Morgan 2012).

Given the above theoretical literature, this study offers a framework of strategic green
marketing at an operational level embedded in companies’ marketing resources and
capabilities as a representation of a holistic GMC. To be more specific, the author
comprehends the ‘wholeness’ of GMC model as an illustration of an overall strategic green
marketing plan and capabilities at an operational level (Varadarajan, 2010). In other words,
this draws upon an evaluation of marketing on the basis of strategic and tactical approach
(e.g. Kotler, 2011; Polonsky and Rosenberger, 2001) combined with the insights into
organisation’s marketing resources and capabilities (Morgan, 2012) encompassed in

environmentally-oriented issues at a functional level.

Based on this argument, the author proposes a theoretical relationship between strategic
marketing and organisation’s marketing resources and capabilities which can be regarded
as a foundation of GMC. To gain an in-depth insight into what are the features of the GMC
model and how can it be operationalized, this study derives GMC principles on the basis of
two marketing capabilities i.e. architectural and specialized marketing capabilities

(Morgan, 2012) which are fundamental to the marketing resources and capabilities within a

27



company (see figure 2.2 below). More discussion of developing the conceptual model of

GMC can be found in section 2.4.

Figure 2.2 Theoretical Relationship and the Foundation of GMC (including Two

Principles)
Strategic Green Marketing Marketing Resources and
At an Operational Level Capabilities
» Strategic and tactical » Marketing knowledge-based
marketing resources and capabilities

y 4 AN
The Conceptual model of
Green Marketing Capabilities
(GMCO)

Two Principles

= Architectural Marketing Capabilities
= Specialized Marketing Capabilities

Source: Author

As discussed earlier, the theoretical foundation of a GMC model is witnessed by a link
between the major theories across the fields of marketing and strategic management. Next,
this study continues to explain the theoretical literature by starting with strategic marketing
and the link to GMC (section 2.3.1) and the RBV theory and a relationship with marketing

resources and capabilities (section 2.3.2) as follow.

2.3.1 Strategic Marketing and the Link to GMC

“Strategic marketing theory has assigned a primacy to the product and its
associated marketing mix..., as guidelines for incremental product repositioning
and marketing mix improvement, and spectacularly successful strategic marketing
acts...” (Cova and Svanfeldt 1993, p. 297 — 310).
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According to Varadarajan (2010, p. 120), the implications of ‘strategic marketing’ are
concerned with multi-levels of organisation’s strategies complying with marketing strategy
implementation. Based on this viewpoint, the implementations of marketing strategy are
associated with strategic marketing issues, decisions, and problems at different

organisational levels. Meanwhile Varadarajan (2010) argues:

“The terms ‘strategic marketing’ and ‘marketing strategy’ can be used
interchangeably in reference to the field of study, and marketing strategy is also
used in reference to the organisational strategy construct that is the principal focus
of the field” (2010, P. 120).

On the basis of multi-levels of an organisation’s strategy implementation, the implication
of ‘strategic marketing’ can articulate different perspectives of strategic marketing and
implications at various levels within an organisation i.e. corporate, business-unit,
function/operation. According to Varadarajan (2010), the distinction between diverse levels
of an organisation’s marketing strategy in relation to the implications of strategic marketing
refers to the multi-leveled organisation’s strategic marketing which involves corporate,
business unit and functional/operational levels on the basis of different angles and driving
purposes. For instance, at a corporate level, marketing is viewed as culture. At a business
unit level, marketing is viewed as strategy focusing on market segmentation, targeting, and
positioning as well as competitive strategy. At a functional/operational level, marketing is
concerned with marketing tactics and the marketing-mix (Varadarajan, 2010; McCarthy,

1978).

Armed with the above insight, the author focuses on the idea of linking strategic marketing
theories to the practical aspects of GMC which are in line with strategic and tactical
marketing approaches of operational level within an organisation. In other words, the
implication of strategic marketing at an operational level sheds some light on how GMC
can be materialised in a way that helps companies’ comprehend its usefulness and

feasibility.
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To be more precise, the author emphasises the magnitude of the GMC model that lays out
the mechanics to clearly define the implications of strategic marketing at an operational
level. On this basis, it concerns the development of tactical and strategic issues through
product, distribution/channel/partnership and promotion as well as communication
(Leonidou ef al, 2013). In particular, this study builds on Leonidou, Katsikeas and Morgan
(2013) and highlights the essence of environmentally-oriented issues, which may articulate
an understanding of various green marketing strategies and practices through the
development of green product, green distribution/channel/partner and green promotion as
well as communication (Leonidou et al, 2013; Fraj et al, 2013; Kotler, 2011). As a result,
these practices might contribute to an improvement of organisations’ performance based on
product/market and economic outcomes (Leonidou et al, 2013). Subsequently, the author
posits a theoretical relationship that links strategic marketing and GMC. To clearly visualise
the proposed relationship, figure 2.3 depicts a strategic marketing framework at a
functional/operational level as an essential constituent of theoretical foundation and the link

to GMC as illustrated below.
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Figure 2.3 Strategic Marketing and the Link to GMC
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2.3.2 The Resource-Based View (RBV) and the Relationship with Marketing

Resources and Capabilities

The domain of RBV and marketing theory are widely discussed across strategic

management literature. It is argued by some that a company’s competitive advantage and

performance can be predicted and explained by the RBV or an organisation’s specific

resources (Morgan, 2012). As a result, the RBV could contribute to a better understanding

for marketing theorists why some companies could outperform other competitors over time

(Morgan, 2012).

Based on the RBV theory, Morgan (2012, p. 104) proposes a conceptual model linking

marketing resources, capabilities and business performance. This framework sheds some
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light on the adaptation of an organisation’s marketing resources and capabilities which is
embedded in dynamic, cross-functional, architectural and specialized capabilities (Morgan,
2012). On the basis of this viewpoint, why and how an organisation could attain a critical
source of competitive advantage and outperform other competitors in the market place can
be explained by its marketing resources and capabilities that is embedded in the RBV (or an

organisation’s specific resources) (Day, 1994).

Armed with the above literature, this study builds on Morgan (2012) the framework of
marketing resources and capabilities in order to develop a theoretical foundation for a
conceptual model of GMC. Specifically, it outlines the relationship between RBV,
marketing resources and capabilities on the basis of two principles including architectural
and specialized marketing capabilities. A combination of marketing capabilities which is
comprised of: architectural marketing (which involves marketing planning, skills,
information and knowledge of marketing to implementation) and specialized marketing
(which considers the abilities needed to implement the specialized marketing programs) is
concerned with a more practical or functional form of marketing. Whereas ‘dynamic’ and
‘cross-functional’ capabilities (e.g. marketing learning, resource configuration and
relational resource) are rather broad and ambiguous to a real practice or implementation at

an operational level.

In addition, literature (e.g. Helfat, 1997, Teece, 1997) on marketing highlights, companies’
resources and capabilities through the resource-based perspectives (RBV) could help
determine overall performance outcomes as well as differentiate organisations’
performances from others. Meanwhile the resource-based of companies can be divided into
tangible elements (e.g. factory, machines, land), and intangible elements (e.g. technology,
human resources, reputation). These resources can also be viewed as being valuable, rare

and non-substitutable (Grant, 1991, Menguc and Ozanne, 2005) which are incorporated into
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an organisation’s capabilities (abilities to assemble, integrate and manage these bundles of
resources) and in turn may shape companies’ competitive position (Wernerfelt, 1984,
Barney, 1991). Given the above perspectives, the RBV which concerns the value and
inimitable resources in each organisation can lead to create a source of competitive

advantage, and hence enhance performance (Newbert, 2008).

Moreover, an ‘organisation’s capabilities’ can be defined as a complex bundle of skills and
collective learning, exercised through the organisational processes to ensure a superior
coordination of functional activities (Day, 1994). As Collis (1995) asserts that such
capabilities can be found to be more valuable whilst gaining stronger inimitability and non-
substitutability characteristics and thus strengthen a company’s performance over time.
Armed with the above literature, the development of organisation’s capabilities on the basis
of a company’s tangible and intangible resources, combined with its integrative processes
(adding value to the resource inputs) across an organisation’s functions could thus deliver a
critical source of competitive advantage and superior performance (Day, 1994, Grant, 1996,

Vorhies et al., 1999).

In summary, based on the insights from literature the RBV theory provides groundwork for
marketing researchers to understand and differentiate companies’ competitive advantage
and superior performance (Morgan, 2012). Owing to its dominance in the field of strategic
management and marketing, the RBV can also be viewed as a cornerstone to the
development of companies’ marketing resources and capabilities as well as additional
constituents to complete the development of a GMC model. Next, the author offers an

illustration of an integrated framework of RBV and the link to GMC (see figure 2.4 below).
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Figure 2.4 Integrated Framework of Resource-Based View (RBYV), the Scope of
Marketing Resources and Capabilities and the Link to Green Marketing
Capabilities (GMC)
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As discussed earlier, specifically this study focuses on the framework of marketing
resources and capabilities and the combination of both architectural and specialized
marketing capabilities (as two principles). The architectural marketing capabilities
highlight an overall understanding of how marketing knowledge-based resource is framed.
This aspect discusses the acquisition of marketing knowledge to implementation, as well as
the marketing strategies and planning skills (Morgan, 2012). Meanwhile the specialized

marketing capabilities encompass specific marketing functionally-based processes used
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within a company to combine and transform resources into strategic and tactical marketing

(Morgan, 2012; Kotler, 2011).

To sum up, this study posits the development of GMC which is grounded in two principles
of marketing capabilities or a combination of architectural and specialized marketing
capabilities (Morgan, 2012). This combination involves an integrated process of
knowledge-based resources of marketing, implementation and planning skills as well as
marketing functions through tactical and strategic approaches at an operational level which
are fully embedded in environmentally-friendly aspects. More discussions on developing a

conceptual model of GMC can be found in the next section.

2.4 Developing the Conceptual Model of ‘Green Marketing Capabilities’ (GMC)
(Research Objective One: Study-1)

2.4.1 The Concept of GMC and its Principles (An Operationalization)

Based on the above theoretical literature, the research objective of study-1 (RO#1) is to
propose a conceptually-derived model of ‘Green Marketing Capabilities’ (GMC) and to
classify its structures. In other words, it is aimed to fill a research gap by offering a
conceptualisation of green marketing capability, and find out how GMC can be put into real
practice (its operationalization). Since to date, scarce studies has assessed the link between
strategic marketing, RBV and marketing resource and capabilities to conceptualising GMC
and its principles in order to derive an operationalization of GMC on the basis of an

integrative analytical approach.

This section further provides a brief review of past studies in relation to the development of
the conceptual model of GMC and operationalizes it based on two principles consisting of
architectural and specialized marketing (Morgan, 2012). According to the theoretical
relationships as discussed above, the origin of GMC stems from an integrated role of

operational strategic green marketing embedded in an organisation’s marketing resources
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and capabilities. Meanwhile, the principles of GMC are concerned with an incorporation of
multi-tasking and a complex bundles of marketing resources and capabilities based on
architectural marketing capabilities (concerning a process used to choose, consolidate and
manage various specialized and cross-functional capabilities and the relevant resource
inputs) and specialized marketing capabilities (involving particular practicality based
processes used within a company to integrate and transform resources) which are anchored
to the RBV of an organisation (Morgan, 2012). As a result of that, the author defines the

conceptualisation of GMC as:

“An integrative process which incorporates both the strategic marketing at an
operational level (evolved from the basis of an organization’s marketing system) and
the marketing capabilities, knowledge-based resources, skills and practices (fully
embedded in green or environmentally-friendly aspects)” (Author).

To be more specific, the concept of GMC is grounded in the integration of multi-tasking
functions between individuals, groups, organisational systems, and structures combined
with marketing knowledge-based resources and skills that transform into capabilities in
ways contributing to attaining marketing goals (Morgan, 2012; Mahoney and Pandian,
1992; Grant, 1996; Marino, 1996). On this basis, it represents a ‘wholeness’ of green
marketing capabilities and complex integrated organisation’s structures, skills and
knowledge to develop over time (e.g. Grant, 1996, Teece et al., 1997, Grewal and
Slotegraaf, 2007, Morgan, 2012). In other words, it is developed based on an integrated
process throughout organisations’ multi-levels (including of business-unit and corporate
level) and across functions/operations of their marketing capabilities (including knowledge,
skills and practices) which is concerned with the cornerstone of an organisation’s
capabilities. These capabilities as well can be used to develop more valuable and unique
capabilities in obtaining competitive advantage and superior performance (Teece et al.,

1997; Morgan et al., 2012; Leonidou et al., 2013c).
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In order to capture an overall operationalization of GMC, next the author specifies its
features on the basis of two principles — architectural and specialized marketing capabilities
in order to identify the GMC model based on two broad aspects: (1) ‘basic GMC-structures’
and (2) ‘advanced GMC-structures’. To be more precise, the architectural marketing
capabilities can be simplified and operationalized as ‘basic GMC-structures’ which focuses
on marketing planning, skills, selecting strategic marketing goals and strategic marketing
decisions upon a deployment of various and inter-connected resource inputs (Morgan et al,
2003; Slotegraaf and Dickson, 2004; Vorhies and Morgan, 2005). Moreover, the specialized
marketing capabilities can be simplified and operationalized as ‘advanced GMC-structures’
which focuses on tactical marketing program-related processes concerning the
implementation of marketing strategy and functional marketing (Vorhies et al, 2009; Hunt,
1995; Vorhies et al, 1999). The operationalization of basic- and advanced GMC-structures
is further used as part of the study’s variables for the empirical analysis of study-3 which

will be discussed in the latter chapters: 5 and 6.

Next, this section further evaluates a classification of GMC-structures by utilising an
integrative analytical approach. With this approach, the author identifies GMC-structures
on the basis of a conceptual classification scheme together with reviewing procedure for
selecting the constructs of GMC. Specifically, the two main principles of GMC are
deliberately evaluated in order to derive a classification of GMC-structure. After that, a
procedure for selecting the constructs of GMC is followed by a review of related past studies
(e.g. Fraj et al, 2013, Leonidou et al, 2013) in comparison to the two principles of GMC
(the operationalization of basic- and advanced GMC-structures). With the designated
proceedings, a multi-dimensional model of GMC can be established and validated. More
discussions on this approach (an integration of the classification of GMC-structures and

procedure for selecting the constructs of GMC) can be found in chapter 4. Next, the
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following sections will discuss other related literature in order to derive the study’s key

concepts for further empirical analysis of both studies: 2 and 3.

2.5 Review of Strategy and Strategic Orientation

Based on the focus of the empirical study of the present thesis, which has already been
discussed in section 2.2 (see figure 2.1), this section begins to introduce the first concept of
‘corporate strategic posture’ or CSP which is derived from the strategy and strategic-
orientation theoretical literature (section 2.5.1). Next, it offers a definition of CSP (section

2.5.2).

2.5.1 Strategy and Strategic Orientation

Building on strategy research and the implementation of strategy, the implication of
‘strategic orientation’ is concerned with the strategy in which a company adopts and
undertakes within a given setting (or environment) in order to achieve its target objectives
or performance goals (Venkatraman, 1989). Meanwhile, this notion can also be recognised
as strategic fit, strategic predisposition, strategic thrust and strategic choice which are
related to strategic implications or the conduct of business content (in which a company uses
strategy to adapt and/or change conditions of its environment for a more favourable

alignment) (Manu and Sriram, 1996).

In this study, the author adopts the concept of strategic orientation to be reviewed as part
of the related literature in order to define a notion of ‘corporate strategic posture’ or CSP.
The concept of strategic orientation (Venkatraman, 1989) has been widely applied and used
in a variety of management studies in order to understand what might affect companies’
strategies would be expressed by their perceived-attributes (a pattern of company’s unique
characteristics) as a reflection on performance. Meanwhile, a number of researchers employ
strategic orientation to investigate the influence of companies’ strategies (based on different

aspects as part of their attributes) (Venkatraman, 1989) on marketing and business activities.
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For instance, an influence of strategic orientation on investing in information technology
(Ginsberg and Venkatraman, 1992). Strategic orientation and the relationship with
innovation and marketing strategy (Manu and Sriram, 1996). The strategic orientation and
effect on marketing orientation and business performance (Morgan and Strong, 1998,
Morgan and Strong, 2003). Additionally, strategic orientation is expressed in terms of
corporate mind-sets and the impact on a new product launch strategy and market
performance (Talke and Hultink, 2010). Given the evidence from past studies, it shows that
the significant relationship between companies’ attributes in line with strategic orientation
has an influence on their marketing and business activities as well as organisation’s

performance.

To be more precise, this study focuses on two dimensions of strategic orientation in terms
of analytical and riskiness (risk-taking) (Venkatraman, 1989). Owing to their
distinctiveness and specifications, these two postures tend to expose their unique attributes
with an opposite direction. Specifically, analytical refers to a company’s quality of overall
problem solving, or searching for the roots of problems, as well as creating the best possible
options for its businesses (Miller, 1984). Riskiness (risk-taking) refers to an organisation-
level trait which reflects its tendency towards risk taking upon resource allocation and the
overall guide for decision-making (Baird, 1985). As such, these two dimensions may reflect
companies’ perceived attributes either analytical or risk-taking (which are shaped within
their corporate-level postures) which have an impact on performance outcomes. Next, the

definition of corporate strategic posture (CSP) can be found in the following section.

2.5.2 Defining Corporate Strategic Posture (CSP)

The notion of ‘corporate strategic posture’ (CSP) is derived from a review of a
multidimensional phenomenon focusing on the corporate level trait and the extent to which

it may merge with an organisation’s strategies. In other words, the CSP reflects a holistic
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perspective of a company’s posture based on its strategic orientation incorporated into
perceived attribute (or a pattern of its unique characteristic) (Venkatraman, 1989).
Specifically, the CSP can be regarded as a critical resource of an organisation (an internal
resource at a corporate/organisation’s level) which is expressed through corporate-level
posture (mind-set). Which in turn has an impact on performance (Talke and Hultink, 2010).
Armed with the above review of literature, CSP can be defined as:

“A company’s critical strategic posture (expressed through a corporate-level

strategy) in association with its perceived attributes towards decision making which
has effect on performance” (Author).

Strictly speaking, the main focus of CSP is concerned with the implication of strategic
orientation in line with a company’s decisive trait that influences its decision making
towards an adoption of GMC. The CSP also reflects a company’s pivotal strategic posture
which is developed and shaped within an organisation, as well as maintained its uniqueness
as a lasting attribute (Talke and Hultink, 2010). As discussed in the previous section, this
study emphasises two dimensions of CSP including: analytical and risk-taking postures,
which will be used as variables for the empirical analysis in the study-2 (chapters 5 and 6).
In particular, study-2 aims to demonstrate how different CSP could match with various

GMC strategies which might impact on companies’ performance.

2.6 Review of Natural-Environmental Orientation (an Application of Theory of

Planned Behavior — TPB)

This section provides a review of literature on natural-environmental orientation to derive a
concept of ‘perceived-green behaviour’ (or PGB). This conceptualization stems from an
examination of a company’s natural-environmental orientation with an application of theory
on planned behaviour in order to capture the meaning of the perceived-green behaviour of

companies. The following sections continue to discuss the natural-environmental
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orientation (section 2.6.1) and theory of planned behavior (TPB) (section 2.6.2) as well as

a concept of ‘perceived-green behaviour’ or PGB (2.6.3).

2.6.1 Natural-Environmental Orientation

Drawing on the importance of biophysical environment, the natural-environmental
orientation has been the subject of a considerable amount of research across management
and marketing disciplines. Owing to its significance, the environment orientation has been
studied as an influential factor towards the adoption of green marketing strategy,
environmental management practices and environmental behaviours (e.g. Menguc and
Ozanne, 2005, Fraj et al, 2011 and 2013). Moreover, numerous past studies (e.g. Menguc
and Ozanne, 2005, Gonzalez-Benito and Gonzalez-Benito, 2005, Paulraj, 2009) suggest that
the environmental orientation and environmental motivation are found to be critical factors
which have impact on organisation’s practices and performance. Strictly speaking, this
study attempts to comprehend the idea of environmental orientation with an application of
the theory of planned behaviour (TPB) (Ajzen, 1985), in order to conceptualise a
‘perceived-green behaviour’ of companies. Next, the following sections discuss an

application of TPB (section 2.6.2) and the definition of PGB (section 2.6.3).

2.6.2 Theory of Planned Behaviour (TPB)

The theory of planned behaviour or TPB has been used and applied in various study
contexts, especially in the environmentally-friendly focus. An application of TPB is done in
order to find out how a particular perceived behaviour of participants is formed within a
specific situation. For instance, waste management and recycling behaviour of house-holds
and industrial management are studied with an application of TPB in order to understand
the behavioural intentions of house-holds as well as managerial perceptions towards
adopting environmental practices (Sharma, 2000, Banerjee, 2001, Cordano and Frieze,

2000, Knussen et al., 2004). In addition, the application of TPB has also been widely used
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among other studies in order to understand consumer perception toward green products
across markets (Kalafatis et al, 1999), green purchase behaviour in a cross cultural context
(Chan and Lau, 2002), attitudes towards environment and green products (Chen and Chai,
2010), consumer intention towards green hotel choice (Han et al., 2010b) and consumer’s

environmental concern towards intention to visit green hotels (Chen and Tung, 2014).

Based on the above literature, it is seen that a large body of research has incorporated TPB
into green/environmentally-friendly issues within a variety of studies. However, it is
surprising that little is known about the perceived behaviour of an organisation and how it
could immerse in a corporate perception towards an adoption of GMC. Thus, the aim of this
study is to postulate a notion of ‘perceived-green behaviour’ (PGB) at an
organisation/corporate level. Next, this study discusses more details about TPB and its

framework as follow.

As stated earlier, an application of the theory of planned behaviour (TPB) is considerably
useful in explaining a company’s perceived behaviour towards a particular studied context
(Cordano and Frieze, 2000). In this study, the TPB framework is adopted in order to test the
influence of the natural-environmental orientation on a corporation’s behaviour, and to
understand whether or not the perceived behaviour has an impact on the implementation of
GMC. Specifically, the TPB’s framework is composed of three determinants: (1) attitudes
(ATT), (2) subjective norms (SN), and (3) perceived behavioural control (PBC). These
factors reflect the perception that corporations have on their stakeholders’ views i.e.
shareholders, employees, government, customers and suppliers. All of which have an

influence on their decision-making to the adoption of GMC.

On the basis of the TPB’s framework, the ‘attitudes’ towards behaviour (ATT) can be
articulated as how companies think (as a belief) towards a particular action. The ‘subjective

norm’ (SN) is a function of an individual normative belief or (the perceived social pressure
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to perform or not to perform the behaviour) (Ajzen 1991, p. 188). In this case, it refers to
how a company perceives its stakeholders’ views in accordance with the adoption and
implementation of GMC. The last component is the ‘perceived-behavioural control’ (PBC)
or a function of controlled belief, which can be ascribed in terms of perceived ease or
difficulty of performing the behaviour (Ajzen, 1991, p. 122). Particularly, the PBC aims to
find out how a company’s perceived behavioural control (under its controlled factors
whether facilitate or constrain) could constitute perceived power (Ajzen and Madden, 1986,
Chang, 1998) in response to a particular phenomenon (Han et al., 2010a). Accordingly,
review of past studies which are drawn from relevant literature across management studies
have provided substantial guidelines to the TPB framework for the present study. Next, the

author provides an overview of literature in this area (see table 2.2).
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Table 2.2 Review of Past Studies with an Application of TPB in Relation to

Green/Environmental-Oriented Aspects

and Kingston
(2012)

perception on
green marketing

conception of green
among consumers on

Authors (Year) Study’s Investigation Application of TPB
Context (in relation to green
issues)
Chen and Tung | Hotel The influence of The environmental
(2014) management environmental concern | concern is positively
on consumer intention | associated with
to visit green hotels consumer intention to
visit green hotels.
Rettie, Burchell | Consumer Examining the Consumer’s conception

of green is consistent
with dominant view on

cross cultural
context

behaviour between
Chinese and American

strategies the basis of sustainability
sustainability
marketing activities
Han, Hsu and Hotel The effect of The TPB components
Sheu (2010) management environmental friendly | provide a strong
activities on consumer | predictive consumer’
intention to visit green | intention towards
hotel choice decision making to visit
green hotels
Knussen, Yule, | Household- Assessing the intention | The TPB components
MacKenzie and | recycling of recycle household contribute to better
Wells (2004) behaviour waste understanding of
behavioural intention
towards recycling of
household waste
Chan and Lau Green purchase | Examining consumer | The TPB provides
(2002) behaviour in a green purchase salient application to

examine green
purchasing behaviour in
a cross cultural study.

Cordano and
Frieze (2000)

Preference of
environmental
managers on
pollution
reduction
activities

Testing behavioral
preference of
environmental
managers on pollution
reduction activities

The TPB explains
environmental
behaviours and
managers’ preferences
to implement various
pollution reduction
activities.

Source: Author
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2.6.3 Defining Perceived-Green Behavior (PGB)

As discussed in the previous section, the concept of ‘perceived-green behaviour’ (PGB)
stems from an application of the theory of planned behaviour (TPB). In this study, PGB can

be defined as:

“A set of a company’s green perceived-behavioural pattern (as a reflection of its
stakeholders’ view) towards decision making to the adoption and implementation of
GMC” (Author).

Specifically, the PGB is concerned with a set of specific behaviour to encounter a particular
situation in order to obtain target business outcomes. In this context, it entails an
organisation’s perception as represented by top-management executive or manager towards
decision making to the adoption of GMC. In other words, it provides an insight into a
company’s perceived behavioural pattern as reflected by its stakeholders’ opinion towards
the development of GMC. In essence, the PGB model expresses through three criteria of the
TPB framework concerning attitudes (ATT), subjective norm (SN) and perceived-
behavioural control (PBC) (Ajzen, 1985). The concept of PGB will later be used as a set of

variables in data analysis of the empirical study-2 (chapters 5 and 6).

2.7 Review of Organisation’s Performance

An organisation’s performance can be viewed as an indicator in which companies aim to
achieve product/market and economic results (Leonidou et al., 2013a). Literature (e.g.
Menguc et al., 2010, Luo and Bhattacharya, 2006, Judge and Douglas, 1998) on marketing
and management studies note that performance dimensions can be identified in terms of
financial (economic) outcomes and product/market performance as well as customer
satisfaction. Meanwhile, numerous studies (e.g. Drumwright, 1994, Banerjee et al., 1995,
Menon et al., 1999, Banerjee et al., 2003, Maignan and Ferrell, 2004, Baker and Sinkula,
2005, Pujari, 2006, Fraj-Andrés et al., 2009, Leonidou et al., 2013a) in the fields of

marketing and management support that the implementation of green marketing strategies
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and practices (e.g. green distribution policies, design and development of new products,
green advertising and communication) could enhance companies’ financial outcomes and

product/market performance.

Likewise, on the basis of the development of GMC companies may aim towards an
improvement of business performance outcomes. Due to the fact that GMC is concerned
with environmentally-friendly marketing practices, its main purpose is to not only conserve
the natural environment by reducing a negative impact on the environment but also sustain
financial and product/market performance for companies (Leonidou ef al., 2013a; Morgan
et al, 2012). Accordingly, the adoption and implementation of GMC could be able to
increase companies’ economic outcomes (profitability) and product/market effectiveness
(e.g. Menguc et al., 2010, Luo and Bhattacharya, 2006, Judge and Douglas, 1998) as an end

a result.

Next, the following sections discuss another two concepts i.e. ‘green competitive advantage’

(section 2.7.1) and ‘overall performance’ (section 2.7.2).

2.7.1 Defining Green Competitive Advantage (GCA)

Having discussed the outcomes of an organisation’s performance in the previous section,
this section aims to define a ‘green competitive advantage’. Specifically, this study focuses
on whether or not the perception of green-based competitive advantage and superior
performance can be achieved by companies who develop and implement GMC. With this

in mind, the author posits the notion of ‘green competitive advantage’ (GCA) as:

“A perception of green-based advantageous competitive positioning that could be
gained by companies from the implementation of GMC” (Author).

As stated earlier, a competitive advantageous position could be attained by a company who
develop and implement GMC. The implications of which would imply: a significant saving

of costs, environmental improvement and a differentiation of product/service. (Leonidou et
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al, 2013). Other benefits (concerning the aspects of competitive advantage by adopting
green marketing strategies) can also be found in terms of improving waste management and
energy saving processes through the operational development, as well as the differentiation
of products to be recyclable materials (Porter and van der Linde, 1995, Leonidou et al.,
2013c, Chang, 2011). In addition, through an exploitation of organisation’s resources (in
terms of tangible and intangible) on the basis of GMC (which is concerned with a constant
reconfiguration or reconsolidation among various types of resources within a company’s
marketing resources and capabilities) could transform existing marketing capabilities into a
creation of critical source of competitive advantage (Eisenhardt and Martin, 2000). Owing
to its significant implication, GCA could also lead companies to gain a business leader in

the green product/market with new eco-friendly technologies (Leonidou et al, 2013).

2.7.2 Defining Overall Performance

In this study, the ‘overall performance’ is defined as:

“A company’s overall performance that constitutes several aspects of product-
market and financial outcomes” (Author).

To be more specific, this study focuses on how companies could achieve performance
outcomes by developing and implementing GMC. The overall performance can be viewed
in terms of companies’ increase in sales margins of green product investment, and growth
based on the return on investment (ROI) (Leonidou et al., 2013a, Fraj et al., 2013, Morgan
et al., 2012). Moreover, reaching green product investment financial goals is regarded as an
important criteria on the basis of the economic performance effectiveness (Morgan et al.,
2009). By implementing GMC, companies could also be able to satisfy and meet the
demands of target green consumers as well as increase consumer bases who are willing to

pay higher prices for green products/services (Leonidou et al., 2013c).
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2.8 Review of Competitive Environment

A setting of a competitive environment may reflect how businesses compete in a particular
market place. In such competitions, the situation might determine how companies adopt and
deploy appropriate marketing strategies to encounter in a particular market environment.
However, a lack of competition in the market place may cause companies to rethink the
viability of entering an unknown territory. This circumstance could result in fewer product
choices on offer in the marketplace (Leonidou et al, 2013). In contrast, if the competitive
situation is intense, there would be more impetus for businesses to enter the market and give
customers a wider choice of products (Leonidou et a/, 2013). In other words, this situation
may stimulate more opportunities for businesses to grow. In the case of a green
product/market trend, a competitive pressure may in turn work as a motivator pushing
companies towards considering the implementation of green marketing programs in order

to be capable to compete more effectively (Leonidou et al., 2013a).

2.8.1 Defining Competitive Rivalry

According to literature (e.g. Leonidou et al, 2013) on marketing, this study adopts the
definition of ‘competitive rivalry’ as:

“The degree to which a company faces competition in a specific product market”
(Jaworski and Kohli, 1993, Leonidou et al., 2013c).

In the context of green product/market competition, competitive rivalry would challenge
companies to persistently compete in the marketplace in order to meet the customers’ needs
and requirements, as well as to outperform other competitors (Auh and Menguc, 2005,
Leonidou et al., 2013a). Owing to current business competition, it is likely that the
competitive environment might have a great influence on companies, or management
decision making towards an adoption of green marketing strategies and practices as well as

performance (e.g. Leonidou et al, 2013; Fraj et al, 2013). Bearing this in mind, towards the
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adoption and implementation of GMC it is believed that ‘competitive rivalry’ could also be
found as an influential factor, which have an impact on corporate decision making in
whether to embark on green product/market competition or not. Hence, this study adopts
this notion as another variable which will be used in the empirical analysis for both studies

2 and 3 (chapters 5 and 6).

2.9 Chapter Summary

This chapter provides a review of literature that outlines the theoretical foundations of GMC.
It starts by reviewing pertinent theories used as literature bases i.e. strategic marketing, the
resource-based (RBV) and the marketing resource and capabilities. On the basis of this
literature background, the author develops a conceptual model of GMC and its principles.
Following on from that, other relevant literature in relation to the study’s key concepts are
discussed including the strategy research and strategic orientation, the natural-
environmental orientation with an application of theory of planned behaviour (TPB) and the
organisation’s performance as well as the competitive environment. After the review of
literature, the definitions of key concepts (major variables) e.g. ‘GMC’, ‘CSP’, ‘PGB’,
‘GCA’, ‘overall performance’ and ‘competitive rivalry’ are postulated. These variables will

later be used in both empirical studies 2 and 3.

Next, chapter 3 will present the research design and methodological bases as adopted into

the current study.
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CHAPTER 3

RESEARCH DESIGN AND METHODOLOGICAL BASES FOR
DATA ANALYSIS

3.1 Overview of the Chapter

The main objectives of this chapter are to describe the research design of the present study
and determine the most appropriate research paradigm and methodological bases used for
data collection and analytical purposes. This chapter begins with a discussion about the
research design (section 3.2, and 3.2.1) and research paradigm (section 3.2.2) with
quantitative approach and cross-sectional study (section 3.2.3). It also describes the data
collection process (section 3.3), sampling (section 3.3.1) and a survey method (section 3.3.2)
with a mail-survey approach (section 3.3.2.1). Later, it continues to discuss the theoretical
and methodological bases used for data analysis purposes (section 3.4), including a
taxonomic approach (section 3.4.1), a clustering analysis (section 3.4.2) and a configuration

theory (section 3.4.3). Finally, it presents the chapter summary (section 3.5).

3.2 Research Design

3.2.1 Research Design of the Entire Study

This section introduces the research design of the entire study. The research design is
concerned with the sequential steps that deal with what the research questions are, what
data is relevant, what data is to be collected and how to analyze the data (Yin, 1994). The
whole process of research design is to link the empirical study to the primary research
questions and eventually to draw upon its conclusions. Owing to its importance, the research
design represents a set of guidelines that connect all logical steps starting from the purpose
of the study, research strategies (philosophical position/paradigm), methods, analysis,

evaluation, ethics and outcomes.
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This seven-stage study is adapted from Denscombe (2010, p. 111) (see table 3.1). At first,
the purpose or aim of this study is to conduct an explanatory research design (or a theory
testing basis). Second, this study takes an in-depth look at the research strategy and research
paradigm which is based on an epistemological position of a positivist worldview. Third,
the research method is followed through by a quantitative approach with a cross-sectional
study. Fourth, data analysis is based on several methodological approaches e.g. theoretical
review, taxonomic inquiry, clustering analysis and configuration theory. Fifth, the
evaluation of data is concerned with several process of validity checks and analytical
techniques. Sixth, the ethical issue is concerned with the confidentiality and an anonymity
of the respondents. Finally, the outcomes of the research can be used as advisory guidelines

for business practitioners as well as advanced research knowledge for academic researchers.
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Table 3.1 Research Design and Presentation of the Entire Study

Steps Problems Research Design Presentation
1. Purpose e What is the » Explanatory research Chapter 1
and Aims research trying to
achieve?
e Research aim » To conduct an empirical
study
2. Strategy e What are the » On the basis of a Chapter 2
and underlying positivist worldview &3
Philosophy assumptions? » Theoretical approaches
e  Which approach and literature review
will best meet the |» Quantitative research
aims of the design with a cross-
research? sectional study
3. Methods e Who/what will be > Methodological bases Chapter 3
included in the » Sampling (companies’
study? managers and/or their
e How will the data representatives) as target
be collected? respondents
» A mail-survey method
4. Analysis e How will the data > To employ multiple Chapter 4, 5
be interpreted? methodological & 6
approaches e.g.
theoretical review,
taxonomic approach,
clustering analysis,
configuration theory, etc.
5. Evaluation | ¢ What confidence |» Validity and reliability Chapter 6
can we have in the test
findings?
6. Ethics e How will people |»> Protection of Chapter 3
rights be confidentiality and
protected? anonymity
7. Outcomes | e Whatwillbethe |»> Practical guidelines and Chapter 7
end-products of the advances in knowledge & 8
project?

Source: adapted from Denscombe (2010, p. 111)

In addition, specifically this research project is constructed by following eight consecutive

steps on the basis of a quantitative research process as adapted from Neuman (2006)

including: (1) topic selection; (2) review of literature; (3) research design; (4) development

of a questionnaire; (5) data collection; (6) data analysis; (7) interpretation of data and (8)
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writing-up the thesis. The author illustrates the whole process of this research project (see
figure 3.1). Firstly, selecting the topic of interest for this thesis is the starting point. This
study focuses on green marketing capabilities (GMC). The research aim is to empirically
investigate a multi-dimensional model of GMC, and classify its structures and strategic
types. This project is built on the research enquiry to explain what green marketing
capabilities are, and how the role of marketing is embedded in marketing resources and
capabilities that could enhance companies’ performance. Next, the review of literature is
largely based upon theoretical foundations in connection with the concept of GMC, and
other related literature as theoretical background in relation to the key concepts (e.g.
corporate strategic posture, green-perceived behaviour and organisation’s performance). As
stated earlier, this research is designed to utilise a quantitative approach with a cross-
sectional study. The questionnaire is taken and adapted from past studies in the relevant

areas of green marketing strategies and practices, as well as marketing capabilities.

Following on from that, the data collection is undertaken through a mail-survey (postal mail)
approach by targeting sample levels of managers or equivalent representatives from a
diverse range of companies across the industry as a unit of analysis. Then, the data analysis
is performed by employing several methodological approaches i.e. taxonomic inquiry,
clustering analysis and configuration approach. Afterwards, the results are discussed.
Finally, key research findings and implications for both business practitioners and academic

researchers are addressed.
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Figure 3.1 Process of the Entire Research Project

Processes
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& Research Question
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A 4
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Strategic marketing
Resource-based theory (RBV)
Marketing resources and
capabilities

Other related literature in relation
to the key concepts of the study

Quantitative Method

Developing Questionnaire
Pre-testing

Mail-survey Approach

Analysis Methods:

Taxonomic Inquiry (Clustering
analysis)

Configuration approach
Software packages (SPSS &
STATA)

2. Literature Review

3. Research Design

4. Development of
Questionnaire

5. Data Collection

6. Data Analysis

7. Interpreting Data

8. Writing-up Thesis
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Source: adapted from Neuman (2006)
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3.2.2 Research Paradigm

“The abstract contents in philosophy can be linked to concrete research
techniques” Neuman (2006, p. 93)

According to Denscombe (2010), there are three worldviews used to understand the social
world which are: ontology, epistemology and paradigm. These worldviews can be simplified
to what phenomena should be applied, Zow one is to approach phenomena, and #ow the
phenomena are to be analysed (Neuman, 2006). Against this backdrop, the author briefly
provides an overview of the philosophical worldviews that matter to what and how to gain

knowledge in reality.

1. Ontology. What can be said to exist. It is concerned with a viewpoint of the researcher
to the nature of the world.

2. Epistemology. The study or a theory of the nature and grounds of knowledge especially
with reference to its limits and validity. It is concerned with the belief to get the
knowledge.

3. Paradigm. This is the proposed framework that links theory to research. It is concerned
with basic assumptions, key issues, models of quality research, and methods for seeking

answers (Neuman, 2006)

In this study, the research paradigm can be explained by a post-positivist worldview. Post-
positivism in the social sciences is usually characterised by quantitative approaches or
scientific methods in order to obtain knowledge (Denscombe, 2002). Based on this view, it
deals with several aspects: (1) a singular reality (the ontology) i.e. research hypotheses and
whether or not to accept or reject hypotheses; (2) the researchers objective (the
epistemology) i.e. objectively collect data based on instruments; (3) a deductive research
process (the methodology) i.e. test on a priori theory. Accordingly, this research project

employs a quantitative approach in an attempt is to gain knowledge through the following
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bases i.e. determinism (cause and effect), reductionism (narrow and focus on particular set
of variables), observation (measurable variables) and theory testing (Slife, 1995).
Subsequently, this study provides a brief summary of the philosophical position (see Table

3.2).

Table 3.2 Philosophical Position of the Present Study

Philosophical worldviews Post-positivism
Ontology Singular reality
Epistemology Distance and objective
Methodology Deductive

Source: Adapted from Neuman (2006)

3.2.3 Quantitative Approach and Cross-Sectional Study

In principle, a quantitative research tends to be associated with realist ontology and a
positivist epistemology (Descombe, 2010). It deals with a basic belief of the required data
or in a form of numbers. The focus is on the measurement of external realities emphasising
‘the way that the world shapes people’ (Descombe, 2010). In other words, it aims to
determine human activity through scientific research by utilising numerical data that
considers the notion of science. Specifically, the quantitative data requires a test of
hypothesis or hypotheses. With this approach, the measurement scales must be validated
prior to running data analysis. (The details of measurement development can be found in

section 6.3 of chapter 6).

Moreover, the quantitative data can be represented and viewed in surveys that involve actual
samples. Strictly speaking, it is concerned with the probability of samples by employing
statistical methods to generalise beyond the sample with a known probability to
generalizability (Della Porta and Keating, 2008). Both cross-sectional and longitudinal

studies are used in surveys. The cross-sectional study is the idea to measure some variables
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at a single time, while longitudinal design (or multiple cross-sectional research) is the idea
that used in measuring samples for a period of time (Bernard, 2012). Nevertheless, the

choice of study depends upon the researchers’ objectives.

Having taken in to account the aforementioned, this study uses the method of quantitative
data with a cross-sectional study, due to a limited timeframe. With this aim in mind, it is to
address its generalizability through the expected results. Nonetheless, there are some
differences on the basis of quantitative and qualitative research methods in accordance with
the goals of a particular study. The author summarises the differences between a quantitative
and qualitative approach (see below, table 3.3). Next, the following section discusses about

a data collection process.
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Table 3.3 Comparison between Quantitative vs Qualitative Research Methods

Goals Quantitative method Qualitative method

Objects of Objective facts Construct social reality,

measurement (verifiability) cultural meaning

Methods of Empirical study Interpretive text studies,

measurement grounded theory

Focus Variables Interactive processes, events

Main point of the Reliability Authenticity

research

Theory and data Theory and data are Theory and date are blended
separate

Context Independent context Situational constrained

Expected number
of case

Many cases

Few cases

Analysis method

Statistical analysis

Thematic analysis

Relations between
researcher and the
object of research

Researcher is detached
from the object of research

Researcher is mainly
engaged with the object of
research

replication is frequent

Building of Hypothesis testing Capturing meaning of data

hypothesis

Concepts In a form of different In a form of themes
variables

Data In a form of numbers with In a form of words and
precise measurement images drawn from

observations and transcripts

Theory Largely causal and Can be causal or non-causal
deductive and inductive

Procedures Procedure is standard, and Procedure is in particular,

and replication is uncommon

Analysis result
expression

Utilising statistics, tables,
grasps, charts, and
discussions to relate
hypothesised testing

Proceed with extracting
themes or generalise from
evidence with consistent data

Source: adapted from Neuman (2006, p. 13, 157)
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3.3 Data Collection

Building on a quantitative research method, the data collection has been undertaken by
selecting the targeted population, the sampling frame and the unit of analysis. The
population of this study is concerned with companies represented by management level
executives (e.g. CEOs, managing director and managers) from various industry types and
organisation’s sizes. Generally it was believed that the target participants are at a level of
management that requires them to possess an adequate understanding of corporate policy
and strategy to be able to disseminate and implement across their organisations (Leonidou

etal,2013).

3.3.1 Populations, Sampling and Unit of Analysis

To be more precise, the population of this study are companies with ranging industrial
classifications whose names were obtained through a database from the Industry Authority
of Thailand in autumn 2013. The benefits of using this database is a list of names and
classifications with their contact details. Owing to its variety, this database provides a
mixture of company sizes and types of industries which allows the author to capture the
‘wholeness’ and the state of the companies within different industrial sectors. With this in
mind, our sampling can be drawn from a probabilistic representation of larger populations

of Thailand’s industrial sector.

In the sampling procedure, the author randomly selected companies from the database with
their contact details. The following steps were undertaken in order to obtain data. At first,
companies were contacted via telephone and managers were asked for permission to enable
them to participate in this research project. Next, invitation letters outlining the research
purpose, including the survey details as well as important information, were provided to the
respondents (e.g. their answers would be treated confidentially and not to be used for any
commercial purpose). In order to ensure an appropriate level of knowledge in regard to the
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marketing and the organisation’s strategies, the unit of analysis is considered at the level of
corporate management executives or managers (i.e. top management executives/CEOs,
marketing manager, financial manager, operations manager, sales managers) as target
respondents which is suggested by past research in marketing (e.g. Leonidou ez al, 2013a &

2013b).

3.3.1.1 Characteristics of Sample

Having discussed the sampling and unit of analysis in the previous section, this section
provides details about the characteristics of the samples. The total number of validated
samples are equal t0120 (N = 120). Notwithstanding, the study has followed through some
steps (techniques) of data cleaning and detecting of outliers (by removing the extreme
samples). More details of this particular process on the basis of general data issues are
discussed in chapter 6, section 6.2.3. With this process, the author reports the characteristics

of samples as follow.

Table 3.4 contains the characteristics of samples (companies) across a diverse range of
industries. There are a wide range of industry representations in the samples, ranging from
food and beverage 10%; chemicals 11.7%; wood/furniture/households 16.7%; electrical

13.3%; consumer goods 2.5%; garment 0.8%; steel/metals 2.5%; and others 42.5%.

Table 3.5 shows the respondents’ positions within the managerial structure of a company,
ranging from top management, i.e. CEO/MD which accounted for 16.7%; finance managers
3.3%; marketing managers 12.5%; operations managers 20%; sales managers 4.2% and

others (relevant to management level) 43.3%.

In addition, table 3.6 displays the sizes of companies as well as their operational life
(numbers of years) which ranges from 0 — 5 years accounted for 6.7%, 6 — 10 years 6.7%,

11 — 15 years 4.2%, 16 — 20 years 7.5%, and >20 years 75%. In the same table, the
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company’s sizes (numbers of employees) are ranging from less than 10 employees 7.5%,

<15 employees 15%, <250 employees 15.8% and from 250 employees or more 61.7%.

According to the characteristics of the samples, it is noticeable that the largest proportion of
respondents (with the highest percentage) fall in the category of ‘others’ in both tables 3.4
and 3.5. Based on the author’s observation, it is assumed that those participants tend to be
represented by other departmental management levels and companies from other industry
types aside from the provided choices in the questionnaire. These observed use of ‘others’

would indicate a wider representation of samples across industries in Thailand.

Table 3.4. Characteristics of Samples (Companies) (n = 120)

Industry types
Food &Beverage 10.0%
Consumer goods 2.5%
Garment 0.8%
Chemicals 11.7%
Steel/Metals 2.5%
Wood/Furniture/Households 16.7%
Electrical 13.3%
Others 42.5%

Source: Author

Table 3.5 Positions of Respondents

CEO/MD 16.7%
Finance manager 3.3%
Marketing manager 12.5%
Operations manager 20.0%
Sales manager 4.2%
Others 43.3%

Source: Author

61



Table 3.6 Sizes of Companies and Number of Operational Years of the Business

Company’s age Company’s size

(Number of years) (Number of employees)
0-5 6.7% | <10 7.5%
6-10 6.7% | <50 15.0%
11-15 4.2% | <250 15.8%
16 — 20 7.5% | 250 or more 61.7%
>20 75%

Source: Author

3.3.2 Survey Method

Survey research is a technique predominantly employed in social science data collection
(Neuman, 2006). The benefits of surveys are evident when researchers aim to involve a
large scale sampling through a series of questions (Malhotra, 2008). The survey approach
can be related to four methods for collecting questionnaire data: (1) personal, face-to-face
interviews; (2) self-administered questionnaires; (3) telephone interviews; and (4) web-
based interviewed (also known as internet-based interviews or online interviews (Bernard,
2012). In fact, each method has its own advantages and disadvantages. The choice of method
is dependent upon the nature of the questions and the researcher’s judgment on the basis of
cost and convenience. Specifically, this study deploys a self-administered questionnaire

method for data collection.

In addition, according to Neuman (2006), there are many categories or areas that can be
questioned in a survey, including: (1) behaviour; (2) attitudes/beliefs/opinions; (3)
characteristics; (4) expectations; (5) self-classification; and (6) knowledge. Due to the fact
that surveys generate information, the benefit of survey research seems to provide evidence
through statistical power of analyses. Owing to its importance, this method is generally used

for exploratory, descriptive or explanatory research (2006). Based on the above logic, this
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study adopts a survey method and follows through the steps by conducting a survey as

adapted from Neuman (2006) (see below, figure 3.2).

The survey process (see figure 3.2) is briefly explained as follows. In step 1: prior to
conducting a piece of research, the questionnaire survey must be developed and the style of
the survey must be deemed appropriate. During this stage, a pre-festing has been conducted
with seven managers (selected from the representatives of the samples). The purpose of pre-
testing is to verify and ensure the appropriateness of the questions asked. In this study, the
only pre-testing process was undertaken by a face-to-face interview with the participants.
This approach allowed the author to check and assure that all content throughout the

questionnaire were comprehensible.

Originally this study’s questionnaire was printed in English, and was later translated into
Thai. In this case, the technique of back-transiation was used (Bernard, 2012) in order to
check the correctness of its meanings before starting the survey as suggested by Leonidou
et al (2013). Next, in step 2 is the plan on how to record the data and to decide on the target
population; step 3 is sampling and then sample sizing is followed up. Combining step 2 with
step 3, gives the study plan for collecting data through a questionnaire survey by accessing
the database from the authority of industry of Thailand. After having randomly selected
sampling, the author sent out a large number of questionnaires (approximate 850

questionnaire sets) in order to get an appropriate sample size in return.

In step 4 the author keeps the collected data in a safe place. During this stage, the author
also followed up the questionnaire with a phone call to the represented companies in order
to check the validity of their responses. In step 5, after collecting all the data, when all the
questionnaires were returned, the author put each questionnaire through an initial data
screening process before starting to key-in the data into a SPSS software package. Lastly,

in step 6, once the data was analysed and evaluated, the findings had been reported. In this
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study, it employs multiple methodological analyses with different techniques (see section
3.4 for more details). Afterwards, the findings were presented and discussed at the final

stage.
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Figure 3.2 Steps in Conducting a Survey

Step 1:

e Develop hypotheses

e Decide on type of survey (self-administrated
questionnaire with a mail-survey approach)

e Decide on response categories

\0 Pre-testing (with face-to-face interview)

J

(
Step 2:
e Plan how to record data
L e Decide on target population
I
/

Step 3:
e Get sampling frame
e Decide on sample size
e Select sample

AN

Step 4:
e Locate respondents
e Carefully record data

VAN

Step 5:
o Enter data into computers (software package: SPSS)
e Recheck all data
e Perform statistical analysis on data

'

Step 6:
e Describe methods and findings in research report

e Present findings to others for critique and evaluation
\-

Source: adapted from Neuman (2006, p. 320)
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3.3.2.1 A Mail Survey Approach

Having explained the survey method in the previous section, this study was carried out by
employing a (postal) mail-survey approach. Based on both academic and business research,
a mail-survey approach is considered as one of many popular research methods (Greer et
al., 2000). This method provides various advantages and critical techniques for industrial
researchers with a relatively low expenditure. Owing to its advantages, the researchers
would be able to gain a large amount of information from a large sample size whilst keeping
anonymity and confidentiality of the target respondents. In addition, a large body of research
was successfully undertaken by employing a mail survey with an alternative design i.e.

Dillman (1991)’s survey design (Diamantopoulos and Schlegelmilch, 1996).

According to Dillman (1991, p. 226), there are two principle reasons with regard to a wide
acceptance of a mail survey approach which are: First, the cost is much lower for conducting
a piece of research. Second, procedures for mail surveys are often considered simple enough
that individuals and organizations are able to carry out their own study rather than relying
upon other research organisations. This method is also widely implemented by diverse
groups such as professors (universities), graduate students, government, schools, and

businesses as well as the national survey.

In this study, the author adopts the guidelines for industrial mail survey design and
implementation as suggested by Dillman (1991). In order to improve the mail survey method
and overcome critical sources of error issues and reduce non-response, Dillman (1991)
suggests the ‘Total Design Method’ (TDM). Meanwhile Dillman (1991) points out that this
approach could guide the careful integration of specific procedures and techniques which
are found necessary for both qualitative and quantitative assessments. In addition, three
design considerations upon the questionnaire development and survey implementation

process (Dillman 1991, p. 233) are suggested as follows. First, the reduction of perceived
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costs: to make the questionnaire appear easier and less time-consuming to complete. Second,
increasing perceived rewards: to make the questionnaire itself interesting to fill out by
adding interest-getting questions. Lastly, increasing trust: the use of official stationery and
sponsorship combined with promised rewards of recognition for target respondents

(Dillman, 1978, Dillman, 1983).

Drawing on the insights into industrial mail survey and marketing research e.g. Greer,
Chuchinprakarn and Seshadri (2000); Diamantopoulos and Schlegelmilch (1996);
Cobanoglu, Warde and Moreo (2001), this study adapts the procedure of mail survey and
implementation from Diamantopoulos and Schlegelmilch (1996, p. 527) (see below, table
3.7). This process can be briefly described as follows. First, the author had an approval letter
from the university to conduct a PhD research as a survey sponsorship. Second, a covering
letter was issued in order to provide information about the research project to be sent out to
target respondents. Third, prior to sending out questionnaires the author contacted target
respondents via the phone in order to inform them about the objectives of the mail survey
as well as to ask for the managers’ permission to participate. Fourth, a clear statement of
being anonymous and confidential for all responses was explicit in the covering letter. Fifth,
the author pre-notified target respondents through a phone call before sending out the
questionnaire. Lastly, a self-addressed envelope was included in the questionnaire packet
for the respondents to return. In this study, approximately 850 questionnaire packets were
dispatched. The survey process lasted for 8 months (between November 2013 and June

2014).
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Table 3.7 Guidelines for Mail Survey Design and Implementation as Adopted

into this Study

Guidelines Procedures The author’s conducts
Survey e Having study approved by an | » University of East
sponsorship organisation valued by the Anglia approved letter
respondents
Cover letter e Personalising the cover letter | » Covering letter issued
by having it individually typed by the University for a
and signed, personally PhD research purpose
addressed to respondent and
stating the researchers’ job
Questionnaire e Requesting information of » Contacting the target
personal interest of respondents in order to
respondent, preferably easily inform about the
accessible and not of a objectives/purposes of
confidential/controversial/ this research; and ask
sensitive nature for participation
Anonymity / e Providing assurances that » A clear statement of
Confidentiality anonymity/confidentiality will anonymity and
be maintained confidentiality is
provided in the
covering letter based on
the purpose of this
research
Contacts e Pre-notifying the respondent » Contacting target
by telephone respondents via phone
calls before sending the
survey pack
Postage e Providing a stamped » Including returning
addressed return envelope envelopes in the survey
package

Source: adapted from Diamantopoulos and Schlegelmilch (1996, p. 527)

In total, the author received a gross number of 158 survey-questionnaires returned before

the data screening process. The respondent rate was 18.5 % of the total sent questionnaires

However, after performing data screening the total number of usable questionnaires was 120

(N =120). With regard to the sample size issue, past empirical studies with the sample sizes

of 113 and 110 respectively (i.e. Talke and Hultink, 2010; Bergeron et al, 2004) had

sufficient evidence to perform an adequate statistical analysis for their research. Given the
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above information, it is believed that by utilising appropriate analytical methods this study
could be able to overcome the effect of sample-size sensitivity on the empirical data. In
particular, this study follows the guidelines of strategy research and performs a
measurement model in order to validate all the adopted constructs before undertaking
multiple analysis methods (e.g. a taxonomic inquiry with clustering analysis and a
configuration approach with a regression model) (Homburg et al, 2008). With this process,
accordingly, the empirical data has remained testable with significant results without any
serious concerns of the sample size received (based on the empirical findings of both sub-

studies: 2 and 3 which have meaningfully witnessed throughout).

Next, the following sections discuss the three main methodological bases i.e. a taxonomic
approach (section 3.4.1), a clustering analysis (section 3.4.2) and a configuration method

(section 3.4.3).

3.4 Methodological Bases for Data Analysis

This section aims to articulate the main methodological bases that are adopted for data
analysis purposes of the entire study. The three methodological approaches are: a)
taxonomic approach, b) clustering analysis and c) configuration theory. Based on the
research purpose of this study, it is to empirically investigate some multi-dimensional
models of GMC through the classification of GMC-structures and the strategic types, as
well as strategic implications through a configuration approach. With this aim in mind, it is
necessary to understand the essence of three methodological bases that are being used with

different objectives in order to obtain the expected outcomes.

In this thesis, the author demonstrates an overview of how three empirical sub-studies: 1, 2
and 3 are linked by the sequential steps based on the adopted methodological approaches.
According to figure 3.3 (see below), the main methodological approaches are designated

and used in different empirical-studies 1, 2 and 3. The empirical-study 1 (chapter 2 and 4)
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refers to the research objective 1. This study posits a conceptual model of GMC (step 1) and
classifies its structures on the basis of theoretical approach (step 2). In addition, study-1
(chapter 4) also utilises a classificatory scheme through an empirical taxonomic approach
with a clustering analysis (step 3 refers to research objective 2). With this particular
methodology, a classification of GMC-strategic types on the basis of GMC-structures is

derived from a data reduction technique (numerical classification).

Next, empirical-study 2 (chapters 5, 6) refers to the research objective 3. This study utilises
a configuration approach (step 4) in order to examine the configuration model of fit among
multiple variables i.e. GMC-strategic types, PGB, CSP and performance. After that,
empirical-study 3 (chapters 5, 6) refers to the research objectives 4, 5 and 6. This framework
employs several analysis techniques i.e. configuration approach (research objective 4: step
4), the mediating effect and the causal influence (research objectives 5 and 6: step 5). To be
more specific, both empirical-study 2 and 3 are developed and tested on the basis of
hypothesised relationships as presented in chapter 5 (research framework and hypothesis)

and chapter 6 (data analysis and results).
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Figure 3.3 Illustration of Methodological Approaches of the Entire Study
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3.4.1 Taxonomic Approach

“Taxonomic inquiry is emerging as an important type of research in the field of
strategy” Hambrick (1984, p. 27)

To the best of the author’s knowledge, the originality of taxonomic inquiry stems from the
field of strategy research by Miller and Friesen (1978). Taxonomy as based on a
classification is also critical to the study of organisational strategies (Hambrick, 1984). On
the basis of this classification, it is necessary to understand two different approaches

including: taxonomies and typologies which are discussed as follow.

Due to the advantages and potentials of a classification, taxonomies and typologies have
received attention among past research scholars in the strategy as well as organisation
studies (e.g. McKelvey, 1975, Miles et al., 1978, Miller and Friesen, 1978, Porter, 1980).
The classification approach is also widely used to examine and quantify data into archetypes
(e.g. strategic content and strategic process) on the basis of a study phenomenon across
disciplinary research (e.g. organisation, strategic management and marketing strategy)
(McDaniel and Kolari, 1987, Speed, 1993, Morrison and Roth, 1994, Ketchen and Shook,
1996). Hambrick (1984: p. 28) defines taxonomy as “a method that is numerical derived”;
whereas, typologies are demonstrated in ways that researchers attempt to make sense out of
non-numerical observations. In addition, the term taxonomy is also known as an empirically-
derived scheme or empirically-derived hierarchical system based on numerical defined data
(e.g. McKelvey, 1982, Sneath and Sokal, 1973, Rich, 1992). This approach can be drawn
from inductive thinking to numerical taxonomy or quantitative method (Hambrick, 1984,
Bunn, 1993). The term #ypology is concerned with a conceptually-derived scheme (Miles et
al., 1978, Porter, 1980). This approach represents an effort to which researchers aim to make
sense and make use of a non-quantified method. To be more precise, typology involves
several different procedures in which considers a deductive method of classification or
named as logical partitioning to conceptually-derived typologies (Rich, 1992).
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Moreover, the implication of taxonomy/classification can reflect a multi-dimension of the
strategy study. For instance, Hambrick (1984) sets out the classifications of an organisation
as follows: business level, strategic process and managerial behaviour, he clearly defines
these profiles within the study phenomenon. Furthermore, the implication of typologies is
well-known based on Miles and Snow (1978)’s four typologies (defenders, analyzers,
prospectors and reactors), and Porter (1980)’s strategic marketing (cost-leadership,
differentiation and focus) which stems from a systematic empirical observation. Thus, both
taxonomy and typology greatly contribute to strategy research, and still remains popular

across the management disciplinary research.

Besides, the idea of classification is built on the insights into what should be classified and
what classification process should be needed. Bearing this in mind, this study provides an
overview of classification process as illustrated in figure 3.4. The classification process is
adopted from Rich (1992) which can be divided into three major schemes including:
traditional, theoretical and empirical classification. The typologies and taxonomies are
clearly represented in two distinctive approaches of classification. While typologies are
employed by means of both traditional and theoretical classifications to derive nominal
definition, the taxonomies are based on both theoretical and empirical classifications that
derive numerical taxonomy. Next, figure 3.4 depicts an overview of the classification

process as suggested by Rich (1992) as below.
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Figure 3.4 Overview of the Classification Schemes
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Having discussed the classification schemes including taxonomy and typologies earlier, the

robust past studies in relation to strategy and organisation research also provide substantial

insights for this study to follow the ideas and some guidelines. Accordingly, the author

summarises the review of classification schemes from past studies in the area of strategy

and organisation research as shown in table 3.8 below.

Table 3.8 Review of Classification Schemes Used in the Strategy and

Organisational Studies (As Guidelines)

Authors / Year Focus Outputs Methods
McKelvey Classification of Guidelines of Empirical-derived
(1975) organisation organisational

classification

taxonomy of
organisation types

Miles, Snow and | Organisation strategy, Strategic typologies | Conceptually-
Meyer (1978) structure and process derived typologies
Miller and Archetypes of strategy Archetypes of Empirical-derived
Friesen (1978) formulation organisational
strategy makings
Porter (1980) Generic competitive Competitive strategic | Conceptually-
strategy typologies derived
Hambrick (1984) | Taxonomic approaches | Treatments and Recommendations
in strategy research techniques for for empirical
numerical study
classification
Rich (1992) Organisational Classification Recommendations
typologies/classifications | processes and for empirical
hierarchical study

Source: Author

75




In addition, Rich (1992) suggests the essence of classification process which follows

through seven principles (or requirements) (See figure 3.5 as below).

Figure 3.5 Classification Principles (The Requirements)

1. Breadth

2. Meaning

3. Depth

4. Theory

5. Quantitative
Measurement

6. Completeness
And Logic

7. Recognisability

Classification must be defined as either a
typology or a taxonomy

Building on philosophical foundation, classification
of groups must provide meaning in a broad social
context

Through multivariate analysis would provide a
polythetic system to meet the requirement of depth

Theoretical background must serve as powerful
guide for considering both the breadth and depth of
the system

Numerical procedures should serve and support the
modification of the theoretical basis of the
classification

The classification must be detail-oriented and
comprehensive to its inclusion of organisations and

types

The classification system must mirror the real
world as well as reflect the complex environment

Source: Adopted from Rich (1992, p. 776 — 777)

According to figure 3.5, it starts by defining the breadth. It means that the classification

system must be defined as either a typology or a taxonomy in order to match the process

through character selection and the creation of type in which taxa are grouped. Next, the

meaning is of importance, in other words, the emerging classifications or groups must be

named and provided with meaningful definitions. After that, the depth, this is where a

multivariate analysis is needed in order to provide a polythetic system of classification.

Later, theory must be served as a powerful guide for determining both the breadth and depth
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of the system. Then, a quantitative measurement must be undertaken through numerical
procedures in order to derive a specific classification, which is grounded in both quantitative
and theoretical (qualitative) bases. Afterwards, the classification must be comprehensive
and detail-oriented with completeness and logic. Lastly, the recognisability of classification
must stand in the real world as well as being practical for business practitioners and

academic researchers.

As discussed above, the requirements for the classification process suggested by Rich
(1992) (which are equipped with the insights into taxonomies and typologies through the
classification scheme), have been adopted and fully utilised. Given the primary purpose of
the present study, it is to postulate a conceptualization of green marketing capabilities or
GMC. What should be classified in this study is the conceptual model of GMC. Next, the
researcher further investigates a breadth and depth or multi-dimensional models of GMC by
employing a classificatory approach based on a theoretical classification and an empirical
taxonomy (which involves clustering analysis) in order to gain in-depth insights into the

GMC structures and the strategic types.

To be consistent with the robust process, the author also develops an empirical taxonomy

as adapted from Bunn (1993, p. 40) with a clustering analysis (see below, figure 3.6).
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Figure 3.6 Development of an Empirical Taxonomy of the Present Study

Steps Methods
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2. Measure Development

* Assess psychometrics properties
* Perform item purification
» Compute scales scores

* Perform initial cluster analysis
* Select number of clusters
* Apply purification procedure

3. Cluster Analysis

4. Interpret Cluster Solution

* Describe cluster membership
» Compute means for clustering

| variables
5. Relate Cluster * Perform discriminant analysis
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v
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* Test for differences among means
* Create summary table

Source: adopted from (Bunn, 1993: page 40)

According to figure 3.6, the details of Bunn’s development of empirical taxonomy are
suggested as follows. An empirical taxonomy is developed in order to get an appropriate
and adequate numerical taxonomy through the following steps: First, the conceptual scheme
is used to specify different dimensions or principles of GMC based on review of pertinent
literature (on the basis of theoretical literature as discussed in chapter 2). This procedure is
called deductive method of classification to logical partitioning of the conceptual model of
GMC. Next, an assessment on the psychometric properties is performed in order to purify
the measurement tools. To be consistent with a taxonomic inquiry through empirical data, a
clustering analysis is further employed in order to derive meaningful cluster descriptions.
In this study, the first thing to do is to explain what is GMC, how it is conceptualised, what

are the principles of GMC and the classifications of GMC-structures and strategic types.
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Thus, a combined process of both theoretical-derived and numerical-taxonomic procedures

is considered as appropriate methodology for empirical investigation of GMC in this thesis.

Moreover, this study bases the insights into a framework of multi-tiered taxonomy building
as adapted from Hambrick (1984, p. 30) (See below, figure 3.7). According to Hambrick
(1984), there are four tiers of taxonomy building for all businesses including 1)
environment, 2) position, 3) strategic choices and, 4) structure/process. Building upon the
framework of Hambrick (1984), this study develops an investigation on a two-tiered
taxonomy building in the level of structure/process and strategic choices of all businesses.
In light of the classification schemes, the multi-dimensional models of GMC (GMC-
structures and strategic types) are derived from both theoretical approach and empirical
taxonomy. To be more specific, in this study the taxonomy building can be applied under
the GMC setting, therefore the research outputs are anticipated to be applicable to the

framework of the GMC-structures and the GMC-strategic types.
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Figure 3.7 Framework of Multitier Taxonomy Building

Framework for Multitier Taxonomy Building (Hambrick, 1984)
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Source: adapted from Hambrick (1984, p. 30)

Furthermore, on the basis of the classificatory schemes (i.e. taxonomy and typology), this
study utilises a taxonomic approach with a clustering analysis (a classification scheme that
utilises an empirically-derived-hierarchical system) in the empirical sub-study 1 (see
chapter 4). At the same time, the author compares different clusters of GMC strategies with
the organization typologies of Miles and Snow (1978). This was done due to the fact that
the Miles and Snow’s (1978) conceptual typologies have been widely studied across the
fields of strategic management and marketing in relation to product/market for a better
understanding of their different organisations’ characteristics and performances (e.g. Slater

et al, 2010 and 2006; Olson et al, 2005; Morgan and Strong, 2003). Both approaches also
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enable the author to classify the conceptual model of GMC into various GMC-strategic
types by naming/labelling them in accordance with the three typologies of Miles and Snow
(1978) (This discussion can be found in section 4.3 of chapter 4). In addition to that, the
author develops two more research models (of studies 2 and 3) and employs a configuration
method (based on a regression model) for the analysis. More discussions can be found in

both empirical-studies 2 and 3 (chapters 5 and 6).

To sum up, this study adopts and follows the process of taxonomy based on several robust
studies as discussed above. Given the above procedures and guidelines, the author attempts
to produce a rigorous piece of research, as well as derive the most meaningful research
outputs by developing a taxonomy/classification of GMC. With this in mind, the author
summarises the taxonomic/classification approach as adapted into this entire research (see

below, figure 3.8).

Figure 3.8 Overview of Taxonomic Approach as Adapted into This Research
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Source: Author
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3.4.2 Clustering Analysis

According to Hair, Black, Babin, Anderson and Tatham (2006, p. 508), “clustering analysis
is a group of multivariate techniques, which aims to group objects based on their close
characteristics”. This technique is concerned with an exploratory data analysis mechanism
and a useful function in data mining process for classifying observed data into meaningful
taxonomies, groups or clusters (Halkidi, 2001). It is generally employed to classify objects
(e.g. participants, products, brands, companies or other organisms, etc.) by examining high
internal (within-group) homogeneity and high external (between-group) heterogeneity

based on a user chosen characteristics (Hair et al, 2006).

In addition, clustering analysis is a process to partition a data set based on the specific
criteria used for clustering (Halkidi, 2001). According to Fayyad, Piatetsky-Shapiro and
Smyth (1996), the principal steps to develop clustering process concern the following
features: (1) Characteristic selection: the goal is to properly choose the features on which
clustering is to be carried out in order to encode as much information as possible based on
the assignment of interest. (2) Clustering algorithm: this process refers to the option of
algorithm that results in the definition of a good clustering scheme for a data set to consider
a proximity measure (similarity) and a clustering criterion (partitioning) that well-fit the
data set. (3) Validation of the results: the correctness of clustering algorithm outcomes must
be verified using appropriate criteria and techniques. (4) Interpretation of the results: this
process is to consolidate the clustering results with other experimental evidence and analysis

in order for researchers to draw the right conclusion.

Owing to its specific usefulness, clustering is widely utilised across the field of business and
science (Halkidi, 2001). As such, it is used as a major tool in contributing to the following
applications: (1) Data reduction: clustering is a technique for data compression which can

be used to partition data sets into a number of interesting clusters. (2) Hypothesis generation:
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cluster analysis is used in order to infer some hypotheses concerning the data in a particular
context. (3) Hypothesis testing: cluster analysis is used for the verification and the validity
of a specific hypothesis. In such cases of hypothesis generation and testing, researchers can
formulate hypotheses and test by using the cluster results on the basis of cluster differentials.
(4) Prediction based on groups: cluster analysis is applied to the data set while the resulting
clusters can be classified by the characteristics of the arrangements that group these clusters

(summarised from Theodoridis and Koutroubas, 1999).

Armed with the above insights, the author employs a clustering analysis in order to explore
a taxonomy (classification) of GMC in accordance with companies’ characteristics on the
basis of the GMC-structures. To get the most meaningful outcomes, the cluster descriptions
are interpreted and compared with the organization’s typologies of Miles and Snow (1978).
As stated earlier, Miles and Snow (1978)’s typologies are widely acceptable and used in the
voluminous studies across the fields of strategic management and marketing in relation to
product/market for a better understanding of their different organisations’ characteristics
and performances (e.g. Hughes and Morgan, 2008; Slater ef al, 2010 and 2006). In light of
this comparison, it allows the author to get a meaningful cluster of organisations and
applicability to a broader review of literature. Furthermore, this study follows the guidelines
of clustering analysis as suggested by Hair and colleagues (2006). (More discussions of the
classification schemes can be found in chapter 4: section 4.2 and 4.3; and the details of
clustering analysis used in the empirical study-1 can be found in section 4.3.1). Next, this

study summarises the cluster analysis process as below (see figure 3.9).
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Figure 3.9 Overview of Cluster Analysis Process
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3.4.3 Configuration Theory

“Configurational thinking allows people to order and make sense out of their
worlds by sorting things into discrete and relatively homogeneous groups”. Meyer,
Tsui and Hinings (1993, p. 1179)

A configuration approach has been subjected to a considerable amount of research across
multiple disciplines such as psychology, behaviour, physiology as well as the management
science particularly in organisation’s study (Carper and Snizek, 1980; Meyer et al, 1993;
Mintzberg, 1989), and strategy research (Ketchen and Shook, 1996; Venkatraman, 1989,
Miller, 1986). As Miller (1996, p. 506) describes “configurations as a representation of
common alignments of components”. Dess, Newport and Rasheed (1993, p, 775) define
“configuration as the relationship among various constructs of interest”. While Ketchen,
Thomas and Snow (1993, p. 1278) state “configuration is frequently arisen clusters of
attributes of organisational strategies, structures and processes”. Owing to its
effectiveness, the configuration theory is a critical approach to taxonomy, typology and
study of organisation’s strategies (e.g. Hambrick, 1984, Miller, 1996). As such, these studies

have witnessed the importance of the configuration theory in the domain.

In addition, the configuration approach exposes a nonlinearity (variables that are found
causally-related in one configuration which may be unrelated or even inversely related in
another), a holistic view and an affirmation that takes meaning as a whole (Meyer et al,
1993). On the basis of strategy research, the configuration of strategies is concerned with a
classification scheme to which exhibits principal cognitive support to strategy researchers
that helps classify and bring parsimonious justifications of the study. Accordingly, the
concept of ‘equifinality’ can be created on the basis of the idea that diverse patterns are

equally affective (Meyer et al, 1993, p. 1178).

Strictly speaking, this study performs a configuration approach in order to capture various

patterns among different types of companies, strategic intent and contextual elements (e.g.
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GMC-structures and GMC-strategic types). Thus, the assessment of ‘fit’, ‘equifinality’ and
‘organisational effectiveness’ (Doty et al, 1993) are evaluated and analysed based on the
designated empirical studies 2 and 3 of the entire thesis. Specifically, the fif means an
investigation of fit among elements in multiple domains which provides a better alignment
within the organisation (Dess et al, 1993). It can also refer to a confluence of a chosen
strategy to the characteristics of an organisational occurrence or contingencies

(Venkatraman, 1989).

Meanwhile the equifinality means “the idea that different forms can be equally effective”
(Meyer et al 1993, p. 1178). In a particular setting, it is believed that there exists more than
one way that could yield successful outcomes. In light of the equifinality, the assumption is
that various configurations have equal possibility to achieve superior outcomes. Moreover,
the organisational effectiveness can be explained by the differences among a variety of

groups of organisations on basis of their performance (Ketchen et al, 1997).

To be more precise, the configuration of fit model demonstrates a close alignment of
elements that assist and strengthen each other, in other words, it is at the heart of the
conception of configuration (Miller, 1996). In particular, this study performs the
configuration of fit in order to explain the interaction between various GMC-strategic types
and the GMC-structures that exhibits fit, equifinality and organisational effectiveness. These
configurations are represented based on the research hypothesised relationships among
multiple variables (domains) as per the designated empirical studies 2 and 3 (Part-1) (study-
2: H1 — H3; and study-3, part-1: H4 — H6). Consequently, this study demonstrates a

configuration of fit model as below (see figure 3.10).
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Figure 3.10 Illustration of the Configuration of Fit Model

(on a Basis of Multiple Domains or a Set of Variables)

Domain 1 \

Domain2 ——  /  Strategic Performance

/ "
Domain 3

Source: adapted from Venkatraman (1989)

On the basis of the configuration theory, there are various analysis techniques which have
been established by past studies in the area of strategy research (e.g. Hughes and Morgan,
2008; Slater et al, 2010 and 2006). To be consistent with the analysis approach based on the
adopted methodologies (as already discussed above), the author follows the analytical
technique i.e. a hierarchical regression model to be used in the configuration approach as
suggested by past studies (e.g. Hughes and Morgan, 2008; Slater et al, 2010 and 2006). As
already demonstrated in figure 3.3, the analysis techniques that are adopted into the entire
study are as follows. Study-1 (step3) employs clustering analysis with a combination of
hierarchical and non-hierarchical clustering (chapter 4). Study-2 (step 4) utilises the
configuration model of fit with regression models (chapter 5 and 6). Study-3 (step 4 and 5)
performs multiple analysis techniques i.e. configuration model of fit with a regression
model, a mediating influence with SEM model and a direct influence with SEM model
(chapters 5 and 6). To support this, the author provides an overview of past studies that
employed the configuration model of fit with an analysis of regression model. (See table 3.9

below)
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Table 3.9 Overview of Past Studies that Employed the Configuration Model of

Fit and the Analysis of Regression

(2010)

Marketing strategy
creativity and marketing
strategy implementation

Strategic fit

Authors (Years) Study Context Approach Analysis
Techniques
Slater, Hult, Olson | Relationships between Configuration/ | Regression model

and Theodosiou

strategy standardization

Co-alignment

Hughes and Strategic resources and | Configuration/ | Regression model

Morgan (2008) product-market strategy | Ideal profile
fit with performance deviation

Kabadayi, Business strategy, Configuration/ | Clustering

Eyuboglu and multiple channel Ideal profile analysis;

Thomas (2007) structure and deviation Pairwise
environment fit with comparison;
performance Regression model

Katsikeas, Samiee | International marketing | Contingency / Regression model

(2006) fit with performance
Slater, Olson and | Strategic orientation and | Configuration/ | Regression model
Hult (2006) strategy formation Strategic fit

capability fit with

performance
Slater and Mohr Technological Configuration/ | Regression model
(2006) innovation and strategic | Strategic fit

types fit with

performance
Olson, Slater and | Business strategy, Configuration/ | Regression model
Hult (2005) marketing organization | Profile of

structure and behavior highest-

fit with performance performing firm
Vorhies and Marketing organization | Configuration/ | Regression model
Morgan (2003) and business strategy fit | Ideal profile

with performance deviation
Dobni and Market orientation and | Co-alignment Clustering
Luffman (2000) market strategy profiling | model analysis;

fit with performance Regression

model;

Profile analysis

Source: Author
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3.5 Chapter Summary

This chapter sets out the research design and methodological bases of the entire study. It
firstly lays out the philosophical foundation based on epistemology in social science with a
positivist worldview and a quantitative approach. Next, it clarifies the data collection
process which deploys a large scale mail survey with a cross-sectional study. Later, it
explains in great detail the adopted three main methodological bases for data analysis
purpose including taxonomic inquiry, clustering analysis and configuration theory. These
three methodological bases are closely inter-related with one another. In light of the
classification schemes, a theoretical classification involves a review of literature, while a
taxonomic approach is concerned with an empirical classification based on a data reduction
technique. Moreover, a clustering analysis is concerned with a multivariate statistical
method used for grouping the study’s phenomena. Lastly, a configuration theory is
concerned with an interaction between multiple variables in the study in order to understand

the fit, equifinality, and organisational effectiveness (performance).

Next, chapter 4 will present empirical study-1: developing the classification schemes of

GMC-structures and the GMC-strategic types.
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CHAPTER 4

STUDY-1: DEVELOPING THE CLASSIFICATION SCHEMES OF
GMC-STRUCTURES AND GMC-STRATEGIC TYPES

4.1 Overview of the Chapter

The main objective of this chapter is to develop the classification schemes of GMC-
structures and GMC-strategic types. This chapter presents empirical study-1, which is the
first of three sub-studies within this thesis. It aims to build on the conceptual model of GMC
which is derived from chapter 2. It later develops the classification scheme of the GMC-
structures (section 4.2). In this section, it explains the operationalization of GMC and two
main GMC-structures (section 4.2.1), and the procedures for selecting constructs of GMC
(section 4.2.2) including four components. Then, the classification of GMC-strategic types
is derived by performing an empirical taxonomic approach (section 4.3). The clustering
analysis is employed as a data reduction technique in order to classify companies into groups
(section 4.3.1). The validation and interpretation of clusters are further assessed in section
4.3.2. The three clusters of GMC-strategic types are proposed as major findings from this
study (section 4.3.3). In addition, the clusters’ characteristics and their performances are
reported on in section 4.3.4. In particular, this chapter deals with two research questions: 1
and 2. Building on the conceptual model of GMC (based on RQ#1, partially presented in
chapter 2), this study further develops the classification of GMC-structures on the basis of
a theoretical classification. Next, based on RQ#2 it continues to define the characteristics of
companies that can be categorised by their GMC-strategic types and performance
differentials on the basis of an empirical taxonomy. Additionally, the author applies the
classification schemes of GMC-structures and the GMC-strategic types to Hambrick’s

taxonomy building (section 4.4). Lastly, the chapter is summarised (section 4.5).
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4.2 The Classification of GMC-Structures (A Theoretical Approach: Research
Objective One — continued)

To begin with figure 4.1, the author demonstrates the proposed research framework of
empirical-study 1 (see below). This framework aims to articulate the link between research
objective #1 and #2. Based on the conceptually-derived GMC model, this study performs a
combined classificatory schemes including: a conceptual classification and an empirical
taxonomy (with a clustering analysis) in order to develop two classifications of GMC model.
In light of the classificatory approach, a classification of GMC-structures (responding to
RO#1) and a taxonomy of GMC-strategic types (responding to RO#2) are defined.

Figure 4.1 Research Framework (Study-1)

The Conceptual Definition of )
Green Marketing Capabilities (GMC) and |~
Its Principles [ RO#l

/

~ -
The Classification of GMC-Structures 5

| | Pre-GMC Basic GMC-
]’ Structures

Info-driven GMC

— Product-driven GMC Advanced ,
} GMC-Structures |

— Synergistic GMC

—- . . bem
~=_" | Clustering Analysis ==

- | —

SRS | SUUPRR RS

—

RO #2
GMC-Strategic Types .
(Three Typologies) B
GMC-Prospector
GMC-Analyzer Performance
GMC-Defender

Source: Author
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Having discussed the conceptualization of GMC in section 2.3 (chapter 2: literature review),
this section continues to develop the conceptual classification of GMC. It starts by extending
and identifying the GMC-structures. Building on the theoretical foundation of GMC, the
classification of GMC-structures or the operationalization of two main GMC-structures
including four components are developed and evaluated based on an integrative analytical
approach (concerning a conceptual classification approach and reviewing procedure for
selecting constructs of GMC). To fully capture the whole idea, the author proposes an
illustration that contains an integrated, virtual, strategic green marketing and capabilities
map for the operationalization of GMC (see figure 4.2 below). This is derived from the
incorporation of strategic marketing (Varadarajan, 2010) and marketing resources and
capabilities (a combination of architectural and specialized marketing capabilities)

(Morgan, 2012).
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Figure 4.2 Integrated Virtual Strategic Green Marketing and Capabilities to the

Operationalization of GMC (consisting of two main GMC-structures

and four components)
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According to figure 4.2, the author depicts the operationalization of GMC and its two main
GMC-structures (i.e. basic and advanced GMC-structures) which are concerned with the
development of an organisations’ strategic green marketing plan at an operational level (on
the basis of practical marketing) in association with their marketing resources and
capabilities. In other words, the process of functional marketing at an operational level and
an organisations’ knowledge-based resources of marketing and capabilities are configured
as an integrated virtual strategic green marketing and capability map for the

operationalization of GMC. This configuration leads to a representation of ‘wholeness’ in
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terms of systematic green marketing practices and skills at an operational level in which it
fully embraces environmentally-friendly aspects. In essence, the integrated framework of
strategic green marketing at an operational level and marketing resources and capabilities
(knowledge of marketing, skills and practices) defines the four components of GMC-
structures. More details of the operationalization of GMC-structures are discussed in the

following sections.

In addition, the author extends and builds on the boundaries of literature in relation to green
marketing strategies and green marketing practices. This was done in order to encompass a
wider view of marketing strategies, practices and the marketing resources and capabilities
interface. With this purpose, the conceptual classification of GMC has its origins on the
basis of the review of pertinent literature. Through this approach, the author would be able
to capture the ‘wholeness’ of the GMC-structures which are rooted in robust theoretical
foundations, and are consistent with past studies across multiple disciplines of marketing
and strategic management. In doing so, the procedure for selecting the constructs of GMC
(a conceptual classification of GMC-structures) is also discussed by comparing it with the
review of past studies in relation to green marketing strategies, practices and marketing

capabilities as provided in table 4.2 (see section 4.2.2).

4.2.1 The Operationalization of GMC and Two Main GMC-Structures

As discussed earlier, figure 4.2 demonstrates an integrated virtual strategic green marketing
and capabilities map for the operationalization of GMC. This is derived from the
incorporation of strategic marketing and, marketing resources and capabilities (a
combination of architectural and specialized marketing capabilities) as a foundation for the
conceptualization of GMC and the operationalization of GMC-structures. Building on the
two principles based on architectural and specialized marketing capabilities, light is shed
on the operationalization of GMC and the two main GMC-structures. Specifically, the
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operationalization of GMC represents a broader view of GMC-structures on the basis of two
main GMC-structures which are concerned with the basic and advanced GMC-structures.

The following sections discuss the basic and advanced GMC-structures in more details.

4.2.1.1 Basic GMC-Structures (on the Basis of Architectural Marketing

Capabilities)

The ‘basic GMC-structures’ are comprised of two components which are anchored to the
architectural marketing capabilities (Morgan, 2012). The first component is ‘pre-GMC’ (a
pre-stage of GMC). Pre-GMC is concerned with a company’s knowledge-base of green
marketing planning skills as a basic step of how strategic green marketing at an operational
level can be informed and achieved. The second component is ‘info-driven GMC’
(information-oriented activities of GMC). Info-driven GMC is concerned with the
information orientation stage. This is the stage that helps companies get a better view and
understanding of current green market information. This will enable companies to make
educated decisions on moving towards green product/market opportunities. A company’s
better understanding of basic GMC-structures could improve their fundamental/principal
step towards green marketing. Moreover, this step could facilitate companies’ decision-
making process when they incorporate knowledge-based resources involving information
dissemination and implementation, as well as marketing planning skills and strategies with

a clear goal (Morgan et al, 2012) towards the development of GMC.

4.2.1.2 Advanced GMC-Structures (on the Basis of Specialized Marketing

Capabilities)

The ‘advanced GMC-structures’ are comprised of two components that are anchored to
specialized marketing capabilities (Morgan, 2012). The first component is ‘product-driven

GMC’ (green product-insight). Product-driven GMC deals with the insights into the
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development and design of green products. This involves an understanding of how to
develop and make green products in order to meet environmentally-friendly criteria
(Leonidou et al, 2013). The second component is ‘synergistic GMC’ (a hybrid or synthesis
of green marketing practices). Synergistic GMC is concerned with tactical marketing or
program-related processes (Kotler, 2011). It also concerns the implementation of a
marketing strategy or functional marketing, including communications and promotional
activities. An understanding of advanced GMC-structures, could improve companies’ initial
steps towards product-related and coordinated green marketing practices with other
organisations/partners. This can be considered as a positive move towards their
development of a positive attitude towards environmental responsibility through
communications, as well as commitment with their partnerships and customers (Leonidou

etal,2013).

4.2.2 Procedures for Selecting Constructs of GMC

This section provides a reviewing procedure for selecting the constructs of GMC. In order
to capture and validate the ‘wholeness’ of the operationalization of GMC, the author sets
out some procedures for selecting the constructs of GMC on the basis of two principles
(basic- and advanced GMC-structures) with other related studies (based on green marketing
strategies and practices) (Fraj ef al, 2013; Leonidou et al, 2013). With this process, the
constructs of GMC can be modified and adapted to fit by using a broad review of literature

on established theoretical foundations.

Strictly speaking, this study attempts to demonstrate a solid groundwork that generates the
classification of the GMC-structures. This fundamental can be called a combined process of
a conceptual classificatory scheme and procedure for selecting constructs of GMC. With
this in mind, the author aims to articulate the interface between two principles of GMC and
the green marketing strategies and practices from other selected past studies (e.g. Fraj et al,
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2013; Leonidou et al, 2013). The procedure for selecting the constructs of GMC is to
examine and verify the appropriacy of the constructs within existing literature in order to
get the most relevant classification of GMC-structures for the present study. Next, the author
consolidates procedures for selecting the constructs of GMC in a conceptual classificatory

approach to identify GMC-structures in the following sections.

4.2.2.1 Four Components of GMC-Structures

In light of the two main GMC-structures which are anchored to architectural and specialized
marketing capabilities (Morgan, 2012), the operationalization of GMC-structures can be
conceptually classified into four distinctive categories: (1) Pre-GMC, (2) Info-driven GMC,
(3) Product-driven GMC and, (4) Synergistic GMC. Each category of the GMC-structure
represents a unique part of strategic green marketing map at an operational level.
Specifically, ‘pre-GMC’ refers to a fundamental step towards undertaking and developing
GMC, which involves green marketing knowledge-base and planning skills. ‘Info-driven
GMC’ refers to an information-oriented-activity step towards undertaking the development
of GMC. This involves understanding green marketing information dissemination and
implementation to facilitate a decision-making process for companies (Morgan et al, 2012).
Next, ‘product-driven GMC’ refers to a green product-related design and development.
Specifically to undertake and develop GMC products which are made of environmentally-
friendly materials and ingredients. Lastly, ‘synergistic GMC’ refers to a coordination of a
green channel network and partnership (e.g. distributors, suppliers) as well as
communication practices. Principally to communicate the development of GMC regarding
environmental preservation and commitment, as well as highlighting green efforts through
promotions and benefits to customers (Leonidou er al, 2013). On this basis, the four
components of GMC consisting of pre-GMC, info-driven GMC, product-driven GMC and

synergistic GMC could be said to represent a ‘wholeness’ of the marketing capabilities
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which fully is embedded in green or environmentally-friendly aspects. Next, table 4.1

provides a classification of the four components of GMC.

Table 4.1 Classification Scheme of GMC-Structures (Four Components)

Pre-GMC Info-driven GMC Product-driven Synergistic GMC
GMC
Knowledge of Knowledge of Green product | = Channel
green green marketing design and networking with
marketing towards development green partners
planning skills information concerning the and/or
and processes, dissemination materials and distributors on
as well as and ingredients that the basis of
understanding implementation match with environmental
of green within an green/environ preservation
marketing organisation for mentally- agreement and
goals facilitating a friendly commitment, as
decision- criteria well as
making process as well as the highlighting
use of green efforts
recyclable through
packaging promotion and
communication
with customers

Advanced GMC-Structures
(Specialized marketing capabilities)

Basic GMC-Structures
(Architectural marketing capabilities)

Source: Author

As stated earlier, this study also reviews past studies in relation to green marketing strategies
and green marketing practices (e.g. Fraj et al, 2013; Leonidou ef al/, 2013) in order to cross
verify the procedure for selecting the constructs of GMC. With this purpose in mind, the
author aims to postulate the classification of GMC-structures and exhibit a solid process of
how the four components of GMC-structures are established. Next, table 4.2 contains a
review of past studies in relation to the conceptual classification of GMC-structures
consisting of four components (on the basis of two principles: architectural and specialized

marketing capabilities).
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Table 4.2 Review of Past Studies in Relation to the Conceptual Classification of
GMC-Structures and the Four Components

The Conceptual Classification of
GMC-Structures

Authors Empirical Focus Pre- Info-driven | Product- | Synergistic
Approach GMC GMC driven GMC

(Based on Architectural (Based on Specialized
marketing capabilities) marketing capabilities)

Leonidou, Interview & Cross- - - Green Green

Katsikeas Quantitative section product distribution &

and analysis promotion

Morgan

(2013)

Leonidou, Quantitative Hotel - - Green Green

Leonidou, analysis sector product & | distribution &

Fotiadis service promotion

and Zeriti

(2013)

Fraj, Quantitative B-to-B - - Green Green alliance

Martinez analysis labelling & promotion

and Matute & product

(2013)

Morgan, Quantitative Export Marketing Market Products Channel

Katsikeas analysis venture planning | information (Non- management

and skills -oriented green) (Non-green)

Vorhies (Non- (Non-green)

(2012) green)

Fraj, Quantitative Industrial - - Green Green alliance

Martinez analysis sector product & | & promotion

and Matute eco-labels

(2011)

Morgan, Quantitative Cross- Marketing - Products | Distribution &

Vorhies analysis section planning (Non- communication

and Mason (Non- green) (Non-green)

(2009) green)

Source: Author

According to table 4.2, the author conceptually identifies and validates the classification of
the GMC-structures which can be categorised into four components. Next, the four

components of the GMC-structures are individually discussed in the following sections.
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Component 1: Pre-GMC

“Pre-GMC” can be defined as “a pre-stage or fundamental level of green marketing skills
and strategic marketing planning processes” (Author). This component is based on
companies’ architectural marketing capabilities that involves knowledge-based resources
in terms of marketing planning and skills in selecting strategic marketing goals and strategic
marketing decisions upon deployment of various and inter-connected resource inputs
(Morgan, 2012; Vorhies and Morgan, 2005; Slotegraaf and Dickson, 2004; Morgan et al,
2003). In practice, companies could be capable of effectively developing appropriate green
marketing plan and skills. These skills could be honed in line with clear green marketing
goals through creative green marketing strategies together with the implications of strategic

marketing in order to attain target market objectives (Morgan, 2012).

Component 2: Info-driven GMC

“Info-Driven GMC” can be defined as “prerequisite information orientation to the
implementation and dissemination in an organisation for facilitating a decision-making
process” (Author). This component is based on companies’ architectural marketing
capabilities involving marketing knowledge-based resources in conjunction with green
marketing information implementation and dissemination based upon the deployment of
various inter-connected resource inputs (Morgan, 2012; Vorhies and Morgan, 2005;
Slotegraaf and Dickson, 2004; Morgan et al, 2003). Furthermore, it concerns integrating,
sharing, analysing, and identifying specific areas and markets which build on available
green market information and relevant green market knowledge, and thus could enable other
departments to use it for decision making purposes (Morgan, 2012). In addition, it is also
concerned with the implementation of new information combining it with past research in

order to build a richer market view.
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In practice, this information orientation stage could embody companies with a fuller
understanding of the current green market information and trends for better understood and
utilised in a more effective way. Therefore, companies could be capable of effectively
exploiting this knowledge and information to enhancing their decision-making process

(Morgan, 2012).

Component 3: Product-driven GMC

“Product-Driven GMC” can be defined as “a company’s ability to develop green products
that are designed and made of environmentally-friendly materials/ingredients” (Author).
This component is based on specialized marketing capabilities which involves tactical
marketing in relation to product-related processes (Vorhies et al, 2009; Hunt, 1995; Vorhies
et al, 1999). In practice, this concerns selection of the relevant choice of raw materials and
the ingredients of products which helps companies evaluate how they can appropriately
develop green products in order to serve and satisfy environmentally-friendly consumers
(Leonidou et al, 2013). As a result, companies could be capable of effectively developing
and designing green products, and communicating environmentally-friendliness of their
products through labeling which is considered as the right means to attract target green

consumers.

Component 4: Synergistic GMC

“Synergistic GMC” can be defined as “a hybrid process concerning green marketing
programs/activities which incorporate a coordination with partnerships (i.e.
suppliers/distributors) and communications through internal-organisation and with
customers towards the development of green commitment and environmental
responsiveness” (Author). This component is based on specialized marketing capabilities
which involve tactical marketing program-related processes. For instance, these practices
are concerned with the cooperation of business partnerships i.e. suppliers and distributors to
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the development of environmentally-friendly marketing programs as well as setting up clear
directives and the specifications of environmental responsibilities and agreement among
inter-organisations and communicating environmental commitment within an organisation
(Leonidou et al, 2013). Moreover, promotion activity is included in order that companies
can inform green target consumers with their environmental efforts (Leonidou et al, 2013;
Vorhies et al, 2009; Hunt, 1995; Vorhies et al, 1999). In practice, companies could be
capable of effectively developing and coordinating with other partners upon emphasising
environmentally-friendly responsiveness and activities toward achieving a clearer direction

and specification for natural environmental preservation.

In summary, the four components of GMC-structures represent a configuration of strategic
green marketing at an operational level that is embedded in an organisation’s marketing
resources and capabilities. The operationalization of GMC-structures are central to the
exploitation of marketing knowledge-based resources (green marketing knowledge, skills
and planning processes) combined with functional marketing or practices in relation to
product, distribution and communication/promotion. Accordingly, the four components of
the GMC-structures including: Pre-GMC, Info-driven GMC, Product-driven GMC and
Synergistic GMC enlighten a systematic and effective strategic green marketing and multi-
functional marketing and practices for companies to take on board. Which in turn could
safeguard the environmentally-friendly schemes with the role of marketing for them to
achieve their target market objectives as well as improve the natural environmental quality.
Subsequently, this study summarises the conceptual-definitions of the four components of

GMC-structures as follow. (See table 4.3)

102



Table 4.3 Conceptual-Definitions of the Four Components of GMC-Structures

Four Components of Definitions
GMC-Structures

1. Pre-GMC “A pre-stage or fundamental level of green marketing
skills and strategic marketing planning process”

2. Info-driven GMC “Prerequisite information orientation to implementation
and dissemination in an organization for facilitating a
decision making process”

3. Product-driven GMC | “A company’s ability to develop green products that are
designed and made of environmentally-friendly
materials/ingredients”

4. Synergistic GMC “A hybrid process concerning green marketing
programs/activities which incorporate a coordination
with partnerships (i.e. suppliers/distributors) and
communications through internal-organisation and with
customers towards the development of green
commitment and environmental responsiveness”

Source: Author

After having explained the four components of the GMC-structures earlier, the next section
will discuss the classification of GMC-strategic types based on an empirical classification
or a taxonomic approach. In light of a taxonomic inquiry (data reduction technique), a
clustering analysis is employed in order to derive a classification of GMC-strategic types

(by which companies approach the development of GMC-structures).

4.3 The Classification of GMC-Strategic Types (An Empirical Taxonomy: Research
Objective Two)

4.3.1 Clustering Analysis

In this section, the author performs an empirical classification (a taxonomic inquiry) in order
to posit a classification of GMC-strategic types. Specifically, the classification of GMC-
strategic types is built on the conceptual classification of GMC-structures. On the basis of
the classification process as adopted from Rich (1992) (as discussed in chapter 3), an

empirical taxonomy is employed in order to develop a classification of companies with
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different strategic typologies. On the basis of a numerical taxonomy, a clustering analysis
is concerned with a useful function in data mining process for data reduction purpose (Hair
et al, 2006). In order to capture a multi-faceted GMC model in terms of strategic
implications, companies are clustered into different groups based on their approaches

towards the development of four components of the GMC-structures.

To be more precise, a clustering analysis is used to determine different categories and then
group the observed classification. (Everitt et al., 2011). However, prior to performing the
clustering analysis the author carefully detected approximately 14% outliers and removed
them from the dataset by using standardized scores (or z-scores) (based on an examination
of multivariate outliers concerning the interval of £3 sigma) (Stevens, 2012, Shiffler, 1988).
Particularly, the standardized scores are found useful for researchers to perform higher
statistical analyses e.g. cluster and factor analyses (Ketchen and Shook, 1996; DiStefano et

al., 2009).

Strictly speaking, the author firstly ran a hierarchical clustering analysis and then a non-
hierarchical clustering (k-means method). The hierarchical cluster analysis with
agglomerative algorithm considers N (N-1)/2 possible fusions of observations to find the
closet pair together with Ward’s method to identify the number of clusters and the centroids.
Meanwhile the non-hierarchical clustering is useful to deliberately specify the number of
clusters and the members of each cluster. However, the combination of hierarchical and
non-hierarchical clustering are considered as necessary steps for the taxonomic inquiry
(Hair et al., 2006, Ketchen and Shook, 1996). Hence, this study draws on and follows a
combined process of hierarchical and non-hierarchical clustering analysis as seen in figure
4.3 below. Next, validation and interpretation of the clusters are presented in the following

sections.
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Figure 4.3 Combinations of Hierarchical Clustering and Non-hierarchical

Clustering Analysis

Hierarchical Clustering Non-hierarchical
Analysis Clustering Analysis
(Ward’s method) (K-means method)

e To deliberately specify

* Clustering are formed the number of clusters

by agglomeratye and the members of
method that begins
each cluster

with as many clusters
y e To calculate each
as there are , .
cluster’s centroid and

observations and end )
the distances between

with a single cluster .
. each observation and
containing all .
centroid.

observations

Source: Adapted from Everitt (1993)

4.3.2 Validation and Interpretation of Clusters

This section aims to articulate some insights into the validation and interpretation of clusters.
Once companies are clustered, the interpretation of the cluster solution is determined in
order to validate the meaningful cluster membership (Rich, 1992). The initial cluster’s
membership is distinguished through descriptive statistics of each cluster’s mean scores
(Hambrick, 1984). As Hambrick (1984, p. 38) affirms that one way to construct tighter
partitions is to effectively scrutinise the frequency-distribution of each cluster (based on
mean scores) in order to identify its boundary that perfectly capture its most appropriate

characteristics.

As discussed above, in particular the author follows the interpretation of cluster solution as
recommended by Hambrick (1984) and Homburg et al (2008), and utilises a standardized
mean score throughout for all statistical analyses of the entire study. On this basis, the mean

score is set at zero point as a boundary (Stevens, 2012). As it is noted that the advantage of
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the boundary also provides each contingent type to a homogeneous set of observations.
Owing to its effectiveness, a standardized score is found useful as it allows the author to
identify characteristic of cluster scores substantially based on the mean scores of each
component of GMC-structures. Next, this study demonstrates statistical cluster descriptions

and the observation representations in table 4.4 (see below).
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Table 4.4: Statistical Cluster Descriptions (Clusters)
Observations Total 1 2 3
100% 34.2% | 40.0% |25.8%
(n=120)] (n=41) | (n=48) |[(n=31)
Company’s 0-5 100% 375% | 375% | 25%
age (Number 6—-10 100% 37.5% 37.5% 25%
11-15 100% 40% 60% 0%
of years) 16— 20 100% 333% | 333% | 333%
>20 100% 33.3% 40% 26.7%
Company’s <10 100% 44.4% 444% | 11.1%
size (Number <50 100% 33.3% 22.2% 44.4%
<250 100% 26.3% 52.6% | 21.1%
of employees) 250 or more 100% 35.1% | 405% | 24.3%
Industry Food & Beverage 100% 41.7% 41.7% 16.7%
Consumer goods 100% 0% 100% 0%
Garment/textiles 100% 0% 100% 0%
Chemicals 100% 28.6% 50% 21.4%
Steel/Metals 100% 33.3% 33.3% 33.3%
Wood/Furniture/Households 100% 25% 45% 30%
Electric/Electronics 100% 12.5% 62.5% 25%
Others 100% 47.1% 23.5% 29.4%
The Four-Components of GMC-Structures
Pre-GMC -Green marketing planning skills .81* -.02° -76°¢
-Setting clear green marketing goals .84 020 -93¢
-Formulating green marketing strategies .85* .03> -.83¢
-Thoroughness of green marketing planning 842 .05° -.84¢
Info-driven |Integrating all available information .99* -.06° -74¢
GMC -Combining new information .83 .06" -.64¢
-Analyzing market information .86* .10° -.69¢
-Identifying emerging trends 972 .06° -.82¢
-Making relevant green market info -88* A1° -.81°
-Sharing available market information 95° 01 -79°¢
-Ensuring green market information -85° AT -75°
.. . g7 a7° -77¢
-Giving other units access to green
Product- -Careful choosing raw materials 542 16" -.67¢
driven GMC |-Designing and developing products .67 19 -78¢
-Modify our packaging and labeling 84 A1 -91¢
Synergistic  Cooperate with suppliers and distributors .80* .07° -75¢
GMC -Encourage our suppliers and distributors -82° A1° -.83¢
-Set out clear directives and specifications 90 140 -87¢
-Communicate the environmental 92 07" -83¢
fric':ndl?ness . . 920 140 _89¢
-Highlight our commitment to environment
-Inform customers about firm’s 95 130 87
environmental efforts
Overall -Green product investment profitability .67% 170 -55¢
Performance |-Increase of green product sales margins 69 JA3° -48°¢
-Return on investment (ROT) of green 36° 06" -30¢
products
. . 712 .02v -47¢
-Reaching green product investment
financial goals

Note: Report of standardized mean scores. Means in the highest bracket are assigned the superscript ‘a’; means in the
next lower bracket are assigned the superscript ‘b’, and so forth. The negative mean values (the value that is away from

mean at zero to the negative side) explains that the cluster’s mean is lower when compared to other groups that fall in the

positive side.
Source: Author
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According to table 4.4, the cluster solutions are divided into three categories of companies.
The mean scores of each cluster demonstrates its unique characteristics based on different
components of the GMC-structures and the outcome (performance) variable. In general, the
representation of clusters is clearly evident among the statistical results. Specifically, the
number of clusters is clearly defined as per the technique recommended by Hambrick
(1984). According to Hambrick (1984, p. 37), it is suggested that the observed-data, in
general generates no more than n/30 to n/50 reliable clusters. Strictly speaking, in this study
the total number of observations is 120 which divided by 30 which equals 4. Meanwhile
120 is divided by 50 it equals 2.4. Accordingly, the final count of clusters equals 3 (in-
between 2.4 and 4) as the best solution and being supported by the descriptive statistical

result.

Based on the study’s empirical results, cluster 1 (is accountable for 34.2%, n = 41) has its
highest mean values in all dimensions of GMC-structures as well as on the performance
criteria. Whereas, cluster 2 (is accountable for 40%, n = 48) has its average means values
across all components of GMC-structures. Finally, cluster 3 (is accountable for 25.8%, n =
31) has its lowest means (towards negative values) in all the components of GMC-structures.

More details of the three clusters are described in following sections.

In addition, the descriptive statistics depict the outcomes of various clusters of companies
as suggested by Bunn (1993). The interpretation of the cluster’s mean scores are also
compared among the continuous variables using Waller and Duncan’s (1969) ¢-test in order
to understand the differences between groups (Homburg et al/, 2008). The result shows that
all clusters are distinctive. This can explain that each group is unique and well clustered
within its group centroid in which Canonical discriminant functions suggest the different

categorisation in nature (Klecka, 1980).
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Furthermore, to be consistent with robust past studies the empirical results based on the
three clusters of companies are compared with the organization’s typologies of Miles and
Snow (1978). In comparison to the Miles and Snow (1978)’s conceptual typologies, the
author is able to gain in-depth insights into the meaningful implications of different GMC
strategies, as well as a broader view of literature in relation to strategy research (a detailed
discussion of the three clusters can be found in the next section). With this process, the
classification of GMC-strategic types are rooted in three distinctive typologies of Miles and
Snow (1978) including: prospector, analyzer and defender. Moreover, the distinction
between three GMC-strategic types is tested by performing an analysis of covariance
(ANCOVA) in order to understand the unique characteristic of each GMC-strategic type

and its performance (see section 4.3.4 for more details).

4.3.3 Three Clusters of GMC-Strategic Types

As discussed earlier, in order to get the most meaningful definitions of strategic implication
as well as being consistent with robust past studies, the three clusters of companies are
compared with the organization’s typologies of Miles and Snow (1978). Owing to its
popularity in the field of strategy research, the organization’s typologies on the basis of
three typologies including: prospectors, analyzers and defenders are widely used in relation
to product and market studies (Slater et al, 2010; Song et al., 2007, Miles et al., 1978).
Bearing this in mind, the three clusters of companies are assigned by names in association
with their unique characteristics against the three organization’s typologies (Miles et al,
1978). In addition, these three GMC-strategic types are represented as alternative strategies
(approaches) towards the development based on the four components of GMC-structures.
Accordingly, the three GMC-strategic types are labelled as follow: (1) GMC-prospector, (2)

GMC-analyzer and (3) GMC-defender.
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To be more precise, the author concludes the findings from the empirical classification
(taxonomic approach), and postulates that cluster 1 or GMC-prospector with its highest
mean scores in all aspects of GMC-structures. This can be viewed as an opportunity-seeker
type of GMC-strategy, in other words, its expertise group is in exploiting green
product/market opportunity. By contrast, cluster 2 (GMC-analyzer) with its average means
scores across all components of GMC-structures can be viewed as a critical-adopter type
of GMC-strategy, in other words, is an elaborative-follower in exploiting green
product/market opportunity. Lastly, cluster 3 (GMC-defender) with its lowest means
(towards negative values) in all components of GMC-structures can be viewed as a
conservative-adherent type of GMC-strategy, in other words, an isolated group in

exploiting green product/market opportunity.

Although literature on strategy study (i.e. Miles et al, 1978) suggests another possible
strategic type which is represented as a reactor, it is noted that the reactor seems to lack a
long-term plan in their marketing with a consistent strategy (McDaniel and Kolari, 1987).
In this study, particularly the empirical findings give evidence of three distinctive clusters
based on the descriptive statistics. Therefore, it considers three groups of organization’s
typologies (Miles et al, 1978) consisting of prospector, analyzer and defender. Moreover,
the author follows the idea as suggested by past studies (e.g. Slater ez a/, 2010 and 2006) to
examine these three strategic types with their distinctive goals towards the development of
GMC. Given the above reason, this study does not include the reactor type in the clusters.
Furthermore, the author provides a verbal cluster description on the basis of three GMC-

strategic types versus the four components of GMC-structures (see below, table 4.5).
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Table 4.5 Verbal Cluster Descriptions

GMC-Strategic types

Interpretation of Clusters GMC- GMC- GMC-
Prospectors Analyzers Defenders
(n=41) (n =48) (n=31)
Based on the development of four | An opportunity-| A critical- |A conservative-
components of GMC-structures seeker adopter adherent
(Expertise in | (Elaborative- | (An isolated
exploiting green| follower in group in
product/market |  exploiting exploiting
opportunity) green green
[product/market|product/market
opportunity) | opportunity)
Pre-GMC |-Green marketing planning skills high Medium Low
-Setting clear green marketing
goals
-Formulating green marketing
strategies
-Thoroughness of green marketing
planning
Info- -Integrating all available high Medium Low
driven information
GMC -Combining new information
-Analyzing market information
-Identifying emerging trends
-Making relevant green market info
-Sharing available market
information
-Ensuring green market information|
-Giving other units access to green
Product- [-Careful choosing raw materials high Medium Low
driven -Designing and developing
GMC products
-Modify our packaging and labeling]
Synergistic|-Cooperate with suppliers and high Medium Low
GMC distributors

-Encourage our suppliers and

distributors

-Set out clear directives and

specifications

-Communicate the environmental
friendliness

-Highlight our commitment to
environment

-Inform customers about firm’s
environmental efforts

Source: Author
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Next, the author also compares the three clusters of GMC-strategic types with the

organization’s typologies of Miles and Snow (1978) from past studies. (See below)

Table 4.6 Three Clusters and the Comparisons with the Organization’s

Typologies of Miles and Snow (1978)

GMC-Prospectors

GMC-Analyzers

GMC-Defenders

(n=41) (n=48) (n=31)
An opportunity- |A critical-adopter| A conservative-
seeker adherent
Comparison with the (An Expertise in | (An Elaborative- |(An isolated group
organization’s typologies of exploiting green follower in in exploiting green
Miles and Snow (1978) from the | product/market | exploiting green | product/market
selected past studies opportunity) product/market opportunity)
opportunity)
Li and Tan (2013) Deploying first- | More emphasis on | Less emphasis on
mover advantage | information than |information outside
Slater, Hult and Olson (2010) strategy other groups  their market domain

Hughes and Morgan (2008)

Song, Di Benedetto and Nason,
(2007)

Olson, Slater and Hult (2005a)

'Vorhies and Morgan (2003)

Leading changes in
its industry with
proactive manner

Aiming at
development of
innovative products
as well as entering
new market

Entering to new
market prospects
with differentiated
advantage strategy

Being thoughtful
and careful in
monitoring
competitors

Creating hybrid
domain to optimal
balance between
stability and
flexibility

Pursuing analytical
strategy in response
to marketing
activities and
demands

Exhibiting risk-
adverse manner
with a rather
reactive response

Focusing on
retaining customers
in the market
domain

Targeting at a more
secure established
market

Source: Author

In light of the comparison, the three GMC-strategic types can be articulated by their
significant resultants of unique attributes which provide a better understanding of each GMC

strategy (which details potentiality through their strengths). Owing to their unique attributes,
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the three clusters of companies in association with various GMC-strategic types are clearly
explained by their dominant characteristics and performance differentials against the

development of four components of GMC-structures.

Strictly speaking, table 4.6 provides a summary of past studies that discuss three types of
organization’s typologies (Miles et al, 1978) i.e. prospector, analyzer and defender in
relation to strategy research as follow. Li and Tan (2013), Slater et a/ (2010) and Hughes
and Morgan (2008) find that the prospectors are less focused on information than the
analyzers, although they are deploying a first-mover advantage strategy. Meanwhile, the
analyzers are more emphasised on gathering information with analytical purpose. In
contrast, the defenders tend to depend on their own market domain without engaging in
competition outside their interest. Song, Di Benedetto and Nason (2007) explain that the
prospectors tend to be leading change in its industry with a proactive manner. The analyzers
are being exposed in a rather thoughtful manner and are careful in monitoring their
competitors. On the other hand, the defenders tend to exhibit a risk-adverse manner with

reactive response to new product/market opportunities.

In addition, Olson, Slater and Hult (2005a) state that the prospectors are aiming towards the
development of innovative products in order to get new product/market opportunities.
Meanwhile, the analyzers tend to create a hybrid domain to an optimal balance between
stability and flexibility through an information oriented approach. On the contrary, the
defenders are focusing on their marketing domain in order to retain their customers’
satisfaction. Vorhies and Morgan (2003) note that the prospectors are focusing on entering
new market prospects with differentiated advantage strategy. The analyzers are pursuing an
analytical strategy in response to marketing activities and demands. The defenders are

targeting a more secure established market in order to maintain their market prospects.
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Furthermore, the author describes details of each GMC-strategic type in the following

sections.

4.3.3.1 Cluster 1: GMC-Prospector

GMC-Prospector (or an opportunity-seeker). The empirical findings suggest that this
cluster has the overall highest mean scores across all components of GMC-structures. It is
found that they are rather proactive towards the development of GMC structures. It can be
speculated that this group of companies represents a type that is leading change with its own
interest to embark on green product/market opportunity, as well as being expertise in
approaching the GMC-structures. Particularly, this type of company seems to expose its
characteristic with a progressive and fast-adaptive manner as well as implementing a first-
mover advantage strategy (Li and Tan, 2013; Slater et al, 2010; Hughes and Morgan, 2008)

in response to green product/market opportunity.

Provided with the above results, this study postulates that a “GMC-prospector” is “a type of
GMC-strategy in which companies adopt and act in ways represented by an opportunity-
seeker or an expertise in exploiting green product/market opportunity” (Author). Owing to
its dominant characteristic as being the first mover towards green product/market, it is
evident that the prospectors are inclined to exploit new market opportunities with a
proactive gesture in combination with competitive strategy (Olson et al., 2005, Vorhies and
Morgan, 2003). In addition, they are found to be more capable of searching and exploiting
new products and market opportunities, more than the analyzers and defenders (Miles et al,
1978). It is also evident that in order for prospectors to enter into new market arenas, they
develop and adhere to their strengths in searching through a variety of environmental
conditions, trends and events as well as being more dynamic than other strategic types
within the same industry (Miles et al 1978). On this basis, it is likely that they pay more
attention on the quality of investment in individual’s and group’s capabilities within the
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organisation. As a result, they could be able to continuously create changes and being

leaders in the marketplace.

4.3.3.2 Cluster 2: GMC-Analyzer

GMC-Analyzers (or a critical adopter). The empirical findings show that this cluster has
average mean scores across four components of GMC-structures. It is found that they are
second to the GMC-prospectors, in other words, between the prospectors and the defenders.
It can be explained by the fact that they are second to the prospectors in approaching the
four components of GMC-structures. This type of company seems to expose its
characteristic with a rather thoughtful/careful manner (Li and Tan, 2013; Song et al, 2007)

in response to a green product/market opportunity.

Given the above results, this study postulates that a “GMC-analyzer” is “a type of GMC-
strategy in which companies adopt and act in ways represented as a critical-adopter or an
elaborative-follower in exploiting green product/market opportunity” (Author). Owing to
its dominant characteristic, this type of company is considered as the second mover into
green product/market opportunity with a rather mindful and decisive manner in business
strategy. This attribute also proves past studies that the analyzers are more concerned with
“second-but-better” strategy (Miles et al., 1978, Song et al., 2007), as they are good at
integrating both prospectors and defenders’ strengths with its own distinct analytical
process (through adaptive or a balance approach) (Miles et al, 1978). As a result, the unique
strategy of the GMC-analyzer is evident as being a balanced/hybrid company with its
analytical approach (Olson et al, 2005). In addition, being analyzers they use critical
information from past studies (e.g. Song et al, 2007), so they are conscious of maintaining
the operational efficiency with thorough information-orientation, thoughtful approach as
well as carefully choosing appropriate tools in respect of a new market development (Song
et al., 2007, Hughes and Morgan, 2008). Likewise, the GMC-analyzers tend to be more
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careful towards the development of GMC. They depend more upon thoroughness in
conducting business as well as monitoring competitors than other types of organisations
(Hughes and Morgan, 2008, Song et al., 2007) before making decisions about embarking

on new product/market opportunities.

4.3.3.3 Cluster 3: GMC-Defender

GMC-Defenders (or a conservative adherent). The empirical findings reveal that this
cluster has the lowest mean scores across four the components of GMC-structures compared
to other groups (prospectors and analyzers). It is found that this cluster falls under the
development of GMC-structures, in other words, it is the last group in approaching green
product/market. It can be seen that this type of strategy represents a rather conservative
approach to its strategy implementation, its nature defines its defensive manner. This

characteristic is opposite to the prospector strategic type.

Given the above results, this study postulates that a “GMC-defender” is “a type of GMC-
strategy in which companies adopt and act in ways that represent a conservative-adherent
or an isolated group in exploiting green product/market opportunity” (Author). Owing to its
dominant characteristic, this type of company is considered as the lowest self-motivated (or
isolated group) organisation towards the development of GMC-structures. The unique
strategy of GMC-defenders is seen as being conservative adherent with their core defending
strategy implementation. This attribute proves past studies that the defenders place the least
emphasis on information outside their own market domain, whilst aiming to maintain their
secure established markets (Slater et a/, 2010; Hughes and Morgan, 2008; Vorhies and
Morgan, 2003). As such, the defenders are more concerned with protecting their particular
market or domain, and being consistent with their own core strategy in preventing
competitors from penetrating their business boundaries (Miles et al., 1978; Slater and
Narver, 1993). It is also found that their distinctive strategy has impact on the business unit

116



(or marketing operation) in a more defensive direction in order to achieve their target
objectives. They also exhibit a rather risk adverse manner with reactive response to the new

market trend (Song et al, 2007).

4.3.4 Clusters’ Characteristics and the Performances

Having described the clusters’ characteristics in the previous sections, this section aims to
provide the general comments on initial findings which are based on each cluster’s
performance mean values. Following the technique used as suggested by Hambrick (1984),
it is necessary to examine the mean (scores) of performance levels as an indication of high
or low performance of each cluster. The empirical findings reveal that cluster 1 (GMC-
prospector) is in the highest range of mean scores for all four outcome variables. All
variables of the four performance outcomes are found at a high consistency for GMC-
prospectors including green product investment profitability, increase of green product sales
margins, return on investment (ROI) of green products as well as reaching green product
investment financial goals. By contrast, cluster 3 (GMC-defender) is in the lowest range of
mean scores for all four performance outcomes. It is obvious that all performance variables
are found on the opposite side to those of GMC-prospectors. Meanwhile, cluster 2 (GMC-

analyzer) is in the average range of mean scores across all four outcomes variables.

The study’s initial findings reflect that three GMC-strategic types are distinctively disclosed
by their dominant characteristics and performance differentials. These results are found to
be consistent with past studies (e.g. McDaniel and Kolari, 1987, Vorhies and Morgan, 2003,
Slater and Mohr, 2006, Hughes and Morgan, 2008) which affirm the uniqueness of GMC
strategies among three organisation’s typologies (prospector, analyzer and defender) and
their performance implications. As it is noted, the GMC-analyzer and the GMC-defender’s
performances may not be as obvious at first sight compared to those of the GMC-
prospectors (Hughes and Morgan, 2008). This evidence nevertheless implies that the
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performance outcomes for both GMC-analyzers and GMC-defenders could reflect a more
complex situation than those of the GMC-prospectors. Besides, more empirical analyses are
needed to investigate and explain their performance outcomes which will be discussed in

the latter chapters (chapters 5 and 6).

Notwithstanding, the preliminary findings expose the fact that GMC-prospectors possess a
greater performance than that of both GMC-defenders and GMC-analyzers on the basis of
all the performance variables. This result can also be interpreted as the GMC-prospectors
have relatively higher potential in all aspects based on the development of four components
of GMC-structures (in terms of green marketing planning skills, green market information-
orientation, green product insight, and synergistic marketing practices), while the GMC-
analyzers are second to the GMC-prospectors. The GMC-defenders are the last or at the
slowest pace in the development of GMC. This study accordingly manifests itself against
the adopted conceptual definitions and strategic implications of the three organization’s
typologies (Miles et al, 1978). The three GMC-strategic types (GMC-prospector, GMC-
analyzer and GMC-defender) and their unique characteristics are meaningfully validated
and ratified by the initial findings of this study. Subsequently, this study reports the

ANCOVA results for all clusters and performance relationships. (See table 4.7 below)
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Table 4.7 Exploratory ANCOVA Results for All Clusters and Performance

Relationship

Performance outcomes Predictor df. | TypeIIl Sum of | Mean Sum of | F R?
\Variables Squares Squares

Green product investment Model 6 27.99 4.66) *9.42] .33

profitability Errory 113 55.94 .49
Companies’ age 1 .83 831 1.67
Companies’ size 1 32 .32 .66
Industry type 1 .36 .36 73
Competitive 1 .00 .00 .00
rivalry

IIncrease of green product Model 6 25.40 4231 *7.76] .29

sales margins Errory 113 61.61 .54
Companies’ age 1 .63 .63 1.16
Companies’ size 1 .30 .30 .55
Industry type 1 .00 .00 .00
Competitive 1 .07 .07 13
rivalry

IReturn on investment Model 6 10.31 1.71) *2.38 .11

(ROI) of green product Error] 113 81.60] 72

segment Companies’ age 1 2.08 2.08 2.89
Companies’ size 1 22 22 31
Industry type 1 .19 .19 .26
Competitive 1 .05 .05 .08
rivalry

Reaching green product Model 6 26.27 437 *8.18 .30

investment financial goals Errory 113 60.47 .53
Companies’ age 1 .03 .03 .06
Companies’ size 1 .03 .03 .05
Industry type 1 .00 .00 .00
Competitive 1 .36 .36 .68
rivalry

Note: *The mean difference is significant at p < 0.05 level.

Source: Author

According to table 4.7, all ANCOVA result models based on the four performance variables
are significant at p < .05 level. This table explains that each performance criterion seems to
be closely related to the clusters. Although the four confounding variables (companies’ size,
age, industry, and competitive rivalry) are controlled, the results reveal that all performance
outcomes remained significant. To be more precise, the ANCOVA models comprise of four
predictors including three categorical variables (i.e. companies’ size, age and industry types)

and one continuous variable (i.e. competitive rivalry). On the basis of market environment
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or competition, one could assume that companies’ age, size and industry type are concerned
with confounding variables which might have an influence on organisations’ performance
outcomes. Meanwhile various industry types could also provide diverse competition which
might vary from one type to another. Bearing this in mind, the author consciously performs
the analysis by controlling all four covariates in order to be consistent with the past study

(i.e. Homburg et al., 2008).

In light of the analysis of covariance, the ANCOVA models on four different performance
variables as dependent variables including: (1) green product investment profitability, (2)
increase of green product sales margins, (3) return on investment (ROI) of green product
segment and (4) reaching green product investment financial goals are found significantly
related to the clusters. Based on the empirical findings, the R? (in which its values represent
the percentage of the response variable deviation) provides evidence that the four
performance dimensions have a strong relationship with the cluster memberships, in other
words, all outcome variables and the clusters are significantly related with one another. In
general, as per the initial findings shown earlier in table 4.3, the GMC-prospectors tend to
potentially achieve greater or superior performance over other groups (GMC-defenders and
GMC-analyzers) based on the highest mean scores across all performance criteria. This
incident may attest to the assumption that companies who approach the four components of
GMC-structures require the right strategy to help improve and enhance performance
implications for them. Likewise, the GMC-prospectors obviously possess this in the first

place.

In brief, this empirical study-1 concludes that all three clusters of companies (with their
distinctive GMC-strategic types) yield positive target performance outcomes, albeit having

controlled the covariates. Besides, two more empirical studies 2 and 3 are followed up in
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order to examine the three GMC-strategic types in various aspects (presented in both

chapters: 5 and 6).

4.4 Applying the Classification Schemes of GMC-Structures and GMC-Strategic

Types to Hambrick’s Taxonomy Building

Having discussed the classification schemes of GMC on the basis of structures and strategic
types in the previous sections, this section aims to present an application of both
classification functions against Hambrick’s taxonomy building. In light of the framework of
multi-tiered taxonomy building (Hambrick, 1984) (as already discussed in chapter 3), the
author attempts to articulate the insights into the application of both GMC-structures and
GMC-strategic types, and explain how these classifications are prominent to businesses.
Meanwhile, both research outputs contribute to bridging theory and practices for a better
understanding of multi-dimensional models of GMC and its applicability in all businesses.
The author therefore demonstrates an application of the classification of both GMC-
structures and strategic types to the multi-tiered taxonomy building of Hambrick (1984) (see

figure 4.4 below).
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Figure 4.4 Classifications of GMC-Structures and GMC Strategic Types and
Their Implications to Multi-tiered Taxonomy Building (Hambrick, 1984)

A Framework for Multi-tiered Taxonomy Building
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Source: Adapted from Hambrick (1984)

According to figure 4.4, in all businesses the structures at functional/operational level are
critical to a company’s basic construction. Likewise, the GMC-structures at the
functional/operational level are regarded as a foundation of overall organisation’s marketing
capabilities that are embedded in marketing knowledge-based resources and capabilities.
The four components of GMC-structures including: pre-GMC, info-driven GMC, product-
driven GMC and synergistic GMC represent substantial ingredients/features of strategic

green marketing at an operational level.

In light of the classification of GMC-structures, it is seen how each component stands on its

own, which reflects how well companies engage with the development of each particular
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dimension at a fundamental stage. Pre-GMC is concerned with an overall green marketing
planning, strategy and skills (on the basis of marketing knowledge-based resources) in order
to achieve green marketing goals. Info-driven GMC is concerned with the implementation
of green marketing information (on the basis of marketing knowledge-based resources) for
the decision making process in an organisation. Product-driven GMC is concerned with the
idea of how products should be made of and designed in order to be more environmentally-
friendly and satisfy their green consumers’ demand. Lastly, the symergistic GMC is
concerned with a hybrid process of coordination among inter-organisations through
channels of distribution to a formation of environmental preservation responsibility and
commitment. As well as eco-friendly communication in order to promote environmental
benefits to a wider green consumer base. Moreover, the ‘wholeness’ of the GMC-structures
implies the configuration between various components as a dynamic process to improve a
company’s strengths towards the enhancement of a critical source of competitive advantage

and superior performance (Morgan, 2012).

In addition, the classification of GMC-strategic types can be expressed by choices or
approaches that companies might take on. These three GMC-strategic types comprise of
GMC-prospectors, GMC-analyzers and GMC-defenders which represent their unique
characteristics in which imply what outcomes companies may achieve depending on their
strategic intents. In this study, the alternative GMC-strategic types also provide choices for
companies to implement in order to attain target market objectives. Hence, the implications
of different GMC-strategic types could potentially have an influence on their performance
effectiveness. More discussions on research implications for management can be found in
section 7.3 (chapter 7). Asides from that, both classifications of the GMC-structures and the
GMC-strategic types are further used in data analysis of empirical study-2 and -3 in order
to gain in-depth insights into their implications in greater details (more discussions can be

found in chapters 5 and 6).
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4.5 Chapter Summary

This chapter presents empirical study-1 of the entire thesis. It develops the classification
schemes of GMC on the basis of structures (by theoretical approach) and strategic types (by
empirical classification/taxonomy). It articulates the classifications of GMC-structures
based on four components: pre-GMC, info-driven, product-driven and synergistic GMC.
These components are fundamental to companies’ marketing resources and capabilities. In
addition, the classification of GMC-strategic types are derived from an empirical taxonomy.
The three clusters of companies are compared with the organization’s typologies of Miles
et al (1978) in order to get the most meaningful and effective strategic implications.
Specifically, the three GMC-strategic types are comprised of GMC-prospector, GMC-
analyzer, and GMC-defender. These GMC-strategic types have been attested to, not only by
past studies of organization’s typologies (Miles and Snow, 1978), but also their strategic
implications which provides prominent insights into their performance differentials. Lastly,
the author concludes the empirical findings and offers the applications of both classification
schemes against the framework of multi-tiered taxonomy building of Hambrick (1984). Both
classification schemes demonstrate substantial outcomes that can be used as advice for
linking a company’s structure and strategic choice which is ultimately fundamental to all

businesses’ construction.

Next, chapter 5 will further discuss empirical study-2 and -3 on the basis of research

frameworks and hypothesis development.
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CHAPTER 5

STUDY-2 AND -3: RESEARCH FRAMEWORKS AND HYPOTHESES

5.1 Overview of the Chapter

The main objectives of this chapter are to present two empirical studies (study-2 and -3) and
develop a series of research hypotheses. This chapter starts by introducing two research
frameworks (section 5.2) consisting of study-2: research model 2 (RO#3) (section 5.2.1)
and study-3: research model 3 (RO#4 to #6) (section 5.2.2). Next, the following sections
continue to discuss a series of research hypothesised relationships (section 5.3) including
study-2: hypothesis 1 — 3 (section 5.3.1) and study-3: hypothesis 4 — 8 starting from section

5.3.2 (H4 — H6), section 5.3.3 (H7) and section 5.3.4 (H8) respectively.

To be more specific, study-2 (research model 2) aims to examine the configuration model
of fit among multiple variables, i.e. various GMC-strategic types, corporate strategic
postures (CSP), perceived-green behaviour (PGB) and performance. This study corresponds
to research objective #3. In addition, study-3 (research model 3) aims to investigate three
different aspects of a multi-dimensional GMC model including: (1) the moderating effect
of alternative GMC-strategic types on the relationship between the GMC-structures and
green competitive advantage (GCA) (H4 — H6) based on research objective #4, (2) the
mediating influence of GCA on the relationship between the GMC-structures and
performance (H7) based on research objective #5, and (3) the direct influence of GMC-
structures on performance (H8) based on research objective #6. Lastly, the chapter is

summarised (section 5.4).
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5.2 Research Frameworks

Having discussed the primary conceptual framework in section 2.2 (figure 2.1) of chapter
2, this section continues to build on the proposed framework as seen in figure 5.1 below.
This proposed framework aims to depict the inter-relationships among key concepts,

including GMC, PGB, CSP, GCA, performance and competitive rivalry.

Figure 5.1 Primary Conceptual Framework of the Entire Study
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Source: Author

In light of the proposed conceptual framework, the overall aim is to explore and gain in-
depth insights into some multi-dimensional models of GMC and their influence on
competitive advantage and performance. Building on this conceptual relationship, two more
research models are developed on the basis of some primary interrelationships among
multiple variables. In addition, the operationalization of GMC-structures and the four
components, as well as three distinctive GMC-strategic types which are derived from the
classificatory schemes in chapter 4 are then brought forward for further empirical analyses

in both studies 2 and 3.
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To be more specific, the research model of study-2 corresponds to RO#3 (see more details
in section 5.2.1). The purpose of this study is to empirically examine the relationship
between companies’ posture-behaviour-performance that fit with alternative GMC-
strategic types. This link can be explained by a configuration model or an association
between corporate strategic posture (CSP), perceived-green behaviour (PGB) and
performance by different GMC-strategies. Meanwhile research model of study-3
corresponds to RO#4, 5 and 6 (see more details in section 5.2.2). The main aims of study-3
are comprised of three parts in order to undertake three different analytical methods as
follow. Part-1 (RO#4), the configuration approach is to empirically test the relationship
between GMC-structures and competitive advantage with alternative GMC-strategic types.
Specifically, this link can be articulated by a configuration model or an association between
the operationalization of GMC-structures (on basis of basic and advanced GMC-structures)
and GCA by alternative GMC-strategies. Part-2 (RO#5), the mediating effect is to
empirically assess the role of GCA that mediates the effect of an overall operationalization
of GMC-structures on performance. Part-3 (RO#6), the causal influence is to empirically
examine the direct effect of the four components of GMC-structures on performance. Given
various analytical techniques, the expected research outcomes of both studies 2 and 3 could
contribute to a better understanding from what are derived in terms of strategic implications
i.e. strategic-behaviour fit and strategic-GMC fit for companies. This critical information
could be used to gain an upper-hand in terms of a competitive advantage and superior
performance. These research outcomes have made important contributions to a body of

knowledge in the fields of marketing and strategy study.

Next, the following sections will discuss in detail, research model 2 (study-2: section 5.2.1)

and research model 3 (study-3: section 5.2.2) respectively.

127



5.2.1 Research Model of Study-2 (Research Objective 3)

Study-2 focuses on the relationship between multiple variables, i.e. alternative GMC-
strategic types (that are derived from study-1), corporate strategic postures (CSP),
perceived-green behaviour (PGB) and performance. This study deals with research
objective 3 that is: on the basis of the classification of GMC-strategic types (which are
derived from RO#2: chapter 4), how the confluence of various GMC-strategic types,
corporate strategic posture (CSP) and perceived-green behaviour (PGB) aligns with

performance.

Particularly, this study aims to empirically investigate the relationship between companies’
posture-behaviour-performance that fit with alternative GMC-strategic types by utilising a
configuration model. In light of this approach, the alignment of multiple variables i.e. CSP,
PGB and performance is moderated by the effect of various GMC-strategic types. This
configuration could suggest how each GMC-strategic type with a corporate posture and
behaviour constitutes fir with performance, and what could be advised as strategic
implication based on different GMC approaches. Accordingly, the research model 2 of

study-2 is offered as follow.
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Figure 5.2 Research Model 2 of Study-2 (RO#3)
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Having discussed the research objective 3 in chapter 1, study-2 builds on the primary
conceptual framework and makes use of the research findings (from study-1) that are
derived from the classification schemes namely the GMC-strategic types. To be more
precise, this empirical study aims to explain how alternative GMC-strategic types might
interact with corporate level posture and perceived-green behaviour that works on

influencing performance by utilising a configuration model.

Literature (i.e. Miller, 1996) notes that a configuration model clearly demonstrates a close

alignment of elements that reinforce each other and the central idea of configuration. In
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other words, a configuration model informs an essence of harmony among multiple
variables (Mintzberg, 1989). In this study, the author attempts to depict a configuration
model in order to understand strategic-behaviour-fit which is best described by the
confluence of multiple variables within the configuration model. In light of this approach,
it might enable a better understanding of how well an organisation’s level strategic-posture,
perceived behaviour and operational marketing with different GMC approaches would be
aligned to enhancing its overall performance. This configuration also represents a
relationship between the corporate-business unit-functional level and the role of marketing
(Walker Jr and Ruekert, 1987, Olson et al., 2005a) which explains how the association
between a company’s PGB, CSP, and GMC-strategies constitute a fit with its performance

towards achieving business and market objectives.

The establishment of fit within internal contexts would shed some light on the attributes
which can be viewed as an appearance of archetype (a set of relationships which are in a
temporary state of balance) (Miller and Friesen, 1977). In other words, this fit is in line with
an implication of a holistic view or characteristic that is shaped within an organisation
(Miller and Friesen, 1977). Particularly, this study focuses on a corporate-level posture,
which interacts with perceived behaviour and an operational marketing of GMC. This
configuration model could reveal how well the association of multiple factors derives an
appropriate strategic-behaviour-fit model which may vary depending upon alternative GMC
approaches (or strategies). The expected research outcome could also contribute to a body
of knowledge in terms of strategic implication of GMC. Furthermore, the proposed research
hypothesised relationships of the study-2 are discussed in section 5.3.1. The next section

will explain the research model 3 of study-3.
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5.2.2 Research Model of Study-3 (Research Objectives 4 through 6)

This section offers up research model 3 of study-3. Building on the classification schemes
of GMC in terms of the GMC-structures and GMC-strategic types. This particular study
aims to examine three different parts/aspects of multi-dimensional GMC models. Part-1
aims to assess the moderating role of alternative GMC-strategic types that have an influence
on the relationship between the operationalization of GMC-structures on the basis of two
main GMC-structures and GCA by utilising a configuration model. This investigation
corresponds to research objective 4 in order to explore companies’ strategic-GMC-fit
models with alternative GMC-strategic types for the enhancement of green competitive
advantage (GCA) (H4 — H6). Part-2 attempts to examine the mediating effect of GCA has
on the link between the overall operationalization of GMC-structures and performance. This
examination corresponds to research objective 5 (H7). Part-3 aims to test the direct influence
of four components of GMC-structures on performance. This investigation corresponds to
research objective 6 (HS). Next, an overview of research model 3 (study-3) is proposed as

below.

131



Figure: 5.3 Overview of Research Model 3 of Study-3 (RO#4, 5 and 6)
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Strictly speaking, study-3 (including part-1, 2 and 3) attempts to explain the salience of three
distinctive GMC-strategic types and the operationalization of GMC-structures that
contribute to fit, equifinality and organisational effectiveness (or performance) (e.g.
Venkatraman, 1989; Meyer et al, 1993; Miller, 1996). It also seeks to understand whether
or not both classification schemes in terms of the GMC strategic types and the GMC-

structures work on strengthening green competitive advantage and performance for

companies.

In order to capture the ‘wholeness’ of GMC and its implications, as stated earlier part-1

(RO#4) aims to empirically investigate the moderating role of alternative GMC-strategic
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types by focusing on fit-as-moderator based on a configuration approach (Venkatraman,
1989). In particular, the configuration model can explain strategic fit which highlights the
match between strategy and system or structure in contributing towards performance
effectiveness (Venkatraman and Camillus, 1984). Meanwhile, past studies (e.g. Van de Ven
and Drazin, 1984, Ketchen et al., 1993) indicate that strategic typology allows the interplay
between organisation’s characteristic and strategy that fif to reinforce strategic implications
and superior performance for companies. Based on this logic, the expected findings of this
study can be reported as a pursuit of strategic-GMC-fit in which depends upon the
interaction between the operationalization of GMC-structures (on the basis of basic- and
advanced GMC-structures) and GMC strategies (approaches) that shaped within an
organisation. The research outcomes in terms of strategic-GMC-fit could also contribute to
a body of knowledge highlighting the strategic implication of GMC that helps enhance green

competitive advantage for companies.

Next, part-2 (RO#5) aims to empirically assess the mediating role of GCA that works on
influencing the link between an overall operationalization of GMC-structures and
performance. Particularly, it aims to contribute to a better understanding of how GCA
intervenes on the effects of operationalization of GMC-structures on performance. In other
words, it is designed to gain some insights into the influence of GCA and whether or not the
GCA mediates the effect of GMC-structures on performance. In addition, this research is
built on the relationship between GMC structure-GCA-performance which can be explained
by the equifinality (Meyer et al, 1993). On this basis, the expected findings suggest that the
GCA which is gained by an implementation of GMC-structures could lead to heighten
organisation’s performance. Consequently, it is believed that the salient role of GCA will
help improve organisational effectiveness (Miller, 1996) by developing the GMC-

structures.
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Lastly, part-3 (RO#6) aims to empirically examine the causal influence of the four
components of GMC-structures on performance. This investigation builds on the RO#5 in
order to extend the imminent role of four components of the GMC-structures. The
contribution of this specific part could lead to a better understanding of whether or not each
component of the GMC-structures directly leads to strengthening companies’ performance.
The expected findings can also be used as advice on how each component of the GMC-
structures plays a significant role as an influencing factor, which has an impact on
organisation’s performance. Moreover, the outcomes could clearly explain and affirm the
salience of multi-dimensional GMC model and its implications (on the basis of four
components) that are closely related to contributing overall performance for companies or

organization effectiveness (Miller, 1996).

The following sections discuss the research hypothesised relationships of both empirical

sub-studies: study-2 (section 5.3.1) and study-3 (section 5.3.2, 5.3.3 and 5.3.4) respectively.

5.3 Research Hypotheses

5.3.1 Study-2: The Configuration Model of Fit among Various GMC-Strategic
Types, Corporate Strategic Postures (CSP), Perceived-Green Behaviour (PGB)
and Performance: H1 — H3 (Research Model 2: RO#3)

This section continues to posit research hypothesised relationships of study-2. As already
stated in the previous section, this study attempts to explain various strategic-behaviour-fit
models as approached by alternative GMC-strategic types based on a configuration method.
This examination focuses on multiple variables i.e. three GMC-strategic types, CSP, PGB,
competitive rivalry and performance. Meanwhile company’s age, sizes, industry types are
set as controlled variables. In point of fact, these variables may potentially confound the

analysis. This study corresponds to research objective 3 and demonstrates the relationships
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between multiple variables as seen in figure 5.4 below. Subsequently, a series of research

hypothesised relationships: H1 to H3 are proposed as follow.

Figure 5.4 Research Hypothesised Relationships: H1 — H3 (Study-2: RO#3)
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5.3.1.1 GMC-Prospector as Moderator (Hla — H1d)

Given the findings generated by this doctoral study and reported in chapter 4 (i.e. relating
to GMC-strategic types) when the term ‘GMC-prospector’ is used in this thesis it refers to
a type of GMC-strategy in which companies adopt and act in ways represented as an
opportunity-seeker or an expert in exploiting green product/market opportunity. The
empirical results suggest that the dominant characteristic of a GMC-prospector is viewed as
being the first-mover towards the exploitation of green product/market opportunity. On the
basis of the development of GMC-structures (from chapter 4), it is also advised that a GMC-
Prospector is a leader in change, moving a company forward in developing GMC with its

proactive manner. Owing to the GMC-prospectors’ unique characteristics, their unifying
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strengths are expressed as being keen in approaching all four components of the GMC-

structures.

Specifically, the findings give evidence that the GMC-prospectors possess effective green
market planning skills of GMC (Pre-GMC) and adequate green market information-
orientation of GMC (Info-driven GMC). In addition, they move forward the development
of green product (Product-driven GMC). They also show responsibility/agreement through
green marketing activities and communication of environmentally-friendly commitment
across organisation and with customers (which could be labelled ‘Synergistic GMC’).
Furthermore, the GMC-prospectors tend to outperform other types of companies with their
proactive manner through the development of GMC. These practices are as a result of their
distinctive attribute i.e. leading change towards a green market place more enthusiastically.
Being fully and effectively equipped with GMC knowledge-based resources, skills and
practices in turn drives them towards the exploitation of opportunities in green

product/market in order to gain greater performance outcomes.

In order to capture a broader view from literature, this study interprets the findings and
compares them with the organisation’s typologies of Miles and Snow (1978) as follows.
The GMC-prospectors are highly capable of searching and exploiting new product and
market opportunities, more capable than the analyzers and defenders. 1t is also evident that
in order for the prospectors to enter into new market arenas, they do adhere to their practice
in searching through a variety of environmental conditions, trends and events. In addition,
they pay more attention to the quality of investment, individuals and groups capability
within the organisation. As a result of that, they are able to continuously create changes and

being leaders in the marketplace (summarised from Miles et al, 1978).

Moreover, some of the literature (e.g. Li and Tan, 2013; Fiss, 2011; Slater et al, 2010;

Hughes and Morgan, 2008; Song et a/, 2007) in relation to strategy research supports the
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empirical findings of GMC-prospectors as follow. The GMC-prospectors tend to be more
dynamic than other strategic types within the same industry. Particularly, this type of
strategy manifests a rather progressive and fast-adaptive manner; meanwhile, involves a
first-mover advantage strategy implementation. The prospectors also proactively commit
to a full exploitation of new market opportunities with competitive strategy execution and
innovative product development whilst continuing to search for a new market trend (Olson

et al., 2005, Vorhies and Morgan, 2003; Miles et al, 1978).

In addition, research shows that the prospectors do value being leaders or first movers,
embarking on new product/market even though the investment might not always be highly
profitable (Robinson et al., 1992). Meanwhile they persistently respond to the signals of
new market opportunities or changes, and the launch of new products in order to meet and
satisfy the potential customer demands (Song et al., 2007). On the one hand, whilst the
prospectors tend to move towards a proactive market orientation (Narver et al., 2004), on
the other hand, they seem to take chances that might have inconsistencies within profit
margins when compared to others competitors (i.e. the defenders and analyzers) (Miles et
al., 1978). Nevertheless, they are still enthusiastic and proactive in new products and market
development which can be viewed as their strengths and their ambition towards new market

opportunity (Miles et al, 1978).

In summary, as discussed above, what is witnessed is that the GMC-prospectors are
proactive with their own self-interest towards the development of GMC-structures. In other
words, their proactive manner could be expressed as embodying in an exploitation of green
marketing knowledge-based resources and capabilities at an operational level for the
development of GMC-structures. As such, they are capable to take prompt action to
embarking on a green product/market opportunity in order to gain a first-mover advantage

(Fiss, 2011; Hughes and Morgan, 2008). Based on this viewpoint, it can be assumed that
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they tend to possess a risk-taking posture at a corporate level which might have an impact

on performance. Accordingly, a research hypothesised relationship is formulated as below:

Hypothesis 1a: Among GMC-prospectors, there is a positive relationship between a

corporate risk-taking posture and performance.

The literature (e.g. Fiss, 2011; Song et al, 2007) also indicates that the prospectors do show
concern about taking a leading role or the first-mover with a proactive manner in embarking
on new product/market opportunities. In doing so, they might not always follow a thorough
analytical approach and plan as they should do prior to taking on board a new market. As
such, GMC-prospectors’ characteristics show they always look forward to new market
trends, although those opportunities might occasionally not turn out to be profitable for them
(Robinson et al., 1992). Based on this circumstance, it may show a relative lack of
appropriate thoroughness within their analytical posture at a corporate level among the
GMC-prospectors, which has an impact on their performance. Armed with the above

knowledge, a research hypothesised relationship is proposed as below.

Hypothesis 1b: Among GMC-prospectors, there is a negative relationship between

corporate’s analytical posture and performance.

However, with GMC-prospectors’ strengths they seem to take challenge over green market
opportunity and competition. This circumstance is obvious when they embark on a new
product/market with progressive thought and first-mover strategy implementation (Hughes
and Morgan, 2008) as a reflection on the concern over competitive rivalry. Accordingly, it
can be assumed that they may perceive green product/market competition as a distinctive
challenge in the market place. Subsequently, a research hypothesised relationship is offered

as follow.

Hypothesis 1c: Among GMC-prospectors, there is a positive relationship between

companies’ concern of competitive rivalry and performance.
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In addition, some literature (e.g. Fiss, 2011; Slater et al/, 2010) emphasises that the
prospectors persistently respond signals generated from new market opportunities or
changes. They are always looking for new opportunities for the launch of new products in
order to meet and satisfy the potential within customer demands (Song et al., 2007). This
type of behaviour reflects their self-interest and enthusiasm as prospectors, deems to be
their trait as dynamic entrepreneurs in the ever changing market environment (Miles et al,
1978). Combined with the insights from empirical study-1, the GMC-prospectors seem to
possess a self-driven characteristic that moves them towards the development of green
product/market as being the first-mover in a marketplace (e.g. Slater et al, 2010; Song et al,
2007). With this in mind, it is believed that the green perceived behaviour as reflected by
the stakeholders (e.g. customers, government) might have no influence on companies’
decision-making to take on board green product/market opportunity. In other words, they
move towards the development of GMC-structures with their own interests. Consequently,

a research hypothesised relationship is proposed as below.

Hypothesis 1d: Among GMC-prospectors, there is a negative relationship between
companies’ concern of perceived green behaviour (as reflected by stakeholders) and

performance.

5.3.1.2 GMC-Analyzer as Moderator (H2a — H2d)

Given the findings generated by this doctoral study and reported in chapter 4 (i.e. relating
to GMC-strategic types) when the term ‘GMC-analyzer’ is used in this thesis it refers to a
type of GMC-strategy in which companies adopt and act in ways represented as a critical-
adopter or an elaborative-follower in exploiting green product/market opportunity. The
results suggest that the dominant characteristic of GMC-analyzer is viewed as the second-
mover into green product/market with a mindful and decisive manner in its approach. On
the basis of the development of the four components of GMC-structures, it is found that the
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GMC-analyzers are second to the GMC-prospectors in developing GMC-structures as an

elaborative follower.

Owing to the GMC-analyzers’ unique characteristics, their unifying strengths are expressed
as being thoughtful with their analytical ideal, whilst approaching all four components based
on the GMC-structures. The empirical results (chapter 4) reveal that the GMC-analyzers
tend to be mindful in developing the GMC-structures. For instance, they are thorough
towards the development of green market planning skills (Pre-GMC), the green market
information-orientation of GMC (Info-driven GMC), and the development of green product
(Product-driven GMC). Moreover, they coordinate with partners/distributors for
environmental preservation responsibility/agreement through marketing activities and
communication across the whole organisation as well as with customers (Synergistic GMC).
Accordingly, their practices are drawn from the results of their distinctive attribute i.e.
elaborative with an analytical manner, which is appropriately equipped with the GMC
knowledge-based resources, skills and practices towards an exploitation of opportunity in

green product/market in order to gain better performance outcomes.

In order to capture a broader view from literature, this study interprets the findings and
compares it with the organization’s typologies of Miles et al (1978) as follows. Miles, Snow,
Meyer and Coleman (1978, p. 553) indicate that the analyzers are in the middle of the two
groups: the prospectors and defenders (who expose themselves in an opposite direction with
a diverse strategic type). The analyzer type expresses more practical strategies which are
combined with both the prospector and defender approaches. Meanwhile the genuine
analyzers make great efforts in avoiding risk-taking with their aim to optimise opportunities
with cost efficiency and profitability. Hence, it can be viewed as an adaptive or a balanced

approach. Notwithstanding this, the analyzers could move towards new product/market
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opportunities if they happen to be feasible, even with their thorough analytical processes, as

long as they can retain their operational efficiency (summarised from Miles et al, 1978).

Some literature (e.g. Li and Tan, 2013; Fiss, 2011; Slater et al, 2010; Song et al, 2007) on
strategy research also indicates that the analyzer type is more concerned with the “second-
but-better” strategy. As it is evident that the analyzers are good at integrating both
prospector and defender’s strengths with their own distinct analytical process through
adaptive or a balance approach. As a result, the unique strategy of the analyzers can be
viewed as being balance/hybrid combined with their analytical approach (Olson et a/, 2005).
Although the GMC-analyzers are second to the GMC-prospectors and better than the GMC-
defenders, their strength in synthesising critical information could heighten the marketing

capability to attaining target market objectives and positive performance results.

Moreover, the analyzers do show concern about approaching an optimal balance between
stability and flexibility in their strategy implementation (Olson et a/, 2005). It is found that
the analyzers are rather thoughtful and careful in monitoring competitors, in cases of a
rival’s failure they are found to take over the opportunities to win the market (e.g. Hughes
and Morgan, 2008, Song et al., 2007, Miles et al., 1978). On the one hand, they are labelled
as the followers (or the second), on the other hand, it shows that they take into consideration
cost-efficiency within products and services (Conant et al., 1990, Dyer and Song, 1997). As
such, in order to protect and maintain their core products and markets, they thoroughly
inspect the opportunities as well as deploying their resources in a more efficient manner

(Slater et al., 2010 and 2006).

In summary, as discussed above, it is seen that the GMC-analyzers tend to be careful of the
development of GMC-structures with their elaborate approach. In other words, their
meticulous attention could be expressed as embodying in an exploitation of green marketing

knowledge-based resources and capabilities at an operational level for the development of
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GMC-structures. Moreover, they depend much more on information-orientation before
making decisions to embark on a green product/market opportunity; meanwhile, are
consistent with their strength in analysis through marketing strategy implementation (e.g.
Miles et al, 1978; Olson et al, 2005; Slater et al, 2010). Armed with the above insights, it
can be concluded that the GMC-analyzers do not seem to possess a risk-taking posture at a
corporate level which might impact on their performance. Therefore, the research

hypothesised relationship is offered as follow.

Hypothesis 2a: Among GMC-analyzers, there is a negative relationship between a

risk-taking posture at a corporate level and performance.

According to the GMC-analyzers’ characteristics as discussed above, this study draws an
assumption that they are prone to take an analytical posture at a corporate-level which has
influence on performance. Subsequently, a research hypothesised relationship is proposed

as below.

Hypothesis 2b: Among GMC-analyzers, there is a positive relationship between an

analytical posture at a corporate level and performance.

With regard to the GMC-analyzers’ characteristics as an elaborative follower in
approaching green product/market, they might view the prospectors as a competitor in the
market place. Likewise, it is noted that the analyzers are thoughtful on implementing a
second-but-better strategy (e.g. Miles et al, 1978; Song et al, 2007; Slater et al, 2010) so
that they could be able to beat their competitors. Based on this perspective, the GMC-
analyzers are careful and mindful in their processes when they embark on green market
strategy. Especially when they are confronted with intense competition from the GMC-
prospectors. As a result, this study draws an assumption that GMC-analyzers do show

concern about competitive rivalry over green products/markets as a challenge to their
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business success. Subsequently, a research hypothesised relationship is formulated as

below.

Hypothesis 2c: Among GMC-analyzers, there is a positive relationship between

companies’ concern of competitive rivalry and performance.

In addition, owing to the GMC-analyzers’ unique characteristics which can be labelled as
followers (or the second), it reveals that they take into consideration cost-efficiency in
products and services (Conant ef al., 1990, Dyer and Song, 1997; Olson et al, 2005) rather
than taking prompt action on embarking on new green market strategies. In other words, it
might be viewed that they do not clearly expose their self-ambition like the GMC-
prospectors do when embarking on a green product/market. As a result, this study draws an
assumption that the stakeholders’ reflection (e.g. customers, government) upon perceived
green behaviour might have an impact on their decision-making towards the development

of GMC. Subsequently, a research hypothesised relationships is proposed as below.

Hypothesis 2d: Among GMC-analyzers, there is a positive relationship between a
company’s concern of perceived green behaviour (as reflected by stakeholders) and

performance.

5.3.1.3 GMC-Defender as Moderator (H3a — H3d)

Given the findings generated by this doctoral study and reported in chapter 4 (i.e. relating
to GMC-strategic types) when the term ‘GMC-defender’ is used in this thesis it refers to a
type of GMC-strategy in which companies adopt and act in ways represented as a
conservative-adherent or an isolated group in exploiting green product/market opportunity.
The results suggest that the dominant characteristic of the GMC-defender is viewed as being

a conservative adherent company with its core defending strategy implementation.
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Owing to the defenders’ unique characteristics, they tend to be a slower and isolated group
in developing the four components of GMC-structures. The empirical results also show
evidence that they fall behind the development of all aspects i.e. the green market planning
skills of GMC (pre-GMC), the green market information-orientation of GMC (info-driven
GMC), the green product design and development (product-driven GMC), as well as the
coordination among channel network/partnership and communication practices (synergistic
GMC). This conclusion can be drawn as a result of their distinctive unawareness attributes
of the development of GMC and their lack of enthusiasm to engage in the green market. In
other words, they expose a rather conservative and consistent core-defensive strategy,

sticking to their market domain.

In order to capture a broader view from literature, this study interprets the findings and
compares it with the organization’s typologies of Miles et al (1978) as follows. Miles, Snow,
Meyer and Coleman (1978, p. 550) state that the defenders consciously play their roles in
order to retain an environment which can scrutinise their secured condition for the company.
This scenario can be explained by a particular market or domain which the defenders
contend to maintain their market domain and prevent competitors from penetrating into their
business boundaries. It also seems that they are not impressed by competition outside their
domain whilst keeping a distance from new market trends. This evidence can be viewed as
being genuine defenders who enjoy retaining their market niche within the industry (upon a
single or narrow market) instead of exposing their selves to new market opportunities

(summairsed from Miles et al, 1978).

In addition, some literature (e.g. Li and Tan, 2013; Fiss, 2011; Slater et a/, 2010; Song et
al., 2007; Vorhies and Morgan, 2003; Slater and Narver, 1993) on strategy research
highlights that the defenders are not only considered as being risk-adverse with a reactive

response, they also largely depend upon the deployment of capabilities more efficiently,
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consistent with their own core defending strategy. It is also noted that the defenders do focus
on maintaining their secure market within a domain, as well as putting more effort into
improving service, product quality and image, so as to sustain their core market niche (Miles
et al., 1978; Olson et al., 2005a). Nevertheless, they might adopt a value marketer strategy
(concerned with high-quality, moderately innovative products) into their practices (Olson
et al., 2005b). This practice in turn could help them improve their products, to achieving
their market objectives. On a negative note, past research (i.e. Hughes and Morgan, 2008)
suggests that the defenders are the least likely to put an emphasis on information orientation

among all the three strategic types.

In summary, as discussed above, it is witnessed that the GMC-defenders are an isolated
group. Meanwhile, they are rather conservative towards the development of GMC-
structures. As it appears obvious that they are the group with the least interest in making
changes toward a new market trend, particularly in green products/markets when compared
to other types (i.e. prospectors and analyzers). Similarly, past research (i.e. Miles et al,
1978; Fiss, 2011) also supports that they enjoy maintaining their product/market domain,
rather than making any effort to catch up with competition outside their territory. However,
with their ability to keep up with some changes in the niche’s demand towards green
product/market trend, their conservative mindset could be expressed as embodying in an
exploitation of green marketing knowledge-based resources and capabilities at an
operational level for the development of GMC-structures. In other words, it can be said that
they do possess a rather reactive response to green product/market trends. Bearing this in
mind, this study draws an assumption that the GMC-defenders do not exhibit a risk-taking
posture at their corporate level, but instead they conduct business with a defensive approach.

Subsequently, a research hypothesised relationship is offered as below.
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Hypothesis 3a: Among GMC-defenders, there is a negative relationship between

companies’ approaching risk-taking postures and performance.

In addition, the empirical findings affirm that the GMC-defenders’ unique attribute which
is prone to reactive response towards green product/market opportunity (Miles et al, 1978).
As such, the defenders show the least amount of emphasis on the information orientation
among all three strategic types (Slater et al, 2010; Hughes and Morgan, 2008). Based on the
above insights, they are likely fall behind in green market information orientation and
searching for new market trends as they should. This reflects their inability to incorporate
an appropriate analytical approach at a corporate level, which might have an impact on

performance. Hence, a research hypothesised relationship is formulated as follow.

Hypothesis 3b: Among GMC-defenders, there is a negative relationship between

companies’ approaching analytical postures and performance.

Meanwhile, literature highlights that the genuine defenders tend to protect their market
niche instead of exposing themselves to such new market opportunities or competition
outside their domain (Fiss, 2011; Miles et al, 1978). Likewise, the GMC-defenders who
tend to be conservative in doing business with a core defending strategy in order to maintain
their target market. This incident also reflects that they do not show much concern about the
competition in green product/market which is likely to be outside of their interest. Therefore,

a research hypothesised relationship is indicated as below.

Hypothesis 3c: Among GMC-defenders, there is a negative relationship between

companies’ concern of competitive rivalry and performance.

Moreover, the empirical findings give evidence to the fact that the GMC-defenders (with a
core defending strategy in nature) exhibit the least amount of self-ambition towards the
development of GMC. They also tend to focus on their narrowing marketing domain instead.

However, literature defines the unique attribute of the defenders as possessing a capability
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to develop new products in order to satisfy their target customers’ demand (Slater et al,
2010; Olson et al, 2005). In particular, this attribute can be reflected in a way that the
defenders take into account the perceived-green behaviour — PGB (as reflected by the
stakeholders i.e. customers, shareholders, distributors) in order to keep on track with their
customers’ need and maintain their niche demand. With this knowledge, it is likely that the
GMC-defenders must adapt to their stakeholders’ opinions on the perceived behaviour. This
in turn potentially have an impact on a decision-making process at their corporate level
towards the development of GMC. Accordingly, a research hypothesised relationship is

proposed as follow.

Hypothesis 3d: Among GMC-defenders, there is a positive relationship between a
corporate’s concern of perceived green behaviour (as reflected by stakeholders) and

performance.

In brief, the empirical study-2 proposes a series of hypothesised relationships among
different types of GMC-strategies (as moderators) that companies might approach in
compliance with multiple variables: CSP, PGB, competitive rivalry and performance. On
the basis of review of past studies (e.g. Miles et al, 1978; Fiss, 2011; Li and Tan, 2013)
combined with the present study’s empirical findings (chapter 4), this study depicts the
distinctiveness among three GMC-strategic types: GMC-prospector, GMC-analyzer and
GMC-defender. It brings to light the extent to how well these GMC-strategies fit with
companies’ performance, which could enhance the configuration model among various
variables i.e. CSP, PGB and competitive rivalry. This associated trajectory is also reflected
in terms of strategic-behaviour fit. In addition, the strategic-behaviour model could
contribute to a better understanding of how each GMC-strategy derives a strategic

implication. This behaviour will largely depend on the fir between ‘strategy’ and
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‘organisations’ effectiveness’ (or performance) (Miller, 1996). (More discussions on data

analysis of this study can be found in chapter 6: section 6.4.1)

Next, this study summarises the key literature used for the development of research
hypotheses, and provides an overview of the proposed hypothesised relationships of study-

2: H1 — H3 in table 5.1 as below.

Table 5.1 Overview of Key Literature Used for the Hypothesis Development and
Research Hypothesised Relationships of Study-2 (H1 — H3)

Three GMC-Strategic types

Key Hypotheses | Studied GMC- GMC- GMC-
Literature variables | Prospectors | Analyzers | Defenders
Miles and Hla Risk-taking Positive
Snow (1978) Hlb Analytical Negative
Vorhies and Hlc Cofil\l?;tl}}t,we Positive
Morgan (2003) Hid PGB Negative
Olson, Slater
and Hult H2a Risk-taking Negative
(2005) H2b Analytical Positive
Slater, Olson H2c Coglp;t;}t,ive Positive
d Hult v .
?goo 6)“ H2d PGB Positive
Song, Di H3a Risk-taking Negative
Benedetto and H3b Analytical Negative
Nason (2007) H3c Competitive Negative
Hughes and rivalry ..
Morgan (2008) H3d PGB Positive
Slater, Hult
and Olson
(2010)
Fiss (2011)
Li and Tan
(2013)

Source: Author

Next, the following sections will present more research hypotheses of study-3 starting with
part-1 (H4 — H6) in section 5.3.2, part-2 (H7) in section 5.3.3, and part-3 (HS8) in section

5.3.4 respectively.
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5.3.2 Study-3 (part-1): Investigation on the Moderating Effect of Alternative GMC-
Strategic Types on the Relationship between GMC-Structures and Green

Competitive Advantage (H4 — H6) (Research Model 3: RO#4)

This section aims to postulate research hypothesised relationships of empirical study-3
(part-1). Building on the classification schemes of GMC (chapter 4), both findings on the
basis of GMC-strategic types and the GMC-structures are brought forward for further
empirical analyses in study-3. This particular study employs a configuration approach in
order to examine a series of research hypothesised relationships (see an illustration in figure

5.5).

In light of the configuration approach, both study-2 and -3 utilise the three GMC-strategic
types as moderators. These studies share the same purpose by using a configuration model
of fit among multiple variables in order to understand how the fit model contributes
performance effectiveness, in other words, influences companies’ competitive advantage
and performance. Particularly, study-3 (part-1) builds on the findings of the classifications
of GMC based on both, the GMC-structures and the GMC-strategic types (from study-1:
chapter 4). This study not only aims to gain a better understanding of whether or not the
classification of GMC-structures interact with the GMC-strategic types. It is also to
investigate whether or not the role of the GMC-structures are regarded as influential factors
in contributing towards a critical source of competitive positioning, which in turn leads a
better performance for companies. With this purpose, the expected findings could reinforce
the effectiveness of the GMC model which constitutes a company’s organisation

effectiveness through its performance (Miller, 1996).

As stated earlier, this study corresponds to the research objective 4 and aims to assess the
role of the three GMC-strategic types as moderators (the moderating effect or fit-as-

moderation) by using a configuration approach (Venkatraman, 1989) and the association
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with the operationalization of two main GMC-structures (basic and advanced GMC-
structures) and green competitive advantage (GCA). This investigation particularly focuses
on three groups of variables i.e. three GMC-strategic types, the two main GMC-structures
and GCA. Meanwhile company’s age, sizes, industry types and competitive rivalry are set
as controlled variables. In point of fact, these variables may potentially confound the

analysis.

Based on the classification of the GMC-structures, the operationalization of GMC can be
divided into two main structures which are: (1) basic GMC-structure (on the basis of
architectural marketing capabilities) and (2) advanced GMC-structure (on the basis of
specialized marketing capabilities) (Morgan, 2012) which have already been discussed in
chapter 4 (section 4.2.1: classification of GMC-structures). In particular, the basic GMC-
structure consists of the pre-GMC and info-driven GMC concerning the architectural
marketing capabilities (Morgan, 2012). Next, the advanced GMC-structure is comprised of
the product-driven GMC and synergistic GMC which are the cornerstone to specialized
marketing capabilities (Morgan, 2012). The combination of both basic and advanced GMC-
structures contributes to an overall operationalization of the GMC-structure (a
representation of overall companies’ strategic marketing plan and capabilities at an
operational level that is fully embedded in environmentally-oriented aspect). Furthermore,
a series of research hypothesised relationships of study-3 (part-1) are developed and

illustrated as below (see figure 5.5).
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Figure 5.5 Research Hypothesised Relationships: H4 — H6 of Study-3

(Part-1: RO#4)

GMC-Strategic Types
*  GMC-Prospector
*  GMC-Analyzer
*  GMC-Defender

4 N\ H4 — H6

The Operationalization of
GMC-Structures
B GMC Green
= asic -structure \ 4 R ‘e
(Pre-GMC & Info-driven) > Competitive
Advantage
= Advanced GMC-structure (GCA)

\ (Product-driven & Synergistic)/

Source: Author

5.3.2.1 GMC-Prospector as Moderator (H4a — H4b)

Having discussed the dominant characteristics of the GMC-prospectors in the previous
section, this section further discusses their strategies and strengths on the basis of the
operationalization of GMC-structures. The empirical findings (from chapter 4) reveal that
the GMC-prospectors are considered as keen or an expertise in developing the GMC-
structures. They tend to be leading change with a clear goal/mission to achieving their
market objectives (Slater et a/, 2006) and possess a fast-adaptive gesture to gaining first-
mover advantage in developing towards GMC. All of these characteristics can be viewed as
the unifying strengths of GMC-prospectors. To be more precise, the GMC-prospectors are
found to be highly capable in searching and exploiting green product and market
opportunities more than the GMC-analyzers and the GMC-defenders. What is also is
witnessed is that they tend to develop and adhere to their strengths in searching through a

variety of environmental conditions, trends and events (Miles et al, 1978). As a result of
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that, they pay more attention to the quality of investment in individuals and groups’
capability within the organisation. With this process, they are be able to continuously create

changes and be leaders in the marketplace (Miles et al, 1978).

On the basis of the operationalization of the GMC-structures i.e. basic and advanced GMC-
structures which are the cornerstone to a company’s marketing resources and capabilities
(Morgan, 2012), it is concerned with internal resources as critical drivers of competitive
advantage and performance (Amit and Schoemaker, 1993, Peteraf, 1993). The empirical
results affirm that the GMC-prospectors have sufficient green marketing knowledge-based
resources, based on strategic green marketing planning skills, and information-orientation
and implementation of GMC. They are adaptable to green product design and development,
as well as being capable of managing environmentally-friendly channeled networking and
partnering with distributors and suppliers. Hence, the GMC-prospectors possess effective
internal corporate communication skills, as well as external communication skills with their
customers. As a result, they are fully equipped with knowledge and great potential towards
the development of the operationalization of GMC based on the two main structures: basic

and advanced GMC-structures.

In addition, both basic and advanced GMC-structures not only focus on a continuous
reconfiguration, or reconsolidation among multiple types of resources that change existing
capabilities in developing new strategies over time (Eisenhardt and Martin, 2000), but also
contribute to the configuration that combines and bundles multi-tasking green marketing
functions at an operational level to create a new source of competitive advantage (Morgan,
2012). Specifically, the basic GMC-structures involve knowledge-based green marketing
planning, information implementation and dissemination for decision making purposes
across an entire organisation. Meanwhile, the advanced GMC-structures are concerned with

green product design and development, combining green channel/network partnership with
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other companies for environmentally-friendly commitment, as well as communication
across organisations and customers. As a result, the above expertise could have facilitated

GMC-prospector to be able to move forward as leading-change among all groups.

Drawing on the GMC-prospectors’ core strategy and strength, i.e. an opportunity-seeker
with fast-adaptive and first-mover advantage strategy in green product/market. The
operationalization of the two main GMC-structures are aligned with their progressive
thought and advancing plan (by integrating a multi-leveled organisation’s capabilities)
which is incorporated in their green marketing knowledge-based and information
implementation (based on basic GMC-structures). Additionally incorporated is their green
product design and development, as well as green partnerships/coordination for an
environmentally-friendly commitment (based on advanced GMC-structures). On the basis
of their synthesis of strategies and strengths, the GMC-prospectors are able to improve their
capabilities to search and stay up-to-date with new market trends as well as assimilate
organisation’s individuals and group’s capability. Hence, they can continuously create
changes (e.g. Miles et al, 1978) to be fast-adaptive through their development of GMC. By
which this process helps them strengthen a critical source of competitive advantage, and yet

to be the first-mover in green market place.

Armed with the above insights from literature and the empirical findings (chapter 4), this
study draws an assumption that companies with GMC-prospector strategic type based on
their core strategies and strengths as being fast-adaptive with first-mover advantage strategy
implementation together with a full exploitation of multi-leveled organisation’s capabilities
(Fiss, 2011; Hughes and Morgan, 2008; Miles et al, 1978) are able to deploy green
marketing knowledge-based resources and information-orientation in relation to basic

GMC-structures (Pre-GMC and Info-driven GMC). This is done for the enhancement of
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their critical source of green competitive advantage (GCA). Consequently, a research

hypothesised relationship is offered as below.

Hypothesis 4a: Among GMC-prospectors, there is a positive effect of basic GMC-
structures (in terms of pre-GMC and info-driven GMC) on their critical source of

GCA.

In addition, the ability of the GMC-prospectors’ to integrate multi-leveled organisation’s
exploitation of its full capabilities (Miles ef al, 1978; Slater et al, 2010) into the advanced
GMC-structures based on both green product design and development (product-driven
GMC) as well as the hybrid practices of GMC through channel/network partnership with
other companies for environmentally-friendly commitment, as well as communication
across organisations and customers (synergistic GMC) could also lead them to improve a
critical source of GCA. As a result, a research hypothesised relationship is formulated as

below.

Hypothesis 4b: Among GMC-prospectors, there is a positive effect of advanced
GMC-structures (in terms of product-driven GMC and synergistic GMC) on their

critical source of GCA.

5.3.2.2 GMC-Analyzer as Moderator (H5a — H5b)

Having discussed the unique characteristics of GMC-analyzers in the previous section, this
section further discusses their strategies and strengths on the basis of the operationalization
of GMC-structures. Empirical findings from chapter 4 show that the GMC-analyzers are
regarded as critical-adopters towards the development of GMC. Their corporate level
strategy positioning indicates, they tend to hold an analytical approach with a careful
manner in exploiting a green product/market opportunity. They are found to be an
elaborative-follower through mindful or thorough mindsets towards the development of

GMC-structures. This characteristic seems to represent their unifying strengths of being
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analyzers, to incorporate a cost-efficiency strategy in order to achieve target market

objectives (Slater et al, 2010; Song et al, 2007).

The empirical findings (chapter 4) suggest some grounding characteristics of GMC-
analyzers based on the development of GMC-structures as follows. In terms of basic GMC-
structures (pre-GMC and info-driven GMC) which are fundamental to the GMC model, the
GMC-analyzers have been witnessed as having some basic knowledge of green marketing
planning skills and relevant information-orientation activities of green product/market. In
terms of advanced GMC-structures (product-driven GMC and synergistic GMC), they are
also seen to consider developing green products as well as expose their capacity to manage
an environmentally-friendly channel network. They also show the ability to form
partnerships with distributors and suppliers, even though they are second to those of the
GMC-prospectors. Furthermore, they utilise appropriate internal corporate communication
skills as well as maintaining external communication with their customers to promote

environmental responsibility and commitment.

Based on the operationalization of two main GMC-structures (both basic and advanced
GMC-structures), some significant savings on long term waste management, energy costs
as well as operational improvement and ability to utilise recyclable supplies and materials
become more feasible (Porter and van der Linde, 1995b, Leonidou et al., 2013b, Chang,
2011). Moreover, through regular investment on new green (eco-friendly) technology,
system, processes and strategies could improve companies’ competitive position in the
marketplace (Porter, 1995; Leonidou et al, 2013). These beneficial practices substantially
contribute to a cost effectiveness for the GMC-analyzers to take on board in their marketing
operation. For instance, the significant change in cost savings by developing green
products/services. Strictly speaking, the basic GMC-structures involve knowledge-base of

green marketing planning, information implementation and dissemination for decision
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making purposes across the entire organisation. Coupled with the advanced GMC-structures
concerning green product design and development as well as green channel/network
partnerships with other companies for environmentally-friendly commitment, could help
enhance the GMC-analyzers’ analysis on cost efficiency towards the development of GMC-

structures.

Drawing on the GMC-analyzers’ core strategy and strength, i.e. an elaborate manner with
an analysis on cost-efficiency purpose, the operationalization of two main GMC-structures
could be aligned with their mindful and thorough planning (by scrutinising a cost
effectiveness) including: green marketing knowledge-base, information implementation
(based on basic GMC-structures), green product design and development as well as green
partnerships/coordination for environmentally-friendly commitment (based on advanced
GMC-structures). On the basis of their synthesis of strategy and strength, the GMC-
analyzers are capable to evaluate a mindful plan with a cost-efficient process through the
development of GMC. This process could help them improve a critical source of competitive

advantage in order to confront other competitors in the green marketplace.

Armed with the above insights from literature and the empirical findings (chapter 4), this
study draws an assumption that companies with GMC-analyzer strategic type (based on
their core strategies and strengths as being elaborate manner with an analysis of cost
efficiency strategy (e.g. Slater et al, 2010; Song et al, 2007) are capable of deploying green
marketing knowledge-based resources and skills based on basic GMC-structures (Pre-GMC
and Info-driven GMC) to strengthen their critical source of GCA. Accordingly, a research

hypothesised relationship is formulated as below.

Hypothesis 5a: Among GMC-analyzers, there is a positive effect of basic GMC-
structures (in terms of pre-GMC and info-driven GMC) on their critical source of

GCA.
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In addition, the GMC-analyzers with their analytical approach and cost-efficient awareness
(e.g. Slater et al, 2010; Song et al, 2007) could be able to develop both green products as
well as undertake effective coordination with other partnerships on green/environmentally-
friendly marketing practices on the basis of advanced GMC-structure (Product-driven GMC
and Synergistic GMC) in order to heighten a critical source of GCA for their companies.

Accordingly, a research hypothesised relationship is proposed as below.

Hypothesis 5b: Among GMC-analyzers, there is a positive effect of advanced GMC-
structures (in terms of product-driven GMC and synergistic GMC) on their critical

source of GCA.

5.3.2.3 GMC-Defender as Moderator (H6a — Hé6b)

Having discussed the unique characteristics of GMC-defenders in the previous section, this
section further discusses their strategies and strengths on the basis of the operationalization
of GMC-structures. The empirical findings (from chapter 4) give evidence to the fact that
the GMC-defenders are an isolated group and under-developed towards the GMC-structures
compared to the prospectors and analyzers. They tend to focus on their market domain in
order to protect their market niche (e.g. Fiss, 2011; Hughes and Morgan, 2008; Vorhies and
Morgan, 2003). The unifying strengths of the GMC-defenders can be viewed in the area of
being consistent with defending/protecting their product/market by focusing on retaining
their customers with a core defensive strategy in their businesses. Moreover, past research
(e.g. Miles et al., 1978) emphasises that while they are capable of responding to change in
new market trends, it seems to be at a slower pace. Likewise to the development of GMC-
structures, it is likely that the defenders have capacity to do so, but with a rather risk adverse

strategy (Song et al, 2007).

Drawing on the GMC-defenders’ core strategy and strength, i.e. a conservative adherent

with a core defending strategy, the operationalization of two main GMC-structures could be
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aligned with their defensive manner and risk adverse plan (e.g. Slater et al, 2010; Song et
al, 2007) (by aiming at protecting and maintaining their market domain). Based on this
viewpoint, the GMC-defenders may incorporate: a green marketing knowledge-based
information implementation, green product design and development as well as green
partnerships/coordination for environmentally-friendly commitment into their core
defending strategy implementation and risk adverse plan (Miles et al, 1978; Olson et al,
2005; Song et al, 2007) in order to achieve their target market objectives. Their main goal
for doing so would be to maintain or satisfy customers’ demands on environmentally-
friendly items, particularly within their market niche. On the basis of their synthesis of
strategy and strength, the GMC-defenders are capable of evaluating their core strategy and
strengths through the development of GMC. This process in turn could help them improve
a critical source of competitive advantage in order to counteract other competitors in

marketplace.

Armed with the above insight from literature and the empirical findings (chapter 4), this
study draws an assumption that while the defenders are capable in responding to change in
new market trends (Miles et al., 1978; Slater et a/, 2010), they may seem to be slower to do
so especially towards green markets. This trait can be viewed as companies with GMC-
defender strategic type have the capability to exploit green marketing knowledge-based
resources, skills and information-orientation based on the basic GMC-structures (Pre-GMC
and Info-driven GMC), although it could happen in a rather purposive approach in order to
meet their customers’ demand (or market niche’s requirement). With this aim, the basic
GMC-structures could lead them to evaluate a critical source of GCA. Consequently, a

research hypothesised relationship is proposed as below.
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Hypothesis 6a: Among GMC-defenders, there is a positive effect of basic GMC-

structures (in terms of pre-GMC and info-driven GMC) on their critical source of

GCA.

As discussed earlier, while the defenders are capable of responding to change in new market
trends (Miles et al., 1978), on the basis of green market opportunity the GMC-defenders
with their conservative approach, core defending strategy and risk adverse plan (Slate et al,
2010; Song et al, 2007; Miles et al, 1978) have capability to develop both green products as
well as undertake effective coordination with other partnerships on environmentally-
friendly marketing practices towards the advanced GMC-structures. As a result of their
adopted process, it could lead them to improve a critical source of GCA for their companies.

Subsequently, a research hypothesised relationship is offered as below.

Hypothesis 6b: Among GMC-defenders, there is a positive effect of advanced
GMC-structures (in terms of product-driven and synergistic GMC) on their critical

source of GCA.

In short, the above hypothesis development of study-3 (part-1) is drawn upon the
assumptions consolidating the insights from past studies and the empirical findings (study-
1: chapter 4). The operationalization of GMC-structures (based on basic and advanced
GMC-structures) and GCA with different GMC-strategic types are examined by using a
configuration model. In light of this approach, this study aims to demonstrate the uniqueness
of alternative GMC-strategic types i.e. GMC-prospector, GMC-analyzer and GMC-
defender, and the extent to which these GMC-strategies in association with the
operationalization of two main GMC-structures (in terms of basic GMC-structures and
advanced GMC-structures) could confer on companies’ a critical source of green
competitive advantage (GCA). Later, the proposed research hypotheses will be analysed

and reported in chapter 6.
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Next, the author summarises all research hypothesised relationships of study-3 (part-1): H4

— H6 (see table 5.2 below).

Table 5.2 Summary of Hypothesis Development of Study-3 (part-1: H4 — H6)

Alternative GMC-Strategies

Hypotheses Proposed GMC- GMC- GMC-
Relationships Prospectors | Analyzers | Defenders

H4a Basic GMC — GCA Positive
H4b Advanced GMC — GCA Positive
H5a Basic-GMC — GCA Positive
HS5b Advanced GMC — GCA Positive
Ho6a Basic-GMC — GCA Positive
Hé6b Advanced GMC — GCA Positive

Source: Author

5.3.3 Study-3 (Part-2): The Mediating Role of GCA Has on the Relationship
between the Overall Operationalization of GMC-Structures and

Performance: H7 (RO#5)

This section further postulates research hypothesised relationship (H7) of study-3 (part-2).
Building on the classification schemes of GMC, the overall operationalization of GMC-
structures is brought forward into an empirical analysis. To be more specific, this research
model corresponds to research objective 5 in order to assess the mediating influence of GCA
on the link between the operationalization GMC-structures and performance. The research

hypothesis development (H7) is offered in figure 5.6 as below.
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Figure 5.6 Research Hypothesised Relationship: H7 of Study-3 (Part-2: RO#5)

The Overall Green
Operatlonallzatlon Competitive Performance
Advantage
GMC- Structures (GCA)

Source: Author

Having discussed the conceptual model of GMC and its operationalization of two main
structures in chapter 2 and 4, this section brings forward the overall operationalization of
GMC-structures for further empirical analysis. The operationalization of GMC-structures,
which is anchored to a company’s marketing resources and capabilities enlightens on its
critical driver for competitive advantage and superior performance (Amit and Schoemaker,
1993, Peteraf, 1993). Specifically, the operationalization of GMC can be categorised or
simplified by two main GMC-structures. Firstly, the basic GMC-structures are fundamental
to architectural marketing capabilities (Morgan, 2012). This operation comprises of two
components: (a) pre-GMC refers to the green marketing capabilities in terms of knowledge-
based resources and planning skills and (b) info-driven GMC refers to the green marketing
capabilities in terms of information-orientation towards information implementation and
dissemination within an organisation that look for ease in a decision-making process. Next,
the advanced GMC-structures are fundamental to specialized marketing capabilities
(Morgan, 2012). This operation consists of two components: (¢) product-driven GMC refers
to the green marketing capabilities in terms of product design and development to be in line
with environmentally-friendliness and (d) synergistic GMC refers to the green marketing
capabilities that consolidate the specialised green marketing activities and coordination

among green channel network/partnerships (e.g. distributors, suppliers) together with
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communications inside an organisation and with customers in order to promote

environmentally-friendly responsibility and commitment.

In particular, study-3 (part-2) focuses on the overall operationalization of GMC-structures.
Owing to its integrated process, the overall operationalization of GMC-structures
(including: basic and advanced GMC-structures) highlights a continuous reconfiguration or
reconsolidation among multiple types of resources which change existing capabilities to
developing anew over time (Eisenhardt and Martin, 2000). This process also enhances the
configuration that combines and bundles multi-tasking green marketing functions at an
operational level (a configuration of green marketing knowledge-based resources and
strategic marketing capabilities) for a creation of a source of competitive advantage for
companies. For instance, the significant change in cost savings by improving the
environmental quality of products/services becomes feasible for companies to take on board
GMC. Likewise, numerous past studies (e.g. Porter and van der Linde, 1995b, Leonidou et
al., 2013b, Chang, 2011) support that considerable long term cost savings from waste
management and energy saving processes, as well as operational improvement and
differentiation of products for recyclable supplies and materials can be achieved by
companies who engage environmentally-oriented issues in their marketing and business
management. Moreover, through regular investment of new green (eco-friendly)
technologies, system, processes and strategies could also help differentiate a company’s
position towards being a leader in the marketplace (Porter, 1995; Leonidou et al, 2013). To
be consistent with the operationalization of GMC-structures, the development of green
products can also lead companies to satisfy and meet the demands of target green
consumers. By which it could also lead to attract green consumers who are willing to pay
higher price for green products (Leonidou et al., 2013b). Armed with the above insights, the

perception of green competitive advantage (GCA) can be witnessed in various aspects on
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the basis of the operationalization of GMC-structures upon a combination of architectural

and specialized marketing capabilities (Morgan, 2012).

In other words, the implementation of overall operationalization of GMC-structures which
is embedded in companies’ marketing resources and capabilities could create a critical
source of green-based competitive advantage for them. Specifically, the integrated process
of the operationalization of GMC-structures (comprising of four components: pre-GMC,
info-driven GMC, product-driven GMC and synergistic GMC) represents a configuration
that combines and bundles green marketing knowledge-based resources and strategic
marketing at an operational level for the enhancement of companies’ overall green
marketing capabilities in achieving superior performance (Leonidou et a/, 2013; Ketchen et

al, 2007).

Bearing the above in mind, the author draws an assumption that the role of GCA could
heighten an effect of overall operationalization of the GMC-structures on performance
outcomes. In other words, a critical source of GCA can be created by the improvement of
GMC-structures towards differentiating companies’ competitive position (Leonidou et al,
2013, Porter, 1995). Furthermore, the implementation of GMC could help companies enter
remunerative markets as well as leading change in green product/market. In doing so, the
overall operationalization of GMC-structures could empower companies to fully exploit the
right green marketing capabilities to obtaining green product investment profitability,
increasing green product sales margins, achieving return on investment (ROI) and reaching
green product investment financial goals. Subsequently, a research hypothesised

relationship is formulated as below.

Hpypothesis 7: Green competitive advantage (GCA) mediates an effect of the overall
operationalization of GMC-structures (i.e. pre-GMC, info-driven GMC, product-

driven GMC and synergistic GMC) on performance outcomes
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5.3.4 Study-3 (Part-3): The Direct Influence of The Four Components of GMC-

Structures on Performance: H8 (RO#6)

This section aims to posit the last research hypothesised relationship (H8) of study-3 (part-
3). Building on the classification scheme of GMC-structures, the four components of GMC-
structures are brought forward for further empirical analysis in this study. This particular
part corresponds to research objective 6 in order to examine the direct influence of the four
components of GMC-structures on performance. The research hypothesised relationship

(HS) is offered in figure 5.7 as below.

Figure 5.7 Research Hypothesised Relationship: H8 of Study-3 (Part-3: RO#6)

Four Components of HS
GMC-Structures (
*  Pre-GMC » Performance
¢ Info-driven 1
¢ Product-driven
*  Synergistic GMC

\

Source: Author

Having discussed the operationalization of GMC and the four components in chapter 4, this
section further explains the imminent role of the operationalization of GMC-structures
based on the four components. Specifically, the four components of GMC-structures rely
upon a process of strategic green marketing bundling with multi-tasking at an operational
level which is embedded in companies’ marketing resources and capabilities (Morgan,
2012). On the basis of GMC-structures, the two main structures are comprised of basic
GMC-structures (which is grounded in architectural marketing capabilities) and advanced
GMC-structures (which is grounded in specialized marketing capabilities). In particular, a
combination of both basic and advanced GMC-structures gives rise to the four components

of GMC-structures as follow: (1) pre-GMC, (2) info-driven GMC, (3) product-driven GMC,
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and (4) synergistic GMC. Strictly speaking, the focus of each component is dependent on
the development of its unique functional marketing which involves strategic green
marketing bundling multi-tasking at an operational level within an organisation. Details of

each component are briefly discussed below.

Component 1: Pre-GMC. Pre-GMC refers to a pre-stage or beginning level on the basis of
the GMC-structures. The pre-stage is to prepare and warrant companies’ green marketing
knowledge-based resources and skills, and explain how well companies understand and
acquire the knowledge and planning skills (e.g. Morgan et al, 2012; Leonidou et al, 2013)
to improve their green marketing capabilities. In reality, this step would help evaluate
whether or not companies are equipped with the basic understanding of green marketing in
association with a clear goal and creative green marketing strategies with thorough
knowledge about green marketing planning processes. This is regarded as a foundation
before executing other steps of the GMC-structures. Given its critical groundwork, it is
believed that the knowledge-base of green marketing within the pre-GMC concept could
enhance companies’ operational marketing capability, which could also positively lead them

to attain target performance goals.

Component 2: Info-Driven. Info-Driven GMC refers to a green marketing information-
orientation on the basis of the GMC-structures. The green marketing information-
orientation is to heighten an understanding of the current green product/market trends that
help facilitate companies’ decision-making process (e.g. Morgan et al, 2012; Vorhies et al,
2009). Fundamentally, this component is concerned with the information that integrates all
available knowledge about environmentally-friendly issues and new information combining
with past research to build a richer market view for companies. In addition, this involves an
implementation and dissemination of green marketing information across an entire

organisation which must be available and accessible for an internal organisation’s utilisation
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(e.g. business units or departments and operations within a company) (Morgan, 2012;
Morgan et al, 2009). Practically, this step would help evaluate whether or not companies
are equipped with green marketing information orientation in order to effectively be
implemented for a better decision-making process towards embarking on the emerging
green market opportunity. On this basis, it is believed that the knowledge-base of green
marketing within the info-driven GMC concept could heighten companies’ operational
marketing capability, which could also positively lead them to achieve target performance

outcomes.

Component 3: Product-Driven GMC. Product-Driven GMC refers to green product design
and development on the basis of the GMC-structures. The emphasis of this component is on
the design of green product and the selection of environmentally-oriented materials and
ingredients (e.g. Leonidou et al, 2013; Fraj et al, 2013; Kotler, 2011; Pujari, 2006). The
development of green product and design are crucial steps for all product-related marketing
companies to take into account. Basically, this component is concerned with the know-how
in relation to product design, and whether or not companies are careful in choosing the
contents, ingredients, and raw materials of their green products to be environmentally-
friendly as well as engaging appropriate labelling to promoting the natural environmental
benefits. In practice, this step would help evaluate whether or not companies take into
consideration the design and development of green product which could guide towards the
direction that attracts and captures target green consumers’ demands (Leonidou et al, 2013).
With this in mind, it is believed that the specialised green marketing in relation to the
product-driven GMC concept could intensify companies’ operational marketing capability,

which could also positively lead them to accomplish target performance goals.

Component 4: Synergistic GMC. Synergistic GMC refers to a hybrid process of specialised

green marketing activities on the basis of the GMC-structures. The emphasis is on a
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systematic-coordinated process that consolidates specialised marketing functions in terms
of green channel/network and partnership as well as cooperation among inter-organisations
for environmentally-friendly responsibility and commitment (e.g. Leonidou et al, 2013;
Morgan et al, 2012; Kotler, 2011). Principally, this Ahybrid component integrates both
internal and external corporate communication activities as well as promoting green or eco-
friendly commitment within an organisation. This advanced step also highlights the
cooperation among inter-connected organisations which aims to achieve a clear direction
and specification of natural environmental preservation and responsibilities among
partnerships. Besides, this process may safeguard an effective corporate communication and
commitment towards environmental preservation and social responsibility through the

development of GMC-structures.

In reality, this principle would help evaluate whether or not companies take this in to account
and move towards green channel/network and partnership for environmentally-friendly
responsibility and commitment. This practice, in other words, might convey and inform the
role of sustainability-driven companies on the basis of their marketing endeavours for the
sake of the wider society and natural environment (Kotler, 2011). Armed with the above
insights, it is believed that the specialised green marketing in relation to the synergistic GMC
concept could strengthen companies’ operational marketing capability, which could also

positively lead them to obtain target performance outcomes.

In summary, the operationalization of GMC-structures on the basis of the four components
is anchored to companies’ marketing resources and capabilities (Morgan, 2012). The
development of the four components of GMC-structures, in other words, is at the heart of
the improvement of companies’ overall green marketing capabilities and performance in
various aspects. For instance, the integrated process of green marketing knowledge and

planning skills, green marketing information implementation, green product design and
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development as well as the coordination among inter-organisations towards
environmentally-friendly responsibility and commitment, these practices help equip
companies with adequate strategic green marketing at an operational level in order to
heighten their superior performance (e.g. Morgan et al, 2012; Leonidou ef al, 2013; Fraj et
al, 2013). Specifically, this study focuses on how companies could achieve performance
outcomes when they approach or develop different GMC-structures. Meanwhile,
performance outcomes are recognised in terms of increasing in sales margins on green
product investment profitability, and companies’ growth based on the return on investment
(ROI) (Leonidou et al., 2013a, Fraj et al., 2013, Morgan et al., 2012). Moreover, reaching
green product investment financial goals is regarded as an important criteria to the economic

performance effectiveness (Morgan et al., 2009).

Armed with the above insights, this study draws an assumption that on the basis of the four
components of GMC-structures (i.e. pre-GMC, info-driven GMC, product-driven GMC and
synergistic GMC) these practices have a direct influence, in other words, potentially
strengthen companies’ overall performance outcomes. Accordingly, a research

hypothesised relationship is proposed as below.

Hypothesis 8: The four components of GMC-structures (on the basis of pre-GMC,
info-driven GMC, product-driven GMC and synergistic GMC) have a direct effect

on the performance outcomes

5.4 Chapter Summary

This chapter offers two more empirical studies (study-2 and -3) on the basis of research
model 2 and research model 3 respectively, and develops the research hypothesised
relationships from hypothesis 1 through hypothesis 8. On basis of research model 2 of study-
2, the author corresponds to research objective 3 in order to examine the configuration

model of fit among multiple variables i.e. alternative GMC-strategic types, corporate
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strategic postures (CSP), perceived-green behaviour (PGB) and performance. This
particular study aims to address the relationship between corporate level postures (i.e.
analytical and risk-taking postures), PGB and performance with the moderating effect of
alternative GMC-strategic types. This examination attempts to show how different GMC-
strategic types could contribute the fit between corporate’s level posture, behaviour and

performance relationship.

On the basis of research model 3 of the study-3. This particular study comprises three parts
and corresponds to RO#4 through RO#6. The overall aim is to investigate three different
aspects of the multi-dimensional models of GMC consisting of three parts as follow. Part-
1, the moderating effect of alternative GMC-strategic types on the relationship between the
operationalization of two main GMC-structures (basic and advanced GMC-structures) and
green competitive advantage (GCA) (RO#4: H4 — H6); Part-2, the mediating influence of
GCA on the relationship between the overall operationalization of the GMC-structures and
performance (RO#5: H7), and Part-3, the direct influence of the four components of the
GMC-structures on performance (RO#6: HS). The entire investigation attempts to
understand how well different GMC-strategic types contribute to a critical source of green
competitive advantage (GCA) on the basis of two main GMC-structures (in terms of basic
and advanced GMC-structures), and whether or not the role of GCA mediates the effects of
the overall operationalization of GMC-structures on performance, as well as whether or not
the four components of GMC-structures have direct influence on companies’ performance.
All in all, the expected research outcomes could attest to the salient role of multi-
dimensional models of GMC which is prominent in contributing towards an organisation’s

effectiveness or performance outcomes.

Next, chapter 6 will discuss the general data issues, measurement models, and report the

hypothesis testing and results of the two empirical studies (study-2 and -3).
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CHAPTER 6

STUDY-2 AND -3: MEASUREMENT MODEL, DATA ANALYSIS
AND RESULTS

6.1 Overview of the Chapter

The main objectives of this chapter are to discuss general data issues (section 6.2), the
measurement model (section 6.3), and present hypothesis testing (data analysis) as well as
the results of empirical studies 2 and 3 (section 6.4). Specifically, section 6.4.1 reports on
the hypothesis testing and the results of study-2. Next, the subsequent sections: 6.4.2 and
6.4.3 summarise the test of the hypotheses and the results of study-3 (part-1 through 3).

Lastly, the chapter is summarised (section 6.5).

6.2 General Data Issues

This section starts by discussing the general data issues including data cleaning (section
6.2.1), common-method variance and non-response issues (section 6.2.2), the check of

normality, linearity and outliers (section 6.2.3) and multicollinearity (section 6.2.4).

6.2.1 Data Cleaning

Having discussed the data collection process in chapter 3 (section 3.3), this section further
explains the data cleaning process. Once data had been collected, an initial data screening
process was performed. There were 158 sets of mail-surveys returned. Data cleaning of
questionnaire surveys was then done. At this stage, it is found that 20 questionnaires were
incomplete, this was mainly due to unanswered questions or ignored sections. Accordingly,
the author had to remove them from the data set. There were 138 usable questionnaires after
general data cleaning at the initial stage. Next, the following sections continue to describe

in more detail about other related quantitative-data techniques before undertaking further
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empirical analyses. Those necessary techniques included are common-method variance
(CMV) and non-responses issues (section 6.2.2); the check of normality, linearity and

outliers (section 6.2.3); and multicollinearity (section 6.2.4).

6.2.2 Common-Method Variance (CMV) and Non-Response Issues

‘Common-method variance’ or CMV — an observation of bias data has been widely used
across management science (e.g. Bagozzi and Yi, 1991; Richardson et a/, 2009; Podsakoff

et al, 2012). Richardson, Simmering and Sturman (2009, p. 763) term CMV as:

“Systematic error variance shared among variables measured with and introduced
as a function of the same method and/or source.”

In other words, CMV can be explained by amount of false correlations between variables
which may be caused by using the same methods associated with a survey (as normal survey
to measure each variable) (Craighead, Ketchen Jr., Dunn and Hult (2011, p. 578). The
potential sources of CMV stem from the following issues: (1) the use of a common source
or rater (i.e. one source that provides both independent and dependent variables) which may
introduce a self-reporting bias; (2) the survey instruments and item scales (e.g. the
complexity and ambiguity of item scales) which can influence the rater’s responses; (3) the
item’s context which can affect the respondents based on its awareness of the rater; (4) the
survey’s measurement contextual influences (i.e. time, location and media) used which may
introduce a covariation between measurements; and (5) the respondents’ motivation to
answer accurately which can be affected by the survey characteristics, knowledge of the
subject, the length of the survey instrument and other stimulus (MacKenzie and Podsakoff
et al, 2012; Podsakoff et al, 2003). With regard to the nature of method bias, it is needed to
control its potential influences (Podsakoff et al, 2012). As Craighead and colleagues (2011)
suggests that CMV can be detected prior to, during and after data collection whilst studies

are performed. To be more specific, Podsakoff, MacKenzie, Lee and Podsakoff (2003, p.
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887) propose two criteria to control CMV as follows: (1) the design of the study’s
procedures or “procedural remedies” (also known as ex ante) and (2) “statistical controls”
(also known as ex post).

In this study, it follows both criteria — ex ante or procedural remedies and ex post or
statistical control (Podsakoff et al, 2012; Podsakoff et al, 2003). According to Podsakoff
and colleagues (2012, p. 548), the procedural remedies involve two major approaches which
are: First, it is possible to obtain the predictor measure(s) from one person and the criterion
measure(s) from the other. Second, it is possible to obtain the predictor or criterion
measure(s) from one person and the other measure from secondary data sources (e.g.
companies’ records and annual reports). The effectiveness of these two remedies could help
reduce the influence of consistency patterns, individual implicit theories, social desirability
tendencies... etc. (Podsakoff et al, 2012). Accordingly, the procedural remedies have
potential to limit the cause of CMV and the avoidance of self-selection bias, as well as a
control for non-response bias (Podsakoff et al., 2003, Chang et al., 2010). In addition, a
potential remedy can be undertaken by the questions asked, they should not be grouped
under particular constructs or topic sections. Meanwhile, the questions should be designed
by using different scale types in order to minimise the potential method bias (or common
method bias) (Chang et al., 2010). These alternative approaches can also prevent

respondents from guessing the hypothesised relationship in the study (Chang et al., 2010).

With regard to the statistical controls (or ex post), the possible remedies to control CMV
can be based on the use of statistical analyses as suggested by Podsakoff and colleagues
(2003). With this approach, several statistical remedies must be performed which included:
(a) Harman’s single-factor test; (b) partial correlation procedures designed to control for
method biases; (c) control for the effects of a directly measured latent methods factor; (d)
control for the effects of an unmeasured latent methods factor; and (e) multiple method

factors (Podsakoff et al, 2003). Moreover, a more complicated specification of the
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regression model can help reduce the likelihood of CMV (Chang et al., 2010). Based on this
particular remedy, the researcher believes that participants could not be guided by a
cognitive map, in other words the ordered questions must be difficult-to-predict such
influences and non-linear outcomes” (Chang et al., 2010, p. 179). Strictly speaking, this
study not only utilises multiple methodological analyses procedures, including more
complicated specifications of regression models but it also follows the statistical remedies

(ex post) by using Harman'’s one-factor model to detect the potential of CMV.

For the entire study, Harman’s one-factor analysis is used in order to inspect whether
variance in the data can be assigned to a single factor. The result of using Harman's one-
factor test reveals that the total variance of 1 component is lesser than 50% which is against
a systematic bias (Podsakoff and Organ, 1986). One factor model was later assessed in order
to detect any serious threats of CMV. A single latent factor was constructed for a
confirmatory factor analysis (CFA) model, including all indicators loaded to the
measurement validation (Podsakoff et al., 2003). The results have exhibited a poor fit-mode!
to the data (i.e. X?(189) = 1175.10; X?/d.f. = 6.21; CFI/TLI = .63/.59; RMSEA = .20; SRMR
= .11). Collectively, it has been evidenced by both statistical remedies that the common
method bias was unlikely an issue in this study. However, further action can overcome the
CMYV which may possibly rely on a more complicated specification of a regression model
(Chang et al., 2010). With this in mind, as already stated in chapter 3, this study employs
multiple analysis techniques based on different methodologies as adopted for the data
analysis purpose. Incorporate of these analysis techniques, is a more complicated
specification of the regression models (of a configuration approach) to analyse the data.

More details of data analysis can be found in section 6.4 (hypothesis testing and results).

In addition to the CMV issue, non-response bias has also been treated. This study considers

some possible sampling error issues on the basis of the typical-simple random or simple
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systematic sampling (Dillman, 1991) which may have been caused by a mail-survey
approach. As Dillman (1991, p. 227 — 228) suggests that four essential sources of errors
which included: (1) sampling, (2) non-coverage, (3) nonresponse and (4) measurement, can
be used to prevent such issues. To be more specific, the four types of errors can be described
as follows. (1) Sampling error is mainly a reflection of the number of respondents surveyed
(an aspect of survey quality examined through inferential statistics) which can be applied to
sample survey results, from which conclusions about significant differences in the
population are obtained. (2) Non-coverage error is caused by some members of the
population whom are not covered by the sampling frame or unselected into the sample. (3)
Nonresponse error is caused by some of the members of sample-population who do not
respond to the survey questions. (4) Measurement error is raised as an incompatibility
between underlying, unobserved variables (opinion, behaviours or attributes) and the
observed survey responses. This measurement error can be found as a lack of an integrity
of the questions asked, a question’s expression which cannot be answered correctly, and/or

the order in which questions are presented (Dillman, 1991).

To handle such potential errors, this study follows a good sample survey method as
suggested by Dillman (1991) as follow: First, it is important that people to be surveyed are
randomly sampled in adequately large numbers in order to provide a preferred level of
correctness. In doing so, the sampling survey error could be limited. Second, in order to
tackle non-coverage error all members of the sample-population have an equal opportunity
to be sampled for involvement in the survey. Third, questions in the survey must be
expressed in a way that provides accurate information in order to avoid measurement errors.
Fourth, to prevent a non-response error (which is regarded as a serious issue in a mail survey
approach) can be achieved by adopting some simple techniques in a way to increase a
response rate. In practice, several techniques can help improve the response rate, for instance

the technique used to offer financial and/or material incentives, the questionnaire length and
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layout, the anonymity of response, the content of a cover letter, and the sources of survey
(Dillman, 1978). However, Miller (1983) argues that a comparison between respondent and
non-respondent could possibly be carried out in order to check whether or not there is a
significant difference which is considered as an approach to deal with a non-response error
issue. As described earlier, this study follows the criteria drawn from Dillman (1991)’s
design and administration of mail surveys for detecting the non-response issues. It also
complies with the guidelines of an industrial mail survey as adopted from Diamantopoulos
and Schlegelmilch (1996, p. 527) (This guideline of industrial mail survey has already been
discussed in chapter 3: section 3.3.2). Collectively this study has been equipped with

appropriate knowledge and guiding principles to conduct a quality mail-survey.

In addition, this study assessed a non-response bias by comparing early and late respondents
using a t-test procedure for two independent samples. The results suggest that there are no
significant differences between the two groups in regard to either the study constructs or
company demographics (i.e. number of employees, annual sales and company’s age).
Furthermore, a comparison between respondents and a group of 35 randomly selected non-
responding companies in respect of annual sales and number of employees, showed no
significant differences (e.g. Morgan et a/, 2012; Leonidou ef al, 2013). Consequently, a non-

response bias does not appear to pose a problem in this study.

6.2.3 Check of Normality, Linearity and Outliers

In multivariate analysis, there are several major issues concerning the check of normality,
linearity and outliers of the sample-data which are needed to be performed before following
through with subsequent statistical analyses (Hair et al., 2006). In this study, the test of
normality is examined by using computed Z-scores of skewness and kurtosis with one-
sample Kolmogorov-Smirnov tests for normality. If a distribution is normal, the computed
z-scores of skewness and kurtosis would not exceed a threshold value of +2.58 (Hair et al.,
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2006). There are also alternative treatments for the multivariate normality including
screening the residuals after analysing data. With this approach, if data is normally
distributed, the residual plots take normal shape (Tabachnick and Fidell, 2007). A test of
linearity can also be assessed by scattered plots. In this study, both checks of multivariate
normality and linearity are free from such violations. Thus, there is no further treatment

needed to handle the issues.

Next, the check of outliers is followed. The outlier is regarded as sensitive to further analysis
approach in this study i.e. clustering analysis (Milligan and Hirtle, 2003). As Tabachnick
and Fidell (2007, p. 72) explain that an outlier is a manifestation of an extreme value on one
variable or such an unusual combination of scores on two or more variables that misshape
the statistical results. In other words, the outliers can be viewed as extreme observations
which represent the uniqueness of events or observations. As such, it is necessary to make
a decision on whether or not to exclude or include them, which would depend upon the
objectives of the analysis (Hair et al., 2006). In addition, Hair and colleagues (2006) suggest
there are potential approaches to detect outliers including scatter plot and trimmed mean
techniques. Meanwhile other researchers (e.g. Stevens, 2012, Shiffler, 1988) advise a

possible means to handle the issue which is a standardized z-score.

In this study, it utilises the standardized or computed z-scores to examine multivariate
outliers concerning the interval of +3 sigma (Stevens, 2012, Shiffler, 1988). With this
approach, it deliberately detected approximately 13% of outliers and removed those extreme
cases from the dataset. After removing all the outliers, the total number of observations is
equal to 120 which are ready for further statistical data analysis. Furthermore, the usefulness
of standardized scores also provides an accurate statistical power, as well as allows the
author to perform a more complicated data analyses in the latter steps, e.g. clustering and

factor analysis (Ketchen and Shook, 1996; DiStefano et al, 2009).
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6.2.4 Multicollinearity

Multivariate multicollinearity is concerned with an existence of more than one exact linear
relationship in a multivariate analysis (Gujarati, 2008). Potentially, this can be found as an
issue in a correlation matrix and the extent to which variables are exposed to be highly
correlated with one another. Some suggestions from research scholars based on the
determination of multicollinearity;, the concern of threshold below .95 correlation is
regarded as an indication of free-from-the-issue (Gujarati, 2008), while Tabachnick and
Fidell (2007) argue that .90 and above is considered a high correlation. As such, the
judgment for whether multicollinearity is an issue or not would depend on the researcher of

a particular research subject.

To be more specific, in this entire study the empirical data can be divided into two sub-
studies (study-2 and -3). With the aim in each empirical study, the correlation matrix of all
constructs are performed and presented separately. On the whole, throughout the data
analysis of both empirical studies the correlation matrix among variables are equal and
below .78. Thus, this output can be said to be free from multicollinearity issues. Next, the
correlation matrix of both empirical study-2 (see table 6.1) and empirical study-3 (see table

6.2) are reported as below.

Table 6.1 Study-2: Construct Means, Correlations and Descriptive Statistics

(H1 - H3)
Constructs | P Mean | VSD | 1 2 3 4 5 6 7
1 | Analytical 26| 2531
2 | Risk-taking 221 1.98 | 40%* | 1
3 | Attitudes 37 277 44%*% | 13 1
4 | SN 531 4.07 | 40%*F | 24%F | 69%* | |
5 | PBC 79 | 4.86 | A49%* | 2Q** | 7Dk | FRE* | ]
6 | Competitive -03 | 242 .18*% |-05 .07 .03 -.00 1
rivalry
7 | Performance 52| 2.99 | 43%* | 28%* | 35%% | 45%* | 45%*% | 03 |1

(DReport of standardized scores.
All Pearson correlations are significant at the p values: (** p < 0.01) and (* p <0.05)
Source: Author
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Table 6.2 Study 3: Construct Means, Correlations and Descriptive Statistics

(H4 — HB)
Constructs | PMean | VSD |1 2 3 4 5 6 7
1 | Pre-GMC 30| 3331
2 | Info-driven 1.13 | 6.36 | .73** 1
3 | Product- 27| 2.54 | .56%*% | 52%* 1
driven
4 | Synergistic 79| 5.02 | .63*F | 59** | .70*%* |1
5 | GCA 26| 2.53 | S54%* | 49%* | 69** | T0** | ]
6 | Performance 52| 299 | 53%* STH* A2¥* A45%* A46** |1
7 | Competitive -03 | 242]-.06 .00 12 .05 .10 -03 |1
rivalry

(UReport of standardized scores.
All Pearson correlations are significant at the p values: (** p < 0.01) and (* p <0.05)
Source: Author

6.3 Measurement Model

This section reports the measurement models of the entire study. It starts by explaining
validity (section 6.3.1), reliability (section 6.3.2), measurement sources and items scales of

the entire study (section 6.3.3), and measurement purification (section 6.3.4).

6.3.1 Validity

For a quantitative research that adopts a positivistic epistemological stance, validity is
concerned with the points of what is true, real and accurate (Denscombe, 2002). As
Denscombe (2002, p.143) states that the validity is involved as a correctness of the questions
asked, the data collected and the statement that is presented. According to the American
Psychological Association (APA) (1985), four types of validity that should be demonstrated
are as follows: (a) content validity, (b) criterion-related validity, (c) construct validity, and
(d) internal consistency. To be more precise, the content validity refers to an adequacy in
which a measure assesses the domain of interest. The criterion-related validity refers to a
link between a measure and another independent measure. The construct validity refers to a

relationship of the measure to the underlying attributes that it aims to assess. The internal
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consistency refers to the homogeneity of items in the measure or the extent to which item

responses correlate with the total test score (Hinkin, 1995).

Meanwhile Bollen (1998, p. 184) asserts that it is required for a validity check in order to
test whether or not a variable measures what it is intended to measure. Bollen (1998) also
notes that there are four types of validity checks which are: (a) content validity, (b) criterion
validity, (c) construct validity, and (d) convergent and discriminant validity. It is suggested
that while the content validity is commonly used in a conceptual and qualitative work, the
criterion, construct and convergent and discriminant validity checks are widely deployed
by an empirical analysis purpose (Bollen, 1998). Strictly speaking, the content validity is an
ability to assure that the domain of a concept is clearly represented by its measurements. On
the other hand, the criterion, construct and convergent validity are related to the concern
whether or not a measure is associated with other observed variables in a way expressing its
consistency with theoretical derived predictions. Nonetheless, the construct validity should

be evident if a measure is a good representation of the latent variable in the study.

In addition to the above criteria, the goodness-of-fit (GOF) indices of measurement model
by using a structural equation model (SEM) is another measure for the validity check
(Bollen, 1998). The GOF index is also regarded as an indicator of the construct validity. On
this basis, the convergent validity is an assessment concerning the dimension representing a
direct structural relationship (by SEM model) between an observed variable and the latent
construct (Bollen, 1998). This particular method can simply be examined by factor loadings,
which is significantly different from zero. With this approach, the important value (or named
as t-value) of the parameter estimate is performed in order to evaluate the statistical

significance of factor loadings.

By contrast, a discriminant validity is a check of validity to explain measures that should

not be related to each other based on theory as well as in reality. In order to assess a
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discriminant validity, it is possible to run a structural equation model (SEM) as
recommended by Anderson and Gerbing (1988). Based on the correlation between latent
variables, when the construct correlation is largely found above the threshold (i.e. > .90).
This incident may indicate a lack of discriminant validity (Anderson and Gerbing, 1988).
More discussions on the GOF indices and the measurement model of all constructs can be

found in section 6.3.3 and 6.3.4.

To be more specific, the entire study’s scales/measurements are adopted and built on
established past studies which cover most of the key concepts and dimensions within the
constructs of interest. A pre-testing has also been conducted in order to check and improve
the content validity of the measurements of the present study (already discussed in chapter
3). Particularly, this study makes use of reflective multi-item measurements (items are
manifested by the construct and should have high positive inter-correlations) which is a
widely used measurement model in empirical business studies (Coltman et al, 2008).
Combined with the systematic assessment of internal consistency and unidimensionality
have been assessed on the basis of item-to-total correlations and exploratory factor analysis
(EFA). The results from EFA show that each eigenvalue of measurement items with varimax
rotation is above .50 (as allocated onto their designated construct). Moreover, the Pearson
correlation coefficient of items are significant at .05 level. Collectively, the results reveal
that each item within the construct is significantly correlated with one another.

Consequently, the construct and convergent validity are well exhibited.

6.3.2 Reliability

Reliability is concerned with a consistency of the measure(s). Both reliability and validity
must be accurately established due to the fact that these are of importance in social science
research (Hair et al, 2006). In order to measure a model-based reliability, there are three
possible ways in doing so which are: (1) a Cronbach alpha reliability (Cronbach, 1951). (2)
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a construct reliability — CR (or composite reliability) and (3) an average variance extracted
(AVE) (Fornell and Larcker, 1981). In this study, it performed CR and AVE by following

the formulae used to compute CR and AVE as presented below.

Construct reliability ) = ‘Zj"}_ (Threshold: 0.7)

(Zﬂ + Zf

:_EM_} (Threshold: 0.5)

ITRY

Average variance extracted (Poiny)

In addition, it is possible to utilise a confirmatory factor analysis (CFA) for the reliability
test (Hair et al., 2006). The overall model fit indices (goodness-of-fit — GOF) must also be
evaluated. Strictly speaking, this study evaluates and reports the reliability scores based on
both CR and AVE by performing a CFA. The results of CFA are discussed in the next

section.

6.3.3 Measurement Sources and Item Scales of the Entire Study

In view of social research particularly within a quantitative study, it is common to select
measurement techniques or procedures to connect an abstract concept with empirical data
(Neuman, 2006). In this regard, a quantitative researcher must consider measures that ease
a process to generate such operational definitions for reliable and valid measures.
Meanwhile the level of measurement on the basis of continuous and discrete variables are
fundamental to determine a precise construct within a particular study assumption (Neuman,
2006). According to item scaling, the Likert-Scales has been widely used in a quantitative

survey research (Neuman, 2006).
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In this study, it largely makes use of continuous variables and a seven-point response-scale
(ranging from I=strongly disagree thru 7 strongly agree; and -3 = much worse than
competitors thru +3 much better than competitors). The adopted measurements are also built
on established past studies from different areas e.g. green marketing practices, green
marketing strategies and marketing resources and capabilities (e.g. Leonidou et al, 2013a
and 2013b; Fraj et al, 2013; Morgan, 2012). In addition, as already stated in the previous
section, the benefits of utilising both CFA and test of goodness-of-fit (GOF) statistics in the
structural equation model (SEM) helps evaluate the measures of each construct in this entire

study.

The SEM technique has been widely used as an important tool in a measurement
development (Hair et al/, 2006). In practice, researchers are able to assess absolute fit or fit
relative to a benchmark model in order to check whether or not the measurement model
values parsimony (lacobucci, 2010, p. 90). However, the fit may serve different purposive
functions for researchers. In other words, the fif indices are designed to provide information
about the degree to which a measurement model is either correctly or incorrectly specified
for the given data (Fan ef al., 1999). As Fan, Thompson and Wang (1999, p. 59) note that,
while there is no simple method against which performance of all fif indices can be matched,
as such, some associated indicators could be possibly accepted for a specific purpose of the
study. Moreover, other potential factors that might affect the statistical decision in SEM
models are sample size and the assumption of multivariate normality (Hair et al, 2006).
Bearing this in mind, this study assesses the GOF indices that researchers should report for

a measurement model as follows:

The X? (chi-square) and its degree of freedom and p-value are concerned with the GOF
indices. While the X test serves as a foundation for judging a model fit (Schermelleh-Engel

et al., 2003), this value is not only sensitive to sample size but also to a violation of the
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multivariate normality assumption (Hair et al, 2006). However, voluminous researchers
would agree on the following criteria which may form an adequate selection of GOF indices
i.e. RMSEA, NNFI and CFI. Meanwhile these are frequently found in many published
studies in the fields of marketing and management (e.g. Leonidou ef al, 2013; Morgan et al,
2012). On the one hand, these criteria are rather sensitive to a model misspecification, on

the other hand, they are not exposed to sample-size sensitivity as much as the X? does.

Furthermore, there are other stand-alone indices to assess a model fir in an absolute
recognition, for instance the goodness of fit index (GFI); adjusted goodness of fit index
(AGFY); root mean square residual (RMR); and Bentler and Bonett (1980)’s normed fit
index (BBI); and the Tucker and Lewis (1973)’s nonnormed fit index (TLI). While Hu and
Bentler (1998) indicate that the fit indices may be influenced by a model misspecification,
a small-sample bias, some effects of violation of normality and independence and
estimation-method effects. Other researchers argue that there is always a possible way to
perform a model fir with the sample-data, even though one or more fit measures may turn
out a bad fit (Hu and Bentler, 1998). Based on this viewpoint, it is also supported by
Schermelleh-Engel et al (2003). As Schermelleh-Engel, Moosbrugger and Muller (2003, p.
52) state that it is rather complicated to determine on data-model fit or misfit, particularly
when various measures of model fit pointing towards incompatible conclusions and the

extent to which the model literally have to fit the observed data.

Armed with the above information, this study follows the rule of thumb as adopted from
Schermelleh-Engel, Moosbrugger and Muller (2003) which can be utilised as a guideline
and recommendation for model evaluation as below. Table 6.3 describes the rule of thumb

of GOF indices.
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Table 6.3 Rule of Thumb and Recommendations for Model Fit Evaluation
(Goodness of Fit — GOF indices)

(Adjusted Goodness-of-Fit-Index)

Close to GFI

Fit Measure Good Fit Acceptable Fit
X? (chi-square) 0<X’<2df 2df<X’<3df
p-value 05<p=<1.00 01<p<.05
X2 ldf 0<X%df <2 2<X/df<3
RMSEA 0<RMSEA <.05 .05 <RMSEA <.08
(Root Mean Square Error of

Approximation)

SRMR 0<SRMR <.05 .05<SRMR <.10
(Standardized Root Mean Square

Residual)

NFI .95 <NFI<1.00 90 <NFI<.95
(Normed Fit Index)

NNFI 97 <NNFI <1.00 .95 <NNFI < .97
(Non-normed Fit Index)

CFI/TLI 97 <CFI<1.00 95 <CFI<.97
(Comparative Fit Index /

Nonnormed Fit Index)

GFI 95 <GFI<1.00 90 <GFI<.95
(Goodness-of-Fit Index)

AGFI 90 <AGFI<1.00 .85 <AGFI <.90

Close to GFI

Source: adopted from Schermelleh-Engel, Moosbrugger and Muller (2003, p.52)

To be more specific, the author takes into consideration the GOF indices and carefully
evaluates the measurement model fit of all constructs on the basis of Chi-square (X?)/df,
CFI/TLI and SRMR which are regarded as acceptable fit (Schermelleh-Engel et al, 2003).
More details of the measurement model can be found in table 6.10. Moreover, multiple
measurement models have been fully evaluated throughout the study. Particularly, various
analysis methods have been carried out, such as psychometric properties by performing CFA
and measurement model by evaluating Goodness-of-Fit (GOF) statistics with a SEM
analysis. Collectively, the results reveal that the adopted constructs (measurements) in this
study have been well fitted with the observed-data throughout. Hence, the test of

hypothesised relationships has been analysed and reported with meaningful outcomes and
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parsimony in both empirical-data of studies 2 and 3. In other words, it can be said that there

is no violation distorting the statistical power of analysis due to the size of the samples.

Next, all sources of the measurement scales of the adopted concepts to the study’s constructs
are reported as follows. Table 6.4 contains the measurement scales of study-1 (chapter 4:
developing the classification schemes of GMC). Table 6.5 provides the measurement scales
of study-2. Table 6.6 reports the measurement scales of study-3 (including part-1, 2 and 3).
The following section will discuss in more detail the measurement purification (see section

6.3.4).

Table 6.4 Sources of Measurement Scales of Study-1 (Classification of GMC-

Structures)
Sources Adopted Concepts The study’s constructs
(Authors / Year)
Morgan, Katsikeas = Architectural » Pre-GMC
and Vorhies (2012) marketing » Info-driven GMC
Leonidou, Katsikeas capabilities
M 201
and Morgan (2013) = Specialized » Product-driven GMC
marketing » Synergistic GMC
capabilities

Source: Author
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Table 6.5 Sources of Measurement Scales of Study 2 (H1 — H3)

Sources Adopted Concepts The study’s constructs
(Authors / Year)
Talke and Hultink Strategic orientation | » Corporate strategic
(2010) postures (CSP)

Morgan and Strong
(2003)
Venkatraman (1989)

Han, Hsu and Sheu
(2010)

(An Application of
Theory of Planned

Behaviour)

Morgan, Katsikeas,
and Vorhies (2012)

Morgan, Katsikeas
and Vorhies (2012)
Leonidou, Katsikeas
and Morgan (2013)

Attitudes

Subjective norm
Planned behavioural
control

Competitive
environment

Product/market
performance

Attitudes (ATT)
Subjective norm (SN)
Planned behavioural
control (PBC)

YV V

» Competitive rivalry

» Overall performance

Source: Author

Table 6.6 Sources of Measurement Scales of Study 3 (H4 — HS8)

Sources Adopted Concepts The

(Authors / Year) study’s constructs
Morgan, Katsikeas Architectural » Pre-GMC
and Vorhies (2012); capabilities » Info-driven GMC
Leonidou, Katsikeas Specialized » Product-driven GMC
and Morgan (2013) capabilities » Synergistic GMC
Leonidou, Leonidou, Competitive » Green competitive
Fotiadis and Zeriti advantage advantage (GCA)
(2013)
Morgan, Katsikeas Product/market » Overall performance
and Vorhies (2012) performance
Leonidou, Katsikeas
and Morgan (2013)

Source: Author
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6.3.4 Measurement Purification

This section continues to explain the measurement purification by running a structural
equation model (SEM) and a confirmatory factor analysis (CFA). These techniques are
employed in order to derive the psychometric properties of all constructs of the present
study. Particularly, this study follows an evaluation of model fit indices for a measurement
purification as suggested by Gerbing and Anderson (1992). On the basis of the measurement
model, this study provides a report of average variance extracted (AVE) and composite
reliability (CR) scores (based on the thresholds: AVE > .50 and CR > .70) (MacKenzie et
al., 2011). In addition, the discriminant validity has also evidenced the confidence interval
around the correlation estimate for each pair of constructs that demonstrate a squared
correlation between them, which was below the average variance extracted (AVE) score

(MacKenzie et al., 2011). Hence, the discriminant validity was successfully met.

Besides, the CFA results for all measurement items which have been adopted in this study
are reported in table 6.7 (CFA results for study-1), table 6.8 (CFA results for study-2) and
table 6.9 (CFA results for study-3) respectively. Later, table 6.10 presents the measurement
models (all well-fitted measurement scales to the latent constructs) by reporting the
psychometric properties of all constructs including SEM models (GOF indices), composite
reliability (CR) and average variance extracted (AVE) scores. Based on the results, some
measurement items that presented a lack of fit (or misfit) to the observed-data have been
dropped after the purification process. In this case, the measurement purification is regarded
as a useful procedure which helps the researcher to get the most appropriate adopted study’s

constructs with a parsimonious fashion (Homburg et al, 2008).
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Table 6.7 CFA Results: Measurement Model of GMC-Structures and Overall

Performance (Study-1)

Constructs Measurement Scales #of | Loadi
Items ngs
GMC- Pre-GMC 4
Structures -Green marketing planning skills .81
-Setting clear green marketing goals 93
-Formulating creative green marketing strategies 94
-Thoroughness of green marketing planning processes .89
Info-driven GMC 8
-Integrating all available information to gain insight about the green market .81
-Combining new information with past research to build a richer market .82
view
-Analyzing market information to effectively understand the green market .85
-Identifying emerging trends in the green marketplace .89
-Making relevant green market information available to decision-makers .87
-Sharing available market information widely within the green venture .85
-Ensuring green market information reaches all interested parties .84
-Giving other units in the firm easy access to our green market information .76
Product-driven GMC 3
-We are careful when choosing the contents, ingredients and raw materials .87
of our products in order to be environmentally friendly
-We are geared to designing and developing products that are friendly to the .90
environment
-We tend to modify our packaging and labelling decisions to emphasize on 82
any environmental benefits
-We have significantly increased the recycling content of our packaging
over the past few years @
Synergistic GMC 6
-We cooperate with suppliers and distributors to develop environmentally .85
friendly marketing programs
-We encourage our suppliers and distributors to embrace and reflect .88
environmental responsibility and responsiveness in their activities
-We set out clear directives and specifications for environmental .92
responsibilities and monitor our channel members’ responses
-We communicate the environmental friendliness of a product by .87
positioning its features or ingredients in our branding efforts
-We highlight our commitment to environmental preservation in our 85
corporate communications
-Our promotions highlight and inform customers about the firm’s 87
environmental efforts
-We team up with our channel members to develop appropriate product and
packaging after-use arrangements @
-We cooperate with our channel members to make joint commitments to
environmental protection @
-We make efforts to reduce any negative impact of our marketing
promotions on the natural environment @
-We emphasize the environmental aspects of our products in our
advertisement communications @
Overall -Green product investment profitability 4 .85
Performance | -Increase of green product sales margins .89
-Return on investment (ROI) of green products .70
-Reaching green product investment financial goals .87

Note: After measurement purification process, 5 items were removed as assigned superscript @,

Source: Author
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Table 6.8 CFA Results: Measurement Models of CSP, PGB, Overall
Performance and Competitive Rivalry (Study-2: H1 — H3)

Constructs Measurement scales #of | Load
Items | ings
Corporate Analytical posture 3
strategic -We continuously gather customer data on demand and buying behavior 74
postures -We systematically analyze our competitors’ actions .90
(CSP) -We formally track significant industry trends 76
-Our market related planning activities explicitly consider long-term future
developments @
Risk-taking posture 4
-We adopt a rather progressive view when making major decisions .70
-We tend to support promising projects, even if the expected market 1
success is uncertain
-When making major market related decisions we tend not to shy away .67
from taking risks
-Our market related activities generally follow the tried and proven path(r)* -.52
Perceived- Attitudes (ATT) 4
green -Our organization views development of strong GMC as a key component .92
behaviour of its competitive strategy
(PGB) -Our organization is determined to develop a strong GMC 97
-Our organization believes that a strong GMC is necessary for long-term .89
success
-Our organization believes that it is not necessary to develop a strong GMC -.01
for competitive success in our industry (R)*
Subjective norm (SN) 5
-Out key suppliers expect us to develop a strong GMC 73
-Our key customers expect us to develop a strong GMC .83
-Our employees expect us to develop a strong GMC 91
-Our government expect us to develop a strong GMC .87
-Our key shareholders expect us to develop a strong GMC .83
Perceived behavioural control (PBC) 6
-Our organization has appropriate internal knowledge to implement GMC .87
-Our organization has appropriate leadership to implement GMC 95
-Our organization has appropriate internal structure to implement GMC .96
-Our organization has appropriate internal capacity to implement GMC .90
-Our organization has appropriate support from the top management to .89
implement GMC
-Our main competitors are developing a strong GMC .56
Overall -Green product investment profitability 4 .85
performance | -Increase of green product sales margins .89
-Return on investment (ROI) of green products .70
-Reaching green product investment financial goals .87
Competitive | -Competition in our industry is cut-throat 3 .99
rivalry -There are many promotion wars in our industry .69
-Competition is a major hallmark in this industry .60
-Our competitors are relatively weak @

Note: (R)* refers to reversed scores. Some reversed scores within particular constructs (i.e. risk-taking and
attitude) may turn out with negative numbers, however the overall measurement model fit of each construct
has been presented a-good-fit with the observed-data in this study. After measurement purification process, 2
items were removed as assigned superscript @.

Source: Author
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Table 6.9 CFA Results: Measurement Models of GMC-Structures, GCA and
Overall Performance (Study-3: H4 — H8)

Constructs Measurement Scales #of | Loadi
Items ngs
GMC- Pre-GMC 4
Structures -Green marketing planning skills .81
-Setting clear green marketing goals 93
-Formulating creative green marketing strategies 94
-Thoroughness of green marketing planning processes .89
Info-driven GMC 3
-Integrating all available information to gain insight about the green .81
market
-Combining new information with past research to build a richer market .82
view
-Analyzing market information to effectively understand the green .85
market
-Identifying emerging trends in the green marketplace .89
-Making relevant green market information available to decision- .87
makers
-Sharing available market information widely within the green venture .85
-Ensuring green market information reaches all interested parties .84
-Giving other units in the firm easy access to our green market .76
information
Product-driven GMC 3
-We are careful when choosing the contents, ingredients and raw .87
materials of our products in order to be environmentally friendly
-We are geared to designing and developing products that are friendly to .90
the environment
-We tend to modify our packaging and labelling decisions to emphasize .82
on any environmental benefits
-We have significantly increased the recycling content of our packaging
over the past few years @
Synergistic GMC 6
-We cooperate with suppliers and distributors to develop .85
environmentally friendly marketing programs
-We encourage our suppliers and distributors to embrace and reflect .88
environmental responsibility and responsiveness in their activities
-We set out clear directives and specifications for environmental 92
responsibilities and monitor our channel members’ responses
-We communicate the environmental friendliness of a product by .87
positioning its features or ingredients in our branding efforts
-We highlight our commitment to environmental preservation in our .85
corporate communications
-Our promotions highlight and inform customers about the firm’s .87

environmental efforts

-We team up with our channel members to develop appropriate product
and packaging after-use arrangements @

-We cooperate with our channel members to make joint commitments to
environmental protection @

-We make efforts to reduce any negative impact of our marketing
promotions on the natural environment @

-We emphasize the environmental aspects of our products in our
advertisement communications @

(To be continued on the next page...)
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Constructs Measurement Scales #of | Loadi
Items ngs
Green -Our business has realized significant cost saving by improving the 3 .81
competitive environmental quality of our products/services
advantage -By regularly investing in new eco-friendly technologies, processes and .90
(GCA) strategies, our business can be a leader in the market
-Our business can enter lucrative new markets by adopting green 78
marketing strategies
-Our business can increase product quality by making its current
processes more green (environmentally-friendly)™®
-Reducing the negative environmental impact of our business’ activities
will lead to a quality improvement in its green products/processes®
Overall -Green product investment profitability 4 .85
Performance | -Increase of green product sales margins .89
-Return on investment (ROI) of green products .70
-Reaching green product investment financial goals .87

Note: After measurement purification process, 7 items were removed as assigned superscript @,

Source: Author
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Table 6.10 Psychometric Properties of All Constructs: SEM Models, Composite
Reliability (CR) and Average Variance Extracted (AVE) Scores

Constructs SEM Model Fit | Composite Average | Empirical
Indices Reliability | Variance | sub-study
(CR) Extracted
(AVE)
GMC- Pre-GMC X2(df)=13.18(2), .94 .78 1,3
Structures CFI/TLI=.97/.93
SRMR = .01
Info-driven | X°(d.f) = 62.66(20), .94 .86 1,3
GMC CFUTLI = .95/.93
SRMR =.03
Product- X2(df.) = .00(0), .89 72 1,3
driven CFI/TLI = 1.00/1.00
GMC SRMR =.00
Synergistic X2(df)=52.4309), .95 .83 1,3
GMC CFI/TLI = .95/.91
SRMR =.03
Corporate Analytical X2(d.f,) = .00(0), .84 .70 2
Strategic posture CFI/TLI = 1.00/1.00
Posture SRMR = .00
(CSP)
Risk-taking | X°(df)=4.82(2), 75 61 2
posture CFI/TLI = .97/.91
SRMR =.03
Perceived- Attitudes X2(df)=5.96(2), .85 73 2
Green CFI/TLI = .98/.96
Behaviour SRMR = .02
(PGB)
Subjective X2(df)=1591(5), .92 .80 2
norm CFI/TLI = .99/.99
SRMR = .01
Perceived- X(df)="1.720), .95 .83 2
behavioural | CFUTLI = 1.00/1.00
control SRMR =.01
(PBC)
Overall X(df)=.89(2), 90 77 1,2,3
Performance CFI/TLI = 1.00/1.00
SRMR =.00
Green X(df.) = .00(0), 87 71 3
Competitive CFI/TLI = 1.00/1.00
advantage SRMR =.00
(GCA)
Competitive X*(df.) = .00(0), 81 .69 1,2
rivalry CFI/TLI = 1.00/1.00
SRMR =.00

Source: Author

Next, the data analysis of empirical study 2 (H1 — H3) and study 3 (H4 — H8) are presented
in the following sections. The test of all research hypothesised relationships of study-2:
hypotheses 1 to 3 are reported in section 6.4.1. Study-3 (part-1) hypotheses 4 to 6 are
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examined in section 6.4.2, and study-3 (part-2 and 3) hypotheses 7 and 8 are investigated in

section 6.4.3.

6.4 Hypothesis Testing and Results

6.4.1 Study-2: The Configuration Model of Fit among Various GMC-Strategic
Types, Corporate Strategic Posture (CSP), Perceived-Green Behaviour
(PGB) and Performance: H1 — H3

This study investigates the relationship between multiple variables i.e. alternative GMC-
strategic types, corporate strategic postures (CSP), perceived-green behaviour (PGB) and
performance, and whether or not competitive rivalry impacts on performance. The focus is
on the configuration model of fit among various GMC-strategic types, CSP, PGB, and
performance. With this in mind, this study employs a configuration approach in order to test
the fit-as-moderation (or the moderating effect) of alternative GMC-strategic types and the
association with CSP, PGB, and performance. Meanwhile company’s age, size and industry

types are set as controlled variables.

Strictly speaking, the test of hypothesised relationships were analysed by using a method of
hierarchical regression. The author adopts this method to test the moderation effect (by
alternative GMC-strategic types) as suggested by past studies (e.g. Slater et al/, 2010;
Homburg et al, 2008; Olson et al, 2005b; Slater et al., 2006; Slater and Mohr, 2006). As
noted that the hierarchical regression is appropriate to test the configuration of fit among a
set of variables; in other word, it allows the researcher to assess the relative impact of the
CSP and PGB on performance with respect to alternative GMC-strategic types. To be more
specific, this study utilises a hierarchical multiple regression (or ordinary least squares
regression within subgroups). This technique is crucial for the analysis of subgroup, and
appropriate approach to test for moderation when the moderator variable is a categorical

variable (Sharma et al., 1981). In addition, this study follows the call by past research i.e.
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Olson et al (2005, p. 61), and Walker and Ruekert (1987, p. 18-19) to investigate the
corporate-business unit relationship through the implementation of strategy in associate
with the role of marketing. A critical implication arising from the intersection of companies’
CSP, PGB and selection of target GMC-strategic types is the idea that expresses a

configuration model of fit with performance by each GMC strategic approach.

On the basis of a regression model, the overall performance is used as a criterion variable
in the analysis (e.g. Slater ef a/, 2010; Homburg et al, 2008). Meanwhile predictor variables
in step 1 comprise of three categorical variables (company’s age, size and industry) and one
continuous variable (competitive rivalry). In step 2, CSP variables: analytical and risk-
taking postures are included. Later, the PGB on the basis of three variables: ATT, SN and
PBC are included in step 3. Table 6.11 contains results of the regression models using
overall performance as a criterion (see below). Results from the regression models also
suggest that company’s size, age and industry are not concerned with significant predictors
of performance. In addition, figure 6.1 illustrates the regression results of study-2 (see
below). Following on from that, the analysis of each GMC-strategic type that works as a
moderator is reported on in the following sections: GMC-Prospector as Moderator (Hla —
H1d) in section 6.4.1.1. GMC-Analyzers as Moderator (H2a — H2d) in section 6.4.1.2.

GMC-Defenders as Moderator (H3a — H3d) in section 6.4.1.3.
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Table 6.11 Hierarchical Multiple Regression Models Using Overall Performance
as a Criterion Variable

GMC-Prospectors GMC-Analyzers GMC-Defenders

Predictor Variables (n=41) (n=48) (n=31)
Step 1

Company’s age -.06 .07 .-.36
Company’s size 1 -.07 .06
Industry types -.11 -.13 .26
Competitive rivalry 28 -.20 -.12
R’ A1 .08 27
Adjusted R’ .00 -.01 15
F-value 1.09 .89 2.36
Step 2

Company’s age -.08 .06 -.28
Company’s size 12 -.18 -.01
Industry types -.08 -.08 25
Competitive rivalry 27 -.32 -.03
Analytical .03 35* 31
Risk-taking 23 -.03 13
R’ .16 .16 41
Adjusted R’ .01 .04 .26
F-value 1.12 1.34 2.79*
AR? (from Step 1 to 2) .05 .08 14
Step 3

Company’s Age -.23 .05 -.51*
Company’s Size 21 -.18 -.00
Industry Types -.15 -.04 25
Competitive rivalry 32% -.32 .09
Analytical -.14 39* .30
Risk-taking 37* -.03 -.30
Attitudes .16 .08 -.43*
Subjective norm 17 14 -.34
Perceived behavioural 32 -32 1.02*
control

R’ 42 23 .64
Adjusted R’ .26 .04 48
F-value 2.59* 1.24 4.17*
AR? (from Step 2 to 3) 26 .06 23

Note: standardized coefficients are reported. * indicates p < 0.05 level

Source: Author
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Figure 6.1 Regression Results: Configuration Models of Fit among Alternative

GMC-Strategic Types, CSP, PGB and Performance
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Source: Author

6.4.1.1 GMC-Prospector as Moderator (Hla — H1d)

According to the empirical results from both tables 6.11 and figure 6.1, the regression model
describes the overall findings of GMC-prospector (as moderator) as follows. It is found that
an adjusted R?= .26 and, as predicted, there are positive effects of competitive rivalry (f =
.32, p < .05) and risk-taking posture (f = .37, p < .05) on performance. In other words,
results suggest that both competitive rivalry and risk-taking variables are moderated by the
effect of the GMC-prospector on performance. In addition, the findings reveal the negative
impact of analytical posture and perceived-green-behaviour (PGB) (including of attitudes,

subjective norm and perceived-behavioural control) on performance for the GMC-
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prospectors. This can explain that both variables: analytical posture and PGB are not

moderated by the effect of GMC-prospector strategic type on performance.

Moreover, the regression model also shows that the AR? =.05 (not significant) when the four
variables (i.e. company’s age, size, industry, and competitive rivalry) are entered in Step 1
and the CSP variables in Step 2. On the other hand, the AR’ = .26 (significant, p <.05) when
the CSP variables are entered in Step 2 and the CSP and PGB in Step 3. This model explains
that in step 3 the CSP variable i.e. risk-taking posture, and competitive rivalry are moderated
by the effect of GMC-prospector on performance. In other words, it suggests that the
configuration model is significant meanwhile there are influences of risk-taking posture and
competitive rivalry on GMC-prospectors and performance relationship. Accordingly, the
proposed hypothesised relationships: Hla — H1d were examined. The findings are reported

as below.

Hypothesis 1a posits that among GMC-prospectors, there is a positive relationship
between corporate’s level risk-taking posture and performance.

The result is supported.

Hypothesis 1b posits that among GMC-prospectors, there is a negative relationship
between corporate’s level analytical posture and performance.

The result is supported.

Hpypothesis Ic posits that among GMC-prospectors, there is a positive relationship
between a company’s concern of competitive rivalry and performance.

The result is supported.

Hypothesis 1d posits that among GMC-prospectors, there is a negative relationship
between a company’s concern of perceived-green-behaviour and performance.

The result is supported.
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6.4.1.2 GMC-Analyzer as Moderator (H2a — H2d)

According to the empirical results from both tables 6.11 and figure 6.1, the regression model
reveals the overall findings of GMC-analyzer (as moderator) as follows. It is found that an
adjusted R?=.04 and, as predicted, there is positive effect of analytical posture at a corporate
level (f = .39, p <.05) on performance. In addition, the findings show the negative impact
of competitive rivalry (f = -.32, not significant), risk-taking (f = -.03, not significant) and
three factors of PGB consisting of ATT, SN and PBC (f = .08, .14, -.32, all not significant)
on performance. The results can be interpreted that the only CSP i.e. analytical posture is
moderated by the effect of GMC-analyzers on performance. It can be explained by the result
that the GMC-analyzer, in particular has a strong relationship with the analytical posture

variable.

The regression model also shows the AR? =.08 (not significant) when the four variables (i.e.
company’s age, size, industry, and competitive rivalry) are entered in Step 1 and the
corporate strategic posture variables in Step 2. Meanwhile the AR’ = .06 (not significant)
when the CSP variables are entered in Step 2 and the PGB in Step 3. This result exposes
that the only variable i.e. analytical posture has influence on the GMC-analyzers and
performance relationship. Consequently, the proposed hypothesised relationships: H2a —
H2d were examined. The findings expose some supported and rejected hypothesised

relationships as below.

Hypothesis 2a posits that among GMC-analyzers, there is a positive relationship
between corporate level analytical posture and performance.

The result is supported.

Hypothesis 2b posits that among GMC-analyzers, there is a negative relationship
between corporate level risk-taking posture and performance.
The result is supported.
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Hypothesis 2c posits among GMC-analyzers, there is a positive relationship between
a company’s concern of competitive rivalry and performance.

The result is rejected.

Hpypothesis 2d posits among GMC-analyzers, there is a positive relationship between
a company’s concern of perceived-green-behaviours and performance. The result is

rejected.

6.4.1.3 GMC-Defender as Moderator (H3a — H3d)

According to the empirical results from both table 6.11 and figure 6.1, the regression model
exposes the overall findings of GMC-defender (as moderator) as follows. It is found that an
adjusted R’ = .48 and, as predicted, there are positive effects of two factors of the PGB
variablesi.e. ATT and PBC (f=-.43, 1.02; p <.05) on performance for the GMC-defenders.
In other words, the findings suggest that the PGB variables (in terms of both ATT and PBC)

are moderated by the effect of GMC-defender on performance.

In addition, the CSP variables: analytical and risk-taking postures have negative impact on
performance (as predicted), while the company’s age (as a controlled variable) (8 =-.51; p
< .05) which is unpredicted has a positive influence on performance. Moreover, the
regression model shows that the AR’ =.14 (p < .05) when the four variables (i.e. company’s
age, size, industry, and competitive rivalry) are entered in Step 1 and the CSP variables in
Step 2. The AR’ = .23 (p < .05) when the CSP variables are entered in Step 2 and the PGB
in Step 3. This configuration model suggests that there are influences of both company’s
age and PGB variables (in terms of ATT and PBC) on performance as moderated by the
GMC-defender strategic type. Accordingly, the proposed hypothesised relationships: H3a —

H3c were assessed. The findings are reported as follows.
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Hypothesis 3a posits that among GMC-defenders, there is a negative relationship
between corporate level postures in terms of a risk-taking approach and
performance.

The result is supported.

Hypothesis 3b posits that among GMC-defenders, there is a negative relationship
between corporate level postures in terms of analytical approach and performance.
The result is supported.

Hypothesis 3c posits that among GMC-defenders, there is a negative relationship
between a company’s concern of competitive rivalry and performance.

The result is supported.

Hypothesis 3d posits that among GMC-defenders, there is a positive relationship
between a company’s concern of perceived-green-behaviours and performance.

The result is supported.

To sum up, the empirical findings of regression analysis provide substantial evidence from
the configuration model among multiple variables (i.e. competitive rivalry, CSP, PGB and
performance), and whether or not they are moderated by the effect of three distinctive GMC-
strategic types. The research hypothesised relationships were examined and reported on in
tables 6.11 and figure 6.1 as already discussed above. Furthermore, table 6.12 summarises
the relationships between predictor variables and performance by alternative GMC-strategic
types. The predicted and observed relationships (in the brackets) are reported as below. The

majority of hypotheses were supported by the empirical analysis in this study.
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Table 6.12 Summary of the Test of Hypotheses 1 — 3: The Predicted and

(Observed) Relationships between Predictor Variables and

Performance (as criterion) by Alternative GMC-strategic Types

Variables GMC-Prospectors GMC-Analyzers GMC-Defenders

Constructs Predicted (Observed) | Predicted (Observed) | Predicted (Observed)

Corporate

Strategic

Postures (CSP)

Analytical Hla: Negative H2a: Positive H3a: Negative
(Negative) (Positive) (Negative)

Risk-taking H1b: Positive H2b: Negative H3b: Negative
(Positive) (Negative) (Negative)

Competitive Hlec: Positive H2c: Positive H3c: Negative

Rivalry (Positive) (Negative) (Negative)

Perceived-Green- H1d: Negative H2d: Positive H3d: Positive

Behaviours (Negative) (Negative) (Positive)

(PGB)

Source: Author

6.4.2 Study-3 (Part-1): The Investigations on the Moderating Effect of GMC-

Strategic Types on the Link between GMC-Structures and GCA (H4 — H6)

This section reports on the hypothesis testing and results of study-3 (part-1: H4 — H6). This
particular study further utilises a configuration approach in order to test the fit-as-
moderation (or the moderating effect) of alternative GMC-strategic types in association with
two main GMC-structures (i.e. basic and advanced GMC-structures) and green competitive
advantage (GCA). In other words, it is to examine whether or not the operationalization of
two main GMC-structures are moderated by the effect of various GMC-strategic types on
GCA. In particular, companies’ age, size, industry types and competitive rivalry are set as

controlled variables.

The test of hypothesised relationships was performed by using a method of hierarchical
regression analysis in order to test the moderating effects of alternative GMC-strategic
types. Meanwhile past studies (e.g. Slater et al, 2010; Homburg et al, 2008; Olson et al.,

2005, Slater et al., 2006, Slater and Mohr, 2006) support the fact of the usefulness of
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regression models, which allows the researcher to explore and assess the relative impact of
the two main GMC-structures (i.e. basic and advanced GMC-structures) on GCA with
respect to various GMC-strategic types. With this approach, a critical implication arising
from the intersection of the two main GMC-structures and the selection of target GMC-
strategic types could reveal a positive contribution towards a critical source of GCA for

companies.

Next, table 6.13 provides the results from the hierarchical regression analysis (see below).
The controlled variables comprising of three categorical variables (company’s age, size and
industry) and one continuous variable (competitive rivalry) are entered in the step 1. While
the remaining predictors based on the two main GMC-structures including: (1) basic GMC-
structures (in terms of both pre-GMC and info-driven GMC), and (2) advanced GMC-
structures (in terms of both product-driven GMC and synergistic GMC) are entered in step
2. The three GMC-strategic types’ regression equations are significant at p < .05, and the
adjusted R’ values range from 0.18 for GMC-defenders to 0.32 for GMC-analyzers.
Furthermore, figure 6.2 illustrates the regression results of the configuration models of fit
among alternative GMC-strategic postures, the two main GMC-structures and GCA (see

below). Next, more details of the empirical results are discussed in the following sections.
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Table 6.13 Summary of Results from Hierarchical Regression Analyses: GCA
as Dependent Variable by Alternative GMC-Strategic Types

GMC-Prospectors GMC-Analyzers GMC-Defenders

Predictor variables

Step 1

Firm’s age .07 21 18
Firm’s size -.04 -.02 -.01
Industry type .02 -.19 -.06
Competitive rivalry 36%* .08 -.05
R’ .14 .07 .04
Adjusted R’ .04 -.02 -.10
F-value .1.46 T4 28

Step 2

Firm’s age -.02 A1 .02
Firm’s size -.14 -.03 -.09
Industry type .01 -.19 -.10
Competitive rivalry 36* -.12 .05
Basic GMC 22 .10 -.01
(Pre-GMC)

Basic GMC 15 -.16 -.11
(Info-driven)

Advanced GMC .07 48* 45%
(Product-driven)

Advanced GMC 36% 28% 27
(Synergistic)

R’ 42 44 40
Adjusted R’ 28 32 18
F-value 2.96* 3.85* 1.85

AR? 28 37 .36

Note: standardized coefficients are reported. * indicates p < 0.05 level

Source: Author
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Figure 6.2 Regression Results: the Configuration Models of Fit among
Alternative GMC-Strategic Types, Two Main GMC-Structures and
GCA
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The next following sections will discuss the analysis of each GMC-strategic type which
works as a moderator: GMC-Prospector as Moderator (H4a — H4b) in section 6.4.2.1. GMC-
Analyzer as Moderator (H5a — H5b) in section 6.4.2.2. GMC-Defender as Moderator (H6a

— Hé6b) in section 6.4.2.3 respectively.

6.4.2.1 GMC-Prospector as Moderator (H4a — H4b)

According to the empirical results from table 6.13 and figure 6.2, the regression model
demonstrates the overall findings of GMC-prospector (as moderator) as follows. It is found
that the adjusted R? =.04 (not significant) when the controlled variables are entered in Step

204



1. In Step 2, the AR’ = .28 (significant, p < .05) when all the predictors comprise of two
main GMC-structures (the basic GMC-structures including: pre-GMC and info-driven
GMC; and the advanced GMC-structures including: product-driven GMC and synergistic
GMC) are entered. The results reveal a negative effect on the basic GMC-structures (in
terms of pre-GMC and info-driven GMC) on GCA for the GMC-prospectors. In other
words, this finding explains that there is no moderating effect of GMC-prospectors on the

link between basic GMC-structures and GCA.

As predicted, however the advanced GMC-structures in terms of synergistic GMC have a
positive effect on GCA, while product-driven GMC is negatively related to GCA for the
GMC-prospectors. Meanwhile, the competitive rivalry (as a controlled variable) is also
found to be positively associated with GMC-prospector and GCA in both steps 1 and 2. This
configuration model suggests that for the GMC-prospectors, there is only synergistic GMC
on the basis of the advanced GMC-structures which has a strong relationship with GCA.
Consequently, the proposed hypothesised relationships: H4a — H4b were analysed. The

findings are reported as below.

Hypothesis 4a posits that among GMC-prospectors, there is a positive effect of the
basic GMC-structures (in terms of pre-GMC and info-driven GMC) on the GCA.

The result is rejected.

Hypothesis 4b posits that among GMC-prospectors, there is a positive effect of the
advanced GMC-structures (in terms of product-driven GMC and synergistic GMC)
on the GCA.

The result is partially supported.

6.4.2.2 GMC-Analyzer as Moderator (HSa — H5b)

According to the empirical results from table 6.13 and figure 6.2, the regression model

reveals the overall findings of the GMC-analyzers (as moderator) as follows. It is found that
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the adjusted R? =-.02 (not significant) when the controlled variables are entered in Step 1.
In Step 2, the AR? = .37 (significant, p < .05) when all the predictors comprise of two main
GMC-structures (the basic GMC-structures including: pre-GMC and info-driven GMC; and
the advanced GMC-structures including: product-driven GMC and synergistic GMC) are
entered. The findings reveal the adjusted R’ = .32, meanwhile the results show a negative
effect of the basic GMC-structures (pre-GMC and info-driven GMC) on GCA for the
analyzers. In other words, this model explains that there is no significant relationship
between the basic GMC-structures (in terms of pre-GMC and info-driven GMC) and GCA

for the GMC-analyzers strategic type.

However, as predicted both components of the advanced GMC-structures (in terms of
product-driven GMC and synergistic GMC) have a positive effect on the GCA for the
analyzers. The configuration model suggests that both product-driven GMC and synergistic
GMC (on the basis of the advanced GMC-structures) have a strong relationship with GCA
as moderated by the effect of the GMC-analyzer. Consequently, the proposed hypothesised

relationships: H5a — H5b were analysed. The findings are reported as below.

Hypothesis 5a posits that among GMC-analyzers, there is a positive effect of the
basic GMC-structures (in terms of pre-GMC and info-driven GMC) on the GCA.

The result is rejected.

Hypothesis 5b posits that among GMC-analyzers, there is a positive effect of the
advanced GMC-structures (in terms of product-driven GMC and synergistic GMC)
on the GCA.

The result is supported.

6.4.2.3 GMC-Defender as Moderator (H6a — H6b)

According to the empirical results from table 6.13 and figure 6.2, the regression model

reveals the overall findings of GMC-defender (as moderator) as follows. It is found that
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adjusted R’ =-.10 (not significant) when the controlled variables are entered in Step 1. In
Step 2, the AR? = .36 (not significant) when all the predictors comprise of two main GMC-
structures (the basic GMC-structures including: pre-GMC and info-driven GMC, and the
advanced GMC-structures including: product-driven GMC and synergistic GMC) are
entered. The findings show the adjusted R°=.18 (not significant) and reveal a negative effect
of the basic GMC-structures (in terms of pre-GMC and info-driven GMC) on GCA for the
GMC-defenders strategic type. In other words, this model explains that there is no

significant relationship between the basic GMC-structures and GCA for the defenders.

However, as predicted the components of the advanced GMC-structures in relation to
product-driven GMC has a positive effect on the GCA, while synergistic GMC is negatively
related to the GCA for the defenders. The configuration model suggests that there is only a
significant relationship between product-driven GMC (on the basis of advanced GMC-
structures) and the GCA for the GMC-defenders. Consequently, the proposed hypothesised

relationships: Hoéa — H6b were analysed. The findings are reported as below.

Hypothesis 6a posits that among GMC-defenders, there is a positive effect of the
basic GMC-structures (in terms of pre-GMC and info-driven GMC) on the GCA.

The result is rejected.

Hypothesis 6b posits that among GMC-defenders, there is a positive effect of the
advanced GMC-structures (in terms of product-driven and synergistic GMC) on the
GCA.

The result is partially supported.

To sum up, the empirical findings of study-3 (part-1) reveal a substantial amount of evidence
on the relationships between the two main GMC-structures (i.e. basic and advanced of
GMC-structures) and GCA as moderated by the effect of alternative GMC-strategic types.
The results of hypothesis testing expose some interesting characteristics among three
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distinctive GMC-strategic types. In other words, each GMC-strategic type (with its unique
characteristic) is positively associated with its strengths on the basis of the two main GMC-
structures which might have an impact on a critical source of GCA for companies. In
addition, the research outcomes to an interpretation of findings can be drawn from the
evidence that the configuration model of the two main GMC-structures by alternative GMC-
strategic types to achieving GCA may rely upon a representation and formation of strength
at each stage of the development of the GMC-structures. More discussions and

interpretation of findings can later be found in chapter 7.

Next, table 6.14 summarises the relationships between predictor variables on the basis of
two main GMC-structures and GCA by alternative GMC-strategic types. The predicted and

observed relationship (in the brackets) are reported as below.

Table 6.14 Summary of the Test of Hypotheses 4 — 6: the Predicted and
(Observed) Relationships between Predictor Variables (Two Main
GMC-structures) and Green Competitive Advantage (as criterion)

by Alternative GMC-Strategic Types

Predictor Variables GMC-Prospectors GMC-Analyzers GMC-Defenders

Two main GMC- Predicted Predicted Predicted
Structures (Observed) (Observed) (Observed)
Basic GMC- H4a: Positive H5a: Positive Hé6a: Positive
structures (Negative) (Negative) (Negative)
(Pre-GMC & Info-

driven GMC)

Advanced GMC- H4b: Positive HS5b: Positive Héb: Positive
structures (Positive) (Positive) (Positive)
(Product-driven GMC

& Synergistic GMC)

Source: Author
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6.4.3 Study-3 (Part 2 and 3): The Mediating Role of GCA Have on the
Relationship between GMC-Structures and Performance (H7), and the
Direct Effect of Various Components of GMC-Structures on

Performance (HS8)

This section reports the test of hypotheses and results of study-3 (part 2 and 3) including:
H7 and H8. Hypothesis 7 assesses the mediating influence of GCA on the link between the
overall operationalization of GMC-structures and performance. Hypothesis 8 examines the

direct influence of the four components of GMC-structures on performance.

To be more precise, the test of the mediating role of GCA on the relationship between the
overall operationalization of GMC-structures and performance (H7), and the direct
influence of the four components of the GMC-structures on performance are examined by
using the procedural proposed (Baron and Kenny, 1986) through a structural equation
model (SEM) method. As past studies (e.g. Murray et al., 2011a, Carbonell and Rodriguez,
2006) support that the use of SEM model is widely acceptable to investigate the mediating
role of competitive advantage on performance as well as to test the direct effect of GMC-
structures on company’s performance. In this particular study, the author estimates two
structural models as follows. In SEM model#1, the mediating role of GCA that influences
the relationship between the overall operationalization of GMC-structures and performance
is assessed. In SEM model#2, the relationships between various components of GMC-
structures and performance is analysed. Subsequently, the SEM results of model#1 are
reported in table 6.15 and figure 6.3 for hypothesis 7. Following on from that, the SEM

results of model#2 are reported in table 6.16 and figure 6.4 for hypothesis 8.
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Table 6.15 SEM Results: the Mediating Effect of GCA on the Relationship
between The Operationalization of GMC-structures, Green

Competitive Advantage and Performance (H7)

Model# 1

The mediating influence of GCA on the link between the overall
operationalization of GMC-structures and Performance

The overall operationalization of GMC- Performance
Structures
29 (2.37)*

GOF (Model fit indices)
X@df.)=50.08 (33) /CFI=0.97/TLI = 0.96
RMSEA = 0.06 / SRMR = 0.05

Note: Standardized coefficients are reported with z-values in parentheses (*p <.05)

Source: Author

Figure 6.3 SEM Results of Model#1 (H7)

/ The Overall \ 29 (2.3N)*
Operationalization of
GMC-Structure Green
*  Pre-GMC Competitive Performance
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Source: Author

According to the empirical results from table 6.15 and figure 6.3, the SEM model#1
represents the relationship between the overall operationalization of GMC-structures and
performance. The findings from this model show that the overall operationalization of
GMC-structures is mediated by the effect of the GCA on performance. In other words, it is

found that the role of the GCA significantly relates to the effect of overall operationalization
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of GMC-structures on performance. The result of SEM model also suggests the mediating
influence of the GCA with t-scores 2.37, and a significance at p-value <.05. In addition, the
GOF indices (model fit indices: X (d.f.) = 50.08 (33), CFI = 0.97, TLI = 0.96, RMSEA =
0.06, SRMR = 0.05) reveal a model fit with the observed-data. In light of the SEM model#1,

the author concludes the hypothesis testing as below.

Hypothesis 7 posits that the GCA mediates the effect of an overall operationalization
of GMC-structures (in terms of pre-GMC, info-driven GMC, product-driven GMC
and synergistic GMC) on the performance.

The result is supported.

Next, the SEM results of model#2 are reported in table 6.16 and figure 6.4 for hypothesis 8

as below.

Table 6.16 SEM Results: the Direct Influence of Various Components of GMC-

Structures on Performance (HS8)

Model# 2

The Four Components of GMC-Structures Performance
Pre-GMC .20 (1.81)
Info-driven GMC 36 (3.42)*
Product-driven GMC .09 (0.92)
Synergistic GMC .08 (0.77)

GOF (Model fit indices)
X2 (df)=14.53 (14) /CFI = 0.99/ TLI = 0.99
RMSEA = 0.01 /SRMR = 0.03
Note: Standardized coefficients are reported with ¢-values in parentheses
(*p <.05)
Source: Author
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Figure 6.4 SEM Results of Model#2 (H8)
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According to the empirical results from table 6.16 and figure 6.4, both contain the SEM
results of model#2. This model assesses the direct influence of the four components of
GMC-structures on performance. The findings show that the only one component in terms
of info-driven GMC has a direct effect on performance (with #-score 3.42, a significance at
p <.05). Meanwhile the GOF indices (model fit indices) suggests a good model fit with the
observed-data (X? (d.f.)) = 14.53(14), CFI = 0.99, TLI = 0.99, RMSEA = 0.01, SRMR =

0.03). Consequently, the result of hypothesis testing is reported as below.

Hypothesis 8 posits that various components of GMC-structures (on the basis of pre-
GMC, info-driven GMC, product-driven GMC and synergistic GMC) have a direct
effect on the performance.

The result is partially supported.

Finally, once all research hypothesised relationships from both studies 2 and 3 were
analysed and reported. The empirical findings of all sub-studies will further be discussed

and interpreted in the next chapter (chapter 7).
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6.5 Chapter Summary

This chapter evaluates the measurement model and reports the test of hypotheses and the
empirical results of both study-2 and -3. The empirical study-2 examines the configuration
model of fit among alternative GMC-strategic types, corporate level postures, PGB and
performance. The research findings, as predicted reveal that the hypothesised relationships
were largely supported. Moreover, the empirical study-3 further tests three more
relationships including: (1) the configuration model of fit among alternative GMC-strategic
types, the operationalization of two main GMC-structures and GCA, (2) the mediating effect
of GCA on the relationship between the overall operationalization of GMC-structures and
performance, and (3) the direct influence of the four components of GMC-structures on
performance. The results uncover an amount of substantial evidence based on the
configuration approach (using a hierarchical regression analysis) and the SEM models.
These research outcomes will later be discussed and interpreted in order to get the most

meaningful research implications for management practice in the next chapter.

Next, chapter 7 will provide more discussions on all the results of sub-studies 1, 2 and 3,
and research implications as well as an interpretation of major findings (for managerial

practices).
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CHAPTER 7

DISCUSSION, RESEARCH CONTRIBUTIONS AND IMPLICATIONS

7.1 Overview of the Chapter

The main objectives of this chapter are to summarise all findings from the research
conducted, and provide discussions on the entire study (study-1, 2 and 3) (section 7.2).
Particularly, the author aims to locate some knowledge gained from the study by reviewing
the advantages of the implementation model/framework as well as validating the adopted
analytical methods. This section also demonstrates the research contributions and
implications of this thesis. In particular, it starts by discussing the research outcomes of
study-1 which responds to RQ#1 and 2 (section 7.2.1). This specific study postulates a
conceptual model of GMC and its principles (section 7.2.1.1), in turn it gives rise to the
operationalization of GMC and four components of the GMC-structures (section 7.2.1.2) as

well as the three GMC-strategic types (section 7.2.1.3).

Next, the findings of Study-2 (RQ#3) will be reviewed (section 7.2.2). In particular, the
study that conducted an investigation into a configuration model of fit among GMC-
strategic types, corporate strategic postures, perceived-green behaviour and performance is
discussed (section 7.2.2.1). After that, this chapter continues by deliberating the data relating
to Study-3 (section 7.2.3). This was an investigation that employed the following three sub-
analyses consisting of: Part-1 (RQ#4) examines the configuration model of fit among the
three GMC-strategic types, the operationalization of two main GMC-structures and green
competitive advantage (GCA) (section 7.2.3.1). Part-2 (RQ#5) assesses the mediating effect
of GCA on the link between the overall operationalization of GMC-structures and
performance (section 7.2.3.2). Part-3 (RQ#6) investigates the direct influence of various

components of the GMC-structures on performance (section 7.2.3.3).
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Moreover, research contributions and implications based on theoretical and practical point
of views are followed (section 7.3). Specifically, this section begins with contributions to
academic research (section 7.3.1), then research implications and interpretation of findings
for managerial practices are discussed (section 7.3.2). Besides, the author provides some in-
depth insights into the implications of multi-dimensional models of GMC in terms of the
operationalization of GMC-structures and the four components (section 7.3.2.1), strategic-
behaviour-fit among the three GMC-strategic types (section 7.3.2.2), as well as strategic-
GMC-fit among the three GMC-strategic types (section 7.3.2.3). Furthermore, the author
articulates the insight of strategic implications through a guiding model which can be used
as a GMC-strategic mind-map for marketing practitioners toward the development of GMC

strategies (section 7.3.2.4). Lastly, the chapter is summarised (section 7.4).

7.2 Research Findings and Discussions
7.2.1 Empirical Study-1 (RQ#1 and 2): The Concept of GMC and Its Classifications

Schemes

This section begins with a review on the major research findings of empirical study-1 (as
presented in both chapters 2 and 4). Specifically, the research outputs have answered to two
research questions which are: RQ#1: what is the conceptual definition of GMC and what
are its principles? (Already discussed in chapter 2), and RQ#2: on the basis of a
classificatory scheme, what are the specific characteristics of companies that can be
categorised by their GMC-strategic types and performance differentials? (Already presented

in chapter 4).

Strictly speaking, this study firstly posits the conceptualization of GMC by examining
pertinent theoretical literature i.e. strategic marketing, the RBV and marketing resources
and capabilities (responding to RQ#1). It then employs an integrative analytical approach

that combines both classificatory methods including: a conceptual classification and an
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empirical taxonomy in order to develop classifications of the GMC-structures and the GMC-
strategic types (responding to RQ#1and #2). Next, the following sections shed light on to
the empirical findings including: the conceptual model of GMC and its principles (section
7.2.1.1), the operationalization of GMC and its four components (section 7.2.1.2) and the

three GMC-strategic types (section 7.2.1.3).

7.2.1.1 The Conceptual Model of GMC and Its Principles

As stated earlier, the research findings of study-1 correspond to research questions #1 and
2. This study aims to fill a knowledge gap by drawing attention to companies’ green
marketing capability (GMC), and attempts to find out how GMC can be operationalized, in
other words, can be put into real practice for businesses. To date, there have been very few
studies that have evaluated companies’ green marketing capability by addressing an
assessment upon the link between strategic marketing, the RBV and marketing resources
and capabilities to conceptualising GMC and its principles. In addition, this study builds on
a conceptual model of GMC in order to explore in-depth insights into its multi-facets and

strategic implications.

To be more specific, this study offers up a salient conceptualization of GMC which draws
on the insights into the theoretical foundations that consolidate the relationships between
strategic marketing (Varadarajan, 2010), the RBV and marketing resources and capabilities
(Morgan, 2012). Given the theoretical foundation of GMC, this study highlights the link
between major theories across the fields of strategic management and marketing which
encompass green marketing practices and strategies. On this basis, it makes substantial
contributions to a body of knowledge towards the insight into the incorporation of strategic
marketing (Varadarajan, 2010) and marketing knowledge-based resources and capabilities
(Morgan, 2012) which has embedded environmentally-oriented issues to validate a

conceptual model of ‘green marketing capabilities’ or GMC. This validation also sets out to
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build on the idea of past studies (e.g. Morgan, 2012; Leonidou et al, 2013; Fraj et al, 2013)
with an aim to integrate the role of RBV and marketing-based resources in order to improve
companies’ marketing capabilities in achieving target market objectives and superior
performance outcomes. With this standpoint, the concept of GMC is grounded in the two
principles consisting of: architectural and specialized marketing capabilities (which are
anchored to the RBV theory and the marketing resources and capabilities literature) and
incorporate into strategic marketing at a functional/operational level of an organisation

(Varadarajan, 2010; Morgan, 2012).

In practice, the concept of GMC is fundamental to an integration of multi-tasking functions
between individuals, groups, organisational systems, and structures combined with
marketing knowledge-based resources and skills of a company (Morgan, 2012). The
consolidation of resources and skills would transform into capabilities in ways that
contribute to achieving marketing goals (Morgan, 2012; Mahoney and Pandian, 1992;
Grant, 1996; Marino, 1996). In other words, the two principles of GMC are concerned with
an incorporation of multi-level coordination and a complex bundles of marketing resources
and capabilities based on both architectural and specialized marketing capabilities (Morgan,
2012). The combination of marketing capabilities can also be viewed as inter-connected
marketing-based resource inputs and capabilities. These involve knowledge of marketing
planning skills, selecting strategic marketing goals and strategic marketing decisions upon
the deployment of various functional marketing strategies in a company (Morgan et al,
2003; Slotegraaf and Dickson, 2004). Based on this stance, this study makes substantial
contributions to a body of knowledge by consolidating literature across the fields of strategic
management and marketing to derive and affirm the two main principles of GMC which are
central to companies’ marketing resources and capabilities. Given the above critical

groundwork, the two principles can be regarded as a specific set of drivers for companies in
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achieving competitive advantage and superior performance (Morgan, 2012; Vorhies et al,

2009; Hunt, 1995; Vorhies et al, 1999).

Moreover, the essence of strategic marketing (as a domain of marketing strategy based on
different purposes within a company) (Varadarajan, 2010) has come to light and has
extended literature boundaries to articulate marketing strategies in various levels of an
organisation. Based on this literature, the author focuses on practical marketing at an
operational level with an implementation of the marketing programs (McCarthy, 1978).
Particularly, this study attempts to emphasise companies’ green marketing capabilities at an
operational level which has attested to the need for change towards green/eco-friendly
marketing practices, so as to meet a transformation of the role of marketing in relation to an

environmental imperative (Kotler, 2011).

7.2.1.2 The Operationalization of GMC and Four Components of GMC-

Structures

This section continues to discuss the findings in responding to research question 1 (partly
brought forward from study-1) which aims to identify the different stages of GMC-
structures (the operationalization of four components). Particularly by employing the
integrative analytical approach, the author would be able to evaluate a multi-dimensional
model of GMC and its implications. Given the combined-classificatory procedure
(consisting of both classificatory schemes concerning a conceptual classification and an
empirical taxonomy), it gives rise to a classification of the GMC-structures and taxonomy
of the GMC-strategic types. Accordingly, the adopted integrative analytical approach has
demonstrated its usefulness which can be said as advantageous approach for this study to
derive substantial meanings and implementations of GMC. On this basis, the GMC-
structures and the GMC-strategic types have been brought to light with some insightful
implications. Furthermore, the classification of GMC-strategic types (based on an empirical
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taxonomy which corresponds to RQ#2) will be discussed in the latter section (section

7.2.1.3).

Strictly speaking, the operationalization of GMC has been examined by a conceptual
classification approach based on two main principles including: architectural and
specialized marketing capabilities (Morgan, 2012). With this process, the GMC-structures
can be operationalized and simplified as: (1) basic GMC-structures (concerning two
components inclusive of pre-GMC and info-driven GMC) and (2) advanced GMC-
structures (concerning two components comprised of product-driven GMC, and synergistic
GMC). In practice, the operationalization of the GMC-structures involves a systematic
process of green marketing knowledge-based resources and capabilities that enables
companies to fully exploit their marketing capabilities, as well as to develop a-new (Teece
et al, 1997). Given this standpoint, it integrates the insights into how different elements of
green marketing practices and strategies (that embedded in companies’ multi-leveled
marketing resources and capabilities) could interact in ways contributing to a systematic and
dynamic GMC (Morgan, 2012). Theoretically the operationalization of the GMC-structures
which are a cornerstone to companies’ marketing resources and capabilities (which are
encompassed by the RBV) would generate a source of dynamic capabilities for the
enhancement of competitive advantage and performance (Vorhies and Morgan, 2005).
Likewise, numerous researchers (e.g. Eisenhardt and Martin, 2000; Grant, 1996; Teece et
al., 1997) support, the role of RBV that could lead companies to obtaining a source of
competitive advantage by continuously reconfiguring (that can change existing capabilities
or create new ones) or reconsolidating various types of resources within an organisation to
enhancing performance outcomes as well as differentiating companies to outperform other

competitors over time.
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To be consistent with the RBV, the operationalization of GMC-structures on the basis of the
four components comprising of: pre-GMC, info-driven GMC, product-driven GMC and
synergistic GMC can be considered as influential factors constituting a source of
competitive advantage and superior performance as a result (Amit and Schoemaker, 1993,
Peteraf, 1993). Moreover, the four components of GMC-structures have also been ratified
by an integrative analytical approach, which involves a conceptual classification and a
procedure for selecting the constructs of GMC in comparison with past relevant studies (e.g.
Fraj et al, 2013; Leonidou et al, 2013) (as already presented in chapter 4: section 4.2.2).
Given the rigorous procedure, the quality and features of the GMC-structures including four

components have been successfully evaluated and established.

In brief, this study affirms that the operationalization of GMC-structures (concerning two
main GMC-structures) including four components i.e. pre-GMC, info-driven GMC,
product-driven GMC and synergistic GMC would depict a ‘wholeness’ of the GMC model.
Particularly, the consolidated elements of the GMC-structures can be viewed as a
representation of overall green marketing capabilities which is embedded in the RBYV,
marketing knowledge-based resources and capabilities of an organisation (Morgan, 2012).
In its entirety it can help companies to evaluate a critical source of competitive advantage

and superior performance (Vorhies and Morgan, 2005).

7.2.1.3 Three GMC-Strategic Types

This section continues to discuss on the research findings that are derived from the research
question of study-1 (RQ#2) that is: on the basis of the classification of GMC-structures
(from RQ1), what characteristics of companies can be categorised by their GMC-strategic
types and performance differentials? In other words, this enquiry aims to empirically
identify companies who are at different stages of the GMC-structures in order to better
understand and explain their GMC-strategic types and characteristics.
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As discussed earlier, based on the classification schemes of GMC (chapter 4), three GMC-
strategic types are derived from an empirical taxonomy. With this approach, companies are
clustered by their group shared-characteristics on the basis of a data-reduction technique or
a clustering analysis. To be consistent with the robust literature review, the author aims to
get the most meaningful cluster description which can be relevant to a broader perspectives
of organization’s typologies in relation to product-market domains (strategy) and construct
mechanisms (structures) (Miles et al, 1978). With this purpose in mind, the author compared
three clusters of companies with the Miles and Snow’s (1978) conceptual typologies in order
to derive different GMC strategic implications. As a result of that, the three GMC-strategic
types which concern the diverse typologies i.e. prospector, analyzer and defender have
given rise to a better view of the different organisation types with their unique characteristics
based on the development of the GMC-structures. The three distinctive GMC-strategic types
therefore have been labelled as follows: GMC-prospector, GMC-analyzer and GMC-
defender. These findings have also been appraised and affirmed by the prominent studies
across the fields of strategy research, organisation study, strategic management and
marketing (i.e. Miles et al, 1978; Vorhies and Morgan, 2003; Olson et al, 2005; Song et al,

2007; Hughes and Morgan 2008; Slater et a/, 2010 and 2006; Fiss, 2011; Li and Tan, 2013).

In addition to the above, the author further discusses the empirical findings of study-2 and -
3 (from chapter 5 and 6) in the next following sections. The results of both studies provide
substantial evidence on companies’ characteristics based on their unique attributes in
relation to the three GMC-strategic types. Particularly, each GMC-strategic type can be
explained by its synthesis of strengths as to how a company approaches the
operationalization of GMC-structures in different states and/or with various purposes.
Moreover, each GMC-strategic type seems to expose its dominant characteristics and
mindset which can be seen as a reflection of its deep-rooted behaviour (attribute) that shapes

an organisation’s cognitive thinking (Venkatraman, 1989). This in turn may influence
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companies’ forward thinking towards achieving strategic targets and goals (Slater and
Mohr, 2006). Next, the empirical findings from the test of the research hypothesis in chapter

6 are brought forward to discuss in association with the three GMC-strategic types as below.

GMC-Prospector. This type of strategy refers to a company which manifests itself as an
opportunity-seeker. Owing to their distinctive characteristics, the GMC-prospectors tend to
expose their expertise and enthusiasm for the exploitation of green product/market
opportunity with a proactive gesture. Similarly, past studies (e.g. Miles et al, 1978; Slater
et al, 2006) assert that the major attributes within the prospectors are that they are
enthusiastic and proactive to new products or market development with a clear goal-
oriented mission, and also prone to take risks more than other types (i.e. analyzers and

defenders).

In addition, the empirical findings (from chapter 6) reveal that the relative strength of the
GMC-prospectors lays in their risk-taking posture at a corporate level, which has an
influence on the functional/operational level involving marketing strategy implementation.
They are self-driven towards the development of the GMC-structures and the awareness of
green market competitive environment. As such, they perceive competitive rivalry as
incentives that motivate them towards the development of differentiated strategy, as well as
leading change in the green product/market (Song et al, 2007). To be consistent with the
empirical findings and some supporting literature (e.g. Fiss, 2011; Song et al, 2007; Olson
et al., 2005; Vorhies and Morgan, 2003), it can be concluded that the GMC-prospectors
express their synthesis of strengths incorporated in their core strategies as being an
opportunity seeker. Meanwhile they employ a first-mover advantage strategy coupled with
a risk-taking and ambitious attribute at their corporate level towards the development of

GMC-structures and an exploitation of green product/market opportunity.
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GMC-Analyzer. This type of strategy refers to a company in which manifests itself as a
critical-adopter. Owing to their distinctive characteristics, the GMC-analyzers tend to
expose their selves as elaborate followers, adopting a thoughtful and thorough research
program in exploiting green product/market opportunity. Likewise, some of the past
research (e.g. Miles et al, 1978; Olson et al, 2005; Song et al., 2007) highlight that the major
attributes of the analyzers are that they pursue an analytical strategy in response to
marketing activities and demands. They also employ a second-but-better strategy whilst
depending upon information-orientation for their decision-making process. This posture
causes us to view them as being careful monitors of competitors, more than the other types
(i.e. prospectors and defenders) as well as implementing a balance/hybrid strategy
incorporated in its analytical approach (e.g. Miles et al, 1978; Olson et al, 2005; Song et al.,

2007).

In addition, the empirical findings (from chapter 6) give evidence to the relative strength of
the GMC-analyzers, which can be viewed as being elaborative followers with an analytical
posture at a corporate level (a well-rounded mindset) which has an influence on their
functional/operational level involving marketing strategy implementation. Although they
are second to the GMC-prospectors, they are highly self-driven towards the development of
the GMC-structures. To be consistent with the empirical findings and the supporting
literature (e.g. Slater ef al, 2010; Hughes and Morgan, 2008; Vorhies and Morgan, 2003;
Miles et al, 1978), it can be concluded that the GMC-analyzers express their synthesis of
strengths and core strategies as being a critical adopter or an elaborative follower coupled
with analytical and careful attributes at their corporate level which enables them to
safeguard their efficiency of GMC-structures towards the exploitation of a green

product/market opportunity.
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GMC-Defender. This type of strategy refers to a company that manifests itself as a
conservative-adherent. Owing to their distinctive characteristics, the GMC-defenders tend
to expose their isolation with less attentiveness towards the development of GMC-
structures. Similarly, past studies (e.g. Miles et al, 1978; Song et al., 2007) assert that the
unique characteristics of the defenders can be seen as having a defensive mindset with its
core defending strategy implementation in order to protect their target market domain. They
also have a totally contrasting reflection imaged by the GMC-prospectors to achieving their

target market objectives (Miles et al, 1978).

In addition, the empirical findings (from chapter 6) bear witness to the relative strength of
the GMC-defenders as being isolated and rather conservative. They define their selves with
a defending posture at a corporate level which has an impact on their functional/operational
ability involving marketing strategy implementation. To be consistent with the empirical
findings and the supporting literature (e.g. Fiss, 2011; Song et al., 2007; Slater and Narver,
1993; Miles et al, 1978), it can be concluded that the GMC-defenders tend to express a risk-
adverse manner with a reactive response to new market trends and opportunities.
Meanwhile they reveal a trait of being dependent upon cost efficiency, and show consistency

with their own core strategy in order to maintain/protect their own product/market domain.

However, understandably, the GMC-defenders show emphasis on a more secure-established
market (Miles et al, 1978) rather than approaching a green product/market opportunity.
What is surprising is that they take into account the perceived-green-behaviour (PGB) as
reflected by their stakeholders. In other words, the stakeholders’ opinions from different
sectors (i.e. customers, share-holders, suppliers, government and employees) do reflect on
the defender’s decision-making process. This is mostly apparent in decisions on whether or
not to take on board green product/market in order to maintain and satisfy their market

niche’s demand. Based on this circumstance, it is witnessed that in order for the GMC-
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defenders to attain their target market objectives they use their core strengths and strategy
based on risk-adverse and reactive response to purposively develop the GMC-structures.
The desired result is that, they could be able to retain their customers’ needs whilst

defending their market domain from other competitors in a more efficient way.

In brief, these three GMC-strategic types have been attested to by the review of past studies
across the fields of strategy research, organisation’s study, strategic management and
marketing (e.g. Miles et al, 1978; Song et al, 2007; Hughes and Morgan, 2008; Slater et al,
2010; Fiss, 2011). Furthermore, details of the three distinctive GMC-strategic types and
their strategic implications based on the interpretation of findings for managerial practices

are later discussed in the sections: 7.3.2.

7.2.2 Empirical Study-2 (RQ#3)
7.2.2.1 The Configuration Model of Fit among Alternative GMC-Strategic
Types, Corporate Strategic Postures (CSP), Perceived-Green Behaviour

(PGB) and Performance

This section aims to discuss the research outcomes of study-2 (from both chapters 5 and 6).
Building on the classification of the GMC-strategic types (from study-1: chapter 4), this
particular study deals with research question 3. That being: on the basis of various GMC-
strategic types, how does the confluence of multiple variables i.e. alternative GMC-strategic
types and the higher level corporate strategy and behaviour align with companies’

performance?

This study utilises a configuration approach to investigate an alignment between higher level
corporate posture, PGB and performance with alternative GMC-strategic types. Particularly,
a configuration model of fit as suggested by past studies (e.g. Slater et al, 2010 and 2006;
Olson et al, 2005) is found to be a useful method for this study. Owing to its effectiveness,

this configuration model could articulate how well a corporate level posture and an
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operational marketing strategy implementation are aligned; and whether or not the PGB
works on influencing performance. In addition, each GMC-strategic type which works as a
moderator (or an assessment of fit-as-moderation) (Venkatraman, 1989) also provides an
appropriate means to understand an association between PGB, corporate posture and

performance in which exhibits its unique strategic-behaviour-fit model.

Moreover, the hypothesis testing (from chapter 6) reveals various configuration of fit
models among diverse GMC-strategic types (based on a regression analysis) which are
largely in the predicted direction. Specifically, this study proposes a predictable strategic-
behaviour-fit as exposed by the configuration of fit model among the three GMC-strategic
types, corporate level postures, PGB and performance. The findings also give evidence to
that both corporate level posture and strategic implications which are found to be

incorporated into a company’s dominant characteristics have an impact on its performance.

Strictly speaking, a strategic-behaviour-fit model can be defined as “a representation or
formation of strategies and perceived-behaviour incorporated into each GMC-strategic type
that fits with a corporate-level posture, and thus constitute performance effectiveness”
(Author). In other words, this model reflects a set of internal patterns of an organisation’s
distinctive characteristic and its synthesis of strategies and behaviour based on the
development of GMC-structures in contributing towards performance outcomes.
Furthermore, the empirical results can also be interpreted by assigning different strategic
implications based on the three strategic-behaviour-fit models (by alternative GMC-
strategic types) for management practices. (More discussions can be found in section

73.2.2)

226



7.2.3 Empirical Study-3 (RQ#4, 5 and 6)
7.2.3.1 Part-1 (RQ#4): The Configuration Model of Fit among Alternative GMC-

Strategic Types, the Operationalization of two main GMC-Structures and

GCA

This sub-section discusses the research findings of study-3 (from both chapters 5 and 6).
Building on the classification of the GMC-strategic types and the operationalization of
GMC-structures (from study-1: chapter 4), part-1 of study-3 deals with research question 4.
That being: what is the association between alternative GMC-strategic types and the

operationalization of GMC-structures in achieving a competitive advantage?

In this particular study, it utilises a configuration approach to examine an alignment between
the operationalization of two main GMC-structures including basic and advanced GMC-
structures and green competitive advantage (GCA) by alternative GMC-strategic types.
Specifically, it builds on the idea of the past study (i.e. Slater, Olson and Hult, 2006) to
explore the relationship between strategy-capability-performance. The author adopts a
configuration model of fit as suggested by several past studies (e.g. Slater et al, 2010 and
2006; Olson et al, 2005). With this analysis approach, it allows the researcher to predict a
strategic-GMC-fit model among different GMC-strategic types — a representation of a
confluence of the operationalization of two main GMC-structures and alternative GMC-

strategic types for the enhancement of competitive advantage.

Moreover, this study builds on the idea that explains the term strategic fit which is used as
a normative concept. This notion describes the essentiality of synchronising complex
organisational factors for an effective implementation of an adopted strategy (Stonich,
1982). Meanwhile, strategic fit stands for a pattern of strategy formulation, and the
interaction of strategic fit which inherently leads organisations to attaining favourable

performance implications (Zajac et al., 2000). Armed with the above insights, the fit reflects

227



an alignment among other components such as strategy, structure, systems, style, staff,
shared values and skills which are essential for business success (Peters et al., 1982). It is
also suggested as a pattern of an interaction or a process aligning organisation and the
environment which highlights an emergent configuration (Thorelli, 1977). Strictly speaking,
in this study a strategic-GMC-fit model can be defined as “a merging of the synthesis of
strengths (based on companies’ unique characteristics and strategies) in line with the
operationalization of two main GMC-structures to strengthening a green competitive

advantage for companies by different GMC-strategic types” (Author).

Moreover, the interpretation of findings based on strategic implications (for management
practices) in terms of strategic-GMC-fit among three GMC-strategic types can be found in

section 7.3.2.3.

7.2.3.2 Part-2 (RQ#5):The Mediating Effect of GCA on the Link between the

Overall Operationalization of GMC-Structures and Performance

This sub-section continues to discuss the findings of study-3 (part-2) (from chapters 5 and
6). Building on the classification of GMC-structures (from study-1: chapter 4), part-2 of
study-3 deals with research question 5. That being: what is the impact of green-based
competitive advantage on the relationship between the GMC-structures and companies’

performance?

In this particular study, it examines the mediating effect of GCA on the link between the
overall operationalization of GMC-structures and performance. A structural equation model
(SEM) is performed in order to investigate whether or not GCA plays an important role as
a mediator, influencing the overall operationalization of the GMC-structures on
performance. Particularly, the extended role of GCA as a mediator is tested by employing
the procedure proposed by Baron and Kenny (1986) based on a SEM approach. In light of

this method, it aims to verify an imminent mediator of a green-competitive advantage
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concept which impact on the relationship between GMC-structures and performance. In
other words, it attempts to find out whether or not the GCA constitutes superior performance
for companies which can be explained by the development of overall operationalization of
GMC-structures. In addition, this study postulates the notion of GCA and assesses a

mediating role of GCA which is built on Murray, Gao, Kotabe (2011)’s work.

Based on the empirical findings (from chapter 6: section 6.4.3), it can be concluded that the
overall operationalization of GMC-structures potentially constitutes superior performance
for companies as mediated by an effect of the GCA. Specifically, the practicality of GMC-
structures that contributes performance effectiveness could be relying on the mediating role
of GCA. Theoretically this study emphasises the relationship between GMC, competitive
advantage and performance which draws upon an insight into the theoretical linkage
concerning the RBV, marketing-based resources, capabilities and performance (Vorhies et
al, 2009). Which could also contribute to a better understanding of why some companies

may outperform their competitors over time (Morgan, 2012).

Strictly speaking, the mediating role of GCA could infer a reflection of companies’ GMC
that incorporate the RBV, marketing resources and capabilities for the development, and
transformation of resources into valued offerings for customers (Morgan et al, 2003;
Makadok, 2001; Teece et al, 1997). Based on this standpoint, in other words the role of
GCA embodies the essence of overall operationalization of the GMC-structures which could
constitute the effectiveness of organisation’s performance. Particularly, the perception of
green competitive advantage can be evident by companies who develop and implement the
operationalization of GMC-structures. Meanwhile the operationalization of GMC-structures
inclusive of: green marketing knowledge and planning skills (pre-GMC), green marketing
information-orientation and implementation (info-driven GMC), green product design and

development (product-driven GMC) and other coordinated green marketing practices
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through communication with customers and commitment among partnerships (synergistic
GMC) would constitute a perceived-green competitive advantage for companies. This in
turn enhances the ‘wholeness’ of green marketing capabilities based on various aspects of
operational/functional marketing towards an achievement of greater performance outcomes.
For instance, green product development on the basis of using recyclable ingredients and
eco-friendly packaging could help companies obtain not only a product-differentiated
competitive position, but also attract a higher level of customer demand towards green
products. As a result, companies could be able to increase sales margins, and profitability
to achieving return on investment (ROI) as well as reaching green product investment

financial goals (Leonidou et a/, 2013; Fraj et al, 2013; Porter, 1995).

In short, this study assesses the role of GCA that works as a mediating effect on the
relationship between an overall operationalization of the GMC-structures and performance.
It also verifies the importance of the mediator on a competitive advantage that may influence
marketing capabilities on performance. Subsequently, the relationship between marketing
capabilities-competitive advantage and performance has given a testament to this study’s
assumption. The results uncover that the practicality of GMC-structures is regarded as a
pivotal mechanism, or driver of green competitive advantage which contributes towards a

greater organisation’s performance.

7.2.3.3 Part-3 (RQ#6): The Direct Influence of Four Components of the GMC-

Structures on Performance

This sub-section further discusses the research findings of study-3 (part-3) (from chapters 5
and 6). Part-3 of study-3 deals with research question 6. That being: how do the GMC-
structures directly influence companies’ performance? Building on the classification of the
GMC-structures (from study-1: chapter 4), this particular study aims to investigate whether
or not the four components of GMC-structures directly impact on performance outcomes.
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The empirical results reveal that on the basis of the GMC-structures in relation to info-driven
GMC, is found to be significantly related (as a direct effect) to improving performance
outcomes for companies. It is suggested that the green marketing knowledge-based resource
involving information-oriented practices can be seen as an influential factor. In other words,
this particular element could contribute to companies’ insights into how green marketing
information can be effectively: accessed, interpreted and implemented in terms of internal
organisation’s decision-making process (Morgan, 2012; Morgan et al, 2012). In turn, it
helps evaluate and strengthen companies’ GMC towards achieving better performance as a

result.

In addition, this study reaffirms the imminent role of the info-driven GMC factor which
represents the basic GMC-structures. This component is concerned with a basic
understanding of information-orientation which is rooted in architectural marketing
capabilities (e.g. Leonidou et al, 2013; Morgan et al, 2012; Morgan et al, 2009). On this
basis, the development of the GMC-structures involving information implementation and
dissemination can help differentiate companies’ performance. This can be facilitated by
knowledge, in the form of information acquired in order to gain a better understanding of
green product/market trend for decision making. Additionally, this can also articulate the
idea that explains why some companies would be able to deploy knowledge-based resources

more effectively in order to outperform other competitors over time (Morgan, 2012).

Besides, the info-driven GMC component enlightens companies’ ability to interpret
informational findings in terms of know-how of GMC, which is an essential step for
undertaking the development of GMC-structures. Although other three components (i.e.
pre-GMC, product-driven GMC and synergistic GMC) seem not to expose direct influences
on performance, all four components (including: pre-GMC, info-driven GMC, product-

driven GMC and synergistic GMC) are necessary and must be incorporated into the multi-
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dimensional GMC model in order to capture a broader implication and its practicality. This
combination therefore would constitute a ‘wholeness’ of the GMC model. More
interpretation of findings on the basis of the GMC-structures and the four components for

management practices can be found in section 7.3.2.1.

To sum up, collectively the research findings of all empirical sub-studies: 1, 2 and 3 (as
discussed above) have evidenced and highlighted the true potential of GMC model and its
practicability in various aspects on the basis of the operationalization of GMC-structures
and the strategic implications. Particularly, the operationalization of two main GMC-
structures (concerning the basic and advanced GMC-structures) and the four components
(consisting of pre-GMC, info-driven GMC, product-driven GMC and synergistic GMC)
contribute to a holistic view of the multi-faceted GMC model. In addition, the strategic
implications on the basis of three GMC-strategic types (comprising of GMC-prospector,
GMC-analyzer and GMC-defender) and their derivatives in terms of strategic-behaviour
and strategic-GMC-fit models (which have been derived from a configuration approach)
also contribute to a body of knowledge for a better understanding of the feasibility of GMC.
Strictly speaking, the usefulness of the four components of GMC-structures, the
implications of three GMC-strategic types, the strategic-behaviour and strategic-GMC fit
models have been witnessed and attested to by the study’s enquiries — what GMC is, why it
is important and Aow it can be achievable. When the overall GMC-structures has been
attained and sustained, it can be used as a critical driver for companies’ to gaining
competitive advantage and strengthening performance outcomes. Consequently, the multi-
dimensional model of GMC and its implications have been successfully evaluated and

ratified throughout by the empirical data of this thesis.

Next, the following sections present the study’s contributions to academic research and

interpretation of findings for management practices.
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7.3 Research Contributions and Implications

This section begins by presenting research contributions based on an academic perspective
(section 7.3.1) and research implications and interpretation of findings for managerial
practices (section 7.3.2). On the basis of an interpretation of the findings, the author
discusses the knowledge gained from the operationalization of GMC-structures and their
four components (section 7.3.2.1), and follows with the strategic implications that are
derived from the investigation of three GMC-strategic types based on a configuration
approach concerning the strategic-behaviour-fit (section 7.3.2.2) and the strategic-GMC-fit
(section 7.3.2.3) as well as a guiding model toward the development of GMC strategies

(section 7.3.2.4) for practitioners respectively.

7.3.1 Contributions to Academic Research

This study makes substantial contributions to academic research in several aspects. First, it
posits the foundation of the conceptual model of GMC and its principles (as already
discussed in chapter 4), which are derived from a robust review of literature in the fields of
strategic management and marketing. In order to capture the whole idea of what is green
marketing capability and how it can be conceptualised, the author argues that the
relationship between theories which crosses the boundaries of marketing and strategic
management studies i.e. strategic marketing (Varadarajan, 2010), the RBV and marketing
resources and capabilities (Morgan, 2012) are fundamental to the development of the GMC
model. In addition, the author not only draws attention to the above theoretical foundation
that links strategic marketing (Varadarajan, 2010), marketing resources and capabilities
within the RBV theory (Morgan, 2012), but also emphasises a robust review of past studies
based on green marketing strategies (Fraj et al, 2011; Fraj et al, 2013) and green marketing
practices (Leonidou et al, 2013) to develop the notion of GMC. Given the above

informational background, it provides focal points and principles of theoretical review with
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parsimonious groundwork towards conceptualising the GMC model. Particularly, the
origins of GMC, which stems from the integrated role of operational strategic green
marketing is embedded in companies’ marketing resources and capabilities and the RBV of
an organisation. Accordingly, the conceptual model of GMC has been well grounded by
thoroughly researched theoretical literature which was built and validated on the basis of

rigorous procedure of academic research in the domain.

Building on the foundation of the GMC model, this study further delves deeper into the
theoretical literature in order to explain the role of GMC and how it can be operationalized
and effectively implemented. With the aim in mind, the author postulates the illustration of
an overall strategic green marketing plan at an operational level (Varadarajan, 2010). This
was done through an evaluation of marketing based capabilities on a strategic and tactical
approach (e.g. Kotler, 2011; Polonsky and Rosenberger, 2001) combined with the insights
into an organisation’s marketing resources and capabilities (based on the RBV) (Morgan,
2012). By which it is encompassed by environmentally-oriented issues throughout the
development of the GMC model. Based on this stance, this study makes significant
contribution by validating the conceptual model of GMC which is not only grounded in the
prominent theories but also elaborately reviewed based on past studies pertaining marketing
and strategic management. As a result, the operationalization and the implementation of

GMC became effective and successfully assigned.

Following on from the above theoretical background, the author also sought to explain what
might constitute performance effectiveness for companies who develop the GMC model.
On the basis of the two principles of GMC (based on architectural and specialized
marketing) which stem from the theory of RBV is fundamental to companies’ marketing
resources and capabilities (Morgan, 2012). Given the above eminent principles, the

combined marketing capabilities have been scrutinised and enhanced by the speculative idea
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based on the resource-based theory (Barney, 1991; 2001). The speculated reason why some
companies could outperform other competitors over time, would depend on how companies
effectively exploit and fully utilise their GMC in achieving greater performance outcomes.
On this basis, this study proposes, reaffirms and validates the essence of the two principles
of GMC (i.e. architectural marketing and specialized marketing capabilities) which is the
cornerstone to the development of companies’ marketing resources and capabilities and the
RBYV of an organisation (Morgan, 2012) could lead companies to attaining their target

performance goals as a result.

In addition to the above, this study contends that the notable GMC model which is grounded
in the RBV could contribute a source of competitive advantage and better performance for
companies (Morgan, 2012). In doing so, the author builds on Morgan (2012)’s framework
which links an organisation’s capabilities, to the role of marketing with competitive
advantage and performance. Specifically, the focus is on strategic marketing of an
organisation that embraces environmentally-friendly aspects at an operational level and
embodies these aspects with a combination of architectural marketing and specialized
marketing capabilities to formulate the GMC model. Based on the critical foundations of
GMC, the incorporated marketing capabilities are configured within companies’ marketing
resource-base and capabilities for a creation of competitive advantage and superior
performance (Morgan, 2012). To be consistent with the above realised-capability, the GMC
model has been empirically tested and proven by the significance of the RBV of an
organisation. This can also be viewed as a key information contributing to academic
researchers which provides substantial evidence to better understand why some companies
could gain a critical source of green competitive advantage and superior performance to

outperform other competitors over time (e.g. Barney, 1991; .Teece et al, 1997).
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Furthermore, the operationalization of the four components of GMC-structures which are
connected to the idea that brings together functional/practical marketing within strategic
marketing and factical issues (e.g. Kotler, 2011; Vorhies et al, 2009; Hunt, 1995; Vorhies
et al, 1999). The results of which embrace an organisation’s deployment and exploitation
of marketing resource inputs, as well as a coordination of multi-leveled functions to fully
comprehend a ‘wholeness’ of the GMC model in various aspects. In general, the
operationalization of the GMC-structures can be viewed as a representation of two main
GMC-structures including: basic GMC-structures (consisting of pre-GMC and info-driven
GMC) and advanced GMC-structures (consisting of product-driven GMC and synergistic
GMC). The simplification of the two main GMC-structures is to capture a broader view of
marketing functions of GMC involving some basic insights of marketing knowledge-base
and other advanced marketing practices based on the two principles of GMC including:

architectural and specialized marketing capabilities (Morgan et al, 2012).

Particularly, the highlight of the four components of GMC-structures is on their hierarchical
categories which demonstrate the feasibility and viability of the GMC model. Hence, the
classification of GMC-structures can be effectively implemented which has been developed
and evaluated by a thorough process: an integrative analytical approach (which combines a
theoretical reviewing classification and procedure for selecting the constructs of GMC).
This process is done by deliberating the two principles of GMC model (based on
architectural and specialized marketing capabilities) in order to classify structures of GMC,
and after that comparing them with other selected past studies emphasising on green
marketing strategies and green marketing practices (e.g. Leoniou et al, 2013, Fraj et al,
2013) (as already discussed in chapter 4). With this particular approach, the four
components of the GMC-structures have been validated and ratified by a review of robust
theoretical classification within the domain of strategic management and other pertinent

studies in the field of marketing.
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Next, more contributions to academic research can also be addressed: the step-wise
methodological bases for the data analysis purpose of all three sub-studies 1, 2 and 3, and a
methodological contribution based on a configuration model (that depicts strategic
implications among the three GMC-strategic types). Some methodological contributions
that this study has witnessed are the multiple methodological approaches which were
adopted for the data analysis purpose. In order to achieve the research goals, this study
employs various analytical methods in order to undertake different investigations and
explain some multi-facets of the GMC-model and its strategic implications. In line with the
research aims, the adopted analytical approaches based on sequential steps of all sub-
studies: 1, 2 and 3 have given witness to the empirical findings in contributing to an

appropriate and adequate interpretation of the results of the entire study.

To be more precise, the adopted methodological bases are inclusive of a review of
theoretical literature, the classificatory schemes on the basis of an integrated procedure
including: a theoretical approach and an empirical taxonomy (which involve a clustering
analysis), a configuration model, a mediating influence and a direct effect respectively.
Owing to their useful specifications, the author has deployed these analyses to proceed with
several consecutive steps in accordance with specific research questions and objectives in
order to obtain resilient research outputs. With the step-wise analysis procedure (as
presented in all three sub-studies of this thesis), the research outcomes that derived from
one study were brought forward to the next study for further investigation. In other words,
the results of study-1 have been linked to studies 2 and 3 based on the conceptually-derived
GMC model and the classifications of the GMC-structures and strategic types. Following
on from that, both studies 2 and 3 (part-1) were undertaken in order to gain in-depth insights
into some multi-faceted GMC models based on a configuration approach so as to explain

some of the strategic implications. A continuance was study-3 (part-2 and -3), in particular
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it performed two more analytical methods based on the mediating influence of green

competitive advantage and the direct effect of the GMC-structures on performance.

Given the adopted analytical methods, this thesis contends that the merging of the analytical
bases has attested to the salience of the GMC-structures which have been found to
significantly contribute to companies’ competitive advantage and superior performance. As
such, the utilisation of multiple analytical approaches has been validated and proven by the
empirical data of the whole study. Which makes substantial contribution towards
articulating in-depth insights into what are the qualities (functionalities) of the GMC-model,
how can it be operationalized in order to explain its multi-faceted models, and to the extent
of its strategic implications, as well as explain why GMC is important in improving an

organisation’s performance effectiveness as an end result.

Another methodological contribution in terms of an analytical technique used in this study
namely a ‘configuration approach’ can also be evident. In light of the configuration of fit
model, it has given rise to the ‘strategic implications’ of GMC in terms of strategic-
behaviour fit (from study-2) and strategic-GMC fit (from study-3: part-1) among three
GMC-strategic types. In both studies 2 and 3 (part-1), the author asserts that a configuration
method is concerned with an appropriate approach to depict a configuration of fit model
among multiple variables. To be more specific, both sub-studies focus on an assessment of
fit-as-moderation (or the moderating effect) (Venkatraman, 1989) by alternative GMC-
strategic types. Given its significant specification, the configuration model also illustrates
the establishment of fir within internal contexts to explain attributes which can be viewed as
an appearance of archetype (a set of relationships which are in a temporary state of balance),
in other words, the implications of the holistic and characteristic of an organisation (Miller
and Friesen, 1977). Owing to its usefulness, the author is able to interpret and validate the

empirical findings based on the configuration of fit model in terms of ‘strategic-behaviour-
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fit’ and ‘strategic-GMC-fit’. These outcomes accordingly can be regarded as important
research implications which stemmed from the configuration method. Based on all
significant groundwork and the adopted methodological bases as discussed above, this

thesis asserts the meaningful contributions to academic research.

7.3.2 Research Implications and Interpretation of Findings for Managerial

Practices

This section aims to discuss some research implications and interpretation of findings
based on management perspectives. First, it begins the review on the operationalization of
GMC-structures and the four components (section 7.3.2.1). Next, by interpreting the
findings based on a configuration model the author offers up some strategic implications
of GMC in terms of strategic-behaviour-fit (section 7.3.2.2) and strategic-GMC-fit among
three GMC-strategic types (section 7.3.2.3). After that, the author proposes a guiding
model for marketing practitioners to take on board the development of GMC strategies

(section 7.3.2.4).

7.3.2.1 The Operationalization of GMC-Structures and Four Components

Having discussed the research findings of study-1 (both chapters 2 and 4) in the previous
sections, this section starts with the idea that the operationalization of GMC-structures and
the four components are critical for marketing practitioners to take on board which can be
highlighted as follow. In general, the operationalization of GMC-structures can be seen as
a combined process which includes: the basic GMC-structures and the advanced GMC-
structures. Specifically, the basic GMC-structures depict critical green marketing
knowledge and information resources for marketing practitioners for undertaking green
marketing planning, strategies and skills as well as aiding a decision-making process toward
an effective development of the GMC-structures. Which in turn could lead companies to

improve their overall marketing capabilities for the enhancement of a competitive position
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and performance whilst improving environmental quality by reducing negative impacts on

to the environment (Leonidou ez a/, 2013; Morgan et al, 2012; Kotler, 2011).

Meanwhile, the advanced GMC-structures represent critical strategic green marketing
programs for marketing practitioners for the undertaking of green marketing practices and
the implementation of marketing strategies to achieve an effective development of the
GMC-structures. This is done in ways that incorporate inter-organisations’ communications
and promotional activities (among partnership, distributors, suppliers and with customers)
for environmentally-friendly commitment towards the development of GMC to attaining
target market objectives. In other words, the functionality of advanced GMC-structures
manifests a useful set of green marketing practices for marketers to understand how GMC
can be effectively achievable. This implementation could also lead companies to improving
their overall marketing capabilities for the enhancement of a competitive position and
performance as well as environmental integrity (through an environmentally-friendly
commitment and agreement among business partnerships) (Leonidou et a/, 2013; Morgan

etal, 2012).

In addition, this study emphasises the importance of the four components of GMC-structures
which are fundamental to a creation of companies’ specific resources, or a critical source of
competitive advantage and performance (Morgan, 2012). The empirical results also witness
how each component or a particular feature of GMC-structure potentially contributes
towards heightening a company’s green competitive advantage and performance which
could be implemented and followed by marketing practitioners. Accordingly, this study
uncovers the feasibility of the GMC-structures and the extent to how marketing practitioners
can make changes in their marketing practices in order to meet the need for change in line

with the environmental imperative (Kotler, 2011). Next, the significant constituents of the
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GMC-structures including four elements which can be advised for marketers to better

understand their usefulness are briefly described as below.

Component 1: Pre-GMC. This component refers to a pre-stage or a fundamental level of
GMC-structures. It involves green marketing knowledge-base and planning skills (Morgan,
2012). In other words, this basic step is to help evaluate companies’ green marketing
knowledge-based resources, and ensure whether or not they have a clear green marketing
goal with creative green marketing strategies and a thorough knowledge of green marketing
planning process (Leonidou et al, 2013; Morgan et al, 2012). The ‘pre-GMC’ is also
regarded as substantial groundwork which helps assure adequate effective knowledge of
green marketing for marketing practitioners to embark on a green product/market

opportunity.

Component 2: Info-driven GMC. This component refers to prerequisite information
orientation to the implementation and dissemination in an organisation (Morgan, 2012).
Prerequisite information-orientation to implementation and dissemination, could help
marketing practitioners gain insights into the current situation (what is going on) of green
product/market which facilitates a better decision-making process for companies. For
instance, the information implementation activities are to ensure whether or not companies
integrate all available knowledge of green market. This informative aspect also combines
new information with past research in order to build a richer green market view as well as
an analysis of market information to better understand green market trends in the green
marketplace (e.g. Leonidou et a/, 2013; Morgan et al, 2012). In addition, the information
dissemination related activities within an organisation can ascertain that green market
information is available to internal decision making, and allow other units within an
organisation to access the green marketing information. Accordingly, the ‘info-driven

GMC’ could contribute to a critical information-orientation of green marketing knowledge,
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which has potential to directly evaluate and strengthen companies’ capabilities in achieving

better performance outcomes.

Component 3: Product-driven GMC. This component refers to a company’s ability to
develop green products that are designed and made of environmentally-friendly
materials/ingredients (Fraj ef al, 2013; Leonidou et al, 2013). Based on the green product-
insights, marketers could gain a better understanding of how to develop and design green
products. For instance, the green product development is concerned with the use of
green/environmentally-friendly ingredients, contents, materials, and recyclable packaging.
In addition, this product-related component suggests appropriate labelling which has an
emphasis on natural environmental benefits (Leonidou ez a/, 2013). Hence, the eco-friendly
product-related activities could enhance companies’ development of green products and
design towards the right direction in order to capture target green consumers’ demands as

well as increase economic outcomes (Fraj et al, 2013).

Component 4: Synergistic GMC. This component refers to a hybrid process concerning
green marketing programs which incorporate a coordination with partnerships (i.e.
suppliers/distributors) and communication skills throughout an organisation, this is also
extended to customers towards the development of an environmental commitment and
responsiveness. The focus is on a systematic process which consolidates specialised
marketing functions, corporate communication activities within an organisation and with
external green network/partnership, as well as promotional practices with customers
(Morgan, 2012). On this basis, it could help marketers gain some insights into a coordination
among inter-organisations in order to develop green marketing programs for environmental
responsibility (Leonidou ef al/, 2013). For instance, this cooperation aims to achieve a clear
direction and specification of natural environmental preservation and responsibilities among

business partnerships, as well as to monitor members’ responses upon their environmental
b
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commitment. Consequently, the synergistic GMC could heighten companies’ capability to
move forward in achieving corporate social responsibility through environmentally-friendly

communication and responsiveness.

7.3.2.2 Strategic-Behaviour-Fit among Three GMC-Strategic Types

Having discussed the major research findings in the previous sections, this section aims to
articulate some insights into the research outcomes of empirical study-2. The findings can
be interpreted in order to get the most meaningful strategic implications for management

practices in terms of various strategic-behaviour fit models among the three GMC-strategic

types.

As stated earlier, a strategic-behaviour-fit which is stemmed from a configuration model,
can be viewed as a reflection of a set of an organisation’s internal patterns which combined
its dominant strengths with a corporate-level posture and perceived-behaviour towards the
development of GMC-structures. This model also reveals a manifestation of posture-
behaviour-structure-performance relationship. In other words, it may infer a company’s
actual strategic-behaviour based on its corporate mindsets in association with its self-driven
perspectives towards the development of GMC-structures which has an impact on
performance. Specifically, ‘strategic-behaviour’ refers to an alignment of ‘strategic-intent’
and perceived-behaviour that fit with performance in order to achieve target market

objectives (Venkatraman, 1989).

Given the uniqueness of strategic-behaviour-fit among the three GMC-strategic types, each
archetype offers a good example (as represented by its distinctive attribute to achieving
different target market objectives) for business enterprises to understand alternative GMC-
strategies and their strategic-behaviour-fit models. Particularly, it helps identify which
strategies should be implemented depend on the objective to achieve target performance

outcomes on the basis of a specific market condition. Consequently, the author summarises
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a representation of strategic-behaviour-fit model which is illustrated by an association of
companies’ dominant strengths and strategies, and a reflection of self-driven attribute
towards the development of GMC-structures among the three GMC-strategic types (see

below, table 7.1).

Table 7.1 Illustration of Strategic-Behaviour-fit Model among three GMC-

Strategic Types
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More details of each GMC-strategic type and its strategic-behaviour-fit model are briefly

discussed as follow.

For GMC-prospector. Table 7.1 shows that the GMC-prospectors are an opportunity-seeker
expert with a change leading manner towards the exploitation of a green product/market
opportunity. The findings suggest that they possess a risk-taking posture at a corporate level.
Moreover, the dominant strengths of the GMC-prospectors can be viewed on the basis of
synthesis of strengths which expresses their self~drive with full commitment towards the

development of the GMC-structures. They operate with a clear goal/mission, change leading
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characteristic and are proactive with a fast-adaptive gesture in order to gain first-mover
advantage (Fiss, 2011; Song et al, 2007; Hughes and Morgan, 2008). However, the GMC-
prospectors seem to have a weak side shown by a relative lack of appropriate analytical-
oriented skills at a corporate level which is evident by the results of the configuration model
of fit (from study-2). This lacking exposes the need for the GMC-prospectors to improve

their ability in relation to analysis orientation and skills.

In addition, drawing on the insights from the observed-data it can be ascertained that some
companies who adopt the GMC-prospector strategic type, are capable of incorporating fast-
adaptive self-driven attributes. These companies in particular seem to be proactive in
leading change as well as being first-mover (e.g. Miles et al, 1978; Hughes and Morgan
2008) in corresponding to a green product/market trend. Owing to their specific strategic-
behaviour, it could enable them to sustain their environmental commitment as well as
providing a clear and transparent business platform for the stakeholders (Bonilla Priego et

al, 2011).

For GMC-analyzer. Table 7.1 shows that the GMC-analyzers are critical-adopters
(elaborative-follower) with a thoughtful manner towards the exploitation of a green
product/market opportunity. The findings suggest that they possess an analytical posture at
a corporate level. In addition, the dominant strengths of the GMC-analyzer can be viewed
on the basis of a synthesis of strengths, which expresses self-drive with consciousness
towards the development of the GMC-structures. They also have a clear goal/mission whilst
implementing a balanced/hybrid strategy (between stability and flexibility) (Song et al,
2007; Olson et al, 2005). Owing to the analyzer’s nature, it is evident that the GMC-
analyzers do not expose a risk-taking attitude at their corporate level, but rather stick with

an analytical or mindful approach.
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Moreover, the GMC-analyzers also demonstrate their core strategies i.e. second-but-better
(Miles et al, 1978) incorporated into a balance/hybrid approach (Song et al, 2007; Olson et
al, 2005) that might transform into one of their dominant strengths, one of cost-efficient
awareness for long term growth with stability. Drawing on the insights into some
observations (from the observed-data), it can be visualised that for companies who approach
the GMC-analyzer strategic type, are capable of incorporating a balanced/hybrid strategy
(Song et al, 2007) across multi-leveled organisation’s marketing capabilities, whilst
undertaking the operationalization of the GMC structures. These companies seem to be
more conscious and elaborative toward cost-saving effectiveness (Fiss, 2011; Vorhies and

Morgan, 2003; Olson et al, 2005) for the development of green product/market.

For the GMC-defender. Table 7.1 shows that the GMC-defenders are a conservative
adherent with a defensive manner towards the exploitation of a green product/market
opportunity. The findings suggest that they tend to stick with their core defending posture
at a corporate level. In addition, the dominant strengths of the GMC-defender can be viewed
on the basis of their synthesis of strengths, which expresses their focus on protecting their
market domain (market niches) with a core defensive approach (Song et a/, 2007; Miles et
al, 1978). However, what is surprising is that the GMC-defenders do take into consideration
of perceived-green behaviour (PGB) (a reflection from stakeholders’ view) which might
impact on their decision-making to whether or not take on board the development of GMC.
This circumstance seems to be counter-intuitive and contrasting to those of the GMC-

prospectors and the GMC-analyzers.

Based on the strategic-behaviour-fit model of the GMC-defenders, it is evident that they
represent an isolated defending group with a risk adverse response (Song et al, 2007)
towards the development of GMC-structures. This gesture is consistent with their core

defending approach in order to protect and maintain their market domain. In other words,
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they tend protect and build on what is already current. In addition, drawing on the insights
into some observations (from the observed-data) it can be visualised that for companies who
approach the GMC-defender strategic type, might assimilate a core defending strategy
(Vorhies and Morgan, 2003) at the corporate level. This would be apparent across their
multi-leveled marketing capabilities, especially when they wholly depend on a narrow
market niche domain (Miles et al, 1978). Their protection would also include a defensive
posture of business against outsiders from entering their established domain. Although they
have a capability to deploy a value marketer strategy by developing their high-quality and
innovative products (Olson et al, 2005), they choose to protect and feed their niche’s
demand and ensure stability in their chosen posture of security (Fiss, 2011; Miles et al,
1978). This scenario adds proof to the study’s outcomes in the sense that the GMC-
defenders are taking the slowest pace towards undertaking the operationalization of the
GMC structures with a risk adverse strategic plan whilst remaining isolated (Song et al,
2007; Vorhies and Morgan, 2003; Olson et al, 2005). Nevertheless, their strategic behaviour
may in turn help them accomplish target marketing goals with a product quality which could
only add strength towards their image (Miles et al, 1978) as being environmentally aware

and friendly specifically within their market domain.

To sum up, based on the configuration approach, the three GMC-strategic types and their
strategic-behaviour-fit models provide meaningful strategic implications for managerial
practices as described above. The interpretation of findings can be articulated in-depth
insights into strategic-behaviour-fit among alternative GMC-strategic types which may help
companies to better understand the nature and practicality of each GMC strategy and its
effectiveness towards achieving target performance outcomes. What is abundantly clear
about the three GMC-strategic types, is their correct implantation in order to fit a given

situation and/or market condition within their industries to attaining target marketing goals.
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7.3.2.3 Strategic-GMC-Fit among Three GMC-Strategic Types

This section continues to present ‘strategic implication’ of GMC in terms of strategic-GMC-
fit among the three GMC-strategic types which have been derived from study-3 (part-1).
Based on a configuration approach, the configuration of fit model among multiple variables
(i.e. the operationalization of two main GMC-structures, three GMC-strategic types and
GCA) derives distinctive patterns of variables relationships. The findings can be interpreted
in order to get the most meaningful strategic implications in relation to the two main GMC-

structures and green competitive advantage for managerial perspectives as follow.

According to the empirical results of study-3 (part-1), a configuration of fit model manifests
an alignment of the GMC-structures — strategy — outcomes (or competitive advantage). In
other words, this model suggests the matching of strategic intent (based on alternative
GMC-strategic types), structure (based on different components of GMC-structures) and
performance outcomes (based on green-competitive advantage) which is built on the past
study (i.e. Slater, Olson and Hult, 2006). Strictly speaking, this study highlights an
association between alternative GMC-strategic types (companies’ strategic intent) and the
operationalization of two main GMC-structures which can be explained as a strategic-
GMC-fit model to gaining green competitive advantage. In reality, when companies
approach the right strategic intent (choosing an appropriate strategic type) towards actions
(an implementation of GMC-structures) it could lead companies towards an improvement
of a critical source of competitive advantage and superior performance (Porter, 1991,

Ketchen et al., 2007).

To be more specific, the strategic-GMC-fit model focuses on the synthesis of strengths and
dominant strategies in line with the two main GMC-structures in contributing toward a
competitive advantage for companies. The notion of strategic-GMC-fit refers to a complete

view of the synthesis of strengths combined with the dominant characteristics of each GMC-
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strategic type in association with the two main GMC-structures (basic and advanced GMC-
structures). This in turn leads towards a creation of critical source of green competitive
advantage for companies. In particular, each GMC-strategic type represents its unique
strategic-GMC that fits and contributes to a competitive advantageous position. Next, the
author illustrates three distinctive strategic-GMC-fit models by alternative GMC-strategic

types as below (see table 7.2).

Table 7.2 Illustration of Strategic-GMC-Fit Model in Achieving Green
Competitive Advantage by Alternative GMC-Strategic Types

GMC-Prospector
(An opportunity

GMC-Analyzer
(A critical adopter)

GMC-Defender
(A conservative

seeker) adherent)
Strategic- Synergistic GMC Product-driven GMC & Product-driven
GMC-Fit Synergistic GMC GMC
] Communications, Thorough green Developing green
Synthesis | ., operation with product/market search & product to serve
of green developing green products, and maintain the
Strengths | hannel/network, communications, and co- market-niche
partnerships and operation with green network | purpose
customers for green | partnerships and customers
commitment for green commitment
Dominant | Fast-adaptive with Safeguarded procedures with | Being conservative
Characte | full exploitation of | GMC, maintaining in driving business,
ristics GMC, first-mover balance/hybrid with core maintaining core
advantage strategy analytical strategy & defensive strategy
& implementation implementation & implementation

Source: Author

According to table 7.2 and as stated earlier, the strategic-GMC-fit model of each GMC-
strategic type depicts an association of the synthesis of strengths and dominant strategies
which is derived from an interaction between the two main GMC-structures (i.e. basic and
advanced GMC-structures) and various GMC-strategies. To be more specific, the two main

GMC-structures are comprised of the basic GMC-structures (including pre-GMC and info-
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driven GMC) and the advanced GMC-structures (consisting of product-driven GMC and
synergistic GMC). Based on the strategic-GMC-fit model, the synthesis of strengths of each
GMC-strategic type which are immersed into the implementation of two main GMC-
structures can be seen as a driving force of green competitive advantage for companies.
Particularly, the interpretation of findings articulate how the implementation based on the
two main GMC-structures would be incorporated in companies’ dominant strategies which
could in turn strengthen a critical source of their competitive position. Next, more
discussions of the strategic-GMC fit among three GMC-strategic types are provided and can

be advised for management practices as follow.

Strategic-GMC-fit of prospector. The synthesis of strengths for the GMC-prospector are
evident based on the implementation of the GMC-structures in relation to synergistic GMC.
Specifically, a strategic-GMC-fit model of the prospectors can infer a hybrid process of
green marketing programs which combines organisation’s communication and coordination
among inter-organisations (channel network/partnerships) to the development of green
marketing practices for environmental responsiveness. This practice in turn leads towards
an improvement of a critical source of GCA. To be consistent with its dominant
characteristics which is incorporated in synergistic GMC, the GMC-prospectors are keen in
developing green marketing programs based on the hybrid process (synergistic) of GMC-
structures with fast-adaptive gesture combined with first-mover advantage strategy
implementation (Fiss, 2011; Hughes and Morgan, 2008; Song et al, 2007; Vorhies and
Morgan, 2003). As a result, it can be concluded that an incorporation of the synthesis of
strengths in which are merged with the synergistic-GMC and dominant characteristics gives
rise to strategic-GMC-fit for the GMC-prospector towards an evaluation of GCA and better

performance outcomes.
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In reality, the strategic-GMC-fit model among the prospectors can be viewed as a factual
circumstance, in which companies are keen and enthusiastic about corporate social
responsibility. Particularly, the practice on the basis of synergistic GMC manifests a
coordinated green marketing program and environmental commitment of a company with
other partners as well as customers. Owing to the strengths in this area, it could heighten a
critical source of companies’ competitive advantage to achieving target performance goals.
This information accordingly can be adopted by management executives and marketing

practitioners to gain an insightful nature and strategic-GMC fit of the GMC-prospectors.

Strategic-GMC-fit of analyzer. The synthesis of strengths of the GMC-analyzers have been
evidenced based on an implementation of the advanced GMC-structures in terms of both
product-driven GMC and synergistic GMC factors. The strategic-GMC-fit of the analyzers
is associated with the development and design of green products, as well as a hybrid process
of green marketing programs which combines organisation’s communication and inter-
organisations (channel network/partnerships) to the development of green marketing
practices and activities towards environmental responsiveness. This combined practices in
turn lead companies to gain a green-based competitive advantage. To be consistent with
their dominant characteristics that incorporated in both product-driven GMC and synergistic
GMC components, the GMC-analyzers do focus on creating safeguard procedures (balance
between stability and flexibility between the two extremes: prospectors and defenders)
(Fiss, 2011; Song et al, 2007; Olson et al, 2005) with a thorough scheme of searching for
green product design and development. In addition, they are analytical with a consistency
in their core characteristic to undertake a hybrid process (synergistic) of the GMC-
structures. As a result, it can be concluded that an incorporation of a synthesis of strengths
which is merged with the advanced GMC-structures (in terms of both product-driven GMC
and synergistic-GMC) and dominant characteristics, gives rise to a strategic-GMC-fit model

for the analyzers towards the enhancement of GCA and superior performance.
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Moreover, the GMC-analyzers in particular, have both areas of strengths based on the
advanced GMC-structures (i.e. product-driven GMC and synergistic GMC) in line with
their core strategies which are: valuable, rare, un-substitutable and inimitable (Grant, 1991,
Menguc and Ozanne, 2005). This merging dominant characteristic can hardly be imitated
by the prospectors and defenders. Essentially, the formation of strengths on the basis of both
green product development and a coordinated green marketing program combined with their
core analytical approach could be viewed as an outstanding quality for the GMC-analyzers.
This circumstance may be visualised by an implementation of a hybrid/balance strategy

(Olson et al, 2005) in achieving target market objectives.

Given the above knowledge, it agrees with the study’s observation that, the implementation
of a second-but-better strategy (Miles et al, 1978), by the GMC-analyzers enables them to
beat other competitors in the green marketplace with their unique balance/hybrid, analytical
approach (Olson et al, 2005). In reality, the strategic-GMC-fit model of the analyzers
exposes factual evidence of their thoroughness in green product development with cost-
efficiency as we